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The objective of this thesis was to design a visual layout of e-commerce website for 

the YACHAY Ltd.  The company operates in St. Petersburg and its main business line 

is selling of tea, coffee and sweets.  

The aim of this thesis was to examine key elements of web usability and their further 

implementation and influence on graphical part of design in order to create a competi-

tive e-commerce website. The appearance of the site was created to support brand 

identity and to suit to the target audience and maintain main business.  

With the use of marketing information, competitive analyse, user profile information 

and qualitative research in form of a survey were identified and set tasks that should 

be achieved during the design process to  maintain main business goals of the e-

commerce.  

As the result of this work the client got a visual layout template for the four main 

webpages of the site, based on which the whole e-commerce site could be integrated 

with CMS (content management system) and become fully functional online store. As 

well the client got two samples of indoor advertisements with purpose to increase the 

conversion rate of site visitors into customers.  
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1 INTRODUCTION 

This Bachelor’s thesis concentrates on a visual design of e-commerce website for the 

YACHAY Ltd. based on the fundamentals of web usability. On the Web, a company’s 

website is the only contact point that a company has with a client. It is proven that 

sites that have user friendly design and built with the knowledge of web usability 

basic elements increase user satisfaction. With a good and simple navigation users are 

pleased being able to find needed the information fast, otherwise they simply leave the 

site. Companies rely entirely on the quality of their web presence but the context of 

dependence is still different depending on a line of business. For instance, companies 

that sell such products as music or books do not require high quality visual materials 

to allure and to convert site visitors into buyers. In this regard, every project should be 

set usability goals through the combination of user profiling, analyses of the main 

tasks and general business goals. These also may be linked with additional infor-

mation such as marketing information or competitive analyses and with qualitative 

and quantitative research to set prioritize goals. The beginning of the thesis covers in-

formation of marketing concept of the YACHAY company and in the second part of 

the thesis opens main web usability basics and rules that are consistent for any good 

web design. The third part of the thesis is a competitive analysis and qualitative re-

search in form of survey conducted to identify and to set usability goals. When the 

goals are set, they have to be implemented for the company to achieve required per-

formance and satisfaction criteria. The last part of the thesis shows this implementa-

tion of usability and its influence on the graphical part of the design.  

 

2 BACKGROUND INFORMATION 

2.1 Background information 

2.2 Vision/Mission 

A brand with a clear profile can be expressed in words, which is the mission 

statement of the identity of the organization. (Minamiyama 2007:96) 

«I'm TEA» helps people to fill with vital energy their busy working days, to cope with 

daily stress and to keep a positive attitude towards the loved ones and for favorite 
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activities. «I'm TEA» initiates care about health. «I'm TEA» takes care of you and 

your family to be successful, full of health and beauty. 

2.3 Brand Values 

Brand personality is defined by its unique values and characteristics. These values 

and characteristics are generated from the core of the brand, as well as by exterior 

demand. The brand personality gives the brand clear and distinctive characteris-

tics. (Minamiyama, 2007:97.) 

 

Health – the brand offers products used in everyday life that positively influence 

the physical well-being of people. 

Quality – making good things even better.  

Successful together – improve social ties between brand and customer. 

Family – as one of main priority of human values  

Reliability - scientifically proven benefits of tea 

Optimism – through the love of tea 

 

2.4 Company name 

The brand name «I'm Tea» was proposed by the designer and was immediately 

approved by the client. 

«ЯЧАЙ» / «I'm Tea»  

To use the original name of product in the brand name makes it clear and under-

standable at first sight. Combining of I'm» with «TEA» made it as one expressive 

word which sounds very ingenious in Russian style. 

2.5 Logo, Colour and Typeface 

Logo is a basic element in branding. It appears on product, its packaging, adver-

tisements, company stationary, bill boards, promotional materials and website. 

Repeated appearance of logo builds an image of the product in the eyes of the cus-

tomers. Logo should have the quality of being memorable and easily recognizable. 
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It should convey what the company and the product is all about. The logo created 

for the tea brand is presented below in Figure 1. 

 

Figure 1. Logo for the brand. 

The key words for the logo are:  healthy, energetic, friendly, modern, fresh, dis-

tinctive. 

Letter «Я» is built with smooth elements, to make it friendly and confident. Vol-

ume and bend element on the logo makes it alive. 

For «ЧАЙ»  «Taurus-Light» is used type face, which is built with smooth curves 

and gives to it a modern look. Letter «Й» drawn as a tea cup, letter «A» reminds a 

cup from the top view. The same typeface is used for taglines and for body text is 

used Verdana family typeface. For the preview see Appendix 1. 

Letter «Я» and word «ЧАЙ» were separated from each other to state more clear 

about the specialization of the store. At the same time they are not allocated from 

each other, black rectangular behind combines them into one solid graphic ele-

ment, which is visually reminds a part of tea bag and makes it even more relevant 

to the tea products, and used in a promotional materials.   

Every emotional branding strategy must consider the effect colors will have on the 

brand. Color in branding is not only its aesthetic composes. Color is the channel 

through which the important information is delivered to the consumer. Colors 

trigger very specific responses in the central nervous system and the cerebral cor-

tex. Once they affect the cerebral cortex, colors can activate thoughts, memories, 

and particular modes of perception. Properly chosen colors define the brand logo, 

product, window displays, and encourage better recall of a brand, as well as more 

accurate understanding of what brand represents. Poor color selection will confuse 

the message, confuse customers and, in extreme situation, contribute the failure of 

the brand.
 
(Gobe 2001:77) 
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Contrast is a key factor in creating a memorable logo. The basic rate has been 

made on the brightness of a combination of black and green colors, the colors of 

two most popular types of tea. Also the priority in choice of colors was based on 

the competitiveness of logo in close proximity with colorful logos and packaging 

of selling goods, in order not to lose it with all the diversity of colors. 

In psychology, Green is a cool color that symbolizes nature and the natural world. 

Green also represents tranquility, good luck, health. Black is authoritative and 

powerful; because black can evoke strong emotions too much can be overwhelm-

ing. The color black is often used to demonstrate power and social prestige. (Cher-

ry 2012). 

For the additional colors were chosen white and light green with value of RGB 

168/247/153. White color as the main color used for background, as symbol of 

purity, innocence and cleanliness. This color brings feelings of peace and comfort 

while it dispels shock and despair. White can be used to give a feeling of freedom 

and uncluttered openness. Light green, as an auxiliary in the separation of priority 

and secondary information, and to enhance the corporate identity. For the preview 

see Appendix 1. 

 

2.6 Tone of Voice 

Tone of voice means how we say what we say. The words are sending signals - 

they show to the audience what the firm represents as a brand and helps people to 

understand what it stands for. The way the firm talks as a brand is as important as 

the way the firm looks. The words that are used reflect to the brand personality, so 

the more consistently the company uses them the more coherent the brand is.  

A well-defined and well-executed tone of voice is: 

 uphold the brand values internally and externally 

 build trust and recognition  

 engage and motivate employees 

 distinguish from a competitors 

“I’m TEA” tone of voice is clear, positive and confident 
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 “I’m TEA” is not only a brand name, “I’m TEA” is alive, it has own personality. 

He communicates with the audience straightforward, simply and clearly brings his 

information. “I’m TEA” not uses long expressions, he is confident about himself 

and what he is saying. He knows what customers want. The “I’m TEA” cares 

about his audience, he values their time and he delivers only essential information. 

It creates a recognizable look for product or service of “I’m TEA” 

 

In addition to tone of voice, trigger words were used in brand communication with 

target groups. Trigger words are those that are used in copywriting to influence 

the target audience. They are used to attract attention, generate and hold interest, 

and to encourage an action. Also, are used to push the reader over the edge of an 

argument or proposal, so that the client thinks what you want him to think and 

takes the action that is planned for him. There are at least three kind of trigger 

words: motivating words, friendly and encouraging words and demotivating 

words. It is possible to demotivate a reader simply but using a word he does not 

understand. Never use a word just because you like it, every word you use must be 

used in the light of how the target audience understands it and will react to it. The 

following words are friendly and motivation trigger, and the choice for them was 

based on the list of motivating triggers.
 
(Yadin 2001:34-41.) 

 

List of words: 

 

“I’m TEA” cares 

“I’m TEA” gives  

“I’m TEA” rejoices 

“I’m TEA” useful, healthy 

“I’m TEA” with you 

“I’m TEA” on a way 

“I’m TEA” communicates  

 

2.7 Unique Selling Proposition 

The Unique Selling Proposition is a marketing concept. It is statement that an-

nounce brand competitive advantage and it is usually represent in form of short 

http://en.wikipedia.org/wiki/Marketing
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sentence or  short statement. For the company ”I’m Tea” were developed the fol-

lowing statements to descrivbe its unique selling propostition:   

The “I’m TEA” apprehends TEA as a health product. The “I’m TEA” offers tea as 

irreplaceable product in today’s busy and stuffy life. The “I’m TEA” offers tea as 

a source of vitamins and antioxidants for the energy, youth and beauty and to 

maintain health and protect against free radicals which lead to various serious dis-

eases; 

“I’m TEA” vital, for activity.  

“I’m TEA” anti-stress.  

“I’m TEA” light, (weight loss tea) 

“I’m TEA” immunity 

“I’m TEA” relax 

 

3 WEB USABILITY 

3.1 Usability and its Principles 

There are many words and wording that can describe the essence of usability. One of 

the key persons, who made a significant contribution to the development of the theory 

of usability, is a Jacob Nielsen. It is to be appropriate to use the definition of the usa-

bility concept proposed by Jacob Nielsen (2003) in this work. On the Web, usability is 

a necessary condition for survival. If a website is difficult to use, people leave. Usabil-

ity is a quality attribute that assesses how easy user interfaces are to use. The word 

"usability" also refers to methods for improving ease-of-use during the design process. 

(Nielsen 2012). Usability is a fundamental tool for constructing an easy and logical 

website for a user, so that they can enjoy using the site and they can utilize it to find 

what they need. It is critically important for companies that want to build brand loyalty 

and attract customers, as people are turned off by websites which they have trouble to 

use. The usability theory principles should and will be applied in the development of 

the YACHAY website design. 

 

Websites usability centerpiece is oriented around users, rather than a website which 

view users as secondary to the purpose of the site. A user-centered website responds to 
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a user feedback, and incorporate features into its design which keep encourage people 

to return in the future. To establish the connection between usability and the user ex-

perience Quesenbery (2003) has proposed a frame work for usability comprised of five 

principles, referred to as the five Es. 

The five usability principles are: 

 Effective. The completeness and accuracy with which users achieve their 

goals. 

 Efficient. The speed (and accuracy) with which users can complete their tasks. 

 Engaging. The degree to which the tone and style of the interface makes a 

product pleasant or satisfying to use.  

 Error tolerant. How well the design prevents errors or helps with recovery from 

those that do occur. 

 Easy to learn. How well the product supports both initial orientation and deep-

ening understanding of its capabilities. 

All these principles can be used in a different ways. One way is to set priorities for de-

sign; principles can be used to identify user needs and could suggest design approach-

es.  

 

3.2 Usability Basic Elements and Evaluation Questions 

This chapter discussed seven key elements of web usability as well as the major issues 

needed to conduct the competitor’s analysis, which will be discussed in the next chap-

ter. The questions were developed by Myer (2002), expert in web application devel-

opment and interactive content development, according to his own experience over the 

past years how to obtain the most essential and accurate information. 

 

3.2.1 Home Page 

The home page is the most important page of a website and crucial factor in evaluating 

the competitors. It is the one page that all visitors will view. A poor home page can 

destroy any chance of achieving website objectives within a few seconds. The page 
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should interest a user and to preview the main context of the site, regarding to this the 

comparison will cover the following issues: 

 How informative is the home page? 

 Does it set the proper context for visitors? 

 How fast does it load with mobile device? 

 

3.2.2 Navigation System 

Navigation system is fundamental for a good web design - in both business and infor-

mational sites - users should be able to find information easily. The navigation system 

should clearly indicate to the user about where you can go from the current page, and 

the information thus obtained. Qualitative support navigation should include links that 

lead to the previous section, to the page table of content section and to the home page. 

It is convenient to represent it in the form of walk path. The following questions will 

be used to evaluate the chosen competitors: 

 

 Is the global navigation consistent from page to page? 

 Do major sections have local navigation? Is it consistent? 

3.2.3 Site Organisation 

A well-organized web site will increase its usability resulting in visitors staying on the 

site longer and coming back more frequently. Organizing content includes putting crit-

ical information near the top of the site, grouping related elements, and ensuring that 

all necessary information is available without slowing the user with unneeded infor-

mation. Content should be formatted to facilitate scanning, and to enable quick under-

standing. Question for evaluation: 

 

 Is the site organization intuitive and easy to understand? 

 

3.2.4 Links and Labels 

It is important to use color with care — and awareness.  When using color to impart 

the meaning, for instance, green always means “go”, while red means “stop”, that 

meaning could be lost to a person with vision impairment — including the estimated 

nine percent of men who are color deficient or color blind. (The greatest color 
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deficiency is around red and green.) Color contrast is also important: the eye must 

work harder (and therefore becomes tired more easily) if low-contrast background 

colors are used, for example, to emphasize labels on section headers and content in 

groupings. Higher-contrast color combinations, or a simple line, are more effective in 

differentiating sections of a web page. (Eldeniz L. & Kartopu 2010). It is important to 

provide alternative text for non-text elements, such as labels, images etc. Questions for 

evaluation: 

 Are labels on section headers and content groupings easy to understand? 

 Are links easy to distinguish from each other? 

 Are links spread out in documents, or gathered conveniently in sidebars or oth-

er groupings? 

 

3.2.5 Search and Search Results 

According to Nielsen (Alertbox, 1997) search is one of the most important user inter-

face elements in any large website. You cannot sell a product if your customers cannot 

find it. One of the most pressing usability issues in the design of web sites is that of 

how to improve navigation and search. Questions for evaluation: 

 

 Is the search engine easy to use?  

 Are there basic and advanced search functions?  

 What about search results? 

3.2.6 Readability 

The content of a webpage should be written with readability in mind.  Readability of 

text affects how users process the information in the content. Poor readability scares 

readers away from the content (Gronin 2009). Those who provide written content that 

does not reflect an understanding of internet readability research are losing an oppor-

tunity to have their message heard more often and more clearly. Font choices (both in 

size and actual font) can have an impact on readability. For instance, research has 

demonstrated that fonts lacking serifs outperform fonts with serifs. It is very important 

to have sufficient contrast between text and its background. Whitespace is vital for text 
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to be readable, to apply guttering or margins is useful because it helps the eye to iden-

tify a block of text as a group, and also helps to quickly find the beginning of each 

line. Question for evaluation: 

 

 Is the font easy to read? 

 Is the site easy to scan, with chunked information, or is it just solid blocks of text? 

 Are line lengths acceptable? 

 

3.2.7 Website Performance 

Website performance is a one of the most important topics in web usability. For a  web 

giants such as Google, Yahoo, Amazon and eBay, slow website mean fewer users and 

less happy users and thus lost revenue and reputation. In case of small web store, even 

without a millions of users (yet), in consideration should be taken one very important 

thing: people are consuming the Web nowadays less with fast connections and mas-

sive computers and more with mobile phones over slow wireless and 3G connections, 

but they still expect the same performance. Waiting for a slow website to load on a 

mobile phone is doubly annoying because the user is usually already in a hurry.  

 

Questions:  

 Overall, do pages load slowly or quickly? 

 Are graphics and applications like search and multimedia presentations opti-

mized for easy Web viewing? 

 

4 COMPETITIVE ANALYSIS 

4.1 General understanding of the Competitive Analysis concept  

One of the key issues in developing a strategic goal and in understanding of market 

context is to complete a competitive analysis. A competitive analysis is a side-by-side 

comparison of other sites/products/software and competitors strengths and weaknesses 

in a similar space (business competitors or sites targeting the same audience offering a 

similar features) to see what your competitors offer and how they offer it. It is widely 

used in web-design in general because it gives new businesses or businesses that want 

to advance in their practice a good idea of already exist and how it can be improved. 
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Traditionally, the analysis will begin with the market and market leaders, followed by 

pricing of services and products and user interfaces. 

 

During the comparison the designer should determine what sites or products to look at 

and what the focus of the inquiry should be: structure, visual design, strategy, overall 

offering, functionality and interaction. This information can guide you in decisions 

about improvements and redesigns to ensure that the project budgets and roadmaps are 

being focused correctly. In web-store design it is especially important to evaluate 

competitor’s web-store. That way the good ideas can be grasped, transformed to suit 

own web-store and applied to own design. It also helps reducing the faults on the web 

i.e. if one designer has used too small font in one web-store, the one doing competitive 

analysis on that store would change the font to something more readable and practical. 

Excellent analysis is the key to successful insights and/or intelligence and can provide 

high-value strategic decision support capability in contemporary enterprises. (Fleisher 

C. & Bensoussan 2007: 13.) Intelligence about competitors and customers is a compa-

ny first line of defense on a way to successful business.  

 

4.2 Online stores to compare 

Three main competitors were chosen based on the customer reviews, provided by the 

online informational service (Chainaya Zeremonia 2012) that covers Tea industry, all 

three web-stores are operating in St. Petersburg region; it is the key factor for a tea dis-

tributor, relying on the information obtained from the survey. The competitor’s analy-

sis was conducted based on the main elements of web usability and major questions 

presented earlier in the Chapter 3. For the analysis of competitors was set up a check-

list of criteria’s and according to it was provided a rating for each question: 1=bad, 

2=poor, 3=fair, 4=good, 5=outstanding.  

 

 

4.3 The Basic comparison elements 

4.3.1 Home page overview 

At the first contact with the websites, all three are giving impression of being enough 

informative. But upon the further analysis, it becomes evident that only two out of the 
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three examined websites provide a user with the information of how to accomplish a 

purchase. In terms of web store usability it is one of the major aspects in the formation 

of a holistic perception of the site. Advertising is the next feature on which the author 

drew a particular attention. This is due to the very of selling philosophy, especially 

when a web store deals with such a product, as tea. None of the submitted web stores 

have an indoor advertising, motivational slogans and luring pictures.  Right away a us-

er is listed with price specifications and unattractive pictures, that could barely draw 

customer’s attention, catch the user. After all, tea is a product primarily for taste, and 

the challenge of the e-commerce advertising is by passing its aroma and flavor to ex-

cite the customer and to arouse a desire. Based on all of the above, none of the com-

petitors get in the evaluation more than “good”.  For the homepages preview see Ap-

pendix 2. 

 

The homepage load time test was conducted using the iPhone 4G mobile device, with 

the broadband connection of 512 Kbps. To perform the load time test with a PC is not 

essential for the purpose of the study due to the high average speed of internet connec-

tions available with ADSL (Asymmetric Digital Subscriber Line) subscription and the 

increasing percentage of users using mobile devices and tablets for internet access. 

36% of the internet traffic in St. Petersburg region was carried out via mobile devices 

in July 2012 (TNS web index report, 2012). The test revealed the following results: 

tea.mag. ru with 6 sec. of load speed, spb.zaltea.ru with 7 sec. of load time and  24-

tea.ru with 13 sec. of load time. Nevertheless, none of the web stores has a mobile ver-

sion or RWD (responsive web design) approach to web design. That could provide an 

optimal viewing experience - easy reading and navigation with a minimum of resizing, 

panning, and scrolling across a wide range of devices (from desktop computer moni-

tors to mobile phones). 

 

4.3.2 Navigation 

The global navigation along the top and along the left is the system applied in all the 

three web stores. The links on the left are the dominate global navigational elements, 

linking to the site's top-level categories, and that forces a user to scroll up and down to 

see the entire menu. For the preview see Appendix 2. At two of the three web stores 

(24-tea.ru, sbp.zeltea.ru) the top navigation works as pop-up menu. For the preview 

see Appendix 3. Furthermore, none of the site links have a visual treatment, in another 
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words not providing information about a user location. However, one of three web 

store (tea.mag.ru) has a links walk path, though with a limited functionality, so that a 

user is able to see the path, but cannot use them as a links. For the preview see Appen-

dix 4. This is contrary to the very notion of what we assume by a links walk path. 

Summing up, the navigation is understandable, but requires a little of time for adapta-

tion. 

 

4.3.3 Site Organisation 

Price and product availability markers are the key factors in a web store usability that 

substantially simplifies and reduces the amount of time taken for a user to use a web 

store. Under this item, the only one store tea-mag.ru disposes product availability in-

formation on the main page. For the preview see Appendix 5. For the remaining items 

of evaluation, all web stores posted logically and assembled in groups.  

 

4.3.4 Links and Labels 

There are two main ways to allocate a reference, underlining and marking. It is neces-

sarily to keep the same approach consistent on entire web design, unfortunately this is 

not always observed in a real situation. In case of examined web stores, references and 

markers look correct in most of the cases. The tea-mag.ru and spb.zeltea.ru are using 

underlining as a way of allocation and 24-tea.ru store use marking of the links. The 

problem occurs when the underlining appears only with mouse over, since a link can 

be recognized only by hovering the mouse over it. This is exactly what we observe in 

the tea-mag.ru web store. On the example on the 24-tea.ru we see how the principle of 

separation of links by color works, in fact with a problem, on the left side of the site 

they are highlighted in blue color and on the right side green color is used for high-

lighting, that is a misleading use of markers for a user. Also this site has a section 

called ”tag cloud” that serves for a purpose for the successful SEO (search engine op-

timization), but has a negative impression on a user in terms of usability, whereas it 

appears as disorderly gathered links of different sizes. The third spb.zaltea.ru web site 

has no comments to the link performance; the links are underlined and consistent 

through the whole website that justifies this approach in it functionality and usability.  

For the preview see Appendix 6. 
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4.3.5 Search and Search results 

In spite of the fact, that search is one of the most pressing usability issues; there are 

cases when developers neglect the adding of this feature to the site. Among the three 

competitors that we consider, only the 24-tea.ru website gives a search option. Based 

on the data obtained from the survey 88% (see Chapter 5) people who always drink tea 

and know the names of tea they prefer find it valuable to get quick access the infor-

mation. Taking in consideration all above, the 24-tea.ru web store gets ”excellent” 

evaluation and others are failed.  That cannot affect in negative way the competiveness 

of others.   

 

4.3.6 Readability 

Each of the web stores has a various comments on this item. The tea-mag.ru has issues 

regarding text density. The density of text in this case refers to the amount of words 

placed in one area. As well it has the problem with so called clean graphical imple-

mentation, when sufficient space is needed between the graphic and text. All this 

makes site more difficulty for scanning. The 24-tea.ru gets evaluation ”excellent” for 

easiness for scanning and compliance of all the major rules. The only note could be 

placed is the size of headers. Heightening the font size would increase the readability 

factor. The spb.zaltea.ru has an issue with the contrast, using the font color similar in 

value with background color will lead to the poor contrast, that makes readability of 

the body text almost painful, and as a fact a lot slower. For the preview see Appendix 

7. 

 

4.3.7 Performance 

All the web stores are light and not overloaded with multimedia and flash animation. 

As the search option is available only in one out of the three web stores, in the same 

that has pointed a higher rate of load time in the test. It is reasonable to pay a more 

precise look to it performance, for that was checked speed of search option with the 

same iPhone 4 mobile device and a PC computer, which revealed no delays in search 

option itself,  hence problem appears due the hosting provider.    
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4.4 Conclusion 

As the result of conducted competitive analysis, each participant got a certain amount 

of points by summing over each criterion. The highest rate of 59 points got the 24-

tea.ru web store mostly due to the presence of search engine (none of other partici-

pants simply does not have that service available). The remaining two participants 

scored almost equal amount of points 49 and 50. The maximum possible rate was 75 

points, respectively; none of the participants scored enough rates for being chosen as a 

benchmark for creating the YACHAY web store. In this regard, the author will create 

entirely new design approach considering all the mistakes that were identified in the 

competitive analysis process. 

Evaluation chart is available in Appendix 7. 
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5 SURVEY 

Before the development and establishing of an online store it is necessary to determine 

whether or not sale of online products such as tea and coffee will attract consumers. 

For that reason it is important to identify the user audience. In some cases it is even 

possible to identify user audience as concrete individuals when the product purchased 

for personal use. With other products or services users might be more straggle. (Niel-

sen 1993: 74) In this regard, quantitative research in form of a survey is the most in-

formative and easiest method to obtain the data. Survey is a gathering and evaluation 

of data regarding consumers' preferences for products and services (Ward 2012). I has 

compiled a survey consisting of 14 questions, objectives of which are is to determine 

what features of the web store could help to attract a potential audience, to what 

should be paid a particular attention during the design process and to gain a deeper 

understanding of the potential target audience itself. ‘ 

5.1 Ways of Conducting the Survey Data 

The survey was conducted by the use of two of the most popular social networks in 

Russia - "Vkontakte" and "Classmates", due to the ease of distribution of questionnaire 

and the possibility of reaching a large number of respondents. In order to correctly ac-

cess the results of the survey, it is essential to estimate the audience profile of the so-

cial networks. 

 “Vkontakte” is the network with younger audience, with the predominant number of 

men. The middle age of the audience is from 18 to 35 ages. Audience interest lies in 

finance 1.6x, social networks 1.6x, alumni & reunions 1.6x and online communities 

1.5x. Average user is always searching for something new and actively participates in 

different promo actions. A significant part of time session is spent on news timeline. 

Viral marketing campaigns get wider distribution and tell a friend engine shows its 

higher performance.  
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Figure 2. “Vkontakte” gender and age groups statistics. 

 

“Classmates” is an excellent platform for increasing brand awareness and first contact 

with the clients. The core audience is middle-aged people, who communicate mainly 

with old friends and colleagues. They are searching for job opportunities and improv-

ing their work connections, share only valuable information between each other.  

 

 

Figure 3. “Odnoklassniki” gender and age groups statistics. 
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5.2 Research 

In the period of March 10 to April 9, 2012 I sent more than 500 questionnaires. How-

ever, only 347 were filled by the respondents, of which 213 of – respondents of 

"Vkontake" network and 134 – respondents of "Classmates" network. It is noteworthy, 

that for both social networks were sent the equal number of questionnaires. The dif-

ference caused by the indicators identified by the comparison of the two social net-

works, namely the age factor and the active participation in different sort of actions. 

According to the survey of 347 people who have completed the questionnaire, 84% 

were residents of St. Petersburg, and only 55 people - residents from other cities in 

Russia (Moscow, Vyborg, Pine Forest and other towns in the Leningrad Oblast). 

Among these 55 people, only 7% said that they could order tea / coffee in another city, 

and others would rather find a similar shop in their own city. Therefore, it can be con-

cluded that for a web tea / coffee store in Russia long-distance shipping is not relevant 

for a business model, i.e. it will not be in demand. This result can be explained by the 

lack of confidence for the e-commerce in Russia, especially outside the major cities. 

39 %

61 %

"Vkontakte"

 "Classmates"

Figure 4. The ratio of responses received through the social network "Vkontakte" and 

"Classmates"  

In the Figure 4 the analysis derived from the survey result. The survey involved 206 

women and 141 men, although the questionnaires were sent to an equal number of re-

spondents of both sexes. One of the reasons that the number of women participated in 

the study exceeded the number of men at 31%, is a stronger interest in purchasing 

tea/coffee from the female half and it confirms the fact that the target audience for 

YACHAY as store and web store is female audience. The following Figure 5 shows 

the distribution of respondents by age. 
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Figure 5. Distribution of respondents by age 

As seen in the  Figure 5, the higher is the age group, the fewer responses were ob-

tained. The larger share of respondents 47% are young people at the age of 18 to 25 

years old, and the smaller share of 9% are in the age category of 50 and older. This is 

reflected to the least amount of free time spent in internet among the adult people. 

People under the age of 18 years were not included in the survey due to the absence of 

the revenues in the majority of them.  

Further questions from 5 to 9 of the survey reveal the general respondent attitude to 

the e-commerce, willingness of purchasing goods in internet and what sort of issues 

should be considered in design process to make it more convenient and attractive for 

the potential audience. Thus, 347 of all the number of respondents participated in the 

survey; only 42 stated that they are enjoy spending their free time on shopping, which 

is about 12%. Respectively, the remaining 88% can be considered as potential cus-

tomers for e-commerce. Below are the answers of the respondents on the frequency of 

purchases over the Internet.  

38

117
103

72

17

0

20

40

60

80

100

120

140

never have tried once a month often constantly

 



  25 

 

 

Figure 6. Frequency of purchases over the Internet.  

 

As seen in the Figure 6, only 11% of respondents have never made a purchase in In-

ternet. This low percentage is consistent with the fact that the study was conducted 

among people who use Internet in everyday life. The number of people who perma-

nently do shopping in Internet is 4.9%, however, according to the statistics of e-

commerce the amount of users in St. Petersburg and Moscow have increased over the 

past couple of years. A significant increase in this ratio in the near future is foreseen. 

As a potential audience for the tea/coffee web store could be considered the amount of 

respondents who constantly, often or once a month do purchase in Internet, which is 

more than half of the respondents. 

The 112 of all the respondents, which represent 32%, consider online purchasing as 

not secure. Justification for that are: concern of the possibility of obtaining fraudulent 

access to means of payment, concern of impossibility to return the goods declared in-

adequate quality and concern of possibility not to receive the goods after the payment 

when dealing with unfair companies or in some cases with defunct companies. These 

concerns are reflected in the distribution of different payment methods. Below are the 

results of the study: 

213
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Figure 7. Methods of payment chosen by the respondents. 

According to Figure 7, 61.4% of the respondents would prefer to make a payment on 

receipt to a courier, to secure themselves from a fraud. 21.6% of the respondents 

would rather use a credit card as payment option and the rest would do it by means of 

web money or mobile payment. The mobile payment has evolved recently in Russia 
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and should be widely disseminated in the near future. Agreed, in the web store differ-

ent payment options should be integrated to cover all potential consumers. 

Before the design process starts it is essential to identify all the key issues to which 

customers paid attention to, what could motivate them to make a purchase or vice ver-

sa to force them to leave a web store. In the following is an analysis of the answers 

given by the respondents. 

Figure 8 show that 12% of the respondents believe that the easiness of use is an im-

portant aspect of the web usability. Respondents also considered the following aspects 

as the key once: speed of loading, presence of high-quality visual materials. Less at-

tention was paid to the choice of payment methods, availability of online customer 

service as well as the access to the product reviews. The majority of the respondents 

believe that a good web store should combine all these issues, 47% of the respondents 

stated so. However, 9% of the respondents gave their suggestions, among which 

stands out the following three – absence of obtrusive and inappropriate advertising, 

availability of search engine and use of the readable font.  

12 %
10 %

5 %

4 %

8 %

5 %
47 %

9 %

ease of use

fast load time

reviews

online customer service

high-quality visual

materials
payment method

all listed

other

Figure 8.  Features of a good web store by according to the respondents. 

The remaining questions posed, were aimed to identify views of the respondents on 

how they see a good tea web store. In addition to the range of products offered by a 

web store, what kind of other information available on a web store would be important 

for them. With the presence of interesting and relevant information it is possible to at-

tract a new customer as well as establish a brand loyalty of the customers, whose in-

terest will not be just a visit of a web store for purchase but also to gain knowledge of 

the tea history, its varieties and news in the tea world. With the next questions I identi-

fied areas that would raise most interest of potential customers and would be needed 

to include to the website. The results are illustrated in the Figure 8, it should be noted 
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that for most of the respondents would be interesting and useful information about the 

origins of the tea history, as well as the tea health benefits. That was the answer of 

58% of the respondents. Fewer amounts of the respondents find it essential to have in-

formation about various methods of brewing tea - 18.7%, and convenience of having a 

personal account, 15.5% of the respondents stated. Only 5% of the respondents be-

lieve that the web store should have a chat service and 2% would be interested in the 

history of YACHAY brand. 
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Figure 9. Respondent’s opinion of having other sections on the site, besides the pur-

chase section. 

Based upon the data from Figure 9, the author came to the following conclusion: the 

site will include such sections as the history of tea, brewing methods of tea, tea health 

benefits and access to the personal account.  

The competitive analyses revealed that only one out of the three analyzed web stores 

has a search engine. In this regard the following questions were necessary to deter-

mine the view of potential customers about a search engine optimization for a tea web 

store. 
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Figure 10. Respondent’s opinion about the necessity of search engine optimization for 

a tea web store. 

As seen in Figure 10, 88% of respondents require a search engine optimization for a 

tea/coffee web store, thereby; it was decided to have a "search" optimization in the 

YACHAY web store. As well as 74% of the respondents believe that the web store 

should have a show room, where the customer of the web store would have a chance 

to view all the variety of products in live session and it will increase the credibility to 

the company. In this context, section containing photos, description and the address of 

the existing YACHAY store in St. Petersburg will also be added to the site. 

 

Survey questionnaire is available in Appendix 8. 

 

6 THE DESIGN PROCESS 

6.1 Site structure 

Site structure is crucial factor for a business website. Two main features of that are: 

website usability and SEO (search engine optimization). When a visitor comes to a 

well-constructed website, a visitor would almost instinctively know where to go.  For 

example on Amazon website there is a menu in the top left corner with links to the 

main sections, such as “Books”, “Music, DVD and Games”, “Electronics” etc. For the 

preview see Appendix 9.  It is obvious where you need to go to find what you are 

looking for within the hierarchy. Content should be divided into categories and then 

each broke in to a main section and subsections with a maximum of three levels of 

navigation it is the best for search engine optimization. Search engine crawlers often 

don’t explore deeper than that, so crucial pages of a site might go unranked. (Yell 

2008). While it may seem completely normal to go onto a website and navigate it in 

http://www.marketing.yell.com/
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this simple, logical and streamlined way, this structure had to be in depth thought out 

to ensure use of a website for visitor without really thinking about it. The YACHAY 

website structure is divided into three main parts: the header, main area and the footer, 

with maximum of three level navigations hierarchy: category - subcategory - product. 

Websites are dynamic, which means that its sub-pages are not designed separately one 

by one but the system builds them up automatically from a set of data. While the 

header and footer are usually static (content changes only minimally) The main area 

has to be distinguish of  three or four column designs depending on how many col-

umns the main area will consists of. To ensure a better visual access to the products 

the author decided to have a three column design for the main area. For the preview of 

the YACHAY website map see the Appendix 10. 

6.2 Grid system. 

A grid is a technique that came from print design but nowadays widely and easily ap-

plied on web design. Grids in graphic design are the most powerful method of creating 

an orderly foundation for creativity. (Khoi 2011: 2.) The grid functions as an armature 

on which a designer can organize text and images. It also allows user to predict where 

to find information, which aids in communication of that information. Grid makes it 

easier to add new content in a consistent manner with the overall look. After all, a 

graphic presentation of any image or a web site is already rendered through a grid sys-

tem: a monitor display is composed of seventy-two pixels per inch, arranged vertically 

and horizontally. Grid is a base for a web design layout and before starting to build a 

grid there are several principles that should be kept in mind in order to build an appro-

priate grid system. Acording to Khoi Vinh (2011: 37) the following principles are: 

 A grid should focus on problem solving first and aesthetics second. 

 A grid is a component of the user experience. 

 The simpler the grid, the more effective it is. 

 

6.2.1 The golden ratio 

In the six century BCE, the Greek philosopher Pythagoras proposed what came to 

known as the Pythagorean theorem, that describes the three sides of a right triangle. 

He is also credited with being the first to recognize the golden ratio. It appears many 

times in geometry, art, architecture and other areas. It has also been a source of inspi-
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ration for architects and artists and been applied in different fields of science. The 

Fibonacci sequence is closely tied to the golden ratio that was introduced in the thir-

teen century by the Italian mathematician. 

 

Figure 11. Golden Ratio formula (Number 2012) 

 

The Fibonacci sequence is the series of numbers: 0, 1, 1, 2, 3, 5, 8, 13, 21, 34, 55 and 

so forth. The next number is found by adding up the two numbers before it and if to 

take any number on the Fibonacci sequence and divide it by the number that precedes 

it, the sum/quotient will be amazingly close to φ, equals 1.618 (Law 2012). The gold-

en ration can be applied in web design when it is expressed as an algorithmic spiral to 

form a base for a grid. 

 

Figure 12. A Fibonacci spiral  (Golden spiral 2012) 

 

6.2.2 The rule of third 

The rule of third is a simplified version of golden ration and it is a core of the interna-

tional standard for paper sizes (ISO 216, based on the German DIN 476 standard). It is 

commonly used in web design and photography and it is basically refers to 3 by 3 grid 

that fits on top of any image. 

 

 

http://en.wikipedia.org/wiki/Fibonacci_sequence
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Figure 13.The rule of third. 

 

There are no specific sizes to the blocks – only that they are equally shaped. The grid 

works horizontally or vertically and helps to determine how the eye follows an image 

or group of images (such as a website). This is very helpful because symmetrical de-

sign provides balance on the page and as consequence makes it pleasant. 

 

6.3 Process of building a grid 

At a very beginning the author identified constraints for the design. 

 Technical constraints.  

The delivery of the design solution will be for a desktop computer monitors 

with the screen resolution of 1024x768 and safe area of 1014px, based on the 

standards used in websites of such giants as google.com, facebook.com and 

apple.com (Lee 2012). Despite the fact that 36% of the internet traffic in St. 

Petersburg region is carried out via mobile devices and in future will increase, 

the client of this project has no requested a mobile version of the website. 

 Business constraints. 

The main purpose of the site is conversion site visitors to customers. For that 

reason and after competitor’s analysis the author decided to withdraw a signifi-

cant part of the homepage for the indoor advertisement, slide show with 

1014x530px. 
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 Content and editorial constraints. 

Comprehensive solutions like grids can often benefit being built around one or 

two non-negotiable constraints. These kinds of constraints might appear to lim-

it the options available for a designer; they also have the effect of increasing a 

designer inventiveness. The more wide open a design problem, the less a de-

signer is likely to make insightful leaps of logic for a good design. For such 

constraints the author has adopted the size and amount of products listed on a 

page, 3 in a row and size of 288px in width to ensure a high perception of a 

products. As second constraint was chosen a header with size of 50px in height 

and elastic and with static position on a screen. That means that the header will 

be visible on top on the page, no matter how far a user has scrolled the page, 

allowing a quick access to the options placed in header menu. (personal ac-

count, search etc.). 

 

6.4 Establishing the grid 

 

Safe area of 1014px is divided to the 18 columns with margin of 30px. Eighteen units 

can make for a complex grid, but this arrangement gives a high level of granularity                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                              

that will prove useful later on. With the use of rule of third, the layout is divided to a 

straight three-column structure with 5px gutters that will ensure guidelines to arrange 

products within the web page. After the columnar grid is ready, it is time to develop a 

baseline grid. The baseline grid is the invisible line on which letterforms rest – the an-

chors for lines of type. (Khoi 2011: 66) For the way to determine the correct height for 

the rows can be used the golden ration, but rather than using its all complexity, the 

easiest way is to use a simplified version of the golden ratio – the relatively round 

number of 1,618. To divide width of the page 1014px by the number 1,618 and that 

gives approximately number of 627, with 33 baselines down from the top and of 19px 

height. 
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Figure 14. The grid, 1014x627px. 

The problem now, that to use a 19px baseline to align elements on any of the hundreds 

the baselines that occur on the page seems to be irrational. Once again, the rule of third 

was applied, to refine the fields. The height of 627px is divided by 3 gave a division of 

209px each along the baseline grid. By using a full baseline as a visual gutter between 

each of the thirds were created fields of 190px each. 

 

Figure 15. The grid, 1014x627px. 
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6.5 Designing the page template 

 

When the basic grid is complete and the main constraints are set, it is time to start ac-

tual design. I have started with sketching and establishing the placement of the core 

elements that appear persistently throughout the site: the search box, navigation, ac-

count log-in and the brand logo.   

 

Figure 16. Layout sketches. 

 

6.5.1 Typeface and Colors 

Writing and reading on-screen differs from print so typography online has its own 

rules. A font that looks great on a paper may be much harder to read on-screen, for 

that reason the Itc Bauhaus Light Cyrillic that is used in the brand logo and for tag 

lines in print advertising is not proper choice to use in a wed design due to its lack of 

readability. In order to avoid such weaknesses the author decided to use only Verdana 

family typeface for all different purposes within the website design (body and tags). 
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Verdana is a sans serif (is the finishing stroke at the end of a letter) typeface that is 

more suitable for web than serif (has some details on the ends of the strokes that make 

up letters and symbols) and also is a web safe font. 

 

Figure 17. Examples of serif and sans serif letters (Poole 2008.) 

Unless the font is used in a graphic, there's a big chance that visitors of the website 

aren't going all see the same font - either because they don't have it installed or they 

use a web browser preferences that override the font. If this is the case, than following 

type-families will replace the suggested one: Arial, Helvetica, sans-serif. Type size is 

also affect the legibility of text on a web, for instance most screens have around 72 

dots per inch; ordinary office printers have around 300 dot per inch. The lower the 

resolution, the larger the type size required for comfortable reading. For text continu-

ous reading, 11 to 14pt type is a good range to read. Headings will stand out better if 

they are 3 to 5 point sizes larger (Götz 1998). The author used a body type size of 

12pt, 16pt size for headings and size of 20pt for main menu categories. The minimum 

length on a screen should be around 60 characters or twelve words. In print, justifica-

tion is achieved by adjusting the space between words and by using word hyphenation. 

Modern browsers support justified text but it is achieved by crude adjustments to word 

spacing. For that reason on a web is not used hyphenation and text usually aligned to 

the left that gives a predictable place for the eyes to start from when they jump to the 

beginning of the next line. 

There are also differences in the way we perceive color from a screen compared to the 

way we perceive color from paper. The screen versions of colors can appear pale and 

unreal when compared with equivalent paper versions. For that purpose, the colors that 

were developed for the YACHAY brand identity have values of CMYK and close to 

the color intensity equivalent in RGB (see Appendix 1). Too many colors can be 

confusing and unpleasant to look at. Some guidelines recommend no more than six 

colors, in addition to black and white, for any one screen, and fewer is often better. 

(Debbie & Jarrett & Woodroffe & Mminocha 2005:255). The color scheme that was 

developed for the brand identity of the YACHAY brand consists of black, white and 

pale green. Theme of color choice was uncovered in Chapter 2. Relying on the opinion 
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above, fewer is often better, the author decided to go with available color combination, 

without adding any additional colors for the website design. As well, I have not 

disregarded the issue of color blindness. Color blindness affects about five to eight 

percent of males and less than one percent of females. There are two major types of 

color blindness: those who have difficulty between red and green, and those who have 

difficulty distinguishing between blue and yellow (Clark 2002: 199). The question 

arises, why sites should be designed with such a small population in mind or to meet 

the needs of a minority. The are several reasons for that: 1) a site should always strive 

to be user-friendly for all audiences 2) there are standards that keep sites accountable 

to people with disabilities and 3) well-designed sites don’t require changes to make the 

accessible. The background color of the YACHAY website is white and the content 

text on it is black, the opposite ends of the color spectrum work best for color blind 

users. For the main menu background is used pale green, it will not cause any 

problems, since the menu buttons are black and white text as well. Links are 

underlined with a simple line, as it was explained earlier in Chapter 3, guarantees the 

needed contrast between the elements and graphics and will be consistent throughout 

the website. It is important to provide alternative text for non-text elements, such as 

labels, images etc.   

 

6.5.2 Designing the header and footer 

The header designed in a way, that it has fixed position on a screen and has propor-

tions of 50px in height and elastic to a width of a screen. Giving a quick access to the 

key elements related to a purchase, such as: search option, personal account, delivery, 

how to make a purchase on the site and shopping cart (with real time indicator.) The 

search and shopping card buttons have a glass effect on them. This effect was devel-

oped to give to the general design more interesting look and support the connection 

with the tea industry; in a way that glass is the main material of what the most of tea 

ware is made of. The same visual effect is used for all purchase buttons as well. 

 

Figure 18. Header. 

The footer is consists of a two elements. The first element contains buttons which 

leading to the YACHAY profiles in social networks, such as Vkontakte, Facebook, 
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Odnoklassniki and Twitter. It has the same abilities as the header elastic to width of a 

screen and with height of 56px. The footer visually separates the page from the main 

content. The second element of the footer is a list of links, leading to the all main cate-

gories and subcategories of the site, such as: history of tea, articles about tea health 

benefits, gift cards, delivery packaging etc.   

 

 

Figure 19. Footer. 

 

6.5.3 Designing the home page 

 

The home page sets the scene for the hall web site, that why it is the most challenging 

web page to design. The home page has two main functions: 

 It tells the users where they are. 

 It tells the users what the site does. 

The home page will include the following items: 

 The brand logo and indoor advertisement  

The logo is usually placed on the top-left corner, but since the design of header ex-

plained before, this made it impossible to place the logo on the top-left corner. It was 

decided to place the logo in to the indoor advertising element. On the other website 

pages, the logo will be placed on the top-corner. This element has a slide show of four 

ads, each contain photos of products and motivational slogans, with purpose to catch a 

site visitors and conversion of the site visitors to customers. This element will take a 



  38 

 

 

significant amount of a screen space, with proportions of 1004x530px. As it was re-

vealed in the competitive analysis and explained in Chapter 4, all the competitors 

don’t have an indoor advertisement and it is a very important aspect for successful e-

commerce activity. 

Figure 20. Indoor advertising slideshow. 

 

 A summary of the key content for the first time visitors.  

 

For this purpose, main menu will contain the categories of all available prod-

ucts on the main page and fading up menu of all the related products under the 

main category on sub-category page, which is designed with the focus on 

probability of future expansion of the site and increase number of products 

available, but simply adding a second row of products that in no way will dam-

age the usability or visual look of the site. 

 

Figure 21. Main menu. 
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 A summary of the latest news, promotions. This is particularly useful for repeat 

visitors.  

On the home page below the indoor advertisement slide show will be placed 

three best sellers of a month.  

Figure 22. Promotion (best sellers). 

For the full preview of the homepage template see Appendix 11. 

 

6.5.4 Designing the product and sub-product page 

The product and sub-category pages have different characteristics to the home page. 

Typically, they contain more content and less introductory information. It is important 

that they help to orient the user and to give the main information about a product. As 

the design goes forward, some patterns will be borrowed for the placement, arrange-

ment, and configuration of page elements from the home page template. That is how 

consistence is maintained with a design system. The product page offers a range of 

products under a selected category, it presents in a series of groupings. Each grouping 

contains a photo of product, rating, price and availability in stock. As it was revealed 

in competitive analysis and in the survey, price and product availability markers are 

important factors for a good web store usability, the presence of which substantially 

simplifies and reduces the amount of time taken for a user to use  a web store. In prior-

ity the YACHAY store must convince a user to make a purchase, in this sense good 

quality and big size photo is essential. Photos were ordered from a professional pho-

tographer, the author complied the list of criteria’s on which photographer had to focus 

in order to get a satisfactory quality of materials. The list is presented below: 
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 Contrast colors, shapes and textures. Pick fruits with nice contrast and shape: 

strawberry, orange, blueberries etc. Do not skimp on garnishes either-- a sprig 

of mint or a juicy orange might be all what is needed to give an extra layer of 

life and dimension to the photo. 

 Lighting. Color temperature is a big deal. Cold, fluorescent lights are cold, and 

white. Warm tones inspire hunger. 

 Focus is key aspect, make certain that tea is in focus, and allow less important 

features to softly fill the background. Choose tea ware with solid, neutral col-

ors to draw as much attention to the tea as possible. All photos should be taken 

as close as possible and with the same angle of focus. 

The photos will be placed inside a circle element of 308px wide and 308px high, and 

with a roll of mouth will be allocated with 1px stroke and shadow effect, making these 

numbers its maximum height and width, staying that space is always taken even is the 

size of image in some cases is smaller. The layout will stay the same on every occasion. 

If the image is smaller it will be positioned so it is centered horizontally and set to top 

or side according to its original proportions. On each category page the first product 

presented with bigger photo and short description on the chosen tea category and with a 

link to read the full article about it. Above the photo in both category and sub-category 

pages is placed links path to indicate where the user is, and logo with the tag line is po-

sitioned on right-top left corner.  

 

Figure 23. First product in a category page. 

 

The products are listed in a row of 3 and 4 columns vertically. If the category will have 

more than 13 items, then user could use page buttons that are placed on above and be-

low the product list to see more of available products. The design of them is stylized 
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look of tea cups with green tea inside from a top view.  For navigation aid the user will 

be provided with a menu, positioned the same way as the page buttons above and be-

low the product list. The sort menu includes options to sort by best sellers, by rank and 

by price, with applied effect of glass on them. 

 

 

Figure 24. List of products. 

For the full preview of the category page template see Appendix 12. 

 



  42 

 

 

The sub-category page has the same placement and arrangement for the chosen product 

as the first product in the category page, with one difference, that text has description 

of the specified tea, for example ingredients. Below this element the user will see a list 

of three recommended products offered by the site, based on his search or purchase his-

tory. Next to them is placed the add to cart menu, with 3 preset options of size and 

price. It includes sample option with around 10 tea cups size, 50 grams and 100 grams 

options. Also it has an additional feature that allows choosing a nonstandard size by 

scrolling a pin that in real time indicates the size and the price. The scrolling adjusted 

to 5 grams step. 

 

Figure 25.  Add to cart menu. 

The third part of the sub-category page is an element that contains user reviews about 

the product. Despite the fact, obtained in the survey, only 5% of the respondents find 

that feature useful, the author made a decision to build that element. The purpose is to 

create a constantly updating web content. Some search engines will de-list a website or 

lower the page rank if the content of the site is not constantly update. But including 

other elements on the page, like reviews or product updates, will satisfy a crawler’s and 

the site will appear in higher position in search engine result list, such as google.com or 

bing.com (Ledford 2008: 25). The element shows three reviews at once, with profile 

photo of a user and with his rank, based in the amount of written reviews. The element 

has sorting menu, including options to sort by date and by rank. The size of the element 

is 980px width and 405px height. 
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Figure 26.  User reviews. 

For the full preview of the sub-category page template see Appendix 13. 

 

6.5.5 Designing the information page  

The last template page for the YACHAY web store is the information page. The page 

template is built to contain all the articles available on the site. The page is divided in-

to two columns.  The first column will contain main text of the article with the size of 

594px width. As it was explained earlier in the chapter 6.5.1, the length on a screen 

should be around 60 characters or twelve words. The second column is the menu 

block that contains links to the other sub-categories under the selected category of ar-

ticles, such as: customer service, delivery etc. to reduce a visitor time spent on scroll-

ing content down to the footer of the page where all the links to the articles are listed.    
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Figure 27.  Article layout. 

For the full preview of the information page template see Appendix 14. 

 

6.5.6 Designing the adverts 

For the indoor advertising were created two promotional ads out of four scheduled in 

the beginning of the project. Since on that stage the author was informed by the client 

that he decided not to invest money into the final stage of website development, which 

is a programming part. The main purpose of these ads is to catch a user with rich visu-

al appearance and motivational slogans. For the design were used photos of products 

and visual materials available from the client, that were used before in print adver-

tisements. With use of vivid colors and texture of a tea plantation for the background 

of words was achieved a high contrast from the website page background. The first 
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one promotes a tea with addition of natural fruits and has a slogan “Brightness of 

taste. I’m Tea with natural fruits”. 

 

 

 

Figure 28. “Brightness of taste. I’m Tea with natural fruits”. 

 

The second ad promotes tea with coconut milk. It has a warm feeling that is the result 

of use warm brown tones and with delicate smile of the woman drinking her favorite 

tea taste.  The slogan stays: “Enjoy the taste. Tea with coconut milk”. 

 

Figure 29. “Enjoy the taste. Tea with coconut milk”. 
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7 CONCLUSION 

Nowadays e-commerce is getting more and more attention from entrepreneur and con-

sumers. In the commercial markets, time plays an important role to both the business 

and consumers and to ensure a client with fast and easy access to purchase is vital for 

any business. As well as putting advertisement on  the internet gives much higher cost 

ration than putting advertisement on a billboard or magazine. E-commerce provides 

better connectivity for its potential customer as a website can be accessed from any-

where through Internet, this way, more potential customers can get in touch with the 

company's business. It is still valuable point even if the YACHAY Ltd. online store 

operates in such big city as St. Petersburg. A user-centred design is highly important 

for the successful e-commerce. The competitive environment in the Web is much 

higher because the client is just one click away from a rival.  

The web usability is a fundamental aspect in order to create the shopping experi-

ence and customer satisfaction. In this thesis was shown how the web usability in-

fluences every decision making regarding the graphic design.  Relying on theoret-

ical base and conclusions obtained from the competitive analyse and the survey, 

the overall layout for the YACHAY website was created. During the design pro-

cess, despite the guidelines received from all the available sources mentioned 

above, that sometime even contradict one with each other, the author did the deci-

sion making carefully on order to find the golden middle, based on his personal 

opinion and luckily with getting the essential help of the supervisor. With work 

and in-depth study of the usability topic the author ascertain on how close and 

tight graphic design and web usability are tightened together.  The obtained 

knowledge and skills gave basis for the further successful practise of creating web 

design. 

The goal of creating a competitive e-commerce website for the YACHAY company, 

according to the author opinion is achieved. Although the functionality must be justi-

fied in process of use and could be improved after the users feedback.  

 



  47 

 

 

REFERENCES 

Clark J. 2002. Building Accessible Website. Berkley: New Riders Press.  

Fleisher S. & Bensoussan B. 2007. Business and Competitive Analysis: Effective Ap-

plication of New and Classic Methods. Pearson Education. 

Gobe M. 2001. Emotional Branding. New York: Allworth Press. 

Götz V. 1998. Color and type for the Screen. Berlin: RotoVision. 

Ledford J. 2008. SEO. Search Engine Optimization Bible. Indinapolis: Wiley Publish-

ing Inc.  

Minamiyama H. 2006. World Branding: concept strategy and design. Gingko Press 

Inc. 

Nielsen J. 1993. Usability Engineering. San Diego: Academic Press. 

Quesenbery, W. 2003 The five dimensions of usability. Mahwah, NJ: Lawrence Erl-

baum Associates. 

Stone D. & Jarrett C. & Woodroffe M. & Mminocha S. 2005. User Interface Design 

and Evaluation. New York: Artist Right Society (ARS). 

Vinh K. 2011. Ordering Disorder. Grid Principles for Web Design. Berkley: New 

Riders. 

Yadin D. 2001. Creative marketing communications 3rd edition. London: Kogan 

Page. 

 

Web sources 

 

Eldeniz L. & Kartopu E. Visual Hierarchy and Readability of Web Design. Available 

at: http://newmedia.yeditepe.edu.tr/pdfs/isimd_10/eldeniz-kartopu.pdf [2010] 

Cherry K. Color Psychology. Available at: 

http://psychology.about.com/od/sensationandperception/a/colorpsych.htm 

[11.06.2012] 



  48 

 

 

Gronin M. 10 Principles for Readable Web Typography. Available at: 

http://www.smashingmagazine.com/2009/03/18/10-principles-for-readable-web-

typography/ [18.04.2009] 

Law S. Nature's magic number, φ. Available at: 

http://www.ksl.com/?nid=968&sid=20170845 [01.05.2012] 

Lee X. Web Design 2012: Minimal Windows Width of Popular Sites. Available at: 

http://www.xahlee.info/js/web_design_minimum_width.html [03.08.2012] 

Lynch P. Web Style Guide. Legibility. Available at: 

http://www.maxdesign.com.au/articles/em/ [2008] 

Ward S. Marker Research. Available at: 

http://sbinfocanada.about.com/od/marketing/g/marketresearch.htm [2012] 

Yell. Why is site structure important to a business website? Available at: 

http://marketing.yell.com/web-design/why-is-site-structure-important-to-a-business-

website/ [14.09.2011] 

Myer T. How to conduct a Web site competitive analysis. Available at: 

http://www.ibm.com/developerworks/webservices/library/us-analysis.html 

[01.10.2002] 

Nielsen J. Usability 101: Introduction to Usability. Available at: 

http://www.useit.com/alertbox/20030825.html [10.08.2012] 

TNS Web Index Report. Available at: http://www.tns-global.ru/rus/data/ratings/index/ 

[15.08.2012] 

Chainaya Zeremonia. Where to buy Tea in St. Petersburg. Available at: 

http://www.zeremonia.ru/buy.php?fil=s&cid=1 [03.05.2012] 

 

 

 

 

 

http://www.ksl.com/?nid=968&sid=20170845
http://www.maxdesign.com.au/articles/em/
http://marketing.yell.com/authors/yell-website-build/
http://www.ibm.com/developerworks/webservices/library/us-analysis.html
http://www.useit.com/alertbox/20030825.html


  49 

 

 

Picture sources 

Golden spiral. Fibonacci Spiral. Available at: 

http://en.wikipedia.org/wiki/File:Fibonacci_spiral.svg [21.03.2012] 

 

Poole A. Example of serif and sans serif letters. Available at: 

http://alexpoole.info/blog/which-are-more-legible-serif-or-sans-serif-typefaces/ 

[17.02.2008] 

Number. Golden Ratio. Available at: http://en.wikipedia.org/wiki/Golden_ratio 

[20.10.2012] 



  50 

 

 

APPENDIXES 

Appendix 1 

Typefaces and colours 

 

Appendix 2 

Homepages preview 

 

www.tea-mag.ru 
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www.24-tea.ru 

 

 

www.spb.zeltea.ru 
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Appendix 3 

Pop-up menu preview 

 

www.24-tea.ru 

 

spb.zeltea.ru 

 

Appendix 4 

Links walk-path preview 
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Appendix 5 

Availability marker preview 

 

www.tea-mag.ru 

 

Appendix 6 

Links marker preview 

   

www.tea-mag.ru               www.spb.zeltea.ru 
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www.24-tea.ru 

 

Appendix 6 

Readability 

 

www.tea-mag.ru 

 

 

www.24-tea.ru 
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www.spb.zeltea.ru 

 

Appendix 7 

Evaluation chart 

 

 tea-mag.ru tea-24.ru spb.zeltea.ru 

1. Home page 

How informative is the 

home page? 

5 5 4 

Does it set the proper 

context for visitors? 

3 4 3 

 

How fast does it load 

with mobile device. 

4 2 5 

2. Navigation 

Is the global navigation 

consistent from page to 

page? 

5 5 5 

Do major sections have 

local navigation? Is it 

consistent? 

5 4 3 

3. Site organization 
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Is the site organization 

intuitive and easy to un-

derstand? 

4 2 4 

4. Links and labels 

Are links easy to distin-

guish from each other? 

2 2 5 

Are links spread out in 

documents, or gathered 

conveniently in sidebars 

or other groupings? 

5 2 5 

5. Search and search results 

Is the search engine easy 

to use?  

0 5 0 

Are there basic and ad-

vanced search func-

tions?  

0 5 0 

What about search re-

sults? 

0 5 0 

6. Readability 

Is the font easy to read? 4 5 3 

Is the site easy to scan, 

with chunked infor-

mation, or is it just solid 

blocks of text? 

2 5 3 

7. Performance 

Overall, do pages load 

slowly or quickly? 

5 3 5 

 Are graphics and appli-

cations like search and 

5 5 5 



  57 

 

 

multimedia presentations 

optimized for easy Web 

viewing? 

Total 49 59 50 

 

Appendix 8 

Survey questionnaire 

1. Gender 

1.1 men 

1.2 woman 

2. To what age group do you belong? 

2.1 18-25 

2.2 25-35  

2.3 35-50  

2.4 >50  

3. Your place of residence? (city)  

4. Internet resource from where you have received the questionnaire? 

4.1 social network «Vkontakte» 

4.2 social network «Classmated» 

5. Do you enjoy shopping? 

5.1 yes, I like to shop at my free time 

5.2 do not really, only when it is necessary 

5.3 no, I prefer to use online shopping 

6. How often do you purchase in web stores? 

6.1 never 

6.2 have tried once or twice 

6.3 1-2 times a week 

6.4 often 

6.5 constantly 

7. Your preferable payment method in e-commerce? 

7.1 payment to a courirer 

7.2 web money  

7.3 e-banking 

7.4 mobile payment 
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8. Do you consider online shopping secure enough? If not, please explain why? 

8.1 yes 

8.2  no 

9. In your opinion, what kind of a web store it should be that you would commit a pur-

chase in it? 

9.1 ease and convenience of the use 

9.2 quick load time 

9.3 reviews 

9.4 online customer service 

9.5 high-quality visual materials and product descriptions 

9.6 variety of payment methods 

9.7 all listed 

9.8 other 

10.  Would it be convenient to purchase tea/coffee in a web store 

10.1 no, don’t but tea/coffee at all 

10.2 no, it’s is important odor and appearance 

10.3 yes, on condition of high-quality visual materials 

10.4 yes, it is convenient to shop in a web store 

11. Do you consider a search engine optimization as needed for a tea/coffee web store? 

11.1 yes 

11.2 no 

12.  What other sections, besides purchase, you would be interested to have in a web 

store? 

12.1 history of a tea 

12.2 tea health benefits 

12.3 tea brewing methods 

12.4 chat 

12.5 brand history 

12.6 personal account  

13.  Would you order a tea/coffee in the web store, which is located in another city? 

13.1 yes 

13.2 no 

14.  Does a web store needs a show room? 

14.1 yes 

14.2 no 
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Appendix 9 

Amazon left-side menu preview 

 

 

 

 

Appendix 10 

YACHAY site map preview 
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Appendix 11 

YACHAY homepage preview 
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Appendix 12 

YACHAY category page template 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  62 

 

 

 

Appendix 13 

YACHAY sub-category page template 
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Appendix 14 

YACHAY information page template 

 


