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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.
«STYAM» | «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 «I» is built with smooth elements, to make it friendly and confident. Vol-

ume and bend element on the logo makes it alive.

For «<4AM» «Taurus-Light» is used type face, which is built with smooth curves
and gives to it a modern look. Letter «I1» 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 «5I» and word «4AW» 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:
e uphold the brand values internally and externally
e build trust and recognition
e engage and motivate employees
e 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

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:

e Effective. The completeness and accuracy with which users achieve their
goals.

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

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

product pleasant or satisfying to use.

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

those that do occur.

e 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-

€s.

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:

e How informative is the home page?

e Does it set the proper context for visitors?

e 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:

e Is the global navigation consistent from page to page?
e 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:

e s 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:
e Are labels on section headers and content groupings easy to understand?
e Are links easy to distinguish from each other?

e 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:

e s the search engine easy to use?
e Are there basic and advanced search functions?
e \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:

e Isthe font easy to read?
e Is the site easy to scan, with chunked information, or is it just solid blocks of text?

e 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:
e Overall, do pages load slowly or quickly?

e 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.



19

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
1.

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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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). | 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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45-54 12-17
13% 12%

*male *female

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.

*male *female

Figure 3. “Odnoklassniki” gender and age groups statistics.
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In the period of March 10 to April 9, 2012 | 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.

O"Vkontakte"

B "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.
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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:

250 - 213
200 -
150 A
100 A 75
50 - 27 32
0 -
courier web money online mobile
banking payment

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.

@ ease of use

47 9% Ofast load time

5%

8%
4%

Oreviews

W online customer service

O high-quality visual
materials
@ payment method

5%
Wall listed

10 %

12 % 9% O 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.

120 111

100 -

80 T 65

60 -

40 -

20 -

tea history tea health  tea brewing chatservice brand history personal
benefits methods account

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
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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:

e A grid should focus on problem solving first and aesthetics second.
e Agrid is a component of the user experience.

e 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.
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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 ¢, 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.

S

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.
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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.

e 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.

e 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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e 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.

627px

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. | 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.
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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.

Afls Afls

Sans serif Serif

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 (G6tz 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, | 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.

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.

Q  nowck... TuHbiit KabukeT NocTaska Kak 3aKazarb? Bawa Kop3uka nycta w‘

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,



6.5.3

37

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.
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Figure 19. Footer.

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:
e |t tells the users where they are.
e It tells the users what the site does.
The home page will include the following items:
e 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
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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.
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Figure 20. Indoor advertising slideshow.

e 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.

JIABHAR YA NODE HOAAEKY] JIALROCTY ARCECCYAPD

JIABRAN YAKA RO®E HOAAP KV CJIAROCTY ARCECCYAED

YyepHbIi 3eneHbli Genbin nysp KpacHbI# apoMaTHble cMecu

Figure 21. Main menu.
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e 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.

Xutsl npoaax:

G,

KnyGHIKa CO CAMBKaMK Kny6HuKa co cinekammn KnyGH1Ka CO CAMBKaMM
B Hanuuun KAk - B Hanuuun Kk k T B Hanuuun Kk ok
160 py6. 160 py6. 160 py6.

Figure 22. Promotion (best sellers).

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

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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e 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.

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

white. Warm tones inspire hunger.

e 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.

Ayail - rnasHas > Yail > YepHbin yan
Q NONE3HDLIU

Knyb6HuKa co caMBKamu w—
B Hanuuum Kk kT

160 py6.

MNopasepraeTtcs ocobeHHo AnuTensHon obpaboTke B npouecce
npuroToBneHns.

Mocne c6opa 3eneHble YaiHble NUCTbA YKN3AbIBAIOT TOHKUM
cnoeM ANs 3aBANMBAHUA HA PAAAX CMNEUManbHbIX CTOEK Ha 12-18

4acoB. B UTOre, IUCTbS CTAHOBSITCH OUYeHb MATKUMM U Nerko
ckpyumBaloTcs.Mocne cbopa 3eneHbie YaiHbie NUCTbA.

Yutate fanee...

VK o f 198 noHpasunock 310

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.

—
2 coprupossm no: o mpoewan
no pediTunry

o uewe

KnyGHika co cmskami KnyGHiika co crmskamm KnyGHika co cnskarmn
B Hanuuun Aok ok B Hanuuun Kok ok B Hanuuun Kokok o
160 py6. 160 py6. 160 py6.

Kny6Huka co cnmskamn Kny6Huka co cnmskamu Kny6Huka co camskamn
B Hanuunn Kk kT B Hanuumn Kok ok B Hanuuun Kk k-
160 py6. 160 py6. 160 py6.

— —~
Kny6Huka co cnmekamMmn Kny6Huka co cnuskamMn Kny6Huka co cnmekamn
B Hanuunn hokok B Hanuuun Kok ok B Hanuuun Kok ko

160 py6. 160 py6. 160 py6.

P

5

Kny6H1Kka co cnvekamin Kny6H1Kka co cmekami Kny6Huka co cnmekamn
B Hanuunn Kok ok B Hanuuun Aok ok B Hanuumn Fookok
160 py6. 160 py6. 160 py6.
2 .

Figure 24. List of products.

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

PekoMMeH/10BaHHbIE NPOAYKTSI:

/" \
2/ / Q. NOKymnKa
A
A X =
v \) obpaszey  20py6 E
= 10 yawek S
50 rpamm 215 pyb
3‘:\‘43\1;1EK pYG %—
100 rpamm 390
= 80 vawek pys g
i 0w
“A
Kny6HuKa co cnvskamn Kny6HuKa co cnmekamMn Kny6HuKa co cnmekaMm &
B Hanuuum Wk ok T B Hanuuun ok ok T B Hanuuun ok ok - Oipve
160 pyb6. 160 pyb6. 160 pyb6.

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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Or3biBbl HaNUcanu 24 nonb3osarens
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3

AnekcaHa IBOPCKuii

kA7
27.09.2012

+8 0T3biBOB

Hartanba Porouyesa

27.09.2012

+8 0T3bIBOB

BepoHuka AHapeeBa

kA
27.09.2012

+8 0T3bIBOB

MHe HpaBWUTCA, HO ecny A0Ma eCTb Ny3p, NPeAnoYTeHNe OTAAM BCe XKe BTOPOMY))
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COPTMPOBATHL NO: Mo AaTe

(€I

@ VK & §

O4yeHb NPUATHBIN, HEHABA34YMBbIN BKYC 3€1eHOro 4as C XacMMHOM... HapeaKoCTb

npasAHNYHbIN HeoOblYHbIN Yali, Tenepb ecTb YeM cebsa nobanoeaTb U rocren
YAMBUTb. MpW 3aBapMBaHUM CBA3AHHBIN YaliHblil KNyGo4ek packpbiBaeTcs -

y L
BbIMAANT BOCXUTUTENBHO! VK & §

Ou4eHb NPUATHBIN, HEHAaBA34YMBbII BKYC 3€/1€HOr0 4as C XXaCMMHOM... HapeaKoCTb

npasaHnYHbIN HeoObIYHbIN Yai, Tenepb ecTb YeM ceba nobanosaTb M rocren
yameuTb. 7

“ VK o f

Figure 26. User reviews.

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

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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Sluait - rasmas > Yait > YepHbik wai

- NONE3HDIU!
Yau u 3gopoBbe

Yaii YnyH (unv O0NOHr) - OAWH M3 HE3AMEHWUMbIX COPTOB Yas ANS NOAAEPXAHUS 3A0pOBks. OH

AT A A TaKkXe W3BecTeH Kak # (nm ci i) yai, ato OHT B CBA3M CO
cTeneHbo 06paboTkK YaiHOro NUCTa. YAYH oueHb NONYNAPEH B KUTACKMX pecTopaHax. Kak u
UepHuii ualt 3enensii, 7 vaii Takoke 3 Camellia Sinensis 1 NPoXoAMT
noao6Hble wark 06paboTku. Tem He MeHee, NOCIE TOro, KAk YaiHble NMCTbA cobupaloT, Ux
3eneHsiit yaii HaMepEHHO OKUCASIT NPY BCTPAXMBAHMM. BO BPEMS CYLIKM M OKMCNEHUS Kpasi NUCTa 61PK30BOro
Yas MOBEPXHOCTL BCETO NUCTA CTAHOBUTCA CBETNIO-KENTON M3-3a GPOXEHUA 1 OKACHEeHus. Mocne
KenTuii uaii o nepuosa uaiiHble MCTS 06XAPUBAITCA ANS NONYUEHNA
ydep 0 Yan. Kutaickuid Yait ynyH o6pabaTbisaloT AOCTATOSHO HEAONTO A0
Kpachblii yai AocTrxeHns 12-20% depMeHTaumum, a Tai W i van 06paboTky Gonee
AnvTENbHbIA Nepuoa u gocturaet 60-70% depMerTaumum, YTo fenaer ero sxyc Gonee
seTouHbie Yan HaCkILEHHbIM. Pa3BecHbie NUCTbI 6MPI030BOro Yan 061aAaioT CNAAKUM CBEXMM apoMaToM U
HU3KUM coaepxaHueM kodenHa (oaHa Yawka ynayHa coaepxut B 8-10 pas MeHbwe kodenHa,
ApOMaTU3MpOBaHHbIE Yan yem uauwka kode).
Nysp
YayHbi WcTopus yasa YnyH
Turyanus

CyWeCTBYIOT TPY TEOpUM NOABNEHMA 6MPI030BOro 4as. COrNacHo NEPBOW U3 HUX, €TEOpUM AaHU»,
CUMTaETCA, UTO BO BPEMS AMKACTM MuH 8 XVI seke ynyH 6bin nonydes u3 Dragon-Phoenix 8
KavecTee ¥ KOTAa MMnepaTop p Py IM TEMHBIM
4aaM. ITOT KPYNHONKCTOBOM Yai NONYYMN HaseaHue «Wulong» unu «YepHblit [IpakoH» OT CNoB
«Wu» - TEMHbIF Yail 1 «Long» - KPYNnHBbIA. Y)Ke nocne 3To HassaHve TpaHchopMApoBanocs 8
coBpeMeHHbie OONOHr Unu YAyH. B «Yu» Teopwu, ynyH Bnepsbie 66N U3roToBNEH B ropax Yu

i i DyussHe. C 10T AaXe CTUXW TaKue, KaK «necHs Yu» wnu «YaiiHas
CKa3ka», KoTopbie 06 usy! yvae c rop Yu. CornacHo TpeTsei
TeopUn «AHKCW», 4ait 0ONOHT BbiN MaroTosneH Ha 3aBoae «Wulong», Ha3BaHHOM Tak B YecTb ero
NepBoOTKPIBaTENs Cy/IOHFa, Ybe MMA NPOCTO 6510 HEBEPHO UCTONKOBAHO. A CO BpeMeHeM

yan Takxe 8 YAlyH UNW 0ONOHF.

Kak npasunbHO 3aBapuBsartb YnyH (Oonour)

Mpy 3aBapKky ynyHa cneayeT 0TAasaTs NPEANOUTEHUE FMKSIHON UK CTEKNSIHHOI nocyae. Mepea
33BapKOil Yas XenaTe/NbHO NPOrpeTh ee ropsyeil BOAOI B TeyeHuu 2-3 MUHYT. B nocyay vait
HACLINAETCA B COOTHOWEHUM 1-1,5 YaitHbIX NOXKKH (4-6 ) Ha 250 MA BOAbI. [NA OUMCTKA Yasi v
Ans «npobyXAaeHUs» YaikHOro NMCTa cheayer nepea a To Yai i BOgOMA,
KOTOpas C/IMBAGTCA Yepe3 HECKOMbKO CceKyHA. Camas Noaxoaswas TemMnepaTypa Ans 3aBapku
ynyna 70-80 rpaaycos. [laiiTe 4ai HacToATbCA 2-3 MUHYTbI, 3aTeM pasfenTe NPesoCcxoaHbIi
HAMWTOK M0 YaWeYKaM, He OCTaBNAR B NOCYAE HACTOS, TaK KK Y/YHbI OTHOCHTCS K YanM,
KOTOpbiE 3aBapUBAIOTC MHOTOKPaTHO (A0 5 pas). MpusTHoro Bam yaenuTus!

Figure 27. Atrticle layout.

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

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”.

APKOCTbD

= r'r'—'r'-/' MkHBLIMW

®OPYKTAMM

SN

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”.

HACNARUCD

_J___"J' _/./ _/_

KOKOCOBOG

)/

/*\v \

rle |
J _/J_ J."_‘./

Figure 29. “Enjoy the taste. Tea with coconut milk”.
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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.
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biending mode 100%

Typeface for logo and taglines
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Appendix 1

Typefaces and colours
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biending mode 100%
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Appendix 2

Homepages preview
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Appendix 3

Pop-up menu preview
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Links walk-path preview
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Availability marker preview
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Appendix 6

Links marker preview
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rp.)
- »

j':' Apabuxa «I'eamemana Mara...
Apr. 56003
HeapOMAaTH3HPOB:
xode
1490 pyo.

(1 mT./1000
rp.)

ar

Www.tea-mag.ru

Tu Taur 3en. "Slim" ana
noxygaeHusa 20*2rx6

Bofpats

Tuncou Axrn, 3aerpax 100rx20
KAapToH

PpaHyy3CKan eAHTL

ApT. 56026

apOMaTH3HPOBAH]

Kope

1490 pyo.
(1 mT./1000
p.)

ar

Apr. 56004

HeapoMaTH3HPOB:

Kote

1490 pyo.
(1 mT./1000
p.)

ar
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[¥] =

THNCOH ARTI. 3NUTHBIR
100rx20 kaprou

‘A Hpaandckue cauexu
Apr. 56040
apOMaTH3HPOBAH]
xode
1490 py5.
(1 mT./1000
Ip.)

ar »

« Apabuxa «Hndonesusn Golde... ‘A Apabuxa «Kenus AA Plus»

Apr. 56032
HeapOMaTH3HPOB:
Koe

1490 pyo.

(1 mT./1000
rp.)

-

Tu Taur 3en. "KoponeBCckun"

25*2rx6

‘A ‘Apabuxa «KamepyHn A»

¢ Apabuxa «Koaymbus Supre...

Nownck ToBapa

Nowex Tosapa

Tuncou KnyGuuxa co cnuexaum

100rx20 xaprou DupMeHHan nocyna

KODEWHAA
'Ud'.t!f«@

Hanutkmn

YAHHDBIE »

Appendix 6

Readability

‘A Cmecsw «Icnpecco bap»
Apr. 56031 Apr. 56002
HeapoOMaTH3HPOB: HeapOMAaTH3HPOB:
Kode £ Koge

1490 py®. 1490 py®5.

(1 mT./1000 (1 mrT./ 1000
rp.) rp.)

ar » - »
f":‘ Pobycma «Hndonezus ELB»
ApT. 56005 Apr. 56005
HeapoMaTH3HPOB: HeapOMAaTH3HPOB:
xode , Koe

1490 py®. 1490 py®5.

(1 mT./1000 (1 mT./1000
rp.) rp.)

F g -r

Tu T3Hr yepH. "[Ana
Ou3HecmeHoB" 25*2,5rx6

57.0P.  Konuuecrso:

1

www.24-tea.ru

63.9p.

Konuyecteo:

1

Konuyecreo:
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MarduT Keagpart (MNapdeHoH ADWHbLI)

www.spb.zeltea.ru
Appendix 7
Evaluation chart
tea-mag.ru tea-24.ru spb.zeltea.ru
1. Home page
How informative is the 5 5 4
home page?
Does it set the proper 3 4 3
context for visitors?
How fast does it load 4 2 5
with mobile device.
2. Navigation
Is the global navigation 5 5 5
consistent from page to
page?
Do major sections have 5 4 3
local navigation? Is it
consistent?
3. Site organization
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Is the site organization 4
intuitive and easy to un-

derstand?

4. Links and labels

Avre links easy to distin- 2
guish from each other?

Avre links spread out in 5
documents, or gathered
conveniently in sidebars

or other groupings?

5. Search and search results

Is the search engine easy 0
to use?
Avre there basic and ad- 0

vanced search func-

tions?
What about search re- 0
sults?

6. Readability
Is the font easy to read? 4
Is the site easy to scan, 2

with chunked infor-
mation, or is it just solid

blocks of text?

7. Performance

Overall, do pages load 5

slowly or quickly?

Are graphics and appli- 5
cations like search and
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multimedia presentations

optimized for easy Web

viewing?
Total 49 59 50
Appendix 8
Survey questionnaire
1.  Gender
11 men
1.2 woman

2. Towhat 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, | like to shop at my free time
5.2 do not really, only when it is necessary
5.3 no, | 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
124 chat

125 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



amazon

Shop by
Department

Unlimited Instant Videos
MP3s & Cloud Player

20 milion songs, play anywhere

Amazon Cloud Drive

5 GB of free storage

Kindle
Appstore for Android
Get Zombie 5 or free today

Digital Games & Software
Audible Audiobooks

Books

Movies, Music & Games
Electronics & Computers
Home, Garden & Tools
Grocery, Health & Beauty
Toys, Kids & Baby
Clothing, Shoes & Jewelry
Sports & Outdoors
Automotive & Industrial

? Full Store Directory

Search
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Appendix 9

Amazon left-side menu preview

Stanislav's Amazon.com = Todays Deals = GiftCards = Help

Instant Video MP3 Store Cloud Player Kindle Cloud Drive ':rpﬁrs‘:’?g?d Digi?‘iﬁ:’?’? Au?i‘ilgggl:ks

The All-New
Kindle Fam ||y

Kindle Paperwhite $119
Kindle Fire HD $199
Kindle Fire HD 8.9” $299

Clothing Trends Boy Gets Lifesaving Dog Amazon Prime

8-Year-Old Author's New Best Friend

Evan Moss self-published a book last year to raise money for
a specially trained dog. This summer he brought Mindy home.

»How he's helping other kids  »Get Evan's book on Kindle
»Get Evan's book in paperback

One of thousands of authors being discovered by Amazon customers

Appendix 10

YACHAY site map preview

T

L}[

11111
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Q | nouck...

JuHblit Kabuker JHocTaska

60

Kak 3akazats?

Appendix 11

YACHAY homepage preview

P

4

Bawa Kopsuka nycra

FTNABHASA

XuTsl Npoaax:

“®.

Kny6H1Ka co cnmsKamn

B Hanuuun ok ok -
160 pyb6.

O6wacs ¢ HaMm VK

=

Kny6Huka co cimskamu

B Hanu4umm ***_ Re

160 py6.

O6warica ¢ Hamm f

R

BcTynait B Haw Kpyr

c HATYPATTBHBIMU

®OPYKTAMMU

Kny6GHMKa Co cnmsKamMn

B Hanuuum *** yidrty

160 py6.

Cnegv 3a HaMu

Y3Haiite Gonbiue

Pa3sHsle copTa uas

WcTopus uas

Kak npaBunsHO 3asapyusate uai
TpenMyuiecTsa pacceinHoro Yas

Wndopmaumna

[HocTaeka
HakonutebHan GoHycHas ckuaka
Yacsl pabotsl

Bce
"$iuaii” ABARETCA 33PErUCTPUPORIHHON TOPrOBOI MaPKI

Yaii u 3p0poBbe

MonesHsie cBOiCTBa Uas
Kak noxyaeTs ¢ yaem

KaK NpaBrAsHO XpaknTs uait
Xonoawblit yait

Yait 4N HOBMYKOB

Nopnepxka

KOoHTaKTbl
Kapta canta

Ha naHHOM caitTe,

MopapouHble KapTbl

Halun HOBbIE MOAAPOUHBIE KapT!
MOTYT BbiTb MCMOMb30BaHbI Kak B
MHTEpHET-MarasyHe TaKk 1 B Hale
npeqcTaeTensCTBe.

MagapouHble KapTbl

[lononHntenbHo

Be30MacHoCTL Ha caifte
MonUTMKa KOHbMAEHLMANBHOCTN
YCnoBua UCnonb3osaHns

oii. Hitkakite #206paxesia Wi Ne¥aTy C 3TOr0 CaifTa, He MOryT Barme

npaeom xoMnakni “Auaii” 2011-2012.

Gez

Nnunbiit kabuner

JmuHbIit KabuHeT
VicTopus 3aKasos
Moanmncka
3ameTkn

0 KoMnaHun

YzHaiiTe Gonbuwe o “Auai”
Kapbepb!

MpuobpeTenne GpaHwK3sl
Hawwu npeacTaesnTensCTsa
NapTHepckas nporpaMMa
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Appendix 12

YACHAY category page template

Q

S— ]

s KaGnmeT Hocraska Kax 33ka3aTe?

uepHbli 3enenbii Genvii nysp KpacHbiA apomartHblie cMecH ynyHbl
Fuah - rramnaR > Yol > Hepwwit wak
. NONE3HOU!
KnyGumka co cuskamm
B Manuuun ok - W’
160 py6.

MoasepraeTcs ocobenno ATMTEnsHOA 0BpaBOTXE B Npouecce
npuroTosneNsn.

10C7e CBODA 3e7EHME HAAHNE IHCTLA YKNDAMBIIOT TOHKMM
CnewmansHux Croex Ka 12-18

CXpyNMBaITCR.MoCne C60PA 3enensie YaRHbie MCTud.

“wrame qanee.
) VK o7 § 198 rowpanuncas 3o
2 cosvposam no: (7o ommmen
0 pedmancy
o uene

Loy

KnyGHitka co caviexami
8 Hanuumn ok k-
160 py6.

L

KnyGHIKa €O CmBKami
B Hannumn ok ok
160 py6.

KnyGrika co crvsKamh
B Hanuumm Kk k ok
160 py6.

KnyBuitKa co crnexami
B uanuumn Fk ok
160 py6.

KnyGHHKa Co cnmskamn
8 Hanuumn Tk ok
160 py6.

KnyGHiKa Co cmBramm
B Hanuunm Kk k ok
160 py6.

Var
-’

——

W W

KAyGHUKa co cnuekamm
8 Hanuumn ok ok
160 py6.

KnyGHIKa CO Cmexami
B nanuunn ok kok
160 py6.

Kny6rika co crmexami
B Hanun ok ok
160 py6.

w

KnyGhika co cnnekamm
8 nanuumn Jekok -

160 py6. 160 py6.

osuace cwarvn WY K

Ousaitcn ¢ warm f

KnyBHHKa co camexamm
B Hanmumn ok ok

W

KnyGuiKa co cnmsxar
8 Hanmun ook ok

160 py6.

CopTHpORaTM 101 10 NPOAIKAN

BcTynait B saw Kpyr g

Chean 3a wami

Yawaitre Gonbue Yaii H 300posbe
flonesHwe ceoRcrsa van
Kax noxyaems ¢ waen
[epe————
Xonogewi @i
[y

Pasuue copta uas
WcTopus was

Kax npaswnsso 3asapusars uai
FlpewnyLLECTa PAcCUINHOrD YaR

TMopapoubie Kaprvl

HaLLIN HOBLIE NDAAPOUNSIE KAPTH
HOrYT Gun

nHTepHeT
npeacTasTenCToe.

NaRaPONHIE KIPTH

TIONHTHKE KOHBMAEHLMANKHOCTH

Wropmain Toanepwaia NononTensio

BPocraska Komraxre BE30NACHOCTL Ha CalTe.

HakonHTeLHaR GOHYCHAR CKkNAKA Kapra caitra

Uacw paorel YCN0BMA MCTIONLI0BAHNA
e -

i 2011-2012.
oyt

Tnaribiii kaburer

L
Wctopn saxazoe
Noanmcxa
3amemn

0 xoMnaHun

Yanadite Gonbuse © “Huad”
Kaprepu

MpnoSpeTenne @panwmim
Haww npeacTasuTenmCTsa
MapTHepckas nporpanma
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Appendix 13
YACHAY sub-category page template

Q

.

i

MONCK. .. JuHblit kabnreT Rocraska Kak 3akasats? Bawa Kop3uka nycTa

FNABHAA

= = P =

P nysp

KpacHbI#

apoMaTHblie cMecHu

M NONE3HoIU!

fluait - rnasHas > Yait > 3enenbiid yai > Kny6HuKa CO ciuBKamMu

Kny6HMKa CO CMBKaMu
B Hanuunn Kk kok
160 py6.

ocobetto
NPUroToB/NeHmns.
Mocne c60pa 3eneHbie YaiHbIE NUCTBA YKNAABIBIOT TOHKMM
CroemM ANA 32BRAMBAHMA KA DAAAX CELMANEHBIX CTOEK Ha 12-18
4acoB, B UTOre, NIMCTbs CT2HOBSTCA OUeHb MATKAMM U Nerko
cKpyuuBaloTCs. ocne C60pa 3eNeHbie HaiiHbie MCTLA.

B npouecce

5 VK &7 f 198 nowpasunocs sro

PeKoMMeHAOBaHHSIE NPOAYKTEI:

f

\
/ % nokynka
[ o
0} 20
B S 2en (B
= P 255§
100
~ e s
W 0 H

Kny6Huka co cnmekamMn
8 Hanmunn ook ok
160 py6.

Kny6Huka co cnmekamMm
8 Hanmunn ok ok
160 py6.

Kny6HYKa co canekamn
B Hannuun  Fokok T
160 py6.

OT3bigbl Hanucanu 24 nonb3osatens copTuposars no:

no pate

Anekcanj ABOPCKUit

X 7

ook ok " MHe HpaBITCSH, HO ECAM JOMA ECTb N3P, NPEANOUTEHME OTAAM BCE Xe BTOPOMY)) g
27.09.2012
+8 0T3bIBOB

Hartanbsa Porouesa
2 8. &1

27.09.2012

0
OueHb MPUSATHBIN, HEHABA3UMBBIN BKYC 3EMEHOTO Yas C XACMMHOM... HAPeAKOCTL
NpasAHNYHBIF HeoOblYHbIN Yali, Tenepb ecTb YeM cebs nobanosaTb W rocTei
yanBuTb. Mpy 3aBapyuBaHNM CBA3aHHBIN YaiiHblil KNy6oyeK pacKpbiBaeTcs -
BBITNAANT BOCXMTHTENBHO! 7 @ VK & §

+8 oT3biBOB

BepoHuka AHpeeBa
R 2.2 0

27.09.2012

n
OuyeHb NPUATHBIN, HEHaBA3YMBLIN BKYC 3€1€HOT0 Yas C XKACMWHOM... HAapeAKOCTb
NpasAHNYHBIF HeoOblYHbIN Yaii, Tenepb ecTb YeM cebs nobanosaTe W rocTei
yansuTb. 77

+8 oT3biBOB

VK o« f

BcTynait B Haw Kpyr Cnegv 3a Hamm

osuacs cwamn Y K

Obuwarica ¢ Hamm f

x

o 3

Y3Haiite 6onbuwe

Pasksie copTa uan

WUctopus vas

Kak NpasmnsHo 3asapwsats uait
Mpewmyuiectsa paccuinHoro uas

Wudopmauus

Hocrasxa
HakonuTebHas GoHycHas ckuaka
Uacsi paborel

Yaii u 3n0poBbe

MonesHsie caoficTaa uan
Kak noxyaets c uaeM

Kak NpaBunsHO XpaKuTs Yai
Xonoakifi wait

Uaih ans HoBMuKoR

Toanepxka

KoHTaxTb!
Kapra caitra

“uaii” ABARETCA 33perNCTPUPOBaNHON TOPrOBOi MapKoH. Hukakwe waobpaxenin Wi

MopapouHbie KapTbi

Hallii HOBbIE MDAAPONHBIE KapT!
MOryT 6biTb MCNONL30BaHLI KaK B
WHTEpHET-MarasuHe TaK # & Hale
npeAcTaBTenbCTEE.

Magapoutibie KapTbi

[lononuutensHo

Be30nacHoCTL Ha caifte
MonuTnka KoHdMAEHUMANLHOCTH
Ycnosms ucnonb3oBannsa

BCe MaTepHan: Ha A3HHOM CaiiTe, 3ALINLENA SBTOPCKWM NPABOM KoMNaHMN “Auaii” 2011-2012.

JluuHblit Kabuner

JnuHbIi kabuHet
VcTopns 3akazos
Moanucka
3ameTkn

0 KoMnaHun

YzHaliTe Gonbwe o “Auai”
Kapbepbi

MpuoBpeTeHie GpaHwmas!
Haww npeacTasuTenscTea
NapTHepckas nporpamma

€ 370r0 caifTa, He MoryT 6ums Henone30BaKs: Be3 THCLMENNOTO paspeweNN.



TN
Q  nouck...

Juneiit kabukeT
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Appendix 14

YACHAY information page template

Y

Bawa kop3uka nycta ﬁ-

Aocraska Kak 3akasate?

FNABHASA

SAuait - rnasHas > Yait > YepHbiid yan

YepHbiit vaih

3enenbiit vait

KenTblit vait

KpacHblin yan
LiseTouHble Yan
ApOMaTU3UPOBaHHbIE Yau
Nysp

YnyHbi

Turyanuss

06wacs ¢ HamMu vK

DA ATANYE

Yaii n 3gopoBbe

‘-Iau }’nyn (unu Oononr) - 0auH us HE3aMeHUMbIX COPTOB 4as ANs NOAAEPXaHUS 3A0posbs. OH
0l i) yan, ato OH T B CBA3W CO
nenenbno oGpaGoTKM uaunoro nucra. )’nyu oueHb y. B Kak u
3eneH TaKKE T W3 Camellla Sinensis 1 npoxoauT
ﬂDﬂOGthe waru 0503607)(" TeMm He MeHee, NOCNE TOro, KaK YaiHble NUCTbA OOGMDBIOT, nx
npm BT Bo Bpems Cywky 1 okucenus kpas nucra 6uprososoro
Yas BCero nmcra CS CBETNO-KENTOH U3-3a GDO)KENMﬁ v okucnenus. Mocne
HEHDOAOH)(WT&HEHOI'O nepuwoaa OGPGEOYKM JaitHble NUCTLSs OG)KEPMBBQOTCH ANns nonyyeHus
yan ynyH oﬁpa6an>|sasor AOCTATO4HO HEAONTO A0
Acmxeuuﬁ 12-20% o a TalBaHbCKUA yai npoxoauT o6p y 6onee
ANUTENbHBIA NEproa U Aocmram 60-70% depmerTaumum, 4To genaer ero sxyc 6onee
HaCkIWEHHbIM. Pa3Beckbie IUCTbI 6UPI030BOrO Yas 06/13AAI0T CIAAKMM CBEXMM apoMaToM 1
HU3KUM coaepxaHueM kodenHa (oaHa Yawka ynyHa cogepxut B 8-10 pa3s MeHblwe KodenHa,
Yem uawka kode).

Wcropus yas YnyH

CywWecTBYIOT TPY TeopuM NosBAEHUA 61PIo30BOro Yas. Cornacko NepBoil U3 HUX, €TEOPUM A2HU»,
CUUTAETCA, UTO BO BPEMs AUHACTUKM MuH 8 XVI Beke ynyH 6bin nonyyes u3 Dragon-Phoenix 8
KkavecTse 1 Koraa patop pea TOBbIM TEMHbIM
yasaM. IToT Kpy # 4an nonyuun wiu «Hepnbm Apaxkox» oT cnos
«Wu» - TEMHbIF Yait M «Long» - KPYNHbIA. YKe nocne 310 HassaHve TpaHcHOpMAPOBANOCs 8
coBpemMeHHbie OONOHT Uk YNyH. B «Yu» Teopuu, ynyH Bnepebie 6N U3roToBNEH B ropax Yu
KUTANCKON DyussHs. C Aaxe CTUXM Takue, KaK «NnecHs Yu» unu «YailHas
cKaska», KoTopble yvae c rop Yu. CornacHo TpeToei
TeOpUH «AHKCU, \aii OONIOHI GbIA M3FOTOBAIEH Ha 3aB0Aie «WUIONG, HA3BAHHOM TaK B UeCTb ero
nepsooTKpsiBaTens CyNoHra, Ybe MMs NPOCTO Bbi10 HEBEPHO MCTO/IKOBAHO. A CO BpeMeHeM

4an Takxe 8 YNIYH WNM 0ONOHT.

Kak npasunbHoO 3aBapuBartbh YnyH (OonoHr)

Mpw 3aBapku ynyHa cnegyet peal FANHAHOW MnK i nocyae. MNepea
33BapKOil Yasi KENATE/IbHO NPOrPeTh Ee ropsiven 8O0 B TeHeHuu 2-3 MUHYT. B nocyay Yai
HaCLINAETCA B COOTHOWEHMK 1-1,5 YaliHbIX NOXKU (4-6 rp) Ha 250 Mn Boabl. NS OUACTKM Yas v
Ans «NpoBYXAEHUA® YaiHOrO NMCTa CeayeT Nepes 3asapkoi ONONOCHYTL Yai KUNAYEHON BOAOH,
KOTOpas C/MBAGTCA Yepe3 HECKONLKO cekyHA. Caman NOAXOAAWas TeMnepaTypa ANA 3aBapku
ynyxa 70-80 rpaaycos. [laiiTe Yaio HacTOATbCA 2-3 MUHYTLI, 3aTeM paszneiTe NPesocxXoAHbIH
HaMUTOK M0 YaWeykaM, He OCTaBNAA B NOCYAE HACTOR, TaK KK y/lyHbl OTHOCATCH K 4asM,
KOTOpbIE 33BapMBAIOTCA MHOrokpaTHo (Ao S pas). MpusTHoro Bam yaenutus!

O6warica ¢ HaMu f

BcTynait B Haw Kpyr x

Cnegv 3a Hamm

(] R

Y3Haiite bonbue

PazHsle copTa uas

WcTopus vyas

Kak npasvnsHo 3asapueats yail
MpeuMyuecTsa PacceinHoro uas

Wndopmauun

JMoctaeka
HakonuTebHasn 6oHycHas ckuaka
Yacel paboTbi

"Siuaii” ABARETCH 33pETUCTPIPOSAHHON TOPrOSOIi MPKO. HiKakue 30BPaXeHMA WNH NEYATH C 3TOFD CaifTa, He MOrYT Bas

Yaii u 3g0poBbe

MonesHele cBoMCTsa Yas
Kax noxyaets ¢ uaem

KaK NpaBuasHO XpaHTe Yail
Xonoakkii yai

Yait ANA HOBMUKOB

Mopnepxka

KoHTaKTh!
Kapra caita

Mopapoutble KapTbl

Halwm HoBbIE NOAAPOUHBIE KaPThI

MOTYT GbITb MCMO/L30BaHbI Kak B

WHTEpHET-MarasnHe Tak ¥ B Hawe
npeacTaeTenkbCTBe.

MapapouHble KapTsl

[LlononuutensHo

be3onacHocTb Ha caiite
MonuTHKa KoHbMAEHUMANLHOCTH
YCnoBus MCMonb308aHNs

o MaTEpHaNLI Ha AAHHOM CaiiTe, 3aLUMINEHa SBTOPCKUM NPABOM KOMNaKMi “Fuaii’ 2011-2012.

JInuHblii Kabuner

JMuHbIit kabuHeT
WcTopusa 3akas3os
MNoanucka
3ameTku

0 KoMnaHuu

Y3Haitte Gonbwe o "Auait
Kapsepb!

MpuobpeTerne OpaHwKas!
Haww npeacTasuTenscTsa
NapTHepckas nporpamma




