
Aleks Srndovic | E-Commerce Project

Pets 4 Life
On Bethnal Green Rd since 1982

Online store- an extension of the retail experience



Concept Client 
Pets 4 Life, a London based pet supply retailer of hand picked pet supplies 

My role 
UX Designer (Individual student project) 

Total project time  
2 weeks 

Location 
General Assembly, Stockholm (remote) 

Tools 
Sketch, Invision, Pen & Paper 

Deliverables 
Contextual inquiry, Experience Map, User Persona, Card Sorting, User journey, Low-Fi to Hi-Fi wireframes and Flows 

The Brief 
To add an e-commerce to its site to appeal to a larger customer base, while maintaining its ‘small shop’ appeal and great 
customer service. 

The Challenge 
To create an e-commerce website for Pets 4 life, which offers a choice of holistic interventions for the prevention, 
treatment and recovery from addictions and attachments. Informative, but yet without the ‘techie’ solutions such as 
search tool or chat bot. 



The Approach 
The double diamond approach was used to identify the following; 

Discover  
Finding out as much as possible about Pets 4 Life and their customers 
Define  
Focusing on the information architecture and customers experience of the online shopping 
Develop  
Design the online shopping experience 
Deliver  
Presenting the e-commerce site 

Discover 
Insight to the 
problem                  

Define 
The area to 
focus upon                  

Develop 
Potential 
Solutions                  

Deliver 
Solutions 
that work                

Problem 

Problem 
Definition 

Solution 



What will success look like? 
Offering an excellent shopping experience, as an extension of their current physical store on Bethnal Green road that would create 
more traffic for in person interaction as well as online sales. 

“the distinction between online and offline is blurring rapidly” 
Mintel Report (Published 2019) 

The Research Phase 
A market research indicates that the pet supplies e-commerce market is booming and will continue to grow, meantime according 
to an Mintel report (published 2019) that indicates how the lines between retail and online stores are blurring. Suggesting that the 
consumers value the personal experience, which leaves to wonder what the consumers are looking for in an online pet supply 
store when the online market leader is Amazon without any physical stores (plan to open 10 stores in the UK mid 2020)?   
By selecting competitors that have both the offline and online presence, I wanted to know more about the general shopping 
activity of the local population of pet owner, so the first step in my research was to conduct a contextual inquiry of the 
competitors to Pets 4 Life, before making an comparison of their off- and online stores. 

Insights 
The competitive research provided the following insights of the competitors physical stores: 
- Products are distributed clearly, with written signs or images of the animal the products are aimed towards. 
- Products are displayed within reach for the customers to touch and feel themselves, as one customer in store referred to the 

‘importance of touching the product before purchase, as my pet doesn’t like to too squishy toys’. 

And the findings from online stores; 
- Choice of colours of interior and the selected categories used in the physical stores mirrors the online stores experience. 
- The smaller retailers focused on creating a exclusive setting, displaying products similar to a fashion boutique, using tables 

and desks rather than the bigger retailers that focus on displaying everything similar to grocery stores. 
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What are the competitors offering? 
Having compared the competitors off- and online stores, I wanted to dive 
further into their online sites with creating an competitor analysis chart.  
I wanted to focus on the features that expressed the competitors 
expertise and service mind, to find out what Pets 4 Life should include 
into their site. 

Insights 
- Offering a delivery service is seen as ‘standard’ to provide to 

consumers 
- Statistics show that the majority of online shoppers use reviews to 

determine what products to buy, create trust and customer 
engagement. This would be a great tool for Pets 4 Life, where they could 
involve their solid customer base to share their thoughts about their 
purchases which could drive the customer bond and community. This 
could potentially help Pets 4 Life to adjust their assortment accordingly 
based on the feedback. 

- Product images that show more than two images, would be a valuable 
asset as it would replicate the customers inshore experience of being 
able to see the product from more than two angles. This would 
communicate their expertise and empathy towards customer needs. 

Pets 4 Life should consider; 
- Including a search tool is seen as a necessity, especially when it comes 

to a site with a large content, such as Pets 4 Life inventory. Missing the 
tool could potentially become a  frustration point, as resent studies 
found that the average human attention span has fallen from twelve to 
eight seconds since the arrival of smartphones. Offering a solution that 
helps the customer find exactly what they’re looking for, resembles the 
inshore experience. 



Competitive Axis 
Pets 4 Life values are about the prioritising the value of 
quality products and expertise. Understanding what 
differentiates them from competitors with an e-commerce 
store is valuable indication of their positioning in the 
market measured with offering an intimate experience and 
wide inventory of products. 
Embarking on the online presence, Pets 4 Life could offer 
even a wider product base where the online space doesn’t 
require the same physical space. This would be a possibility 
to branch out even further, where the customer could 
benefit from ordering from the online selection when in 
store. This way they can reach a wider market, while creating 
a stronger customer base while maintaining their face to 
face contact but online.  

Insights 
User should be able to;
- Find, research, compare and purchase products
- Explore personalised employee expertise and 

recommendations
- Browse Pets 4 Life knowledge base and cross-reference it 

with products
- Able to advance agile through the site and accomplish their 

task
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User interviews 
To learn about a users behaviours, I conducted interviews, using Zoom and in person, with seven pet owners who 
regularly shop online.  

Take outs from the interviews 
- 5 out of 7 research products online before shopping 
- 6 out of 7 prefer to purchase new products in store 
- 4 out of 7 shop at three or more stores / websites for their pets 
- 6 out of 7 want to be part of a community with pets in common, but don’t sign up due to not wanting to receive 

newsletters  
  

Insights 
User should be able to when shopping at Pets 4 Life e-commerce store; 
- Find, research, compare and purchase products 
- Explore personalised employee expertise and recommendations 
- Browse Pets 4 Life knowledge base and cross-reference it with products 
- Able to advance agile through the site and accomplish their task 

Persona 
Representation of the real target audience gathered from the user interviews, I created a persona, Julia. 
Designing for Julia helped in making informed design decisions as I had the end user always in mind. 



Julia Smith 
The first time pet owner

AGE                        29 
OCCUPATION      Accountant 
LOCATION           London, UK 
STATUS                Married, 2 
PET                        One dog 
INCOME               £86,000 
ARCHETYPE       The Planner 

Personality

“I often look at reviews before I buy 
anything online…I only  

buy food that is specific for my pets 
breed, I like to  

be sure I get the right things”

Extrovert

Rational

Sensing

Motivations
Price

Convenience

Speed

Technology
IT & Internet

Mobile Apps

Social Networks

Pain Points 
•Newsletters / sales focused 
•Mass market offering 
•Getting ‘lost’ 
•Unclear product information  
•No customisation 

Goals 
•Curated selection 
•Clear information about products 
•Reviews 
•Easy to navigate 
•Delivery 
•Pay & Collect is a plus

Bio 
Julia is a passionate accountant who decided 
to finally get her first dog when she moved to 
a house with her family. She cares for the dog 
as her children and is really picky when she 
buys something for her dog. 

Brand affiliations

•Organised 
•Practical 

•Protective 
•Hardworking

Introvert

Irrational

Intuition




Card sorting 
The business has over 60 top selling products, to find out what the most efficient way to categorise the products, 
I conducted card sorting.  

Insights 
- 5 out of 7 find it most efficiently when the products are categorised by animal type first, then sub-categorised 
by product varieties under each animal. 

Deliverables 
The prototype aimed to keep true to Pets 4 Life values while streamlining three specific user flows; 
- Find, research, compare and purchase a product 
- Have the opportunity to choose between delivery and shop and collect in store 
- Explore knowledge database, find related products, recommendations and reviews 



User Journey 
Keeping Julia in mind, I mapped her user behavioural flow from planning to purchasing products for 
her dog. Understanding her decision making and flow within the purchasing experience allowed me to 
brainstorm the necessary features and opportunities required for Julia to 
successfully navigate through the website.  



Site map 
Keeping Julia’s needs in mind, I also wanted to incorporate the features from the market research I 
conducted. As the market of online pet stores are booming, I wanted to make sure the site pleased the 
key customer of Pets 4 Life as well offering a site map that customers feel comfortable with as they 
probably have used the sites of the market leaders. 

Market needs Key customer needs Site map overview 



Features Incorporated 

Homepage 
- The combination of value proposition, CTA button and a main image to establish a strong impression by introducing the brands values 
and points of difference. 
- Featuring ‘Our Story’ on the home page to communicate the personal touch of a neighbourhood store. 
- Featuring products selected by the store to showcase top quality products whilst giving the customers a sense all products are hand 

picked and well curated. 

Navigation 
- Mega nav menu to display the product categories, with the animal type and the sub categories below when hovering across the 
navigation bar.  
- New arrivals indicated in below the fold of the homepage where for the users who like to browse and discover new products. 
- Providing access to all primary level pages on the global navigation, where the customers can access them from anywhere from the site. 

Product Listing 
- Providing filter on the left for the customer to browse products by specific varieties. 
- Allowing customers to sort product listing by price, review, to help them browse products efficiently. 

Product Information 
- Breadcrumbs allows the customer to easily navigate back to product listing. 
- Including product description and other product details for the customer who need different types of product information to help 

them purchase products best suited for their pets. 
- Review section with customers individual pet information, product rating and product review to help customer find the most relevant 

information. 
- Related product suggestions to help customers discover related products they might also need. 



Add to Cart 
- Displaying shopping cart as a semi modal window in the corner, to eliminate distraction whilst allowing customers to easily continue  

shopping  

Shopping Cart 
-The shopping cart allows the user to edit the quantity of products, delete products. 
- Give the user the option to pick up the products in store 
- Suggest related products beneath the items in the cart, which allows users to browse further before proceeding to the check out. 

Check Out  
- Allow guest check out 
- Asking for the user e-mail, clearly explaining that they’re not signing up to anything. Only towards payment. 
- Display process progress at the top of the page to indicate the number of upcoming steps. 
- Display order summary when the user submits payment so they can double check the items before payment 

Confirmation 
- Confirmation of the order with the pick up / delivery information. 
- Confirmation that the order will be sent to the users mail. 
- Offering the user to sign up to Loyalty discount’ with a explanation of what that entails with a ‘Read more’.  
- The user can either exit or choose to sign up. 



Home

Paper Prototype Low Fi Prototype Mid Fi Prototype

“colours blend in with 
background”

User Testing 
With low fidelity wireframes created based on feedback though the testing of paper fidelity wireframes, 
a clickable prototype was then created to further test and gain more accurate feedback. 

  



View Product

Paper Prototype Low Fi Prototype Mid Fi Prototype

“it looks crammed with 
information”



Log In

Paper Prototype Low Fi Prototype Mid Fi Prototype

“it doesn’t make sense to fill 
in the email at the end, what 

if I miss that”



Feedback from User Testing 
- Adding more white space makes it easier for the user to see the content and ‘be in control’ of the page they are viewing 
- A few user reacted to the grey shades for the hi fidelity, the next step would be to incorporate a cooler palette that 

communicates the Pets 4 Life values and have it user tested for feedback 
- Adding the Log In step before the check out process raised the question what the e-mail would be used for. Clarifying in a 

manner that would 

Next Steps:   
- Development of an responsive mobile version with integration in other mobile content browsing apps.  
- Design user onboarding frames to familiarise them with features within the site 
- Develop analytics measurements system within the app to help inform the design refinement of Pets 4 Life 
features that better serve users needs. 
- User test with screens relevant to secondary users (e.g. friends and family of the pet owner persona) to further iterate user 

journeys and observations. 

Reflection 
This was my first website project and it taught me to balance the user needs with the priorities of the business and the market in 
mind. This to keep the focus of what to include and what not. Additionally, it was my first time creating mid fidelity prototype, as 
well doing usability testing. While iterating through the design process, I learned that people will navigate through your design in 
unpredictable ways and its important to get feedback from the users and implement the changes that eliminate ambiguity. 

Sources 
https://www.grandviewresearch.com/industry-analysis/pet-care-market 
https://www.mintel.com/blog/new-market-trends/blurring-on-and-offline-services 
https://www.grandviewresearch.com/industry-analysis/pet-care-market 
https://thinksetmag.com/issue-5/2018/6/29/pet-stores-online-competition 

Prototype 
https://aleks49705.invisionapp.com/public/share/DM13UIMB3X

https://www.mintel.com/blog/new-market-trends/blurring-on-and-offline-services
https://www.grandviewresearch.com/industry-analysis/pet-care-market

