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I am Megha, a design professional with over 5 years of specialized experience in UI/UX
design, graphic design and digital media. Proven ability to translate creative concepts into
visually engaging user interfaces and digital experiences. Proficient in Adobe Creative
Suite, Figma, and various prototyping tools. 

Hello!

User Experience Research
User Experience Designing
Graphics Designing
Digital/ Product Designing
Project Management
Data Analysis

Key Skills
Microsoft Office Suite: Word, Excel &
PowerPoint, Outlook, Teams
 Programming Languages: HTML, CSS,
Javascript 
Designing & Editing Tools: Adobe
(Photoshop, Illustrator, InDesign,
Premier Pro), CorelDraw, QuarkXPress
 Wireframing: Figma, Adobe XD, Sketch. 

Technical Skills

Fundamentals of User Experience
Designing - Google (2021)
Advanced UX Designing - American
University of Beirut (AUB), 2024 
Artificial Intelligence - NASBA, 2024
 Generative AI - Microsoft, 2024
Digital Marketing - Exponential University
of Applied Science (XU), 2024 

Certifications
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M & S 
Case Study & App Redesigning



Marks & Spencer is a major UK retail chain that has grown multi-channel and globally in recent years. M&S Food is a
major growth area and has received a lot of attention and reform from the company. M&S Food is well regarded and well
received in the UK, and the company is constantly looking at and innovating the shopping experience for its customers.
The food at M&S is high quality, diverse and global. This makes it easy for consumers to get the food they need at the
shop. For example, M&S has food that has an IP infusion; food that is friendly to the health-conscious and zero-calorie
crowd; and food that is suitable for commuters who need convenience and speed. M&S announces to the public, "It's
not just food, it's M&S food." This is not only shown on the food interface of the M&S website, but also in its television
programmes and marketing campaigns, where M&S creates memories and builds relationships with customers by
constructing 'different' food.
As a result, our team researched and designed out of the consumer experience, based on M&S' value system and
existing experiences. The brief was to: Find a way to incorporate a successful premium store model into a distinctive
digital experience and add value for customers experience by improving the current UI with primarily focusing on the
food section.

Introduction



Organisation’s Description

M&S is a well-known British chain store in the UK that opened in 1882. They specialize in clothing and food: There are a
dozen stores in France, most of which are in Paris. As they have fostered an e-shop in Britain, the French market is just
block and mortar. M&S has developed from a solitary market slow down to a global, multi-channel retailer. They sell
slick, top calibre, incredible worth dress, and home items, as well as remarkable quality food, dependably obtained
from around 3,000 providers internationally. Marks & Spencer has always been as their vision says they venture into
multiple brands under distinct categories, and this is also the case with M&S food. M&S launched an innovation centre
in premium food in January 2021 and successfully introduced an online retail partnership with 0cado in September
2020. This has given M&S a new reputation for innovation in UK retail, particularly in areas such as refrigeration and
convenience, as well as developing meal and accompaniment convenience for dining occasions, and has attracted
other retailers to follow suit.

Background



Organisation'sValue

These tangible values of M&S appeal directly to consumers, while the intangible values of M&S also create a strong connection with consumers. Food has a language.
The language of food is expressed in a variety of ways, for example in television programmes, cookbooks, food reviews, etc. These physical manifestations of food can
communicate something specific about culture or society, and even food has been defined as a symbol of status and power. (Tresidder, 2010) This food symbol is
transformed into an intangible value that is passed on to the consumer. Through unique food symbols, customers are given a specific food experience. The intangible
value it brings to the consumer is boundless. It creates a utopian world of food for the consumer, and, like the content provided by its advertising symbols, it creates a
'pleasure zone'. (Fantasia, 1995) M&S food creates a unique memory between Marks & Spencer and the consumer and increases the public's memory of M&S food.
This intangible value also enhances the otherwise tangible value of Marks and Spencer's food in an invisible and silent way.

The M&S mission is "To make aspirational quality accessible to everyone, through the depth and range of its products. M&S hopes to create a global community where
products are easily accessible to everyone. The company has designed several activities and programmes to achieve its vision. For example, the Sparks Loyalty
Programme and the A Programme, both of which have been well received. (MSA, 2021)
The vision of M&S is " To be the standard against which other brands are measured, with focus on quality value, service, innovation and trust. "The company's vision
also clearly defines the aspirations of the organisation, who want to establish themselves as a company that can easily quantify everything from customer experience
to employee satisfaction. The new team is also focusing on innovations in areas such as reducing plastic packaging and using alternative proteins, putting the
organisation even further ahead in responding to customer needs. (Seed, 2020) These programmes and activities allow the public to see and experience M&S' mission
and vision first-hand, while also fostering a connection and trust between M&S and their customers.



Current experiences
Overalls

Early on, Abbott (1955) and Alderson (1957) focused on the broader concept that 'what people really want is not a product, but a satisfying experience. In today's increasingly
complex society, customer-to-customer interactions via social media are presenting significant challenges and opportunities for businesses (Leeflang et al., 2013; Libai et al.,
2010). This is because customers are interacting with companies through multiple channels and multiple touch points in the media, which also leads to more complex user
journeys (Lemon and Verhoef, 2016). Overall, scholars and practitioners have agreed that the overall customer experience is a multidimensional structure involving cognitive,
emotional, behavioural, sensory and social components (Schmitt 1999, 2003; Verhoef et al. 2009; Lemon and Verhoef, 2016).

are interacting with companies through multiple channels and multiple touch points in the media, which also leads to more complex user journeys (Lemon and Verhoef, 2016).
Overall, scholars and practitioners have agreed that the overall customer experience is a multidimensional structure involving cognitive, emotional, behavioural, sensory and social
components (Schmitt 1999, 2003; Verhoef et al. 2009; Lemon and Verhoef, 2016).

Fivedimensionsof experience
Aspects of consumer behaviour are key to the study of the symbolic and experiential value of shopping (Baker, 2006) The first thing to mention is that M&S has done quite well
with the dimension of cognition. On the one hand, according to Marks & Spencer's food supply chain guidelines (Johnson, 2004), the organisation has extremely ambitious
standards in terms of human rights, gender equality, sustainability, wildlife conservation and so on. Such guidelines give customers a unique belief that they can express their
ethical stance through the purchase of Marks & Spencer food. On the other hand, M&S food is a way to help consumers express their social status. According to Woodruffe-
Burton and Wakenshaw (2011), consumers like to choose festive gifts for people they respect at M&S. Secondly, on the social front, M&S has placed increasing emphasis in recent
years on using social media to create touch points with customers. This can be seen on M&S' Instagram, where the organisation has increased the number of food-related posts
to three times a week, and the content of the posts is highly interactive with consumers. Marks & Spencer has also created branded IP imagery, allowing customers to create
their own stories with Percy Pig and Colin. Thirdly, M&S immerses customers through the physical design and ambience of the shop environment. For example, the shop
architecture, displays, design, colours, lighting and the scent of the baking area (Woodruffe-Burton and Wakenshaw, 2011) all work together to tell customers, "This is not food, this
is M&S food." Customers can feel well welcomed and aesthetically enhanced in their shopping, prompting them to increase their good shopping experience. Fourthly, M&S has
received mixed reviews on the dimension of emotional. Some customers felt that M&S gave them a fair deal because of M&S's unconditional refund policy, which allowed them to
buy items without much worry (Woodruffe-Burton and Wakenshaw, 2011). However, some customers felt that M&S was once concerned with innovation at the expense of their
traditional 45+ customers (Russon, 2020). Fifthly, M&S has always been happy to be a follower of fashion rather than a leader and the shops have been designed to support the
needs of different age groups, for many basic purchases most people think M&S makes the most obvious, easiest and best place to shop. (Timpson, 2015) M&S customers are
happy to pay for quality that they can be new to because it always has the M&S values.



Customer journey
Firstly, this user research exercise resulted in a user journey map (As shown in
Figure 1). The purpose of this was to create a high-quality user journey map to
examine the various frustrations and pleasures that users experience during
interactions to gain a comprehensive understanding of the experience. This user
journey map was created using five unique categories: user behavior, user goals,
emotional curves, reflection points, problem points and design opportunity
points. The user journey to M&S to buy a product is divided into sections and
communicated through a route map.

During these stages, there are several frictions that have the potential to cause
users to be emotionally drained. The first is that M&S sells an overwhelming
variety of products, which makes it necessary for customers to spend a lot of
time looking for the items they want. This may be related to the fact that the
product assortment section was not organized effectively. Secondly, customers
are in an awkward position when making product choices because of the lack of
more specific product information. They did not receive the most correct
information to help them plan because there were not enough subjective
reviews of the products from other customers. This is because everyone has
different preferences and needs for their food. Too much time has passed.

The opportunity points for this UX design are a user assessment system, more
detailed labelling of food specificities such as allergies, and a better aftercare
system. These opportunity points were figured out by gathering the lowest
points of customer questions and emotions when shopping at M&S.

Figure 1: User Journey Map



Persona 
Persona can supply comprehensive and detailed character profiles, and more intuitively describe the interaction form and experience feedback between consumer
characters and products and services (Sophilabs., n.d.). For companies, it can effectively help lock the target groups in products and services and its core requirements; for
persona itself, it can more accurately predict and summarize the pain points and expectations of experience emotions and their corresponding corporate value propositions. 
Based on the analysis of emotional frustration points and design opportunity points in the customer experience journey, as pictures shown below, we have summarized the
following three representative persona images: 

An international student who is currently studying for a Master, has just come to London for half a year as a non-native speaker. (Figure 2) 
A bank employee who became a new mother not long ago. She needs to be overly cautious and careful about the diet of her newborn and herself. (Figure 3) 
One elderly person who has lived alone in North London for a long time. Unfamiliarity with apps and online media leads to a lag in information on M&S. (Figure 4) 

Figure 4: Persona 3

Figure 2: Persona 1 Figure 3: Persona 2



By summarizing their motivations and pain points, it can be found that the common
points of intersection all echo the information communication of M&S food. M&S's
general way of conveying food information leads to information mismatch and lack of
personalized experience for consumers.
Personas all hope to obtain more comprehensive and detailed information about food  
more  quickly  and  conveniently,  including  other  people's  subjective experience and
life-oriented information, not just basic introductions. And improve the distinction and
difference between similar foods, so they can more efficiently identify products that
match their personal needs. For the use of M&S app, the main pain point is that the online
section lacks pertinence to food, as well as linked entity retrieval function offline.
These missing points in design all constitute emotional low points in the user experience.
6. Experience recommendation
Through the above research and analysis, we chose to go to Marks & Spencer to conduct
first-hand research in the way of personal experience, so that we can stand in the
perspective of consumers when designing, and better understand the needs of
customers.

Pain point 1: The arrangement of the shelves is not clear enough. If consumers who do not
understand this product, it is easy to make mistakes or even cause health risks. We have
also found customer groups who have experienced the same experience on the Internet.
(As shown in Figure 5)
Pain point 2: As an international student and a non-native English speaker, it is difficult to
choose products when shopping at Martha. For example, there are too many products of
the same type, and it is difficult to distinguish them. Secondly, when using a product
without a barcode, you need to find the product

Figure 5: Customer on the Internet

Summary



and weigh it yourself, but there are many products of the same type,
and the catalogue is complicated, so it is easy to choose the wrong
product or not find the corresponding product.
At the same time, when shopping offline, we found that most
consumers shop alone in supermarkets. In this kind of consumption
behaviour, we believe that there will be problems of loneliness and
information gap. How to help customers who often shop alone have a
better shopping experience and choose more desirable products in
Marks & Spencer is a problem that we think needs to be considered.
In addition to offline user experience, we also use and see Martha's
online website and APP. We found that Martha neglected its core
user base in the pursuit of a more modern website user experience.
Most users aged 55-65 are not as open to e-commerce websites as
younger groups, and the website is too fashionable and magazine-
like, ignoring the food market. For example, Scan & Shop machines in
offline supermarkets, you need to download Marks & Spencer's APP
before you can use them. But after downloading, we found that this
APP does not focus on the food area, and it is even difficult to find
the Scan function for the Marks & Spencer food market. If it alienates
the customer base and confuses functional zoning, it does no real
benefit to consumers. Figure 6: Scan & Shop of M&S



Justification of the proposed experience
To address these pain points, our group believes that the different dimensions of the experience can be co-designed.
The selection process when buying food is a behavioural experience, while the
lack of communication and shopping experience during the shopping process can be seen as a social experience. The lack
of information about the product in the user's behavioural experience can be compensated for by adding information
visualisation. Secondly, in the user social experience, the social platform experience can be designed to remove the feeling
of loneliness generated by the user when shopping.
Therefore, a specific social platform can be designed for M&S Food, which on the one hand can increase communication
between customers and on the other hand, the information shared between customers can compensate for the
information gap when shopping. From the company's point of view, the increased interaction between customers can to a
certain extent help the company to manage its customers and secure their loyalty. From the customer's point of view, this
social interaction also enhances the emotional experience, relieves loneliness and increases pleasure. Another important
feature of the platform is that it fills in the information gap through the sharing of information by other customers, as
product manufacturers are limited in the information they can supply and cannot provide customised and detailed
information to a wide range of users. However, specific reviews and feedback from different users can be a simple and
clever solution to this problem, as customers can share their thoughts on the taste, flavour and preparation of the food
after buying it. This allows users to satisfy their desire to share and communicate about their shopping experience,
bridging their information gap. (As shown in Storyboard Figure 7)



Figure 7: Storyboard of experiencing in M&S offline store with M&S food app.



Design Details
In order to better present and test the design of the experience, our team made low- and high-fidelity
prototypes.(Figure8, 9 shows) We created a unique app for M&S FOOD, which users can use both for
supermarket shopping and for everyday life, to view detailed feedback from users on the products and to share
their own shopping experiences for each food item.

Home screen: Customers can locate M&S supermarkets and view the main product categories.
Category page: Click on a category to view the sub-categories on this page.
Post page: Here customers can see the top-rated posts for each food item in this category.
Scan page: users can use the photo scanning function to take a picture of the food item to view the review
stickers for that item.
Feedback page: This page allows users to view the reviews posted for the food item and to add their own
feedback for it.
Me page: on the user's individual page, the user can edit a profile and view social sharing information.

Design



Figure 9: High-fidelity prototypesFigure 8: Low-fidelity prototypes



Our team used digital to improve the consumer shopping experience at M&S Food.  
After  conducting  a  pain  point  analysis  of  the  consumer  shopping experience, it
was found that the user experience was lacking in the process of selecting  
products.  Combined  with  the  value  orientation  of  M&S,  the experience was
designed by combining both social and behavioural experiences. By creating an
exclusive platform to deepen users' shopping participation and feedback,
communication between consumers is strengthened. This allows for happy, social
shopping while satisfying consumers and improving customer management at M&S.

Conclusion



Final Layout for the improved UI
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GOODREADS 
  Book recommendation app redesign 



Project Brief 

Goodreads is a popular social cataloging website
that allows users to track and review books they
have read, as well as discover new titles and
connect with other readers. The Goodreads app
is a mobile extension of the website, and a
redesign has the potential to enhance the user
experience and improve functionality.The
redesign could focus on several areas, including
improving the app's interface and user flow,
enhancing its social features to promote more
community interaction, and offering personalized
recommendations based on user preferences
and reading history. 

My Contributions 

I simplified the app's navigation, making it more intuitive and
easy to use. This could involve streamlining the search and
filtering functions, making it easier for users to find and
organize their reading lists.Then i improved the app's social
features, such as adding more options for sharing reviews
and recommendations, creating reading groups and book
clubs, and facilitating more meaningful interactions between
users.One final touch, the redesign focus on leveraging data
analytics and machine learning algorithms to offer
personalized recommendations based on users' reading
histories, preferences, and social interactions. This help
users discover new titles that they might not have found
otherwise, and make the app a more indispensable tool for
book lovers everywhere. 



User Interface 

The Goodreads app had a cluttered interface and
lacked intuitive navigation, making it difficult for
users to find and organize their reading lists.
Social features were limited, and users were not
able to interact meaningfully with one another.
Personalized recommendations were also lacking,
which made it challenging for users to discover
new titles they might enjoy. After the redesign
the Goodreads app has undergone a major
transformation. The interface is now clean and
streamlined, with intuitive navigation that allows
users to easily find and organize their reading
lists. Social features have been enhanced, with
the addition of reading groups, book clubs, and
more options for sharing reviews and
recommendations. Users are now able to interact
with one another in a more meaningful way,
creating a sense of community and camaraderie.
Personalized recommendations are also available,
which has helped users discover new titles that
they might not have found otherwise. Overall, the
redesign has made the Goodreads app a more
indispensable tool for book lovers everywhere. 



Screenshots

The screenshot captures the current user interface (UI) of the
Goodreads app, showcasing its primary elements and layout. It
illustrates how users interact with the app to discover, review, and
manage books. The UI design reflects key components such as the
navigation bar, book listings, search functionality, user reviews, ratings,
and personalized recommendations. The design emphasizes usability,
aiming to provide an intuitive and engaging experience for book
enthusiasts. Key aspects include:

Navigation Bar: Positioned at the bottom or top of the screen,
allowing easy access to main sections such as Home, My Books,
Explore, and Profile.
Book Listings: Displayed in a visually appealing format with book
covers, titles, authors, and ratings prominently shown.
Search Functionality: A search bar enabling users to quickly find
books, authors, or genres.
User Reviews and Ratings: Sections where users can read and leave
reviews, rate books, and see average ratings.
Personalized Recommendations: Suggestions based on user
preferences, reading history, and ratings, often highlighted on the
home screen.

The screenshot serves as a reference for analyzing the current UI's
effectiveness in providing a seamless and enjoyable user experience,
identifying areas for improvement, and guiding future design iterations.





App Icons 

PreviousPrevious

UpdatedUpdated



Pazel Cloud
A freelance design work
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Liked what you saw?

How about working
togather!

Get in touch
@roymegha.design@gmail.com

Megha Roy

Megha Roy


