
Designing an online ordering system for 
The Smiling Oven bakery - a UX Design 
case study

While looking at different bakeries in my area for a cake for an upcoming 
birthday, I came across Smiling Oven’s website. As a almost lifelong fan of their 
bakery, I wanted to order from them, but I was struggling to find a way to order 
online. I was inspired to try redesign their website, including functionality to 
place orders. 

Project Overview

The Product

The Smiling Oven is a local bakery that 
offers traditional South African baked 
goods, as well as classic favourites. The 
typical customers are 35 - 70 years old, 
and they are mostly parents, middle 
aged professionals and pensioners.

The Problem

The current website for The Smiling 
Oven is difficult to read and navigate 
because of text being written over 
pictures, and buttons that do not look 
clickable or that they have 
functionality. The website also  does 
not have ordering functionality.

The Solution

Design a Smiling Oven website to 
allow users to view the products 
available, find information about the 
bakery and to place orders in a fast 
and intuitive way.

My Responsibilities

Conducting user research, wireframing, 
prototyping, conducting usability 
studies, iterating on designs, and 
responsive design.

My Role

UX designer leading the redesign of 
The Smiling Oven website.

Project Duration

February 2024 - March 2024

Define the Goals

1
Project Goal

Make buying baked goods easy for 
users by presenting Smiling Oven’s 
offerings in a simple and easy-to-
navigate manner.

2
User Goal

Confidently and efficiently view the 
products available, to place orders 
and schedule pickup times in a fast 
and intuitive way.

3
Business Goal

Creating brand awareness and 
gaining more business through the 
use of online ordering.

The Original Smiling Oven Website
The original website has limited functionality and is mostly used to display images and their contact 
information. The home page is overwhelming and feels cluttered, because text is placed over images and 
textured backgrounds, making it hard to read. The logo disappears into the background images so it is hard to 
see which business’ website you are on and doesn’t convey a strong brand identity.



In order to see their products, you need to download PDF files of their menus. There isn’t an easy way to search 
for products or look at certain categories of products. They also do not have product images and details about 
each product. 



There is no way to order online as they do not accept email orders, and do not have online ordering 
functionality.

User Research

I started my research by looking at existing bakery websites and noted key features that were common 
amongst the sites, as well as features that make competitors standout. This helped me identify areas 
Smiling Oven could fill to gain competitive advantage. 

       Competitor Analysis

Who are our users?

After performing the competitor analysis, I outlined the typical Smiling Oven client.



Currently, The Smiling Oven’s customers are predominately middle aged parents and pensioners. 

Predominately 
female

Families and 
pensioners

Middle income 

The goal is to expand the customer base to include younger clients, and clients in a higher income bracket. I 
am going to be doing this by creating a online ordering function on their website, as well as updating the 
design to look cleaner and higher quality, while preserving The Smiling Oven’s brand and personality.

Predominately 
female

Gen Z, millennials, 
families and 
pensioners

Middle to High 
income 

Motivations for users to order online

Detailed product 
information 

Can find details 
about ingredients 

and allergens 

Convenience

Can order from 
anywhere, anytime

Customization 

Can make special 
requests and 

changes to items

Multiple 
payment options 

Some brick n mortar 
stores have limited 

payment options 

User Pain Points

1
Ordering is 
inconvenient

Users experience frustration 
when not having the option to 
order online. Other forms of 
ordering, such as calling the 
bakery, can lead to frustration 
due to no one answering, or 
due to miscommunication 
issues that happen in verbal 
communication.


2
Insufficient 
product 
information


Users encounter challenges 
in locating essential product 
information such as 
ingredients or serving sizes, 
resulting in frustrations when 
trying to plan for the number 
of guests or accommodate 
potential dietary needs.


3
Customisation

Users find it difficult to 
customise their orders and 
request substitutions. This 
may leave them dissatisfied 
and going to another bakery.


4
Unhelpful 
Navigation

Users find it difficult to 
navigate through busy and 
cluttered pages and search 
options, making it difficult for 
them to find what they need. 


User Personas

After analyzing the research data and identifying the user pain points, I identified two types of users. Rachel 
is a working mom and Jonathan is a young professional that lives near the bakery. They both care about 
getting quality products easily online without unnecessary phone calls and miscommunication mishaps.

Starting the Design
Sitemap

After determining the users’ needs and what pages I would like to include in the website, I created a 
sitemap to depict the overall website layout and how pages and features may be arranged. 

User Flow

Now that the information architecture has been outlined, I moved on to creating a user flow. The user flow 
is a series of steps I assumed the user would take when adding a product to their cart and checking out. 

Paper Wireframes

Before getting started with digital wireframing, I first created some hand drawn sketches so I could visualize 
what my first draft designs might look like. Using hand drawn wireframes helps me quickly and effectively 
iterate between different design possibilities. 

Low Fidelity Wireframes

Next up was translating my paper wireframes into digital wireframes using Figma. I also created a low 
fidelity prototype in Figma, which I used to perform usability tests.



You can try out the low fidelity prototypes here.


Desktop Wireframes

Mobile  Wireframes

Usability Study

After creating the low fidelity prototype, I conducted usability studies to observe how users experience 
my design.  The study helped me identify user frustrations and areas of improvement.

Below is the feedback I received:

Feedback 1: Include navigational cue for users

While the flow to get to the product details page was simple, I noticed users hesitated and were unsure of 
how to go back to the previous page they had been on. I added a breadcrumb menu above the product 
details to help users understand their current location on the website.

Feedback 2: Checkout progress was confusing / users didn’t know how long it would take

The checkout process was broken up into multiple bite-sized pages to be less overwhelming and easier to 
complete. However, there was no indicator for users as to how long the process would be. I included a 
progress bar at the top of the page to indicate which step the user is on and how many steps there are in 
total.

Feedback 3: Choosing a pickup date is easy to overlook

Users reported that they overlooked the “Pick a date” selection dropdown and were unsure how to select a 
pickup date. I fixed this by displaying the calendar immediately when the page is opened, rather than 
having it only open when the user clicks on the dropdown button. This increases visibility and makes 
selecting a date more intuitive.

Visual Design

Colours 



The colours used were based off of Smiling Oven’s 
original product colours. The palette is very warm 
and autumnal, which conveys a comforting and 
familiar feeling. The palette has a vintage feel, a nod 
to the traditional and old-favourite nature of the 
bakery.


#FFFCF8 #B43E16

60%

#B43E16 #B80004 #8A100B

Typography



The typography is based on the serif typography 
used in the logo. This was paired with a sans serif 
font to be used on for paragraphs and details, as it is 
easier to read.

Made Mirage

Be Vietnam

Mockups & High Fidelity Prototype

Next I improved upon my low fidelity prototype by including the improvements identified in the usability 
study and incorporated the visual design element to create my mockups.



You can try out the final high fidelity desktop prototype here.


My Reflections and Takeaways

Although this project timeline was short, I enjoyed working on a project sparked by a personal pain point 
with a business I have a long time love for. It can be easy to underestimate designing a checkout flow for 
the first time, as it is something I have used many, many times. However, it highlighted all the small 
details that you need to pay attention to that can be easily missed, but have a tremendous impact on 
the experience of using an ecommerce site. 



I really enjoyed working on the visual design for Smiling Oven’s website, and learned the importance of 
creating and using a design system. Visual design is something I would love to learn more about and 
improve my skills around.


Thank you for taking the time to read my case study...

If you have any feedback, I’d love to hear from you. Drop me an email at mschirnig@gmail.com or check 
out my website  :)

https://www.figma.com/proto/MR4fRcTn5nHwnZmAvCEYz4/Smiling-Oven-project?page-id=29%3A1507&type=design&node-id=34-1433&viewport=1826%2C226%2C0.09&t=nBMfRnmF92652bbZ-1&scaling=scale-down-width&starting-point-node-id=34%3A1433&show-proto-sidebar=1&mode=design
https://www.figma.com/proto/MR4fRcTn5nHwnZmAvCEYz4/Smiling-Oven-project?page-id=122%3A5694&type=design&node-id=293-9697&viewport=2791%2C-449%2C0.15&t=Uu2rC4A9UhS44CyN-1&scaling=scale-down-width&starting-point-node-id=293%3A9697&mode=design
https://michaelaschirnig.com

