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Shop by Category

Show QU search LOUIS VUITTON Comearts © & @9
Makes it easy to start shoppmg . . CORISRO RO '
Simple black-and-white menu . -
Category options use hover effeots e .
Hover effects provide user feedback o .
Few unnecessary pop-ups or distractions - O A VAN O O O

All In hM High Rise Mano Madelaine
] 00 £2,020.00 $2,300.00

Potential Usability Issues

Multipass Mini

$2,230.00 33

e Small menu button in the top-left corner e e
e Some text may be too small on desktop o o 0

e Smaller elements could create accessibility concerns TS —



Louis Vuitton: A Brand That -
Speaks for Itself o R

Jewelry

' o o Watches

e : : Home, Lifestyle and Library
.ommunicates a professional and established brand

« Strong focus on quality and luxury
e Louis Vuitton already has a recognizable reputation

Services

e Website doesn't need to spend much time proving its value | The Maison Louis Vuitton
e Almost every image includes a Louis Vuitton product |

e Products are shown on people and styled as outfits - Find a Store

e Helps users imagine themselves wearing the products Ship fo: Unifed States of America

e High-quality photography reinforces the luxury image
e Sleek design creates a lasting impression

e Likely encourages existing customers to return for new
products and collections

Sustainability

Handbags

View All - Mew I




Strong focus]'%
Images featu

patagonia

Food & Beer Sports

We're dedicated to building gear that pushes the boundaries of what'’s possible in
the water.

Explore



Clothing & Gear

In-Store Pickup

2havioral Processing ‘
Overall website is easy to navigate _.

Best Seller Best Seller

Materials & Fabric

Product categories are easy to browse , 00000 00000 00000 -

Category SeCtion useS GrrOWS to move through prOdUCtS 3 Sport E;}ETmondQuiltedBombar ;‘:*::t:er*s:::.tar'\fest Ef'll":;;':rrentsf“SLRainJa.cket
e Potential issue: no clear label explaining that it is @ R il . T

Shopping Category SeCt ion | | Product Family windproof  water-resistant T mm‘ablé ..

oduct Page Strengths

e Filters organized on the left

e Easy to narrow down products

e Product cards are clearly displayed
e Feature labels highlight things like water resistance WS e PRYIaESS bl o e ee gl ey

Tees

Men's Women's Kids' Everyday Travel Technical Men's Women's Explore

Gives useful information without opening every product ris Womarts




Patagonia:

Just Outdo:

Features different people u
Appeals to different ages and oL

Users can imagine themselves usmgthe
Creates a stronger connection between the b
the outdoors | o

Colorful photography makes the site memorable

Makes users more likely to return and explore

Climbing Trail Running
Explore Men’s Women's Explore Men's Women’s
Designed for Kids

Youngsters are tough customers. We make our kids’ clothes to fit and feel good
during a day of serious play. It's just a bonus that parents find them practical and
well-made, too.

Surfing

Explore Men’s Women’s




Louis Vuitton Patagonia

e Adventure & excitement

e Functional & informative

e Inclusivity & lifestyle

e Bright & colorful

e People & outdoor activities
 Welcoming & adventurous

Luxury & sophistication
e Minimal & streamlined
e Exclusivity & status

e Neutral & understated

Fashion & products

| exclusive
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