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Process OverviewProcess Overview

O bjective

The objective of this project was to create a website for a travel brand, focussing on skiing holidays with 

clear direction of inspiration points and mandatory content included in the brief. With the direction given, 

competitive research was conducted to gather the necessary points of information that competing 

websites include, their strengths, their weaknesses, opportunities to increase success and threats that 

need to be addressed, in order to start creating my own website of 5 pages (Home, Destination, Lodging, 

Payment and Confirmation) on both mobile and desktop, using the research and the user flow to make 

sure that the designs are considered while meeting the brief to the last detail.
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Being given strict instructions on the brief of the client’s vision, it was crucial to make sure that the vision was delivered with all of the points included in the project, using 

competitive research into leading travel brands, using the structure of their websites to not only be inspired to use layout and content structure to build my own pages, but 

to gain understanding of how the user’s journey through these pages takes place on their user flows and apply the same journey on my own pages. Constructing user 

personas to also add perspectives to potential users of the website also ensured that audiences with different wants and needs would be considered, and that Arctic Travels 

would have cross-appeal to those who may struggle with some of the websites examined in my research.



With the basic framework applied and an idea of how the research gained could apply to my own designs, I used the brief’s instructions and my own ideas to create a 

moodboard for potential elements of the pages. Following this, it was time to create the wireframes of the pages, staying true to the brief and making sure that the landing 

page included all of the elements that the client had asked for and using their suggested areas of inspiration (I.e. Expedia and Booking.com), aiding me in the process of 

creating all five wireframes for both mobile and desktop.



Next in the process was the design system, taking the elements on the moodboard forward to create and define the colour scheme and typeface styles, and using the 

wireframes to create and defines the buttons, icons, cards, inputs and grid structures that have been used. 



With the design system finished, I applied all of the elements to the final screen designs, making a few adjustments along the way to ensure that the final designs are at 

their best quality and meeting the client’s vision.

Competiti ve Research

Myself and my peers conducted the competitive research together as collective, conducting a SWOT analysis on Booking.com and Expedia as mentioned inspiration points 

from the client, but also Skyscanner as another popular online travel directory, and Epic Polar as a direct competitor, specialising in Arctic themed holidays like the client’s 

brand. This gave me a great idea of inspiration points for our designs, taking into account the usability of these sites and how the user flow is crystal clear in the direction of 

their pages in the form of call-to-actions, inputs, and well used visual hierarchy. This also gave me an idea of what not to do, as these websites all have their weak points 

that as a group, we all agreed would we not want to repeat. Using the information we gathered as a group, I condensed the SWOT analysis as follows:

STRENGTHS WEAKNESSES OPPORTUNITIES THREATS

BOOKING.COM

EXPEDIA

SKYSCANNER

EPIC POLAR

Information is 100% clear to 
the user without being 
overloaded.

Simple colour scheme.

Destinations arranged into 
appropriate categories.

Information is given instantly 
without the need to log in 
first.

Use of icons for aesthetic 
value and simple navigation.

Information could be structured 
better as it appears though 
there is no starting point on the 
page.

There’s little range of trending 
destinations.

More bad reviews than a 
company would desire.

Some listings are misleading, 
with a lack of response.

Simpler displays to help the user navigate 
the pages easier with a better structure of 
information on the pages.

Loyalty scheme to give the the customer 
an incentive to return.

Improved accessibility to customer 
service for better reviews.

Membership offers and deals to give 
customers more for their money while the 
brand also benefits from a monthly/yearly 
consistent fee.

More trending destinations to be 
featured, capitalising on seasonal and 
viral trends for customers with a specific 
holiday plan in mind.

B eing a generalised travel agency, there 
is plenty of competition and it’s important 
to stand out.

Highlighting trending destinations will 
have to be kept up-to-date with the 
moment to maximise customer reach, 
highlighting certain destinations too late 
could lose potential customers to other 
travel companies.

Membership fees would have to be fair 
but also not too loose where the company 
would lose money by offering more to a 
customer.

Ex pedia Travel Creator 
Programme is advertised 
clearly as an incentive for 
content creators to earn 
commissions to contribute 
towards their trips and they 
provide details on how to do 
so.

Offering various services 
outside of just booking 
holidays.

Loyalty Programme is 
advertised to give customers 
an incentive to use Expedia 
frequently.

Offer Alert Systems have 
been implemented to alert 
customers on price drops, 
enhancing their chances of 
getting sales.

Contact details have been 
provided for different 
preferences, establishing an 
easy journey for the user if 
they wish to enquire.

Wide range of services 
advertised such as car hiring 
and relevant activities and 
sights for the locations, 
assisting the user in 
collecting the information 
they need without looking 
elsewhere.

Express Payment buttons 
(e.g. Apple Pay) for quick 
checkout options rather than 
filling in more forms. 

Membership options and 
features advertised.

Pricing information included 
clearly for flights, returns and 
accommodation.

Popular locations listed 
visibly.

Scroll bar at the bottom of the 
screen is unnecessary and can 
add a bump in the road for the 
user’s experience.

Some information is hidden, 
such as fees which are added 
onto the bookings and can 
really put the user off finishing 
their journey.

Display of information is slightly 
overloading and off-putting.

Some pages in the links can be 
combined to condense the 
amount of information.

More response -focussed design for the 
user experience.

Hidden information and fees being 
included clearly and honestly will be 
rewarded by customers who know that 
they’re in for through their journey.

More organised display of information in 
different sections and pages for more of a 
smooth flow with some links being 
condensed.

N ot to be overpromising and 
underdelivering with the incentives, 
giving users a false idea with what can be 
offered.

Condensing links and information can 
potentially make a customer lost, so it’s 
important to make sure that the names of 
the pages and links are all fully relevant.

Ex tensive search engine to 
help find specifics.

Flexible usability.

A holiday can be booked 
cohesively in one go.

It has been made clear that 
there are no extra fees are 
applied upon booking, which 
is a big selling point.

TrustPilot and Google ratings 
have been provided and are 
high, establishing a good 
level of trust with an 
unfamiliar user.

Simple structured interface - 
less room for confusion with 
the average user.

Muted colour palette which is 
safe for the eyes.

Comparable package deals 
are advertised, tailored to the 
customer’s ideals.

Easy to navigate.

O verwhelming display of 
information can contribute to 
decision fatigue.

While there are no hidden admin 
fees, displayed prices are still 
not entirerly accurate, and can 
give customers the illusion that 
the advertised price is what 
they’ll be paying when after 
add-ons have been taken into 
account, it will be much more.

No loyalty system which in 
effect, doesn’t give a customer 
much incentive to use the brand 
again.

Risks of relying on third party 
companies for different 
elements of the system.

More organised display of information in 
different sections and pages for more of a 
smooth flow and reducing decision 
fatigue.

More honest structure wih pricing and 
how adding certain elements to a booking 
can increase the price.

Loyalty scheme to be introduced to give 
customers and incentive to come back.

Filters for types of holidays (e.g. city 
breaks, beach holidays).

A lienating customers by putting too much 
emphasis on high-end destinations and 
prices, as it can easily put off customers 
who have less money and give them the 
idea that the website only specialises in 
high-end holidays.

Making information more organised and 
uncluttered without removing necessary 
information, so that the customer is 
always informed.

A rctic and Antarctic 
specialists - a market that is 
far from saturated, providing 
a USP.

Colour scheme matches the 
tone of the brand - cool 
tones, heavy usage of dark 
blue and white.

Landing page is introduced 
with a hero image as a large 
GIF showcasing the 
destinations, wildlife and 
activities, instantly providing 
the user with what the brand 
is selling.

Variety of Expedition Ships 
that are easy to book and 
well advertised.

Contact Information is 
repeatedly advertised, so the 
customer can easily reach 
out and enquire.

In-depth testimonials have 
been provided in the form of 
blog posts as a page that the 
user can easily access.

Official registration with the 
cruise association has been 
verified and displayed in the 
footer for authenticity.

W ebsite is very dated and 
soulless - little use of visual 
hierarchy to highlight and 
emphasise key information, 
leading to information pages 
looking very unappealing. Looks 
more like a local travel agent 
window rather than the finesse 
of an international travel 
company - all well and good for 
someone who’s booking 
holidays in person but not for 
online.

Blog page doesn’t have many 
posts, including regular 
testimonials on destination 
pages would provide users with 
more trust and also more soul.

Typography used on the cards 
is very unfitting.

Pages are not designed 
responsively for different 
window sizes and not optimised 
for mobile at all.

CTA formatting is styled 
inconsistently and also 
unnecessarily repetitive in 
particular instances - the 
mobile contact number doesn’t 
need to be displayed as many 
times as it is.

Wasteful unoccupied space on 
the homepage, particularly in 
the footer which has little 
necessary information and 
could be much smaller to add 
emphasis to the relevant 
content.

Upon visiting the landing page, 
there is no clear direction of 
how to access or create an 
account.

Information is not stored for 
customers to have a quicker 
journey for the next time they 
use the website.

No FAQs which answer the 
average user’s questions - 
giving the user one more 
interaction they’d need to make 
for clarity.

Too much reliance on contact 
from customers to complete the 
required journey, user flow 
would be confusing an not 
assessed properly.

Lack of Social Media presence 
which can give the customer 
the illusion that they aren’t 
vigilant with contact responses.

More emphasis on trending sell -points, 
e.g. Northern Lights.

Competitions and engagement with 
potential customers to extend reach and 
peak interest.

Package deals to be added and 
highlighted, tailored to both individuals 
and families.

Loyalty scheme to be introduced to give 
customers and incentive to come back.

Add-ons such as a travel concierge to up-
sell and benefit the customer’s 
experience.

More emphasis on the activities, such as 
skiing which is a big selling point for these 
types of holidays.

Dedicated mobile app - the standard for 
travel agents in the modern world.

Increased Social Media presence to 
increase engagement with customers.

N ot standing out being a specialist travel 
agency, customers may be more inclined 
to choose a generalised travel brand just 
because it’s more popular and 
trustworthy.

Package deals need to be properly 
considered taking fair prices into account 
to make sure the customer gets the best 
deal but the travel company still stays in 
profit.

Highlighting realistic activities for the 
arctic holidays that are guaranteed - the 
holidayers may not always be able to see 
certain wildlife for example.

If the website is not optimised before the 
app is created, it can look inconsistent.

User Personas

Sample Interview Questions

What inspired you to take an Arctic trip?



"I've always been fascinated by the beauty and isolation of the Arctic wilderness."

"I wanted to challenge myself and experience something completely new and different."

"I've been interested in climate change and wanted to see the effects firsthand."

"The Arctic is visually stunning and would make incredible photo and video content for my audience." 

"I’m always looking for unique destinations that stand out on social media."



What are some activities you would be interested in doing during your Arctic trip?



"I would love to see the northern lights and take photos of them."

"I'm interested in learning about the local culture and traditions."

"I'm excited to go dog sledding and snowshoeing."

"I would like to see polar bears in their natural habitat."

"I’d like guided access to the best photography and filming locations."

"I’d enjoy behind-the-scenes experiences that I can document and share with my followers."



What are some concerns you have about travelling to the Arctic?



"I'm worried about the extreme cold and whether I'll be able to handle it."

"I'm concerned about the safety of the trip and whether the guides are experienced enough." 

"I'm worried about the impact of tourism on the local environment and wildlife."

"I’m concerned about having reliable Wi-Fi to upload content."

"I’m worried I won’t have enough time or access to capture high-quality content."



What type of accommodations do you prefer when you travel?



"I'm okay with basic accommodations as long as they're clean and comfortable." 

"I prefer more luxurious accommodations with amenities like a spa or hot tub."

"I would like to stay in a traditional igloo or other unique Arctic accommodation."

"I prefer visually unique accommodations that photograph well."

"I need good lighting, scenic views, and space to film or edit content."



What is your usual budget for a trip?



"I'm on a tight budget and would prefer a more affordable trip." 

"I'm willing to spend more for a high-end experience."

"I usually plan for a mid-range budget that balances comfort and cost."

"I’m willing to invest more if the experience offers exclusive or rare content opportunities."

"If the trip helps grow my audience or brand, I see it as a business investment."



How do you typically plan and book travel experiences?



"I rely on travel agents or tour operators to plan and book my trips."

"I do extensive online research and book my trips through online travel websites."

"I rely on recommendations from friends and family to plan and book my trips." 

"I discover destinations through social media trends and other creators."

"I often collaborate with brands or tourism boards when planning trips."

Using the above questions, myself and my peers worked together to create user personas for potential users of the websites, using the sample interview questions to gain 

an insight into the sorts of people who are interested in using the brand, but have specific wants and needs that would need to be met in the designs. We concluded that 

the interview questions were potentially posed by an activist, a young backpacker, an influencer, and an older person with money to spend, but only where worthy. Cross-

examining each persona, their interests, influences, goals, needs and expectations, motivations and frustration points, we gained an insight into the clientele, and being 

different age groups with different backgrounds, there were some common points and some very different, but all were to be addressed and applied into our designs.

User Flow

I knew that it was important to make the user flow as simple as possible for users with different needs and struggles when it comes to the leading travel websites that they 

would get the smoothest experience possible, from loading up the webpage, to checking out and receiving their booking confirmation. I made sure to include all the steps 

in between, and where the next step would require input from the user, and where certain decisions would guide the user to a resolution page (e.g. password recovery if 

they forgot their password), before taken to the next step. The information architecture had been taken into account, using my competitive research to form a realistic and 

simple plan for this user flow, acting as a guideline for how the flow of certain pages can prompt the same decision and direct the user further to the intended destination.



From the homepage, there are a variety of ways the user could go before booking on a lodging page, depending on how much information the user would want. If they 

would want a more thorough explore, then they can check out the regions and resorts before spotting the individual lodging listings - this I consider to be the natural 

journey for the user, and it has been documented here.

M oodboard

For the moodboard, I wanted to make sure that my initial thoughts would be visualised with potential to be used and referred to in my design system further down the line, 

all having a form of relevancy to the vision in my mind and the clients. Not only have I included the must-haves in the form of imagery, colours, typography, target audience 

and sample text, but I also picked the mandatory elements of the brief that the client had requested, so that their vision would never get lost. 

“Arctic Travels” - a Skiing/Snowboarding specialist Travel Agency
Imagery Client’s Requests - Mandatory

F ocus on skiing and snowboarding holidays.

Customers can easily plan their trip with everything they’re looking for and 
can keep track of their planned trip.

Easy access to contact with the travel agents for inquiries.

Luxurious quality but best value for money in the market.

Inspired by Expedia and Booking.com websites for functionality.

Mainly use cool-toned colours.

Homepage - images of skiers, mountains and lifts, “Plan the perfect winter 
trip” as the headline, “Easily plan your ideal ski trip from home with the help 
of professionals” underneath, “Book here” CTA underneath in a bold colour 
that stands out. “Regions”, “Lodging”, “Resorts” and “Passes” as options along 
the page with the same “Book here” CTA. 

Target Audience
Primarily young professionals who have an eye for quality, but also an 
adventurous side, and wish for a different holiday experience than lounging on a 
beach or surrounded by the hustle and bustle on a city break. Those who 
appreciate activities such as skiing and snowboarding, appreciating the clean and 
crisp cold air,  and beautiful sights of the mountains, snowscapes, arctic wildlife 
and northern lights in the appropriate countries. More mature and fit adults also 
fit the bill, as do 18-25 year-olds who are spending their prime years traveling and 
content creating, and couples are also a big selling point as this is a great 
example of a bonding trip.

Typefaces

Comma Sans Address Sans Pro

#003E54

#CCF1FF

#63AAC4

#FFFFFF

#D8D8D8

Secondary Colours

Primary Colours

#005F82

ARCTIC TRAVELS
Regular Aa

Sample Text
“Plan the perfect Winter trip”

“Easily plan your ideal ski trip from home with the help of professionals.”

“Steer and glide into the most captivating corners of the world.”

“Welcome to parad-ice!”

“Our lodging options provide you with not only accommodation, but memories.”

“Make sure you’re fully equipped for your trip.”

Bold
ARCTIC TRAVELS

Regular
ARCTIC TRAVELS

Aa

Aa Bold
ARCTIC TRAVELS

Aa

#FBD5FF

#FFDDEB

#B2FAEE

Imagery
My first impressions with potential imagery were obvious - skiing, snow, mountains, arctic wildlife, wood cabins, and associated travel elements. These not only 

meet the client’s requests for the brief, but have so much aesthetic potential and will naturally peak the user’s interest. One note I will make as I did want to include 

an arctic fox to represent the wildlife side rather than a polar bear, as the latter can be questionable due to the danger element.

Client’s Requests
The client’s specific requests, which mostly refer to the structure of the landing page, which are simple. The one prompt which triggers creative ability, is the 

request of a cool colour scheme, which in my brain is crystal clear. Aside from that, the most important thing is making sure that the content that the client asks for 

is structured clearly, flows nicely, and utilises visual hierarchy to the best standard.

Target Audience
The client made the intended target audience clear in the brief - young professionals, although I wanted to expand on this, taking into account the user personas in 

the research who are of different age groups and occupations. This ensures that while there is a focus, the designs will have a generalised approach which keeps 

those outside of the specified target audience happy and wanting to engage.

Typefaces
In my mind, sans serif fonts are the go-to as they have cross-appeal and are informative in the most simple way, but when visual hierarchy elements are applied and 

colours, weights and styles are utilised properly, can really stand out and add even more value. With an active, sporty tone that spoke so clearly as a fitting option, 

Address Sans Pro stuck out as a solid choice for headings, although in its regular form, isn’t the best for displaying information. That’s where Comma Sans comes in 

for the body text and smaller subheadings, being a simple, yet not overused typeface.

Sample Text
I wanted to use a few ideas of potential snappy headings for sample text that could be used on the copy that are informative and kept short, so that the copy and 

the imagery can do the talking. These were just a few ideas that I would have been happy to take forward to the wireframes.

Colours
Cool colours were the requirement, and nothing says Arctic like blue, which is why I wanted to use a saturated dark blue hue to be the staple colour of this brand, 

with white complimenting and a midtone blue tint to provide a layer of depth, but I knew I wanted to expand on these more in the design system stage, so I 

included them here with the hex codes. As alternatives, black is still a must have for sections where infromation and serious tones are the priority, and a grey tint 

also compliments the blue scale where used appropriately. Finally, for alternative options, I also used tints of cyan, pink and mint green to represent the Northern 

lights colour scheme as potential options for tertiary accent colours, but to be used in moderation. These have been included with the intention of showing 

different layers to the colour palette while still sticking with the cool tones that instruction and used in moderation - blue and white I knew were the most 

important choices to go with.

W ireframes

Using the user flow and planned visual architecture, I began to create structure for the wireframes, using Expedia and Booking.com as points of inspiration and the 

common elements they share as the client specified in the brief, making sure to optimise these elements to fit the creative vision in my mind. Each page contains a 

navigation bar which sits at the top of the page - on the mobile interface, the nav bar is to be fixed to the top of the screen with the background’s opacity slightly reduced to 

interact with the page, and includes the search button, the profile/log in button, and the menu button which when clicked, introduces an overlay menu with the links to the 

other key pages on the website. On the desktop interface, the buttons are text based, and the nav bar isn’t fixed with the screen but is still located at the top of the page. 

Below the nav bar is the tracking bar, which moves along each step further the user takes in the user flow journey. Each page also includes the footer, with links to the 

contact page, referring to another feature that the client asked for, as well as social media links, the legality information links and Trustpilot rating - a modern necessity. 

Home Destination

Home
The landing page, where the user will be greeted with a hero image, introducing the intent of the brand and the first step to book a destination - this section is a 

nod to the aforementioned websites which have the same structure. Scrolling down, the user will next see a more in-depth introduction to Arctic Travels with a 

video reel of locations, for even more of a visual description.



Following this, we get to more of the clients requests - the Regions, Resorts, Lodging and Passes sections with call-to actions featured in carousels of cards and 

buttons with featured locations based on the most successful and trending locations, including star ratings to specify customer satisfaction and establish trust.



The page is rounded off with a section to prompt the user to contact the team with any enquiries - another request from the client. This call-to-action will link the 

user to the Contact page, where they can get in touch which ever way they prefer.

Destination
The individual destination page, of which I have chosen to go for a region rather than resort as there is more potential groundwork that can peak the user’s 

interest. A hero image with the region and country for additional geographical information introduces the page, following a description and a video reel to provide 

further knowledge.



After this, we have a section introducing local sights and attractions, with a carousel of cards which will link the user to each individual attraction page on 

Tripadvisor, once again with their star ratings. To increase the customer’s trust and interest, following this section we have the Reviews section, showcasing a 

carousel of Review cards and total ratings with the average rating displayed.



With the customer’s interest attracted, I have introduced the associated Resorts section and card carousel in cohesion with the homepage, and the lodging buttons 

featuring the number of how many respective listings there are per category, giving the customer a gateway to move forward in the journey.

Booking Payment Confirmation

Booking
On the individual lodging page, this is what the customer will see. A hero image of the lobby or exterior of the lodging, with the name, region, rating and minimum 

price per night - all the necessary basic information, with navigation buttons to move to wherever they deem necessary on the page. There is also a favourite button 

to add the lodging to their wish list on the hero image, and a back button to get the user back to exactly the last page they were on, as some web browsers remove 

stored information and applied filters which is a painful experience for the user.



The section below is a brief overview of the hotel, with a description of the lodging and key features with icons, along with an image which can be clicked and act as 

an album, opening up a window which allows the user to browse through all associated imagery of rooms and facilities. Following this, there’s an image of the 

location on the map, and the contact information including social media icons. Below this is the Reviews section, featuring a carousel of reviews given to the 

lodging and the average rating with total ratings given. Finally in the overview section, is the FAQs which act as drop-down menus, and when clicked will display the 

answers.



Next is the booking information fields - when the customer fills in their check-in and check-out date as well as the number of people (adults and children), the room 

cards below will show the price of each room per person, as well as the features of the room. The customer can select their chosen rooms and either go to the 

payment screen, save their booking for later if they’re not ready to pay yet, or before doing so, add any extras in the form of flights, passes and insurance - none of 

these mandatory, but reduce the user’s need to look externally to purchase these necessities. The extras section also acts as drop-down menus, and when clicked 

will display input fields and information cards that the customers can select and add to their total at the bottom of the page with the call-to-action buttons.

Payment
The page where the user finalises their booking. Once again, the user is greeted with the back button, and below, their booking information, broken down into 

appropriate sections with price breakdowns displayed next to each category, as well as the total at the bottom of this section. On the desktop UI, this information is 

on the left, giving the screen a split, so the user can keep their eyes on the total while moving down the page.



The customer then begins to enter their personal details, and then will be told how many loyalty points they will earn to spend on different items with Arctic 

Travels, or reduce the price of their booking. I have named these Snowflakes, fitting the theme of the brand. I have included the option for the user to choose to 

spend their earned Snowflakes to reduce the cost of their booking, but also given them the option to not do so, or to spend a specific amount if they don’t wish to 

use them all.



Then comes the final option to reduce the cost of the booking with the gift card or voucher code, which they can enter and apply to their booking. Finally, the 

necessary information - the terms and conditions notice and an option for the user to stay notified with updates from Arctic Travels in the future.



The customer can end their journey here and book using the express payment buttons, which on the mobile UI has more relevant options then desktop. If they wish 

to enter their details manually, they can enter their billing information below and book using the button at the end of the page.

Confirmation
This page simply introduces a confirmation of the user’s booking, using a hero image of the booked location and “You’re going to *insert region*” to get the user 

excited, along with their booking reference number, check-in details, an a prompt that the user will receive an in-depth email with more information, along with the 

booking details repeated in the same fashion as on the Booking page. This is where the user journey ends.

Design System

Next, I created a design system based on the colours and typefaces I gathered in my moodboard, and elements I aimed to create for the wireframes of the 5 pages. I aimed 

to explain my choices for all of these elements in depth, their intended use and meaning. All visual elements have been provided with different variants and styles to be 

used where appropriate, and have been defined on their use for mobile and desktop interfaces.

Colours
My colour choices were inspired by the moodboard and the client’s request for cool colours, which is why I focussed on saturated and tinted hues. Rolling with the 

choice of the darkest blue, I wanted to make this the first primary colour style, and white the second, and display all shades between the two to create a scale. I 

defined each tone in between with their hex codes, as well as the intended use of the primary colour styles and I defined how they would all be used. Same applies 

to the secondary colour styles in the black and gray shades, and the tertiary tints inspired by the northern lights colour scheme - for these colours which I intended 

to use less, I made sure to define their roles in the designs and that the blue scale is the main point of reference. I also included two special colour styles to be used 

for the inputs, their roles and how they vary between successful and failed input attempts.

Typography
Using the two typefaces on the moodboard, I laid them out in different sizes and weights and defined their intended uses for mobile and desktop, some of which 

would only be used on one device due to legibility and appropriate placement. Each typeface has an equal role - Address Sans Pro for bigger headings, and Comma 

Sans Pro for body text and appropriately placed subheadings. Each text style had been defined with an example of the text used, the name of the text style, the 

typeface, the size and the weight. These saved text styles ensured that the text on the wireframes can quickly be switched to the stylised versions.

Buttons
All buttons included in my wireframes have been created and defined between device interfaces, along with the dimensions as some buttons had been made to fit 

the column structures of the devices, particularly the mobile buttons as some stretch across the full column structure. Variants have been included throughout for 

different states of each button (e.g. disabled, hover) to showcase interactive aspects. The primary colour styles have been used for default states, and the secondary 

colours have been used for different button states appropriately. I wanted to provide anyone who had been given my wireframes an exact idea of what to do with 

them, mirroring the brand identity in these elements.

Icons
I took all of the icons I included in each page of my wireframes and created them as components and categorised into their main appropriate use, so that they can 

be included from the Assets panel and switched appropriately.

Cards
All cards which I intended to use on the wireframes had been stylised with colour, appropriate text styles and defined by their uses for both mobile and desktop. 

Some of which use multiple states and have included interactive elements. Colour styling and scaling are two very important factors to define here, as these cards 

need to sit perfectly on the carousels fitting to the column structures, as for example, the resort cards 2 to a page horizontally, and it’s important that the cards 

don’t take up more space in the structure than needed, and that’s why I also the cards are stylised properly to match the envisioned colour scheme in their sections.

Inputs
Forms have been designed and defined between mobile and desktop interfaces, with variants created to highlight the inputted text, success of a completed field, 

and an error message to define when action needs to be taken. Same applies to the message box for contact pages. Selection Fields have also been included for 

fields which have a specific input type, e.g. the Date box will bring up a calendar, the People box will ask the user how many adults and children. Once again, scaling 

is important here for spacing reasons, which is why the field sizes have been defined.

Grids
I defined the grid systems for each device, using a full width dimension span of 402px for Mobile and 1440px for Desktop. 4 columns for Mobile and 12 columns for 

Desktop as standard, with margins and gutters defined in pixels too. This helps lay down a clean layout for the design and keep content spaced proportionately.

Screens

Now that the design system had been created, everything could be applied to the wireframes to create the final screens for the pages. Along the way, tweaks had been made 

to the content placement and spacing, as this stage highlights what works in black and white but doesn’t translate as well after styling. Adhering to the brief by sticking to 

the suggested colour scheme and making it cohesive amongst every page was the most important part of this stage, allowing my vision to come to life but more 

importantly, the client’s vision. It was also important for me to constantly refer back to my market research, making sure that my pages reflected the positives in the 

wesbites that were reviewed, and considered the action taken on the weak points of these websites to set this website apart from the rest.

Home Destination

Booking Payment Confirmation

UX Laws Applied
Throughout the process of applying the design system to my wireframes and refining the finer details, I made sure to apply a series of UX laws into the page 

designs to maximise user experience and cognitive function.



Fitts’ Law - On the landing page, large call-to action buttons which occupy full areas of space, specifically on the mobile and still being within proximity of 

appropriate areas ensure that the user would quickly be able to make the decision to jump further into the user flow, and if more information is required, 

following sections of the page would have the same call-to-action, further tempting the user. Fitts’ Law also is applied on card carousels throughout the website, 

either encouraging users to learn more about the respective content or get stuck in and booking their trip.



Miller’s Law - Not many buttons have been included in the navigation bar, no more than outside of the client’s request, and the landing page flow is broken 

down and spaced apart with room to breathe to ensure that the user doesn’t have to take in too many options and too much information in one small moment. 

This law also applies to the payment page, where cognitive overload can make the user wary of finalising the booking if too much information is to be stored 

and explained at once, therefore it has been kept a smooth and simple flow.



Hick’s Law - Hick’s law applies to the pages in the same way that Miller’s law is applied - less options and less unnecessary content means more leeway for the 

customer’s brain to make a decision, and in this case, seeing a small amount of information at first can encourage the user to see more and achieve cognitive 

satisfaction, enhancing their chances of making a booking.



Aesthetic-Usability Effect - Cool colour tones have been used throughout and black has been used only in moderation - the dark blue shade which acts as the 

brand’s staple colour achieves legibility for type and backgrounds in combination with white, but also keeps that Arctic feeling flowing through the entire 

website. Anyone looking for a skiing holiday will know exactly what this brand is all about and what it has to offer, an with the use of appropriate colours, fitting 

vibrant imagery and breathing space to cleanse the palette, the website achieves both aesthetic and usable statuses.



Jakob’s Law - The interface being inspired by the leading competitors’ based on the client’s requests and vision along with the competitive research, Jakob’s Law 

was naturally applied to these designs, particularly on the Landing page which take heavy influence from Expedia and Booking.com’s landing pages, for example, 

when the landing page opens up and the option to book with the search fields being the first thing on the screen. These designs naturally reflect what a user 

would expect from the market, but optimised and inspired after the SWOT analysis had been conducted on competing brands and what Arctic Travels can do 

better than all of them.



Law of Proximity - Relating content on all pages has been kept together in appropriate sections - on the mobile interface, related content is stacked vertically or 

horizontally on carousels, but either on a separate background colour or with a fair amount of white space to separate one section from another, and on the 

desktop interface, if not vertically, then horizontal white space separates one package of information from another. 



Law of Similarity - Mainly applied to card carousels, which match the colour scheme of the related sections, and when cards are repeated on other pages, still 

stick to the structure. Even in elements such as the nav bar and footer, repeated content on each and every page, the law of similarity is used from head to toe.



Law of Common Region - Working hand in hand with the law of proximity, some content blocks have been kept in sections with a coloured background, or within 

cards, the latter of which are a natural example of common region use that can be made visually appealing so easily.



Law of Prägnanz - There is a balance to be made with adding touches to making a design visually appealing and throwing too much on at once, and this interface 

achieves the balance well, with text being kept as concise as possible while still being informative, colour being used appropriately, and negative space used to 

allow sections to breathe. The law of Prägnanz is less to make an interface minimal and lacklustre, but to make sure that content is visually appealing while 

straightforward and simple, and that is a UX law that is always to be considered as it is here.

R eflections & Conclusion

This project was a great way to learn how to integrate research into design work on a broader level than doing simple internet searches, and learning how different types of 

research can benefit a project in different ways, for instance how quantitative research can provide work to reflect on insights and be a part of a more positive statistic and 

how qualitative research can add layers of personal perspective to provide depth to a user experience that can benefit people who share their wants and needs. Diving into 

competitive research and applying the client’s needs to the project, I believe that using my creative skills, I have brought Arctic Travels to life through many layers of 

consideration.



Reflecting on my successes, I am pleased that I have created several pages in a short space of time, and balanced out my time realistically between research, wireframing, 

creating and assembling elements and applying them to the wireframes to make the final screens. I also made the choice to let the research, information and brief 

requirements do the talking in my work with less flashy elements, as I wanted to make sure that the brief was met in a literal fashion while also aligning with the research 

points.



I would have liked to include some more features that attract customers that I included as opportunities in my SWOT analysis, such as competition pages and bespoke 

package deals, although with the strict requirements of the brief and the timeframe I had for the project, I decided to take a literal response to the best standard. If 

discussions with the client were a possibility to gain feedback and enhance the designs, then it would elevate the potential of the brand further, but within the timeframe, 

the project meets the requirements.



Overall, I believe that the work I have created do Arctic Travels is well reflected, user focussed, going through the double diamond process through to the delivery stage. I 

believe that the designs I have created would enable a user who is looking for an exciting skiing holiday would get exactly what they are looking for with Arctic Travels, and 

would return to the website again.

by Doug Djuritschek


