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Nespresso.com

Initial 
Challenge
Consumer confusion on Nespresso's website.

Mi problema con Nespresso

Video - Jaime Afterdark

The current interface displays a large but
disorganized and unattractive catalog, creating a
confusing and unpleasant experience for our
consumers.

There is a mismatch between the user experience
Nespresso seeks to provide and the one it is
currently offering.

https://www.youtube.com/watch?v=t_2Pi8S0CRU


Resulting 
Complications

Price-based selection: Lack of clarity
about the differences between options
leads consumers to opt for the cheapest
product, missing the opportunity to highlight
the distinctive and higher-value features of
our offerings.

Increased bounce rate: Generalized
confusion generates an unattractive
experience and increases the bounce rate,
as visitors abandon the site because they
cannot easily find what they are looking for.

By showing very similar products without
clear differences, two resulting problems
are being generated in the user's decision
making process.

KEY OBSERVATION

Read More



Our 
Solution

To address this challenge, we are proposing a restructuring of the home
page and product sheets, focusing on simplicity and clarity.

Our goal is to be able to create a more intuitive, simple and engaging
navigation experience for our consumers.Designing a simplified and

strategic approach.

How? 
Integral overview:

We highlight the two main lines - Originals and Vertuo.
We highlight the main differences for quick understanding.

Specific details:
Detailed individual product sheets.
Valuable and synthetic content for our target audience.

Clear and attractive approach:
Key information presented effectively.
We captivate the audience with relevant and meaningful details.

Quality information experience:
Commitment to providing clear and valuable information.



Our approach makes it easy for the consumer to effectively
and quickly differentiate the Original machines from the
Vertuo machines. 

We will help our customers determine which of our machines is
the one that truly meets their specific needs, while elevating
their user experience and strengthening the brand-consumer
relationship.

Product line differentiation

Main
Benefits

What are we looking
for with differentiation?

We seek to generate a
personalized user
experience, pleasant and
focused exclusively on the
needs of our consumer. 

For that reason, we will
focus on providing the key
data necessary for our
target audience to make
an informed and accurate
decision at the time of
purchase.



Specific and strategically organized content of value: We
organize information in a clear and structured manner, ensuring
that users can quickly find what they are looking for and resolve
their concerns. 

Attractive and dynamic structure: We incorporate interactive
elements to enhance the user experience and prolong their stay on
our website. To do so, we will use image galleries, explanatory
videos, or zoom functionalities. 

Color button available: The color button centralizes the options,
offering users an organized and efficient visual experience. It
simplifies browsing, adds visual appeal and reinforces the brand-
consumer connection through an intuitive design.

Product sheet

What are we looking for
in the product sheet?

Efficient information:
Provide clear and
structured information
to quickly resolve user
concerns.

Improved user
experience: through
interactive elements
that prolong their stay
on the site and lead
them to purchase.

Facilitate decision
making: through visual
content of value,
attractive and synthetic
for the consumer.

Main
Benefits



In keeping with the fundamental principles of our approach, focusing on
simplicity and clarity, we are committed to design a website structure that
facilitates access to information related to our two product lines: Original
Machines and Vertuo Machines. 

For this reason, we have decided to rebuild the organization as follows:
Home page 
Categories

Product lines
Blog 

Sub categories 
Máquinas Originales 
Máquinas Vertuo
Blog information

Website
arquitecture

Even though we know there
are more categories in the

actual website, we will focus
on product lines and blog.

Important



What led to this
choice?
Clarity and coherence: A logical and coherent structure has been
maintained, facilitating user navigation through the information hierarchy.

Logical organization: The arrangement of elements follows a logical order,
starting from the home page to the specific subcategories of each product
line.

Emphasis on product lines: By placing "Original Machines" and "Vertuo
Machines" as main categories and subcategories, the importance of these
product lines is highlighted, which can help attract the user's attention.

Blog Inclusion: The inclusion of the blog allows relevant content to be shared
and keeps users engaged, contributing to the overall value of the website and
SEO (by working with specific keywords). 



Current
website: Home
We observed some drawbacks on the home page that could be improved
to optimize the user experience:

Excessive buttons on the top bar: It would be beneficial to simplify the
top bar, focusing on buttons that lead to key information. This would
facilitate more efficient navigation and highlight relevant information
pillars to address consumer concerns.

Good structure but too much information: Although the overall
structure is sound, message overload on the home screen can overwhelm
or confuse the user. This not only slows down their web experience, but
can also detract from their buying journey. We suggest revising and
simplifying content for a clearer and more effective presentation.

Lack of direct information on recommended coffee machines:
Currently, the page does not provide immediate guidance on which
coffee machine is most suitable for the consumer. To improve the
shopping experience, the process could be simplified, reducing the
number of steps necessary for the user to find their ideal machine, thus
making the experience more pleasant and efficient.



Website
Proposal: Home
More minimalist and straightforward design: We simplified the
design to achieve a more minimalist and straightforward look and
feel. This included a cleaner navigation bar and fewer visual
elements, facilitating a more intuitive user experience.

Focused on a single objective: We focused on one main objective
for the home page, eliminating distracting elements that could
dilute the key message. This allowed the user to focus more
effectively on the core action or information we wanted to
highlight.

Highlighted section to help the user find their ideal machine:
We implemented a clearly visible and accessible section that was
designed to guide the user in the search for their ideal coffee
machine. This section was focused on the customer's needs,
providing useful information and guidance to improve the buying
experience.



Current website:
Category

Poor differentiation: It is difficult to get to know
the main differences between the Original and
the Vertuo machines. 
Mandatory selection: it make the user choose
between the Orginal and the Vertuo even before
knowing what they are about. 
No general description: When the consumer
finally decides which one to click on, there is no
brief description of the type of coffee machine. 
Too much information tells nothing: The user is
faced with multiple machine alternatives and just
gets dizzy, does not know where to start and is
less convinced in the buying process.



Website Proposal:
Category
Clear differentiation: The first thing the user will see when
clicking on the Nespresso Machines button (located on the top
bar), will be the basic and essential information to
differentiate between Original machines and Vertuo
machines. Knowing this information, you will be able to decide
which of the two machines best meets your needs. 
Not mandatory selection: gives the opportunity to the user to
know first the information and then decide where keep
browsing next. 
Minimalist, clear and straightforward design: we deliver
the information the consumer is here for. We do not seek to
complicate the buying process, but to elevate it and make it
user-friendly for the consumer. 
Interactive: Audiovisual content will provide a dynamic
appeal that will present information of value to consumers.
They should be short videos that tell the essential features of
each line.



Current website:
Product Sheet
Block description: product descriptions in long paragraphs.
Consumers are looking for efficiency; they want the
information quickly and make the final purchase decision if it
meets their expectations. This format is not going to help.

Unattractive information layout: Despite attractive product
photography, the presentation of key product features and
information lacks appeal. This presentation can automatically
lead to discarding, as the information is difficult to read and
process.

Lack of dynamism: Although Nespresso has excellent
audiovisual content, it does not take full advantage of it. It
would be beneficial to include specific tutorials for each
coffee machine or master classes to maximize the potential of
each model.



Website Proposal:
Product Sheet

Key and concrete information: to facilitate reading
comprehension, we have used icons, short sentences and bullet
points with essential information for the consumer.

Interactive content: we provide multimedia content ranging from
tutorials to Nespresso master classes with the indicated machine.
This is to generate more interest and, in turn, permanence on the
page. Storytelling and entertaining is one of Nespresso's expertise. 

Cross-selling option: the sale of the Vertuo machine is directly
connected to the sale of Vertuo capsules. This synergy not only
facilitates the adoption of the product, but also encourages
customer continuity by offering an integral solution to enjoy the
complete coffee experience.



Current website: 
Check-out
Inconsistent aesthetics: The checkout page lacks the
same visual appeal as the rest of the website. Its design is
simpler and more austere, potentially causing confusion
and a disconnect with the brand.

Length and complexity: The checkout process is
excessively long and complex, involving numerous steps
and demanding substantial user information. This can lead
to user frustration and discouragement, increasing the risk
of abandonment.



Use of Attractive Images: Attractive images are
used to illustrate products and services, helping
users visualize their purchases and make more
informed buying decisions.
Use of Modern Design Elements: Checkouts
incorporate modern design elements such as
minimalism and the use of negative space,
creating a cleaner and more organized shopping
experience

Website
Proposal:
Check-out v.s.

Want to upgrade

Want to upgrade

Convenient: Checkouts offer flexible payment
and delivery options, allowing users to choose the
payment method that suits them best and receive
their orders at their preferred address.
Use of Pleasant Colors and Fonts:The colors and
fonts used in checkouts are visually pleasing and
easy to read, contributing to a more relaxed and
comfortable shopping experience for users.

Easy to Use: It is intuitive and easy to navigate,
allowing users to complete the purchase process
effortlessly without the need to search for
information or go through unnecessary steps.
Secure: They employ advanced security
protocols to safeguard user data, including
encryption, two-factor authentication, and other
security measures.

Want to upgrade



Note: A/B testing will be exclusively implemented on the website's checkout page. We firmly
believe that this stage in the customer journey is pivotal in incentivate the final purchase
decision. 

Objective: Improving and streamlining the user experience during the critical phase of making
the final purchasing decision.

Status: Nespresso's checkout page has a rigid structure and uses dark shades. According to
color theory, it is essential to incorporate eye-catching tones, such as green or red, in calls to
action (CTAs), especially those found during the checkout process, to stimulate the desired
action.

To improve this experience, we propose:
3 step in 1 process: three-step, one-page structure for simplicity and efficiency.
Dinamism: icons, images, confirmation messages for user friendly experience.
Light colors: strategically choosing CTA colors.  
Confirmation data: clearly present confirmation data at strategic points in the checkout
process to reassure users and reduce uncertainties.
Updated checkout session: + options to pay at disposition + upselling alternative.

A/B Testing



Check-out 1
Brand colors: Maintains the colormetry of
the Nespresso website. 
Elements: It is composed of the
elementary parameters previously
mentioned. 
Up-selling: create a pack that includes
the coffee machines, an aeroccino and
coffee mugs to convince consumers into
acquiring an enhance experience. 
The aim is to determine if it has the same
conversion rate on Want to Upgrade as
Check-out 2.

Want to upgrade

What happens after “okay”?
Purchase confirmation (printable) 
Branded Content: related to the
specific purchase. 
Suscription Nespresso Easy



Check-out 2
CTA colors: red and green. Important to
notice that green is strategically used to
acept the upgrade.   

Up-selling: create a pack that includes the
coffee machines, an aeroccino and coffee
mugs to convince consumers into acquiring
an enhance experience. 

Simple and dynamic: follows the 3 steps in
1 process while presenting dynamic
confirmation data (option to download the
recipe)

The aim is to determine how significant the
correlation between Proceed to Payment
and Want To Upgrade is.

Want to upgrade

Why Want to Upgrade in green?
Color green is usually associated
with coorrect answer. Users will be
induce to upgrade their purhcase if
the offer is valuable to their case. 



Traffic Generation
(Editorial Guide)



Business Plan 
(Adwords campaign)


