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The Brief


Cera is an application specifically for Pottery enthusiasts 

and sellers in New Zealand. The platform allows users to 

buy and sell pottery, as well as interact with sellers in order 

to find out more.


This application will need to have a simple front-end design, 

which makes it easy for buyers to view, enquire and 

purchase ceramic goods. Additionally, the app will need an 

easy-to-use listing system for sellers, they should also be 

able to edit and delete the listings if they wish.



What is Cera?

The application will use an intuitive front-end interface 

which connects to a back-end system to retrieve and post 

information to a database using MongoDB. 


We will use research, implementation of best practices 

within Vue (including utilising component building), user 

testing, use of GitHub and other tools (such as figma) and 

working in an Agile setting to create a seamless app which 

will ultimately be a great space for potters everywhere to 

promote and buy awesome ceramics.

How will the app work?
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Our team came up with some initial ideas of how the app will work and why people would use the app. Below are our ideas�

�� This app will connect people with interests in pottery (collecting, making, selling, and buying)�

�� People from this niche market would benefit from having an application only meant for buying and selling pottery�

�� There will be a general “Questions” section on each post so that potential buyers can make inquiries that are visible to everyone�

�� Consumers prefer buying and communicating directly with the seller (no middlemen)�

�� Having the opportunity to talk to the sellers directly makes a consumer feel more at ease because it reduces the chances of impulse 

buying�

�� Sellers can establish a good relationship with buyers and control messaging, brand, data and reputation that can lead to customer loyalty�

�� Individuals who sign up to the app will all have options to sell their own products�

�� Users can place products on a “Wishlist” by clicking on a  �

�� Sellers can update the status of their items (available, pending, sold) or remove listings. 

Initial Ideas
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User interview

�� What is your age and what gender do you identify with?

Person #1 - Male, 39 y/o.

To validate our initial ideas, we conducted interviews with two potential users to gather insights on their expectations and pain points while using a 

marketplace platform. Their feedback will be invaluable in informing the design and development of our app

Person #2 - Female, 37 y/o.

�� Was there a time when you wanted to buy a handmade/artisan product? If so, tell me more about that 
experience.

Person #1 - Yes, especially during summer when people are selling on markets, there is more visibility.

�� Tell me how you go about purchasing products that are not easily available in big commercial 
stores. What did you do to solve the issue?

Person #1 -  Usually just look at the picture and buy impulsively. I regret it later on.

Person #2 - I usually go down to markets or I get word of mouth.

SUMMATIVE ASSESSMENT 
WEB AND UX DESIGN LEVEL 6

Page 4

Person #2 - Most of the time - I have a friend that does pottery so I have cups/mugs for me and husband, vases, and I even made some 

myself. It was really nice and I like giving back to artists and supporting local artists even though it’s expensive, because the quality is better. 

Being able to help someone with their art is always gratifying.



User interview

�� What was the hardest part on getting the product/s?

Person #1 - There wasn't anything hard, I found an item and bought it. Buying online would be more concerning, in case it breaks on the way to my house, 

or how is the packaging and how would it be delivered. It makes a difference to me when choosing the product if there is information on how it will be 

wrapped and packaged.

Person #2 - Knowing when/where to go because some of the pop-ups don’t have enough advertising unless you are specifically looking for that thing or 

if you look into their website. I look on a website randomly and somehow find information. 

�� Why was it hard? What do you not like about the process you have done?

Person #1 - It depends on convenience, I wouldn't go out of my way to pick up items.

Person #2 - When I go to the actual shop, they usually have artisan’s work and If I’m interested in one, they would hand me a card with contact details 

and website. I learn about artists if I visit to the popup stores. However, advertisement will make it easier and the exchange will be good because some 

people like bussing. Around downtown would be good because there is a lot of traffic there. Posters are really helpful. Permanent marketplace areas in 

the city would be good too. An app would be the next suggestion because it would be nice especially if it’s promoted by the City Council (and cheaper 

too for artists). App is beneficial for forgetful people like me too since notifications help.

�� What do you think of custom-made products?

Person #1 -  I think of the Mcdonald’s effect: you see the picture, but when you open box and the product looks different. The scale is important too, to 

understand how big or small something really is.

Person #2 - I prefer custom-made products when I can because they last longer and they use better tools and materials. I prefer quality vs. price.
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User interview

�� What do you think of locally produced products?

Person #1 - They are unnecessarily expensive, but I support the artists now and then.

Person #2 - Local is even better because me and my husband like to support local when we can so that we help them out especially during the Covid-19 

pandemic. It is a hit and miss with other items but where I can, I do it.

�� How important is delivery/transportation service for the goods you purchase online? How about pickup?

Person #1 - Same as above, the concept of local is not that valuable to me because I travel a lot. I would like the item to actually arrive first - meaning 

the money can be withheld by a middleman like TradeMe until the item arrives.

Person #2 - I like delivery because I just happen to be living in a house where it is perfect for delivery. There is a hole for parcels in our house. It depends 

on what I am ordering though. If it’s fragile I would not mind picking up especially if an item is in stock or if it is a quick wrap-up. It also depends on if it’s 

local I like the delivery option but not on overseas ones, because of lots of added tax and shipping times can be longer.

�� What security measures for users would you deem to be necessary?

Person #1 - Seeing the number of purchases that happened with that seller/user, the sellers ratings.

Person #2 -Tracking with current look of the container (if a box is crushed, etc.) I want to see pictures per status update. I think it helps make people 

who handle the parcels be more accountable.
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User interview

��� What would ensure your satisfaction with a buy and sell app for a specific product?

Person #1 - Being able to search and complete transactions easily. The app or website needs to be intuitive, I don’t want to have to learn how use an app.

Person #2 - No sneaky add-ons that comes out of nowhere and an estimated time of arrival and more communication.

��� How important are customer ratings and reviews to you? Why?

Person #1 -They are very important, because they show the differentiation between the sellers saying things (making it up) or it being true.

Person #2 -I tend to read reviews especially on clothing/ items that are wearable. I can also see /learn the quality and scale through reviews. It helps 

with decision making.

��� What features do you think would benefit sellers to sell their products? What info. do they need to 
display to be able to sell products effectively (product name, pic, social media links, website, etc)? 

Person #1 - Scarcity is important for a seller, as the produce is not there forever (it’s a limited offer). If I was a seller I would like to capitalise on that.

Person #2 - Photos and some sense of humour, title, item description written by a person rather than AI. I want the “WHY” of the artists so I know the 

reason they make what they make. For me, these things make it memorable. 
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User interview

��� What would be your preferred way to communicate with sellers?

Person #1 -The TradeMe approach where the questions and answers displayed for everyone to see.

Person #2 -Live chat would be great, emails can get lost or too many bec. people get bombarded. Even if it turns over Skype/Zoom meeting it’s okay. 

��� Would you choose to sell your products on a niche app compared to big websites like TradeMe / 
Marketplace? Why/why not?

��� What would make you choose using a niche market app vs. TradeMe/Marketplace?

Person #1 - I would spread the reach, and put my listing on all platforms. The more the merrier.

Person #1 - If it’s super popular, I like sites such as Etsy. If it’s just a start-up company, I probably wouldn’t bother.

Person #2 - I would do niche because it’s more vibe for artists. Corporate companies take bigger slice of your sale. The product would suit better niche 

because it has more sass and humour.

Person #2 - Same thing as above.
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��� If you were to sell your products online, what will put you off putting the listing?

Person #1 - The level of bureaucracy, I can’t be bothered with too many mandatory boxes that I have to fill, I prefer having more optional fields instead.

Person #2 -Too many steps - if there are lots of steps and complicated, if people take a cut from the sale and if I don’t like the layout. I want to have the 

creative freedom to display the things I want to show off.



Watchlist/Wishlist feature is helpful so that 

potenital customers can look back at the 

products they like.

Availability of inventory is helpful. If it was 

in red with a ‘hurry only 1 more left’ prompt 

that could help make the sale.

Competitor Analysis

Trademe.co.nz
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We also analyzed two marketplace platforms and took notes on how they are approaching the following 

aspects of their user experience:



Verification makes the seller more legit and helps a 

potential customer to make the decision the 

choose that seller. The rating also helps to make 

the buyer feel confident they wil have a good 

experience.

The option to add the seller to a ‘Favourites’ is a 

good user experience because it makes it easier 

to buy from that seller again in the future and to 

keep track of the items they are selling.

The "Ask a Question" feature is designed to 

simplify the process of inquiring about the product 

by providing a platform for users to ask questions 

that others may have as well. When a question is 

posed, it is promptly displayed below for easy 

reference, enabling other users to view the 

answer as well.

Competitor Analysis

Trademe.co.nz
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Providing options for both delivery and pickup enables 

potential buyers to easily select the most convenient 

method for their needs, enhancing their overall 

purchasing experience.

Showing how the buyer can make a purchase helps them 

plan ahead and be aware of the process, facilitating a 

smoother purchasing experience.

Competitor Analysis

Trademe.co.nz
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etsy.com
The element of scarcity can create a sense of 

urgency for buyers, as it encourages them to 

act quickly to avoid missing out on the 

product.

Providing information about the seller's 

location, sales history, and ratings can 

establish immediate trust between the seller 

and the buyer.

This feature acts as a concise summary that 

can be attractive to buyers, and the use of 

icons serves as a visually appealing addition.

Competitor Analysis
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etsy.com

Providing a clear delivery timeline, detailed 

information, and cost can enhance the user 

experience and ensure clarity for buyers.

A prominently displayed return and exchange 

policy, along with buyer protection information, 

establishes trust in the business by 

showcasing a commitment to customer 

satisfaction.

The ability to learn more about the seller, 

along with the option to send them a message 

and knowing their expected response time, all 

contribute to building trust with the buyer 

and helps prevent potential frustrations.

Competitor Analysis

etsy.com
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Based on the insights gathered from the user interviews, our team's initial 

brainstorming and the competitor analysis, the key takeaways are as 

follows�

� Artisan products and crafts are popular among buyers�

� Providing delivery/pick-up options is crucial for customer 

convenience�

� Including product dimensions aids in decision-making for buyers�

� Ratings boost buyer confidence, although it may not be included in 

the Minimum Viable Product (MVP)�

� The app must be user-friendly and intuitive for ease of use�

� Avoiding sneaky add-ons during checkout is important to maintain 

transparency�

� Streamlining the steps in the app to prevent customer drop-offs�

� A niche app can be valuable in connecting like-minded individuals�

� A Q&A section for potential buyers to ask and view questions benefits 

user experience�

� Direct communication with sellers is not seen as a problem�

� Sellers should be able to promote their brand/products to customers�

� Initially, all users are buyers, with the potential to become sellers by 

listing their own products�

� Users can add products to their Wishlist with a , although it may not 

be part of the MVP�

� Sellers can update the status of their items as available, pending, or 

sold, or remove listings.

Research takeaways

MVP FEATURES

Excluded from MVP 

The interviews have provided valuable information on the 

application features. However, due to the limited timeframe, only 

the following will be part of the Minimal Viable Product�

� Buy and sell platform - buyers contact sellers directl�

� Sellers can add, update, delete, view their product listing�

� All people who create an account are buyers with the option of 

becoming seller�

� Product dimension�

� Shipping / Pick-up inf�

� Filter by category onl�

� Message form from buyer to seller (purchase inquiry form)





� Wishlis�

� Favourite Stor�

� Buyer ratings on seller�

� Seller ratings on buyer�

� Multiple filters, sorting by deman�

� Online paymen�

� Chat messaging
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Market Analysis

Craft and object art have a relatively healthy level of 

attraction across all cultural segments.
A total of 3.7 million 

people in New Zealand, or 94% of the population, are 

thought to be interested in buying craft (according to a 

report from creativenz.govt.nz). With continued growth 

potential, the pottery market is currently experiencing a 

surge in demand in Aotearoa.


Buyers in this market can be categorized into two groups:�

� those who purchase pottery as gift�

� those who buy for personal use


Adult females comprise the majority, representing over 80% 

of the pottery market's consumers.




Our Findings
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creativenz.govt.nz



Target Audience

Cera's target audience includes individuals who have a 

genuine passion for pottery and are keen on supporting 

local artists and the craft culture. This includes both 

sellers who can promote and sell their ceramic crafts, as 

well as buyers who are interested in purchasing 

handmade products


We can categorize our target audience into two main 

groups:



Who are our target audience?
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Sellers:


Our main target audience for sellers will primarily 

consist of small business owners who create 

pottery. The age range of this group may vary, 

but the majority of sellers will be younger potters 

in the age range of 20 to 40 years. These sellers 

are expected to be more agile and focused on the 

art form, making them an ideal fit for our 

platform.

Buyers:


Our main target audience for buyers will be from 

30 years and older. The buyers on our app will be 

well established and have a relatively good 

income to be able to spend money on art and 

pottery. These type of people will value hand-

made art and products and will likely be interested 

in online pottery communities and pages to follow 

some of their favourite hand-made shops.





Annie’s goals are to build her community and promote her 

work on more platforms to put her work in front of more 

potential buyers.

Annie is a very enthusiastic, potter. She enjoys making all 

sorts of pots, cups, vases etc for her small business. She 

usually attends local markets and promotes her art on 

Facebook pages. 


As she doesn't have a physical shop for her pottery, she is 

always utilising the online platforms to sell her work and 

connect with others in the pottery community. 

Name: Annie Smith


Age: 23


Title: Owner of Pottery With Annie


Persona #1
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User Personas
Based on our target audience we created user personas, they will provide a clear picture of the typical users, aiding in the design process to meet their 

requirements effectively.
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She enjoys looking at pottery pages on Facebook and Etsy 

to find local sellers and find unique pieces to add to her 

collection.

Jane is a well established woman in her career and her life. 

She owns a beautiful home with her partner and enjoys 

making her home special. 


She loves art and decor and loves purchasing homely 

hand-made pottery and art for her home. She views 

pottery and art as an investment in her home and so she 

makes it a point to buy pieces from local sellers as she 

values the “hand-made with love” approach to the creation 

of these products.

Name: Jane Roberts


Age: 31


Title: Human Resources Manager



Persona #2

User Personas
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Hunter lives an easygoing lifestyle and like things to be 

clear and straightforward. Websites that frustrate him 

result in Hunter leaving and finding an alternative option.

Hunter Woods is a labourer who loves everything hands-on. 

Pottery has become his latest hobby, and his collection of 

bowels and mugs at home is growing. He needs to sell 

some pieces to mask space fast.


Having tried selling his wares on trade me with little luck. 

His raku-glazed triple-headed dragon mug may need to be 

more niche in this market. Hunter also doesn't use social 

media marketplaces and is looking for an online ceramics-

only market.

Name: Hunter Woods


Age: 42


Title: Labourer


Persona #3

User Personas



Ideal User Journey Map (Sellers) 

START

FINISH
Gets prompted to 

Log-in or Sign-up

Form to list items 

displays

Clicks “List Item” 

button to add listing

Browses Landing 

page

Seller inputs listing 

info.

Goes to the Account 

page

Edits or deletes listingRefers app to other 

people

Decides to use the 

app

Discovers Cera App 

(niche market for 

pottery)

Compares websites 

that sells pottery

Research where to 

buy pottery

Awareness Consideration Purchase/Sell App Service Loyalty
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Ideal User Journey Map (Buyers) 

Awareness Consideration Purchase/Sell App Service Loyalty

START

FINISH

Decides to use the 

app

Compares websites 

that sells pottery

Browses collections 

on landing page

Views Shop with 

filtered collections

Adds product 

to wishlist

Research where to 

buy pottery

Discovers Cera App 

(niche market for 

pottery)

Clicks on a product 

they want to 

purchase

Favourites store/

seller

Discovers lots of 

good items from a 

seller

Login state updated 

and Wishlist state 

gets filled

Gets prompted to 

Log-in or Sign-up
Contacts seller

Goes to Account page Reviews profile info/

Favourite Seller/ 

Wishlist

Updates/removes 

items

Refers app to other 

people

NOTE


The steps highlighted in this colour will 

not be part of the MVP. It was added to 

show the ideal  user journey and will be 

worked on as an extra milestone
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Information Architecture
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Now that we have a clear understanding of the ideal user journey we want to create, we have developed a site map that aligns with this 

vision.

This is the original information architecture drafted by the team. We have 

considered user needs, goals and behaviours when drafting this so people using 

the application will have a good user experience. By having a simple structure, 

we aim to make Cera intuitive and functional.



Information Architecture
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There were lots of iterations during the project, and in this second version, we 

can see that users will be able to edit both account information and listing 

information via the account modal. This is so users can just go to one place and 

make the edits there.



Product Design Specifications
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Low Fidelity Wireframes
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To gather valuable user feedback and insights early in the design process, we have created low-fidelity wireframes as a preliminary step 

before moving on to high-fidelity designs. These simplified wireframes allow us to focus on the core structure and functionality of the 

web app, ensuring that we align with user needs and expectations before investing time and resources in detailed visual design.

Landing page



Low Fidelity Wireframes
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Landing page



Low Fidelity Wireframes
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Account page
Listing product page



Low Fidelity Wireframes
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Sign Up page Log In modal



Low Fidelity Wireframes
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Shop page

Product page



Low Fidelity Wireframes - User Feedback
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� Font sizes may be too small, but they are subject to change 

based on feedback and usability testing�

� Product page star rating is causing confusion as to whether it is a 

store rating or product rating. We have decided to remove the 

rating from the store and only display it on the store profile to 

indicate the store's overall rating�

� Product page image needs clearer navigation indicators, such as 

arrows, to indicate that users can navigate back and forth 

between images�

� Filter arrows need to be added to indicate that they can be 

expanded and collapsed like an accordion�

� Active links should be visually distinguished, such as using bold or 

a different color, to indicate their status�

� Contact seller page is causing confusion about whether the 

reference ID is needed. After careful consideration, we have 

decided to keep the reference ID as it provides helpful 

information for customers to identify the item they are inquiring 

about.



� Consider adding an 'Add to Drafts' button for sellers when 

attempting to add a new listing to improve the listing creation 

process�

� On the seller profile page, change the 'Featured Items' section to 

display the seller's full shop for better clarity and navigation�

� Include a search bar in the 'Favorite Products' and 'Favorite 

Sellers' sections to make it easier for users to search within their 

saved items�

� Consider using a filled heart icon to indicate that a product has 

been favorited, and clicking the heart icon will remove the item 

from favorites�

� Add an option in the user account settings for users to indicate if 

they want to be a seller or not, for better customization�

� Consider making category titles bolder or using a darker color to 

improve visibility and legibility.

These improvements were identified based on user feedback and usability testing, and will be considered for implementation in future iterations of 

the design.
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Style tile

We have presented users with a selection of style tiles for the web app and solicited their feedback to determine their preferences.

Chosen style



High Fidelity Wireframe Development

As a group we went through multiple revisions in our Hi-Fi wireframes, each time making sure the user was not confused by any of our 

design or layout choices. After finalising this design and having a really solid foundation, this made it easier to understand how our UML 

would look in a design and move onto prototyping and development of the website.
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High Fidelity Wireframe Development
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Landing Page - Version 1 Landing Page - Version 2

Version 1 Feedback: Version 2 Feedback:
� Search is unclear�
� Login button isn't fully readable�
� Some buttons looked out of place or looked like drop-downs�
� Formatting needed to be adjusted to have better spacing�
� Removing some of the box borders�
� Adjust colours for readability�
� Adjust the footer.

� Search button is too light�
� Summary alignment needed updating as well as learn more buttons�
� Remove the shop previews. Too complex�
� Some icons needed changing�
� Adjust colours for readability�
� Adjust the footer to be smaller�
� Add categories for ease of selection.



High Fidelity Wireframe Development
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Landing Page final design



High Fidelity Wireframe Development
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Shop page - Version 1 Shop page - Version 2

Version 1 Feedback: Version 2 Feedback:
� Padding needs to be more consistent�
� Maybe adding in a star rating would be too confusing. “Is it store rating or product rating?”�
� Heart for favourites need to be brighter and maybe have a slight transparent background.

� Remove the filter by as the categories will be on the landing. Also put the categories in the 
shop page�

� Favourite button is more clear�
� Maybe add in a “load more” button at the bottom.



High Fidelity Wireframe Development
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Shop Page final design



High Fidelity Wireframe Development
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Login & Sign Up - Version 1 Login & Sign Up - Version 2

Version 1 Feedback: Version 2 Feedback:
� Login is well done.�
� Sign up is also good�
� Just need to add the error messages if the don’t fill in the form properly�
� Maybe change the colour of the button.

� Feedback to go back to the original colour�
� Change the error message so that it tells you whats wrong.



High Fidelity Wireframe Development
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Login & Sing Up final design



High Fidelity Wireframe Development
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Product Page - Version 1 Product Page - Version 2

Version 1 Feedback: Version 2 Feedback:
� Stars need to be 4/5. Only 4 showing�
� Some of the bold content is overpowering the information next to it�
� Colour of buttons isnt right.


� Stars need to be 4/5. Only 4 showing *still needed to fix�
� Some of the bold content is overpowering the information next to it�
� The icons are better than previous version�
� Change ‘Used” to “preloved”�
� Make price bigger.



High Fidelity Wireframe Development
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Product Page final design



High Fidelity Wireframe Development
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Listing Page - Version 1 Listing Page - Version 2

Version 1 Feedback: Version 2 Feedback:
� Add radio input instead of checkbox for conditions and shipping section�
� Add more info for dimensions�
� Tags needs to be reorganised and button edited.


Our feedback was all positive at this point so we did not edit anymore.



High Fidelity Wireframe Development
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Listing Page final design



High Fidelity Wireframe Development

SUMMATIVE ASSESSMENT 
WEB AND UX DESIGN LEVEL 6

Page 43

Account Page - Version 1 Account Page - Version 1

Version 1 Feedback: Version 2 Feedback:
� Too much space between the bold title and inputs�
� Selling tick doesn’t need to be there�
� Edit and delete buttons aren’t clear enough.


� Edit delete buttons are better and more easily readable�
� No other feedback.



High Fidelity Wireframe Development
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Account Page final design



High Fidelity Wireframe Development
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Contact Seller Page - Version 1 Contact Seller Page - Version 2

Version 1 Feedback: Version 2 Feedback:
� Remove all of the inputs - too confusing�
� Already give the information of the user upon opening modal�
� Remove the social media�
� Change colour and icon of button.


� Edit delete buttons are better and more easily readable�
� Remove phone number as customer doesn’t need this.
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Contact Seller Page final design
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Public Store Profile

This page didn't go through any revisions as the 
feedback was all positive. This page was not necessary 
for our MVP so we didn't feel the need to change much.



The purpose of this page was mainly to show a public 
store profile but this would only be in a specific 
scenario that a store would post on this platform. 
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� All pictures are from Unsplash�
� Icons at pre development are from Iconify and on 

the developed web app we used Google Icons.�
� External library used: PrimeVue�
� Research document for target audience (link): 

https://www.creativenz.govt.nz/-/media/Project/
Creative-NZ/CreativeNZ/Legacy-Page-
Documents/20220126-
audienceatlasfinalamended_v17.pdf


Copyright

Thank you!


