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PROJECT OVERVIEW

The NaturCycle app bridges the gap between
sustainable beauty and consumer convenience by
offering features like skin analysis, virtual try-on,
and a waste management system accessible to all
users, even without an account. It empowers users
to make informed choices and actively participate
in waste reduction efforts. Loyal users can collect

points, increasing their engagement and serving
as role models for sustainability. The app aims to
promote environmental awareness, streamline
waste collection processes, and build a vibrant
community around sustainable practices,
enhancing NaturCycle's brand presence as a
leader in eco-conscious beauty.

CLIENT GOAL

NaturCycle aims to bridge the gap between consumer empowers users to make informed, eco-friendly
expectations and market availllttg by offering an choices. Our goal is to. premote environmental

app that provides sustainable beauty and wellness awareness, build a loyal customer base, and position
solutions. By integrating features such as skin analysis, NaturCycle as a leader in the sustainable beauty

virtual try-on, and waste management, the app industry.




DESIGN GOAL

The design goal for the NaturCycle app is to
create a seamless, intuitive, and visually
appedling user experience that aligns with the
brand's identity and values. The app should
effectively communicate NaturCycle's
commitment to sustainability while offering
features such as skin analysis, virtual try-on,
and a waste management system. The design
aims to engage users, encouraging them to
make informed choices and participate in
waste reduction efforts. By focusing on
usability, accessibility, and aesthetic appeal,
the app seeks to build a loyal user base and
position NaturCycle as a leader in
eCco-conscious beauty.



THE PROBLEM

The beauty and wellness industries face significant challenges related to waste management, environmental impact, and
the need for sustainable practices. Consumers increasingly demand products that align with their values of sustainability,
natural ingredients, and ethical practices. However, there is a lack of convenient platforms that seamlessly integrate these
values into the daily routines of beauty and wellness enthusiasts. The disconnect between consumer expectations for
sustainable, natural products and the availability of such products in the market underscores the necessity for innovative
solutions that bridge this gap. NaturCycle aims to address these issues by offering a comprehensive app that integrates
waste management, sustainable beauty, and user engagement, providing a convenient platform for both professionals and
everyday users to make informed, eco-friendly choices.
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CHALLENGES

Environmental Responsibility

» Ensuring positive perception of
recycled human waste products.

= Overcoming skepticism about the
safety and efficacy of these
products.

« Communicating the environmental
benefits effectivelu.

Scientific Innovation:

= Continuously refining the
transformation process of waste
into skincare ingredients.

* Demonstrating scientific validity
and safety through rigorous testing.
» Staying ahead in sustainable
beauty innovations.

Eco-Certifications:

= Obtaining and maintaining
eco-certifications and third-party
validations.

= Navigating complex certification
requirements.

= Building consumer trust through
transparency.

Positive Impact:

= Quantifying and communicating
environmental contributions.

= Engaging consumers in
understanding their broader impact.
= Creating impactful marketing
campaigns.




MY ROLE

As a UX and Ul Designer for the NaturCycle project, | am
at the forefront of creating an innovative and
captivating user experience for our eco-conscious
beauty app. My role involves delving deep into user
research, uncovering insights that shape the app’s
design and functionality. | transform these insights into
intuitive wireframes and dynamic prototypes, bringing
the app's layout and interaction flows to life.

In addition to crafting the user interface, | created the
corporate identity and built the brand language,
ensuring a visually cohesive and appealing identity that
resonates with NaturCycle's values. My collaboration
with cross-functional teams ensures that our designs
not only meet project goals but also align with technical
requirements and business objectives.

A key focus of my work is on usability testing, where |
gather feedback to iteratively refine the app, enhancing
its effectiveness and user satisfaction. | am dedicated to
making the app accessible to all users, ensuring an
inclusive experience that welcomes everyone.

Ultimately, my contributions are essential in building a
user-centric and visually stunning app that embodies
NaturCycle's mission of sustainable beauty, providing
customers with a seamless and enriching experience.
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THE CLIENT

NaturCucle needs to establish a strong brand presence
that highlights its commitment to sustainability and
innovative beauty solutions. They require a mobile app
that engages users in waste management and
sustainable beauty practices, differentiates them from
competitors, and integrates Al for personalized
skincare. Educating consumers about the benefits and
safety of recycled waste products and building a loyal
customer base through a rewarding loyalty program
are also essential.

CONCERNS

NaturCycle is concerned about consumer skepticism

RE‘,EAL You R NATURAL regarding recycled waste products and ensuring the app is

user-friendly to drive adoption. They face challenges in

BEAUTY, RE“I"E THE PLANET_ obtaining and maintaining eco-certifications, sustaining
innovation, and effectively communicating their mission and
environmental benefits to build trust and transparency with
consumers.

NaturCuycle is to revolutionize the beauty industry by creating
sustainable, eco-conscious cosmetic products that harness
the power of natural renewal, demonstrating that beauty
and environmental responsibility can go hand in hand. We
are committed to minimizing waste, preserving the Earth's
resources, and helping individuals look and feel their best
while making a positive impact on the planet. _ d Sheet
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Glossier Agsop. LUSH INnisFree

Glossier | Aeésop. LUSH INnisFree

STRENGTH

(_CHALLENGE ) Discover | ( sowrtion )

Understand

COMPARATIVE ANALYSIS

The analysis indicates that while each brand has carved out a unigque niche in
the beauty market, there are common areas of opportunity, particularly in
sustainability and customer engagement. Brands like Glossier and Aésop can
benefit from enhancing their environmental practices, while Lush and
Innisfree could improve their market communication strategies and
transparency about ethical standards. Overall, the findings highlight the
importance of balancing innovation, sustainabilitu, and customer connection
to succeed in the competitive beauty industru.




QUALITATIVE PERSONAS

Developed through primary research including in-depth interviews
and empathy mapping, Okan represents a personal trainer
dedicated to making fitness enjoyable and promoting natural
products. This persona was built to gain real-worid insights into
motivations, challenges, and preferences, providing a clear
understanding of the needs for natural health solutions.

QUANTIATIVE PERSONAS

Developed through extensive desk research and data analysis,
Sedef represents a sales manager passionate about natural
beauty and sustainability. By reviewing industry reports, market
trends, and existing consumer data, this persona was validated to
ensure our user insights were accurate and representative of a
broader audience. Sedef's needs for reliable, eco-friendly beauty
products, and her frustration with non-ethical brands were key
insights derived from this research.
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SEDEF ALTUNTAS secondary
Sales Manager QUANTITATIVE

PERSONA
} 4 4

-c"-ﬂﬁdell'lfe_ blooms
when you embrace
'your natural beauty.

She is an experienced sales manager with a strong track record in beauty
products. She values deep emotional connections, intense experiences,
and the sensuality of any natural product She uses in nature.

When she's not working, she enjoys exploring nature, practicing yoga, and
reading about the latest wellness trends.
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Primary OKAN KAYA
QUALITATIVE Personal Trainer
PERSONA —

} 44

: Age: 29
Hea“hy living Gender: Male
. is a I‘Iﬂflll"a. Marital status: Married
"y Location: Istanbul, TR
choice. Archetype: The Jester

He is a personal trainer who is committed to making fitness enjoyable in everyday
life. He believes that a healthy lifestyle involves using natural products that are
beneficial for both people and the environment. When he is not training clients or
working out, he loves spending time with his family, cracking jokes, and exploring
new ways to make fithess fun and healthy. Hygiene is his priority.

GOALS

=~ His main goal is to make fitness fun and accessible for everyone while advocating
for natural and healthy lifestyle choices. He is passionate about creating unique

| exercise programs for each of his clients, encouraging them to live healthier lives
through fitness and the use of natural products that support overall well-being.
Additionally, Okan aims to reduce waste in the gym and improve recycling
knowledge among his clients. He believes that utilizing Al-driven solutions for skin
:alth and product recommendations can enhance personal wellness, making users
feel continuously supported in their health journeus, just as he supports his clients.
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The desire to
innovate and create
enjoyable
experiences drives
his behaviours.

He is motivated by his
love for fitness and
helping
others live healthier

lives.

He has his
unique stand-up
show about his

experiences with

his clients at the
gym.

Make fitness fun,
promote natural
products, and
help clients
achieve their
health goals.

He wants to be a good
role model to his son
and clients, and his
practices and healthy
choices are significant.

He wants to
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and best
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benefits of natural
products into his
training sessions.
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benefits of regular
routines, but he fails to
realize their awareness
of the effects of
natural ingredients on
the skin.

His clients hesitate to
use skincare products
because they dislike
the strong smells or
sticky texture.

Best practices for
training new fitness
and health products.

There is a growing
interest in holistic health,
natural products, and

' diverse fitness trends.
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approach and
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the skin due to the use
emical products,

He reads articles about
holistic health.

Conducts fitness
sessions, recommends
natural products, and

engages with clients on
social media.

Fitness should be
enjoyable and
available to everyone.

He motivates clients
to use natural
products himself
and stays active in
the fitness
community.

Natural products
complement a
healthy lifestyle.
He puts extra
attention on his
hygiene and uses Healthy living is o
natural products natural choice
with zero
chisrricals; Clients are not
seeing results or
are losing interest
in fitness.
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Before referring to any

every ingredient
because his priority is

his health and his

customers' health.

It's challenging to stay
motivated to keep up
with the latest fitness
trends, but maintaining
a healthy lifestyle is

New and innovative
ways to make
fitness enjoyable.
High-quality natural

‘Which new natural
products can benefit

my clients?
Balancing fun

The strong scent
of natural skin
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affects the gym

area, especially the
lift and weights,

which are covered

with sticky creams.

crucial.

Anxieties about the
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well-being of

and
effectiveness in
fitness routines
can be
challenging.

He is encouraged to see
others embrace

healthier lifestyles and
find joy in fitness.
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enhance fitness
routines.

He feels a strong

sense of

satisfaction when

clients

Clients who are motivated
and achieve their fitness
goals. Recognition as a

creative and effective
personal trainer.

succeed and

enjoy their
= workouts.
clients.




| used empathy maps and journey maps to detail what my persona’s hear, think, feel, say, and do, highlighting both the
emotional and practical aspects of their experiences. This approach deepened my understanding of their needs and
behaviours throughout their interactions with the app. My research confirmed the increasing demand for sustainable
products and emphasized the importance of transparency and education in promoting eco-friendly practices. By mapping
out these journeys, | was able to identify key touchpoints and opportunities to enhance user engagement and satisfaction.

JOURNEY MAP

Meet Okan Kaya, a 29-year-old personal trainer dedicated to making fithess enjoyable and promoting natural products. With a supportive
and collaborative approach, Okan values quick access to product offerings without mandatory sign-ins and prefers straightforward
information about features and benefits. His feedback emphasizes the need for our app to enhance transparency, simplify onboarding,
balance product and sustainability content, and clearly communicate user benefits and rewards. These changes will meet critical user
expectations and improve overall user satisfaction.
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» Clearly communicate the
benefits and value of using
natural products in fitness
routines.

* Provide quick access to
product highlights and
success stories.

¢s transparency
and validation of

| need clarification

details and how they
affect health,

* Clearly articulate the
connection between waste
management and product
benefits.

* Highlight how the
company’s products and
processes benefit both the
users and the environment
to build credibility and
understanding.
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Reviews product
Pew products
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ingredients, sofety
information, and
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* Provide a comprehensive list
of acceptable waste items,
even if Al rejects certain
items.

* Ensure users understand
why certain wastes are
accepted or rejected,
improving transparency.

= Highlight how the products
have been tested and
validated.

= The usage reminders can
influence the user and create
goed bonds between
products and users.
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after waste charing.
made me fael
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* Clearly outline any costs
associated with waste
pickups and highlight the
benefits of the service.

» Offer flexible drop-off
locations and times to
accommodate users'
schedules and preferences.

* Explain the impact of user
actions on sustainability.

* Clearly explain how earned ™
points can be used and the

benefits they offer to

motivate continued

engagement.
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The NaturCycle app bridges the gap between sustainable
beauty and consumer convenience by offering features like
skin analysis, virtual try-on, and a waste management system
accessible to all users, even without an account. It empowers
users to make informed choices and actively participate in
waste reduction efforts.

Loyal users can collect points, increasing their engagement
and serving as role models for sustainability. The app aims to
promote environmental awareness, streamline waste collection
processes, and build a vibrant community around sustainable
practices, enhancing NaturCycle's brand presence as a leader
in eco-conscious beauty.
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winner
design

2

WIREFRAME

To capture the essence of the NaturCycle storuy, the 'Landing Page' page was
quickly sketched to initiate ideas. The first round of sketches was done in 10
minutes, focusing on storytelling and visual engagement. A subsequent set,

completed in 7 minutes, refined the layout and highlighted key elements such
as our brand story, mission, and team introduction. These early sketches are
critical in shaping a compelling narrative that resonates with our audience.

DESIGN B

A/B TESTING

Concentrating on tracking user interaction and engagement to
improve the app based on user feedback and data. | create
initial concepts for A/B testing within a 7-minute time-frame,
aiming to enhance user experience. These sketches outline user
experience and variations to identify the most important key
performance metrics, which are crucial for the app's success.

splash page home




user registration
and profile page

recycling program loyalty program waste submission community page
page page page

SKETCHES

Reveal the initial stages of our app design with wireframe
sketches. These sketches provide a foundational view of

each page's structure, focusing on layout and user flow.
This step highlights our dedication to creating a
user-friendly and intuitive app interface.
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MID FIDELITY WIREFRAMES

In the mid-fidelity stage of the design process, | transitioned from rough sketches to more detailed wireframes. These
designs include refined layouts, placeholder content, and initial interactive elements, offering a clearer vision of the final
app. By incorporating feedback from the preliminary sketches, | enhanced the visual hierarchy and usability, ensuring a
seamless and engaging user experience. These mid-fidelity wireframes serve as a crucial step toward the high-fidelity
prototype, bridging the gap between concept and implementation.
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