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Project overview

Ikigai Contractors is a construction company specialising in the planning and delivery
of commercial building projects across NSW. | was contracted to design and deliver a
new website, completed over the course of one month.

The challenge

Ikigai Contractors needed a website that reflected their reputation for quality and reliability. This project wasn't
about selling in the traditional sense - it was about building trust, validating expertise, and reassuring potential
clients of their skills.

Using the “How might we?” design thinking framework, the guiding question became:
“How can | create a website that positions |Ikigai Contractors as a leading authority in the construction sector,
validates their capabilities, and provides a clear avenue for potential clients to get in touch?”

As the UX/UI designer, | took ownership of the end-to-end website design in Figma, focusing on three key user
flows:
- Exploring past projects — to showcase the quality and scope of their work.
- Reviewing qualifications and accreditations — to build credibility and demonstrate expertise.
- Getting in touch and accessing the capability statement — to make enquiries and next steps simple and
intuitive.
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Principal Contracting Professionals

We are o Company who offer project management solutions to deliver small to medium scale civil and commercial projects. We have a team of inhouse
Project Managers, Engineers and Licenced Carpenters with experience working in the foce paced, gold standards of the tier 1industry.

Our Company was established in 2020, and our Directors Tom & Keaton have 14+ years’ experience each, working for some of the largest construction

Old website landing page

Why trust Ikigai?
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Initial wireframe of landing page



UX/UI process

| began the project with market research, user personas, and problem definition, followed by
ideation and wireframing. Understanding the user and clearly defining the problem early on was
essential to the website’s success.

A key focus was on information architecture - ensuring users could navigate and find what they
needed intuitively. Through an iterative design process, | refined user interactions to reduce
cognitive load and make completing key tasks as seamless as possible. Maintaining a human-
centred approach remained a priority throughout.

User personas

A snapshot of Ikigai Contractor’'s user perscnas

Persona Persona

Defence _ _ Construction
1 .
Infrastructure .. Program Director

Procurement - (Tier 1
Officer Subcontractor)

Behaviour/Attitude Behaviour/Attitude

« Locking to s rellable, high-

Many iterations of the design - changes influenced through semi-structured

user conversations.
User personas

Key design decisions included:
User conversation quote #1

- Contact page: Designed with an intuitive contact form following SEO and "| need to see that you've done this before, that you
usability best practices, including clear labels and placeholder text. The page understand our requirements, and that you won't
. . . disappear halfway through the project. Your reputation is
also includes lkigai's capability statement as a downloadable PDF - a trust-

everything in this business."
building asset that’'s easy for users to access and review.

- Accreditations page: Added as a prominent link in the navigation bar, this page

showcases lkigai's certifications and compliance credentials. Making this User conversation quote #2
information easily accessible reduces friction and supports trust-building. "| need contractors who get that we can't just shut down
a police station for renovations. You need to understand
- Leadership profiles: Created dynamic team profiles that highlight experience, our operations and work around them, not the other way

credibility, and individual contact options. This personalises the brand and helps around.”

establish a stronger connection with users.

- Primary colour choice: Selected a royal blue as the brand’s primary colour - a
deliberate choice based on colour psychology, as blue evokes trust, reliability,
and professionalism.

- Typography: Chose a modern, highly legible font to suit the website’s primary
audience of middle-aged professionals. A base body size of 16px ensures
accessibility and meets WCAG guidelines, allowing users to resize text up to
200% without loss of clarity or functionality.

@lkigal

@ikigai @ -

- Project showcase: Developed individual project pages to present past work. User
research identified this as essential for building trust and helping potential
clients visualise project quality. Only ten projects are displayed to avoid the need
for a complex CMS — a cost-effective choice that simplifies ongoing
maintenance.

- Mobile-first approach: With over 60% of web traffic coming from mobile devices - Mid-fidelity wireframes. Visualising |A of website.

especially in construction where users often browse on-site - | prioritised a
mobile-first design. Key actions like viewing projects, downloading the capability
statement, and contacting the team were optimised for smaller screens to
ensure a seamless experience across all devices.
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Outcome

The project delivered a more streamlined user experience, reducing friction for potential
clients and making it easier for them to find key information and engage |kigai for
tenders. I'm proud of the final Ul, as well as the depth of UX research that allowed me to
clearly define the problem, understand the audience, and design with purpose.

Aboutus >
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“Ikigai's approach to large scale project management is one that

is underpinned with the highest quality engineering, and superior
project delivery. Excellent stakeholder engagement and thorough
risk and safety management. | would have no hesitation in
recommending the professional services of this firm who have a
laser sharp focus on quality, efficiency, innovation and delivery”

First name Last name
Senior Manager

Setin touch and our
Business email

Country/Reglon

Australia Phone number (optional)

Company name

Tell us more about how we can help you...

What we do

Commercial building remediation works v

This site is protected by reCAPTCHA and the Google Privacy Policy and Terms of Service apply.
Submit enquiry Fitout and building upgrade works v
Principal contracting ~

Specialising in structural repair and remediation to restore,
strengthen, and extend the life of buildings.

% Thomas Hardiman

-
Director & Project Manager
B.E (Civil} {(Hen), MIEAUSE, NER

Thomas has an extensive background in Building and

Company Connect Get in touch th p u rpose

About Instagram Tom - 0419 205 788

Projects Linkedin Keaton - 0429 998 358 Infrastructure projects, council works and working with
:odians of the land which . _— i Efires G i e
ginal and Torres Strait Accreditations info@ikigaicontractors.com.au government bodies. Thomas has worked for both private
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Landing page and contact form final design Leadership profile example

Foundations built on trust

Back in 2010, a graduate project manager and engineer named Keaton Rutherford and Tom
Hardiman found themselves thrown into the fast-paced and intense world of construction on the
Hunter Expressway Project. Working side by side in challenging conditions and even sharing a
living space for a couple of years, they forged a friendship built on mutual respect, shared
challenges, and a genuine passion for project management.

When the Hunter Expressway Project wrapped up, life took them in
different directions. Over the next decade, Keaton and Tom worked
for some of Australia's largest construction companies - including
Abigroup, Lendlease, Acciona, Ferrovial, and Downer - delivering a k
diverse range of projects and gaining invaluable industry
experience. Each project taught them something new, each
challenge made them stronger, and through it all, their friendship
remained solid.

In 2020, with over 14 years of experience each under their belts,

| Keaton and Tom decided to team up once again and create

B s something of their own: Ikigai Contractors. The name comes from
e - the Japanese concept of finding joy and purpose in what you do -

. ' something they believe in deeply and wanted to embed in

everything they built together.

" Foundations built on
«  trust

b
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Hamilton Restoration Today, lkigai Contractors is a company that offers comprehensive
project management solutions to deliver small to medium scale civil
and commercial projects. They've built a team of in-house Project
Managers, Engineers, and Licensed Carpenters, all with experience

Restoration
Back in 2010, two graduate engineers named
Keaton Rutherford and Tom Hardiman found

Telstra, Australia

Hamilten, NSW

coo0c working to the fast-paced, gold standards of the tier 1 industry. PROPERTY DEVELOPMENT o themselves thrown into the fast-paced and
TOPROCERTY EREES intense world of construction on the Hunter
Expressway Project. Working side by side in
Project showcase About page final design

Reflection

There were valuable lessons learned, and several areas | would approach differently in
future projects.

Looking ahead, | aim to:

- Push creativity further and iterate with greater intention.

- Prototype earlier and test navigation patterns more extensively before committing to
mid-fidelity layouts.

- Continue refining my workflow and design process to improve efficiency and outcomes.
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Solara
UX/UIl designh and branding

Role Product Designer  Tools Figma, lllustrator Timeline April - June 2025
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Project overview

Solara is a premium functional mushroom supplement startup. Over three months, |
partnered with the founder to design an intuitive digital experience that could stand
out in one of the most saturated wellness markets worldwide.

The challenge q‘
Solara needed more than just a website - it required a brand and digital presence that felt genuine, . @%
natural, and trustworthy, while also encouraging purchase decisions. E
N u"’ &o[a\fq = S0
Using the “How might we?” design thinking framework, the guiding question became: R
“How can | create a brand and website that positions a mushroom supplement startup as trustworthy o
and approachable, while driving conversions in a highly competitive market?” > ; )J
§C |
As the Product Designer, | took ownership of the end-to-end website design in Figma, focusing on
net «

intuitive navigation and user-centred design to enhance usability and engagement. | also developed M‘ g W mrf,(?
supporting brand assets in Adobe lllustrator to ensure visual consistency across touchpoints. - | - .
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Building the brand

Key decisions shaped Solara’s brand identity: Logo ideation

- Colour choice: A deep green was chosen as the primary colour to symbolise nature,
growth, and health - alighing with the product’s natural origins.

- Visual elements: Natural gradients, soft edges, and organic typography created a
human, authentic feel rather than a manufactured look.

- Logo rationale: Solara means “the sun” in Latin. The logo was designed to reflect
this concept with a simple, timeless mark.

- Packaging: Reinforced brand recognition through consistent, cohesive visuals
across all touchpoints.

Brand moodboard



UX/UI process

To validate direction, | defined Solara’s audience and integrated Al into my workflow to generate
user personas and motivations. Three core groups emerged:

- High-performing athletes seeking marginal gains

- Working professionals optimising daily performance

- Health-conscious consumers drawn to natural supplements

Through competitor scans and semi-structured user conversations, | discovered that trust was the
biggest barrier for supplement buyers. To address this, | proposed a dedicated Science page to
educate customers with accessible explanations and linked studies.

| also ran a competitive analysis of successful wellness e-commerce sites and adopted an iterative
approach, using think-aloud testing to uncover usability challenges and refine assumptions.

Wireframe 12345678

% solara

Nature'’s Intelligence, Refined for
the Modern Individual.

Hero Image

Promo Banner
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Initial wireframe

User personas

napshot of Solara’s user personas

Hospital
physiotherapist

Senior Product
Lead at a high-

and half-

growth SaaS

) B company marathoner

Background

+ Alex Kelly, 31

- Sydney based, lives inner city,

trains 4x/week.

= Tracks everything (Whoop,
MNaotion, Apple Health).

+ 9-6 on paper but really 8-8.

« Deep-work blocks, low-carb
lunches, evening mobility
routine.

Pain points

« Caffeine sensitivity

- Context-switching fatigue

- Supplement skepticism
(*proprietary blends", under-
dosed products).

User personas

Behaviour/Attitude

+ Research-led; reads labels and
PubMed summaries; compares
mg per capsule.

- Trusts brands with transparent
sourcing and third-party

pause,

Opportunity areas

+ Show clinical dosing per
mushroom + cite extraction
ratio < unlocks trust.

+ Quality badges (fruiting body
anly, dual extraction, heavy-
metal testing).

« Flexible subscription (skip from
PDP, delivery cadence control)
+ bundle: Focus & Sleep Stack.

Background

+ Maya Singh, 27

- Plant-forward diet; values
evidence and ethics.

+ 12,000+ steps/day at work;
runs Sxfweek,

+ Ewvening yoga and low alcohal.

Pain points

+ Afternoon energy dips on clinic

days

- Delayed Onset Muscle
Soreness (DOMS) after speed
sessions

+ Anxious sleep pre-race.

Behaviour/Attitude

+ Takes electrolytes/protein
already; looks for vegan, clean
labels, and athlete testimonials.

+ Watches YouTube race prep
and |G Reels

+ Open to bundle discounts.

Opportunity areas

+ Cordyceps AM for oxygen
utilisation/perceived stamina;
Reishi PM for deeper recovery;
Chaga during heavy blocks for
immune support.

+ PDP “How athletes use it"
(timing with sessions), plus
sleep/recovery checklist.

Modern Wellness, Engir
by Nature.

Rasearch
fungd Endurance Far B

Competitor analysis for ‘science’ page

Key design decisions included:
Colour palette

- Product page: Minimised cognitive load with pre-selected
options and clear unique selling points.
- Science page: Presented educational content with

progressive disclosure, enhancing credibility.

- Checkout flow: Streamlined to reduce friction, validated
through semi-structured usability testing.

- Accessibility: | tested colour contrast to ensure
compliance with WCAG standards and introduced the
‘Inter’ font to improve text legibility, as the original brand
font reduced readability.

- Mobile-first approach: With over 60% of web traffic
coming from mobile devices - especially in construction
where users often browse on-site - | prioritised a mobile-

Design system

first design. Key actions like viewing projects, downloading
the capability statement, and contacting the team were
optimised for smaller screens to ensure a seamless
experience across all devices.
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Outcome

This three-month project marked a big step in my development as a designer. I'm

proud of the final outcome, particularly the positive feedback received on the user

interface. The brand and website achieved a balance of trustworthiness and JEET FEVIEN! QUBIS it

approachability in a highly competitive market. “Unreal great branding*

User review quote #2

“Looks so good! Tight brand too”

NEW! Performance Mushroom Capsules. Buy Now

Modern Wellness,
Engineered by Nature

Research-Backed Functional Mushrooms for those who
demand more from their body and mind.

NEW! Performance Mushroom Capsules. Buy Now NEW! Performance Mushroom Capsules. Buy No! NEW! Performance Mushroom Capsules. Buy Not

¥ solara Menu cart (0) 3% solara Menu Cart (0) ¥ solara
Add to Cart A
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Using only natural extracts, bacl al T Its. 60 Capsules {1 Mo
The Future of Performance \
This is modern wellness, engineered by ' Y :

iS Natu ral science.

Read Our Story 71 . ‘ > ' Premium medicinal mushrooms
p . ' and nutraceutical ingredients,
responsibly sourced from trusted,
ethical, and sustainable partners.

Modern Wellness, Engineered

Homepage final design Final designs (phone)

Cognitive Clarity & Focus
Natural Boost for Energy & Endurance
Helps Maintain Stress & Immune Balance

Encourages Peak Mental & Physical Perfor

Packaging mockup Product shot

Reflection

While I'm proud of the result, the real value was in the lessons learned. Two stand out: the
importance of thorough research in shaping a user-centred product, and the need to refine
and strengthen my own design process.

Looking ahead, | aim to:

Conduct deeper user research to refine features and concepts.

Continue refining my workflow and process.

Implement a more robust design system with reusable components to speed up iteration.

Explore accessibility features to make designs more inclusive.

As one of my first large-scale projects, Solara pushed me to grow quickly. It gave me hands-
on experience in driving a project end-to-end, and left me more confident in my ability to
combine branding and UX/UI into a cohesive, user-focused outcome.



LIAM DORFLING

Eser Barber
UX/UI design

Role UX/UIl Designer Tools Figma  Timeline February - March 2025
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ONE CHAIR.
ENDLESS
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A one-of-a-kind, premi:ljp -

ONE CHAIR.
ENDLESS
CONVERSATIONS.

in a beautifully decorated

Terrigal Beach

REDEEM YOUR WELCOME OFFER

A one-of-a-kind, premium men's barber nestled in a
beautifully decorated, intimate venue near Terrigal
Beach /

REDEEM YOUR WELCOME OFFER

ESER: THE FULL
COLLECTION

ESER: THE FULL COLLECTION
B

Project overview

A premium local barber engaged me to redesign and modernise his existing website.
Over a two-month period, | focused on user-centred design to improve usability and

engagement, while elevating the overall user interface to better reflect the quality of
his brand and services.

The challenge

Eser Barber needed a website that significantly improved the customer experience. The existing site
created friction for users, making the core journey - booking a haircut - unnecessarily difficult.

Following the principles of the design thinking framework, | began by identifying and understanding the
needs of the people | was designing for. Using the “How might we...” approach, the guiding question
became: “How might we reduce friction in the booking process and create a seamless online
experience?”.

With this question in mind, | focused on a few key improvements:
- Modernising the Ul - replacing an outdated interface with a cleaner, more contemporary design.
- Streamlining user journeys - reducing the number of steps required to complete key actions or find
essential information.
- Improving communication - making it simple and intuitive for users to get in touch or make enquiries.

e ek e et Moy ELOMIE
# 4 OFFER

Old website landing page

Initial wireframes of website



UX/UI process

After defining the problem, | began with market research, user personas, and ideation, followed by
wireframing. | conducted a comprehensive audit of the existing Ul and user flows, and the insights
gathered directly informed the new information architecture.

Through semi-structured interviews with both peers and actual clients, | discovered that most users
visited the site specifically to access the booking portal — a process they found unintuitive, poorly
structured, and visually outdated.

A key focus of the redesign was adopting a mobile-first approach, ensuring users could navigate
and complete key tasks seamlessly on smaller screens. Using an iterative design process, | refined
user interactions to reduce cognitive load and deliver a more intuitive, frictionless experience.

User personas

A snapshot of Eser Barber's user personas

Persona

Mother / Primary
School Student

Marketing
Manager and

Content Creator

Behaviour/Attitude

Pain points Opportunity areas

- Dislikes chactic barbershops where + Dedicate a section of the site 10 kid:
kids foal intimidated or rushed rvi highlighting ex

Conducting a full audit of the existing website to analyse user flows and
identify opportunities to reduce friction and streamline the journey.

User personas

Key design decisions included:

- Colour palette: The colour palette was designed to reflect Eser Barber’s premium b R =

positioning - minimal, refined, and sophisticated. An initial green CTA colour was
replaced with a deep grey after users noted the green felt out of place and
inconsistent with the brand. The final palette not only aligned with brand
perception but also met WCAG contrast accessibility standards.

- Mobile-first approach: User research revealed that most visitors accessed the
website on mobile devices. As a result, | prioritised a mobile-first design,
optimising key user flows - including booking, exploring services, and learning
about Eser - for smaller screens to ensure a seamless, user-centred experience.

- Contact form: The contact form was simplified and designed for clarity, with the ol . .

services page vs new services page
primary goal of encouraging users to sign up for exclusive deals and upcoming
offers. Its placement and structure support easy engagement without

overwhelming the user.

- Services page: This page underwent significant improvement. The previous
version was vague, required multiple steps to understand what was offered, and 5
lacked detail. The redesigned services page now provides clear descriptions,
reducing cognitive load and helping users quickly determine whether Eser Barber
meets their needs.

- Eser module: A dedicated “Eser” section was introduced near the top of the
homepage to quickly communicate the brand’s identity, values, and point of
difference. This ensures users understand what sets Eser Barber apart within
seconds of landing on the site, building trust early and strengthening the brand

narrative before they explore further.
Colour contrast meeting WCAG AA standards

Colour palette Typography Components

esigned to reflect Eser Barber's premium positioning
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Outcome

The redesighed website delivered a significantly improved user experience, removing
key points of friction and making the booking journey seamless and intuitive. The
updated Ul better reflects Eser Barber’s premium positioning, while the streamlined
navigation and clear information architecture make it easier for users to explore
services, learn about the brand, and take action.

15-04-25
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THE CULTURE ESER BRAND BARBER SERVICES
When scissors aren't snipping, we're spinning Thoughtfully desligned merch that carries our Premiumn collection of expertly crafted hal
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AE/18 CAMPBELL CRES, TERRIGAL, NSW 2280
INFOBESERBARBER COM

Contact form Final designs (phone)
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THE CULTURE ESER BRAND BARBER SERVICES

SIGN UP NOW FOR EXCLUSIVE DEALS!
Get first ace night invites,

irst access to chair backings. vinyl night invite:
and member-anly offers!
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Final Ul designs

Reflection

This was my first real UX/UI project, and it taught me a great deal about the end-to-end
design process. I'm proud of the final outcome and how much | grew as a designer
throughout the project.

Key takeaways:

- Always design with scalability in mind to ensure the product can evolve over time.

- Solving the real problems users face is at the heart of effective, user-centred design.

- Research is most valuable when it directly informs design decisions - insights should
shape structure, not just validate choices.

- |teration is essential - testing, gathering feedback, and refining even small interactions
often have the biggest impact on the final experience.
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