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PRODUCT

The Crafty Corndog -
Food Truck App

PRODUCT TYPE
Mobile Ordering App

-THE CRAFTY-GED

CORNDOG

Food Truck App Design

PROBLEM STATEMENT

As a customer, | want a fast and affordable way to
order food from a food truck, so | can get a quick
meal during my workday without exceeding my
budget or spending time cooking.

Hillary McLaughlin
September 2021

-THE CRAFTY-C=D

PLATFORM ORNDOG

Mobile App : b il - e
USER BASE _— -
Food Truck Customers . B == R = m
TIMELINE @
Jul 2021 - Sep 2021

ABOUT

The Crafty Corndog is a food truck specializing in artisanal corn dogs with a wide selection of gourmet toppings, all offered at competitive prices. The truck primarily serves
commuters and local workers looking for a fast, convenient lunch option.

‘ My Roles & Contributions

UX Designer UX Researcher Data Architect
e Designed & built user interfaces e Researched User Needs and Pain Points e Optimized product data architecture
* Designed Product Branding & assets * Defined Potential End User Base * Built Unique Product Functionality
* Planned & Conducted user-base Testing e Conducted Market Gap Analysis * Improved User Path Throughputs
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Q Key Decision Factors

ORGANIZATIONAL NEEDS CONSTRAINTS & PARAMETERS

A fast, reliable ordering experience that reduces line time, improves throughput, and Mobile connectivity variability, real-time menu changes, and pricing/availability
supports accurate customization. updates required resilient UX patterns.

USER CONSIDERATIONS MEASURES OF SUCCESS

Limited time and one-handed mobile use demanded a simple flow with clear price Users could place accurate orders quickly, reducing wait time and increasing
updates and confirmations. conversion during peak periods.

PRODUCT CORE FEATURES OVERVIEW

The Prnduct: STHE CRAFTT LB CRAFT
= CORNDOG CORNDOG G
The Crafty Corndog is a regional food truck located _THE CRAFTY-C=2 L T T B | wontos | mtoen | -
in metropolitan Boston. They serve artisanal corn CORNDO = g%% a ?B “% 3
EYERY DOG I8 DIFFERENT E - % !
dogs and side dishes, and allow users to customize JenliAG ' \ —
orders by offering a wide variety of gourmet PICK YOUR DOG ;;’;""'"5'"'":'&;
CORN DOGS
toppings. They offer a small spectrum of ‘\ st bt i
competitive pricing. The Crafty Corndog targets -
WAFFLE DOGS
customers like commuters and workers who need “ R s
FORGET HSSCONE?  CRATE Moot - ==
a quick and fast lunch option.
|
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CO End-to-End Workflow

EVALUATE BUSINESS NEEDS EVALUATE USER NEEDS & PAIN POINTS

Validated business goals around faster service and fewer ordering errors. Identified friction in customization, unclear pricing, and missed confirmation steps.
DEFINE SCOPE & EXPECTATIONS CONFIGURE CONTENT & DEVELOP SOLUTION APPROACHES
Defined menu structure, customization rules, and pricing/availability update process. Designed a streamlined customization flow with clear totals and pickup timing.
CONDUCT USER RESEARCH & PROBLEM DISCOVERY MEASURE OUTCOMES & ITERATE

Observed ordering behavior and pain points for commuters and workers during peak Measured drop-off and order accuracy, iterating steps and confirmations.

lunch windows.

CONTINUOUS IMPROVEMENT WORKFLOW PHASES

Phase 2 Define Scope & KPI Metric Goals

Phase 3 User Research

Phase 4 Problem Discovery

Phase 5 Design & Test

Phase 6 Prep, Develop, & Test

Phase 7 OP Test & Release

Phase 8 Assess & lterate
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"9~ Design Decision Highlights

KEY DESIGN CHOICES

Step-by-step customization, live price updates, clear

KEY DESIGN COMPONENTS

pickup timing, and strong confirmation states. Logo & Slogan

-THE CRAFTY-E&D

CORNDOG

EVERY DOG IS DIFFERENT

ﬂ A m ﬂﬁ\ I.’l :'_t\ m}a.‘
UhRR A\ 21 L AP A A
IO BBITINY. TIPS ‘;ﬁsﬂﬂ;ﬁu Wy

WHY | MADE THESE CHOICES

They reduced errors and made ordering faster under
time pressure.

Fonts:

HIKOU REGULAR
Roboto Regular

WHAT | INTENTIONALLY OMITTED

Nonessential browsing features that slowed checkout
during peak usage.

WHY THESE CHOICES MATTERED Colors:

Faster ordering increased throughput and improved
customer satisfaction.

@ Design Process Elements

USER RESEARCH PROTOTYPES

“Ilike to try new things and be the first to
recommend them to my friends and family. "

Goals Frustrations
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e} impact Snapshot

BEFORE REDESIGN AFTER REDESIGN
Clarifying the App: Enhancing the App:
As the initial design phase continued, | made sure to base screen designs on feedback Easy navigation was a key user need to address in the designs in addition to equipping
and findings from the user research. the app to work with assistive technologies. A user "style" profile was added to allow

the user to categorize themselves.

This scroll wheel 3 [l € Category | CurrentCategory | Category | Category > s -THE CRAFTY-GXZD et -THE CRAFTY-GZ) - =THE CRAFTY-GZD
at the top of the - CORNDOG & = CORNDOG & CORNDOG =
/7

sub-menu i Settings
Kes it Category H Your Profile Searchiin App el 9
screen makes | ategory Hero O || ez —
fast and easy for C | |ex
users to scroll
" . Top Searches
through i > —
categotiess. =~ @ —— < |8 | B T ..
$Price wwmww |
Payment: BTC O ETH ® DOGE O Other
Item Name I | Preferences
- Y Map: Walk Bike C: Public T FAQ
—
$Price  wwaww L Your Style: O Casual ® Foodie O Classic Spicy
Item Name E | Your Theme: Light Dark @ Cycle
This nav
$Price  wwuss L ! provides an

Item Name

easycptionfor ﬁ‘q‘o‘m ﬁ\Q\O\m ﬁ|0\|9|l5
users view the

*— search, map, or
cart.
END-USER QUOTES
BEFORE REDESIGN AFTER REDESIGN AFTER REDESIGN
“I just need to order fast — | can’t scroll “Seeing the price update as | choose “Pickup time and confirmation make it
forever.” toppings helps a lot.” stress-free.”
- Truck Customer - Truck Customer - Truck Employee
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@ Key Visual

e ~THE CRAFTY oD ~THE CRAFTY -9 — ~THE CRAFTY D _ ~THE CRAFTY G2
- CORNDOG (2] CORNDOG - CORNDOG Bl B CORNDOG 2]
# CURRENT DISTANCE: 0.5 MI | 10 MIN ~ CORN DOGS | warFLE Doas | RicE Doas | - THE CLASSIC / ORDER SUMMARY
100% beef frank wrapped in crispy 4

THE CLASSIC e §

B combread & fried to perfection
——
=

. $5.00

$5.00 | X1
ADD TOPPINGS? |

4775 TATER CRUNCH 00O xraO \ THE FLAMIN' DOG [~ o B

)

AT
ﬂ
—

$6.00 | X1

THE CLASSIC
100% beef frank wrapped in crispy / % BACON CRUMBLE awnQ xRAQO
5 /f'

P I c K Y 0 U R D 0 G commbread & fried to perfection. # THE TERIYAKI DOG HEEE i
$5.00 [ viEw - | % BBQ SAUCE QO xRaQ $600 | X1
CORN DOGS S
100% beef frank or veggidog wrapped in THE PIZZA DOG ¢ ]x ¢~ MARSHMALLOWS w0 xRaO %{% THE TATER DOG | |
i crispy combread & fried to perfection. mn% beef frank fried |.n crispy cornbread ‘? :‘ ¥
with motz & pepperoni , $5.50 | X1
VIEW ~ 56.00 L vew . FLAMIN HOT CRUNCH 00O XTRAQ)
PAY VIA: DOGE TOTAL ITEMS: 4

WAFFLE D0GS THE SPICE DOG ‘f' PRICE: $5.00 | X1 @ @ PICK UP TIME: ASAP TOTAL: $22.50
¢

p %ﬁ Spicy pork sausage fried in crispy ‘F DISTANCE: 0.5MI | 10MIN

100% beef frank or veggidog wrapped in combread with sour cream & jalepenos.

belgian waffle & fried to perfection. $6.00 m ORDER TOTAL: $5.00 ESTIMATED READY TIME 5:35 PM

THE CHURRO DOG = BACK T0 MENU = BACK T0 MENU
Al Q9 W™ Al Q|9 W
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@ Key Visual

ARE YOU ((fg )
SURE? _
PLEASE CONFIRM BELOW

THE CLASSIC / PAY VIA: DOGE TOTAL ITEMS: 4
TOPPING SUMMARY:

The list of added toppings will show here (if PICK UP TIME: ASAP TOTAL: $22.50

any). The list of added toppings will show ﬁ DISTANCE: 0.5 Ml | 10MIN
here (if any) -

$5.00 | X1 ESTIMATED READY TIME 5:35 PM
DELETE THIS ITEM? ALL GOOD?

—= G0 BACK DELETE =~ - G0 BACK SEND ORDER =
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a2» Usability Studies

STUDIES CONDUCTED

MODERATED A / B TESTS UNMODERATED

Q * Scripted Interviews A A B e Product Variant Comparisons * Email Surveys
. * Prototype Walkthroughs e Time on Task Tracking | ' g » Task-Based Testing via Prototype

[ 4 M
[ ] M
[ M &
] M

Mg e Heuristic Evaluations

BEFORE USABILITY STUDIES

Ordering required too many steps and made customization and totals unclear. Early
designs allowed for some customization, but after the usability studies, | added a more
robust topping list. | also revised the design so users see all the customization options
by scrolling.

Before usability study 1 After usability study 1

THE GRAFT VG2 @

CORNDOG

THE CLASSIC

Item Name ] 100
55,00

A00 TOPPINGS?

) TATER CRUNCH w0
Lo

@ BACON CRUMBLE w0 O

% BBO SAUCE O
N

£24" MARSHMALLOWS wQ

. FLAMIN HOT CRUNEH  ao0 ) xTRa)

PRICE: $5.00 | X1 @ @

ORDER TOTAL; $5.00

el -

* Engagement Experiments * Field Studies

AFTER USABILITY STUDIES

The second usability study revealed the users frustration with no option to delete items
from their order. To address this issue and streamline the ordering flow, | added an edit
and delete button to the order summary screen. | also added a prompt screen to
confirm item deletion.

Before useability After usability study 2

study 2
T ATV =
g = 1% chiriy =
CORNDOE B = CORNDOG & CORNDOG
ORDER SIMMIRY ORDER SUMMARY
) mae \ THE CLASSIC o
500 11 T ARE \rnum
2)
THE FLAMIN DOG SURE?
\ THE FLAMN D06 oo
600 | X1
S THE CLASSIC Vi
y, Em TOPPING SUMMARY,
- THE TERIYAKI DOG Thelat
%00 X1 {\ o pricy
A THITRNG —_— 600 | X1 $.00 | X1
% N
- e ~ DELETE THIS ITEM
% - s (D
Py v, 000 THL TEMs & 50| X1
PKUP TIE, AsaP ToTiL 82250
£ DISTANCE, .50 | Yot PAY V1A, DOGE TOTAL ITEMS. 4
ESTIMATED READY TIME 5.35 PM PICK UP TIME, ASAP TOTAL, $22.50
T = # DisTancE: 0.5M1 | 100w
ESTIMATED READY TIME 535 PM
. ] ‘ Q | Q ‘ -] = BACK T0 MENU :uoa::l-

t Ao ®
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* Feature Prioritization

DETERMINING PRIORITY

VALUE / FEASIBILITY MATRIX FEATURE PRIORITY SORTING
PROPOSED
t FEATURES
HIGH .
[ Org Hierarchy Map
— | 0 1
o Track Sec Vul
g o \\ e Metric Generator
-
g o Test Result Tracker
o \ \ o Automated e-mails
LOW \ R
LOW HIGH
FEASIBILITY

_A_ Navigating Challenges

USABILITY COMMUNICATION ACCESSIBILITY

Order Simplicity Menu Accuracy Mobile Contrast
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|m Key Insights & Outcomes

USER INSIGHTS FEATURE INSIGHTS
Users valued speed, price clarity, and confidence that the order was correct. Live totals, simplified customization, and strong confirmations were most impactful.
WORKFLOW INSIGHTS PERFORMANCE INSIGHTS
Most users repeated orders; quick reorder and favorites would add value. Lightweight pages improved performance on poor connectivity and reduced
abandonment.
METRICS TRACKED
Task Success Rate Feature Gap Analysis
90% 400
80% 350
70% 300
60% 250
50%
200
40% .
30% =0
20% 100
1058 a0
o | - _ - .
Login View Menu Zelect ltem Send Data MNavigate Options App 1 App 2 App 3 App 4 App 5 App 6
m Before Redesign After Redesign m Users Feature Opportunities
User Path Adherence Rate Competing Solution | Product Market Fit
160 B0
140 70
120 a0
100 50
B0
40
60
30
40
20
20
a - m 0
Month 1 Month 2 Month 3 Month 4 Month 5 Month & (1} -
very dissatisfied moderately somewhat neutral notat all declined survey

m Dropped Sessions dissastified dissastified dissastified
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W Takeaways

HOW DID FEEDBACK INFLUENCE DECISIONS? WHAT ELSE WOULD | CHANGE?
Feedback showed where users hesitated and abandoned checkout. When menu changes become frequent, new payment options are
Iterations focused on clearer choices, faster paths, and stronger introduced, or peak usage patterns shift.

confirmation states.

HOW DID THESE CHOICES INCREASE VALUE? WHAT NEEDS FURTHER EXPLORATION?
Higher conversion and fewer order errors improved revenue per hour Saved favorites, reorder flow, and real-time queue status for pickup
and reduced operational friction. timing.
HOW DID THE OUTCOMES ALIGN WITH BUSINESS GOALS WHAT | LEARNED
The experience aligned with business goals by improving throughput Clarity and speed beat feature breadth in mobile ordering during peak
and increasing successful orders. use.
& Next Steps
() ® FOR THE BUSINESS L FOR THE TEAM : FOR THE USERS
’ . Increase repeat orders m Improve menu operations u Make ordering faster
QO 8, TT
ava v e
Add loyalty and reorder capabilities to drive Build an easy menu update workflow and Introduce favorites, one-tap reorders, and
retention and stable revenue during monitoring so pricing/availability remains clearer status updates for pickup readiness.
weekdays. accurate.
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P Let's Connect!

Thanks for Reading!

If you’d like to further discuss my work, talk about product
strategy, UX design, or building productivity tools, I'd love
to connect. Hope to hear from you!

-Hill

EMAIL LINKEDIN RESUME

hillmcl@outlook.com in/hillmcl hillarymclaughlin.com
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