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Executive Summary

Sweetgreen is a fast casual health food chain with a website that allows customers to place orders for pickup or delivery
from a location of their choosing. This report is intended for Sweetgreen stakeholders.

To analyze the usability of the Sweetgreen website, our team of three usability experts performed a Heuristic Evaluation,
walking through the ordering process for pickup to a specific location. Problems were identified under Jakob Nielsen's 10
usability principles. Evaluators used Nielsen's 0—4 severity scale; identified usability problems received ratings from 1
(cosmetic) to 4 (catastrophe). A total of thirteen usability issues were found.

Sweetgreen's website is visually appealing and easily allows the user to find what they're looking for, with clear
and nicely placed images of their menu items and an order-building process that is user friendly and customizable.
However, the most severe problems appear at the points where the user has to make a decision: checking
allergens while building a salad, choosing a pickup location, and completing checkout without an account. Eight of
the thirteen issues were rated Major or Catastrophe, and half of them fall within these three areas, which is why
they are the focus of the recommendations that follow.

Issues were prioritized by the highest severity rating reported across the three evaluators, leading to three
recommendations: making location search more flexible, showing allergen information while ordering, and offering guest
checkout.

% % %

#1 LOCATION SEARCH #2 ALLERGEN INFORMATION #3 GUEST CHECKOUT

Medium High High

Overall, Sweetgreen's website provides a strong, visually appealing ordering and browsing process, and the
recommendations that follow build on it without requiring a full redesign.

Each recommendation is presented with the problem and potential solution with a mock-up to show how it would look
after the recommendation is implemented.
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Introduction

T

Sweetgreen is a fast casual health food chain serving chef-crafted meals using ingredients that are locally and
sustainably sourced where possible. It was founded in 2006 by college students Nicolas Jammet, Nathaniel Ru, and
Jonathan Neman at Georgetown University, who were looking for healthy alternatives to what they saw as a gap in the
market. There are now over 250 locations across the United States and all the locations are company owned. They have
a website that allows customers to place orders for pickup or delivery from a location of their choosing.

This report presents a heuristic evaluation of the Sweetgreen online ordering system, carried out to identify usability
problems in the pickup ordering journey and recommend improvements. The evaluation focused on ordering a custom
salad for pickup, from finding the nearest location through to checkout. The full scenario and task list are detailed in the
Methodology section.

Given time and user-access constraints, heuristic evaluations allow small teams of usability trained evaluators to surface
real problems independently, within a defined evaluation window, and provide recommendations based on these findings.

How to read this report

Methodology Explains the evaluation approach, heuristics, and severity-rating process.
Results Presents the overall findings and three recommendations, each with mock-ups.
Conclusion Summarizes the evaluation and next steps.

Appendix Provides the full table of usability issues and severity ratings.
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Methodology

A Heuristic Evaluation is a usability inspection method that helps to identify design problems within a user interface. A

group of usability experts examine the interface against guidelines called heuristics that make systems more user

friendly and efficient (Moran & Gordon, 2023). The goal is to identify the problems, rank their severity, then form

recommendations from these to fix these problems without requiring a full redesign of the interface. This method relies

on usability experts instead of users.

Strengths & Limitations of This Method

Strengths: cost-effective, can identify issues early, and doesn't require recruiting users.

Limitations: doesn't involve target users, is subject to evaluator bias, and may miss context-specific issues.

Prepare

Any set of heuristics can be used to evaluate an interface; this evaluation uses Jakob Nielsen's 10 usability heuristics,

which are based on psychology and rules of design (Nielsen, 1994), as seen in Figure 1. Evaluators also rated the severity

of each problem using Nielsen's 0-4 severity scale (Nielsen, 1994), as seen in Figure 2. The severity of a problem

depends on its frequency, its impact, and its persistence.

Nielsen's Ten Heuristics

H1: Visibility of system status

H2: Match system & real world
H3: User control & freedom

H4: Consistency & standards

HS5: Error prevention

H6: Recognition rather than recall
H7: Flexibility & efficiency of use
H8: Aesthetic & minimalist design
H9: Help users with errors

H10: Help & documentation

Figure 1 — Nielsen's Ten Heuristics

Problem Severity Rating

0: No Problem
| don't agree that this is a usability problem at all

1: Cosmetic Problem
need not be fixed unless extra time is available on project

2: Minor Problem
fixing this should be given low priority

3: Major Problem
important to fix, so should be given high priority

4: Catastrophe
imperative to fix this before product can be released

Figure 2 — Problem Severity Rating
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Scope and Setup

Evaluators: 3 (Evaluator 1: Dayna, Evaluator 2: Suhani, Evaluator 3: Keri, lead evaluator)

Interface: Sweetgreen — sweetgreen.com

The evaluators were given the following scope and task list to complete independently.

Scope:

r

You work in an office in the Empire State Building and have one hour for lunch, it is 1pm and you want to
place an order for a custom salad for pickup at the closest Sweetgreen to you. You are allergic to gluten,
so you need to confirm that the salad you are ordering doesn't contain any ingredients that contain

gluten.
\.
Tasks:
01 Find the nearest Sweetgreen location to the Empire State Building and select for pickup.
02 Build a custom salad with the following ingredients: quinoa, kale, apple, pickled onions, almonds, 2x
chicken, avocado, parmesan, and green goddess ranch.
03  Confirm the order is gluten-free before proceeding
04  Add a Spindrift Lemon to your order
05  Proceed to checkout
06  Attempt to complete your order without creating an account or signing in.
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Collect and Analyze

The three evaluators completed the tasks based on the scope provided and provided the lead evaluator with a
list of problems, the heuristic(s) violated, and a severity ranking. The lead evaluator compiled the findings from
all three evaluations into a single document, from which overlapping themes, findings independently flagged by
two or more evaluators, were identified.

Findings were prioritized by severity first: problems rated Major (3) or Catastrophe (4) were carried forward for
detailed analysis and recommendations, regardless of whether they were flagged by one evaluator or several.
Where a finding was independently identified by multiple evaluators, this consensus was treated as additional
supporting evidence of a real, repeatable problem, and the finding's severity was set to the highest rating
reported across those evaluators rather than an average, to avoid under-prioritizing a potentially critical issue.
Lower-severity findings (rated 1 or 2) and findings reported by only a single evaluator without reaching Major
severity are documented in full in Appendix [X] but were not carried forward for individual recommendations,
given the report's scope. Lower-severity findings that occurred within the same flow as a Major or Critical
problem were included in that recommendation, since a single fix addresses them together.

Prioritization of recommendations

Severity first Major (3) or Critical (4)

Carried forward for detailed analysis and recommendations, whether flagged by one
evaluator or several. Anything catastrophe was of the highest priority.

Independent consensus Two or more evaluators

Additional supporting evidence; use the highest reported severity, not an average. If all three
evaluators flagged something this was the next priority.

Full documentation Appendix [X]

Lower-severity findings (1 or 2) and single-evaluator findings below Major severity remain
documented in full.
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Communicate

Finally, the three most severe problems were identified and recommendations were formed on how to target
them. The results have been detailed in this report, and a complete table of all the issues identified and their
severities can be found in the appendix.

Considered problems and recommendations

01 Location search and selection

Users struggle to find and select a nearby store because the current search rejects valid
addresses, map pins are not selectable, and distance information is missing.

Recommendation: flexible address search with autocomplete, clearer error guidance,
distance labels, and selectable map pins with pickup options.

02 Allergen information

Common allergens are not clearly available while choosing ingredients, requiring users to
locate and interpret a separate chart.

Recommendation: ingredient-level allergen labels and dietary filters during ordering process.

03 Checkout account barrier
Users encounter an account/sign-in requirement late in the ordering journey.

Recommendation: make guest checkout clearly available, asking for a name and one contact
method, while retaining sign-in/create-account as an alternative.
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Results

Overall Findings

The evaluators identified thirteen usability issues across the ordering process detailed in the scenario.
Most were rated Major (5) or Minor (4), with three rated Catastrophe and one Cosmetic. Recognition
rather than recall and flexibility and efficiency of use were the heuristics violated most often.

INDIVIDUAL ISSUE REPORTS BY SEVERITY

1 bowl = 1report 13 total reports
4 — Critical 3 reports
% % %

3 — Major 5 reports
AR ECR

2 — Minor 4 reports
% % XL %

1— Cosmetic 1report

%

Overall Usability Assessment

Sweetgreen's website is visually appealing and easily allows the user to find what they're looking for,
with clear and nicely placed images of their menu items and an order-building process that is user
friendly and customizable. However, the most severe problems appear at the points where the user has
to make a decision: checking allergens while building a salad, choosing a pickup location, and
completing checkout without an account. Eight of the thirteen issues were rated Major or Catastrophe,
and half of them., which is why they are the focus of the recommendations that follow.
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Recommendation #1: Enable flexible location search with
distance labeling and selectable map pins

The Problem

The location finder is easily identifiable on the website’s main page, and the accompanying map helps the
user see how far they are from Sweetgreen locations. However, the location finder only searches by zip
code or store name. As seen in Figure 3, typing a full, valid street address returns an error that doesn't
provide an alternative search to try. Once stores appear, they show no distance from the user, and the
map pins can't be used to select a store, as seen in Figure 4.

Search rejects a valid street
0060 - W icuimsiswsmen x| & address

€« c 25 order.sweetgreen.com/locations?category=featured&orderChannel=pickup ¥ 3 o H

This is the screen that opens when you
go to place an order. Typing out a full

Enable Accessibility

sweetgreen Menu  Rewards  More Find location near you v ﬁ and Va”d address prOduceS an error
message, as does putting in anything
- Bismarck soanana SukSghate  orpa . but a zip code or store name, and the .
= il message doesn't tell the user why their
iy . | Sl @ S search failed or what the expected
e i A e input is.
1oWA Chigagn k
_ Chey)enns NEBRASKA Orvbaha Clevgland
It Lake City Nl ) Pittshurgh
Dergver ; ILLINOIS S ) )
il b United States Tong e Gincjnnati g i H2, H6, H7, H9 Violation
KANSAS = "3 - Siegl i Severity: 3 (Major)
Nasville  gnoxville B :
Flagstaff Speege Amgiillo | Oklahoma Gity Memphis : |
Columbia Wil
e ke =2 A | Ahsnap peas! We couldn't find any
Tuggon v T e ont  stonigemey Savapnah locations.
= Try another search
Figure 3 — Address search function
Evidence / Evaluator Quote Evidence / Evaluator Quote
“Clicking the location icon on the map only shows the “Location finder only searches by zip code or store hame,
address; it doesn't let the user select it as the chosen covering a wide area instead of using the user's actual
location.” — evaluator 1 location to suggest the closest store, defeating the

purpose of a locator.” — evaluator 2

Map icons aren’t clickable
®  ® v B vocations | sweetgreen X  +

Clicking a store's pin on the map only
shows its address. The user can't
select that store as their pickup

< C % order.sweetgreen. ions?category=featureda orderChannel=picku * O @ :

Enable Accessibilits

location from the map, so they have to sweetgreen Menu  Rewards  More Find location near you v a
find it again in the list. TCor
Jmu -Sear?harsa MANF Delivery Outpost
lustice COCIiUMBUs O(;lg:
. . & LENOX HILL ons
H7 Vllolatlon . S £, ¥
Severity: 1 (Cosmetic) i e o i @ o e, sonkamn  Penn Plaza
& o, Y S R % Hospltaf " ennsylvania Plaza
& s .,:f ' e @D L:w\‘ori‘,wm%m
3 CVS Pharmacy ole Foods i
: A A . & NoMad
No distance indicator on locations @ 7 A S 153 Broacnay
o b ¢ New York, NY 10001
Stores appear without their distance 3 m@, R
: o : ¢ (6D 38th + Broadway
from the searched location, and it's = [ T 1384 Broadway
E SQUARE New York, NY 10018
unclear whether the list is sorted by oHeLsen w@ i A o ‘
T 32nd + Park
proximity. The user has to compare tocson @ 2Park Ave
S & A New York, NY 10016
addresses manually to work out which : : Communy ot
is closest.
H7 Violati Figure 4 — Location pins
iolation

Severity: 3 (Major)
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Our Recommendation

1"

Adding the ability to search by street address as well as zip code, with autocomplete so the user can confirm the
full correct location Figure 5, and a clear error message that suggests alternatives when a search fails Figure 6.
Additionally adding the ability to select a location directly from the pins on the map and organizing locations by
distance to the user's location Figure 7. This lets users search the way they naturally think of where they are and

compare stores by distance.

EFFORT LEVEL: MEDIUM

v Locations | sweetgreen x |+

23 order.sweetgreen.com/locations?category=featured&orderChannel=pickup

&

Enable Accessibility

Rewards More Find location near you v i
Delivery Outpost
1S Soaroh Sault Ste. Marie
Empire State Building| CLEAR e & e Delivery  Outpost v
t Minn?gpclis .
| Pigre Miccoan Enter location
Siou{,Falls MICHIGAN
Milwgukee
oh Detroit
nesmaska o) lowh i Clevgtand ® 20 W 34th St, New York, NY 10118 US
e . Womn optg PRSbueh
We couldn't find that location. o4 states Lo
Topeka Mo Singied ! ® 20 W 34th St, Bayonne, NJ 07002 US
G Charleston
KANSAS ©
KenTUCKY
Nashyile oo we ® 20 W 34th St, Reading, PA 19606 US
dd flafis Okebomachy Memphis 1
e a street address a :
Atlanta . Columbia i
e azip code (10001) Gl ® 20 W 34th St, Erie, PA 16508 US
" SRt eoioon: [ Montgamery Savannah

TEXAS

sweetgreen.com/locations

® 20 W 34th St, Holland, MI 49423 US

Figure 5 — Recommended Fix

Figure 6 — Recommended Fix

Distance markers on store locations
Showing the distance from the user’s
location allows them to choose based
on what'’s closest to them without
having to rely on store addresses.

Pin opens selectable pop up
Selecting the pin now opens a card that
shows location information and pick up
option directly on the map. Additionally
shows in the sidebar which location pin
the user has selected.

€ c

~ B Locations | sweetgreen X+

®

25 order.sweetgreen.com/locations?category=featured&orderChannel=pickup

Search field more adaptive

The same input that previously failed,
"20 W 34th St," now resolves
successfully instead of returning an
error. The field matches street
addresses, not just zip codes. Search
additionally matches as you type with a
live autocomplete so the user can
confirm the correct address.

Guidance and a fallback

When a location can't be matched, the
message explains why and offers two
paths forward: specific formats to try,
or a link straight to the full locations

finder.

* O @ :

Enable Accessibility

sweetgreen Menu

Rewards More

Find location near you v ﬁ

ke

Penn Plaza
“% Pennsylvania Plaza

LINCOLN
SQUARE

.25 mi

Select for pickup

I - B
& ARMEN
© @ISTRICT
<
=
£ B8

Pennsylvania
: Station ERALD
CY) SQUARE
CHELSEA
DISTRICT

The HighLi
o LS Walgreens

Hudson
River Park MAD
CVS Pharmacy OSE HILLS
FLATIRO!

Walgreens

MEATPACIOS

®

Petco
rand
Terr
nal
KoREAmwe

Manhattas

nEye
mel EarandThiost Sloan Penn Plaza
Cancer

Hospital

’ Whole Foods
Market

The Home Depot.

Outpost

0118

New York, NY 10001

NoMad

SUTTON

BEEKMAN

Grand Central Cror )

TUDOR CITY

@

MANHATTAN
COMMUNITY.
BOARD 6

153 Broadway
New York, NY 10001

38th + Broadway

1384 Broadway
New York, NY 10018

32nd + Park

2 Park Ave
New York, NY 10018

HUNTERS
POINT

Figure 7 — Recommended Fix
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Recommendation #2: Dietary restriction customizations

and allergen information

The Problem

When building a salad or looking at the menu, users can't see which ingredients contain common allergens

like gluten, nuts, and dairy, or filter by dietary restriction Figure 8. This information is only in a large

nutrition chart that is hard to find and has to be cross checked by hand Figure 9, a health risk for users

with allergies.

sweetgreen Menu  Rewards  More Pickup from Penn Plaza v

No allergen information listed on menu items

Users can't see if items have common allergens
like gluten and dairy on ingredients when they go

&« Create Your Own Bases Toppings Premiums Bread @

to add them to their meal.

Corrm Dressings @

+ Add bases
Toppings
First four are included
+ Add toppings

Balsamic Green Goddess Charred Jalapefio
Premiums Vinaigrette Ranch

+ Add premiums
Dressings
Portions + details on next page

+ Add dressings

Figure 8 — Custom ingredient builder

Evidence / Evaluator Quote

“No indications on menu items for dietary
options (gluten-free, vegan, etc.); macros are
shown but no way to confirm dietary fit.” —
evaluator 2

Difficult for user to locate and interpret
allergen information

This chart is the only place allergen information
exists. To check an allergen while building a salad,
users have to leave the builder, scroll to the
bottom of the page, and download this chart, then
cross check their ingredients with the allergens.

H5, H6, H8 Violation
Severity: 4 (Catastrophe)

Caesar

Seasoned Chickpeas
‘Sesame Crunch
Shredded Cabbage
Spicy Broceoli
Tomatoes

Crumbled Bacon
Feta Crumble

Goat Cheese

Hard Boiled Egg
Hummus

MNapa Cabbage Slaw
Parmesan Crisps
Shaved Parmesan
White Cheddar

SUPER PREMIUM INGREDIENTS

Avocado
Blackened Chicken
Caramelized Garlic Steak
Maple Glazed Brussels

Miso Glazed Salman

Roasted Chicken

Roasted Tofu

Warm Portobello Mix

Warm Roasted Swest Potatoes.
DRESSINGS

Balsamic Vinaigrette
Balsamic Vinegar

Citrus Sesame Vinaigrette
Caesar

Charred Jalapefio Ranch
Crushed Red Pepper

Extra Virgin Olive Ol

Garlic Aili

Green Goddess Ranch

Hot Honey Mustard Sauce
Lemon Squeeze

Lime Cilantro Jalapeno Sauce
Lime Squeeze

H2, H6, H8, H9, H10 Violation
Severity: 4 (Catastrophe)

No ability to sort by dietary restriction

There is no filtering option for common dietary
restrictions.

H7 Violation
Severity: 3 (Major)

Evidence / Evaluator Quote

“No way to see common allergens while
selecting ingredients; allergen info is buried
at the bottom in an overwhelming chart.” -
evaluator 3

Serving Contains Saturated TransFat Cholesterol  Sodium Total Carbs  Dietary

Size (g) ? Gluten? lories  Total Fat (9) (@ @ (ma) e @ Fiber (6) Sugars (g) Protein (g)

Saturated TransFat Cholesterol Sodium Total Carbs  Dietary

lories  Total Fat (g) ot o e P sy =y Fiber (4 SUars (g} Protein (g)

OO00O000000EH

Contains Saturated TransFat Cholesterol Sodium Total Carbs  Dietary

lories Total Fat (o) e Sugars (g) Protein (g)

(g) (mg) (mg) (g} Fiber (g)

oo

o o o o o o o o o

Figure 9 — Nutrition and allergen chart
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Our Recommendation

13

Adding a dietary filter bar to the ingredient builder so users can select their needs and hide items that don't fit

Figure 10, and labeling every ingredient with tags for the allergens it contains Figure 11. This brings the allergen

information Sweetgreen already has in its nutrition chart into the builder, so users can confirm their meal is safe

while building it instead of cross checking a separate chart.

EFFORT LEVEL: MAJOR CHANGE

sweetgreen Menu Rewards More

Pickup from Penn Plaza v

Filter for dietary restriction

<  Create Your Own Bases Toppings Premiums

Dre:

SSings

A bar at the top that helps users filter by their
dietary need. The user would select their

Fish-free Nut-free

filter by:

Bases
+ Add bases
Toppings
First four are included
+ Add toppings

Green Goddess
Ranch

Balsamic

Premiums Vinaigrette

+ Add premiums

Dressings
Portions + details on next page

+ Add dressings

Dairy-free

Charred Jalapefio
Ranch

Gluten-free

Figure 10 — Dietary restriction filter

'é Nut-free

@ Shellfish-free ’6 Egg-free

Allergen icons on items

Every ingredient tile carries a small tag for
each allergen it contains. Tags appear
regardless of whether a filter is active, so
users get the same information Figure 10
shows across the full menu, right where
they're choosing ingredients.

’é Dairy-free

Dressings

Balsamic
Vinaigrette

Contains soy

Spicy Cashew

)

Citrus Sesame
Vinaigrette

specific need(s) and the system would eliminate
- - - -« theingredients and menu items that contain
things they cannot eat. The expanded bar
below shows the full range of filter options.

Egg-free ©

N

@& CGluten-free © Vegetarian

¢ Vegan

Contains milk Contains milk Contains milk

Contains wheat

Contains eggs N
R
Contains wheat

Contains eggs Contains eggs

Green Goddess
Ranch

€

Lime Cilantro
Jalapefio Sauce

©

Charred Jalapeiio
Ranch

Pesto Vinaigrette

Contains soy

Contains sesame

G

Sweetgreen Hot
Sauce

Miso Sesame
Ginger

Hot Honey
Mustard Sauce

Contains eggs

-~

Garlic Aioli

Honey BBQ Sauce

Extra Virgin Olive
il

Balsamic Vinegar

Figure 11 — Allergen tags on ingredients
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Recommendation #3: Removing account barrier from the
check out journey

The Problem

Users only find out they need an account after building their salad and clicking continue to checkout
(Figure 12). The next screen offers only sign in or account creation, with no guest option Figure 13, which
can frustrate and deter first-time or occasional customers from completing their order.

Guest checkout doesn’t occur until the @
end of the user journey

The user goes through the entire process e
of making their salad and clicking continue
to checkout to find out they have to create
an account to get their order. This causes
frustration for the user and they may not

want to create an account.

H1 Violation
Severity: 4 (Catastrophe)

Get500 bonus points
whenyoucreatean
account + placeyour first
order

Evidence / Evaluator Quote

“No guest checkout; account creation or

sign-in required to complete the order.” -
evaluator 3 Figure 12 — Only one option forward

No guest check out

sweetgreen Monu  Rowards  More Login/ Signup

No option to check out as a guest and not have to
make an account. This can be a deterring factor

Your greens are
getting closer for a user trying to order for the first time or the
@ Sian o st n v occasional customer. This is where those users are
mail daress most likely to abandon the order.
@ H3 Violation
lSeverity: 4 (Catastrophe)

Only one way forward

Entering an email and pressing "Continue"
commits the user to full account creation (implying
a password and profile step next), with no lighter-
weight path offered at this exact decision point for
someone who only wants to complete a single
order.

Figure 13 — No guest checkout

H7 Violation
Severity: 4 (Catastrophe)
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Our Recommendation

Adding a "Check out as a guest" option alongside "Sign in or create account" in the cart, so users choose how to
check out before being redirected Figure 14. The guest path asks only for a name and one contact method, while

sign in stays available as a link for returning customers Figure 15. This removes the account creation barrier for

first-time and occasional customers without taking anything away from rewards members.

EFFORT LEVEL: MEDIUM

Guest and account option added
before the user is redirected
"Continue to checkout" was replaced
with two options, "Sign in or create
account" and "Check out as a guest,”
so the user chooses before being
redirected. This way they don’t
discover the account requirement
after clicking through to a new screen.

sweetgreen  wenu

Rewards

More

@ Name

sign in or create an account -

Check out as a guest

Login/ Sign up

Menu

Pickup at 610PM
from Penn Plaza

Create Your Own
& e

52020

=) 1 F

You might also like

@ complete your order + eam
Get 500 bonus points
when youcreatean

account + placeyour first
order

Subtotal

Sign in or create account

Check out as a guest

Figure 14 — Multiple checkout options

Phone number

Continue
we will contact you when your order is ready @

Figure 15 — Guest checkout screen

Guest path as primary option

"Check out as a guest" is now the
default path, asking only for a name
and one contact method (text or
email), with no password or account
profile required. This is a continuation
from the previous screen, where
someone with an account would likely
have clicked "Sign in or create
account." This page is built for guest
checkout.

Sign in/create account as
secondary option

"Sign in or create an account" is still
available as a link at the top of the
screen, so returning users or people
who want the rewards account aren't
punished by this change.

Guest users know the next steps
in their order

The message “we will contact you
when your order is ready” tells the
user what will happen before they put
in their information.

15
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Conclusion

;1 :'t' &t & @g .‘;ﬁ#i Q%

8080 . '

Sweetgreen's website excels at pulling the user in, making key features easy to find, and making the order building
experience enjoyable and relatively seamless, especially when creating a custom order. The menu bar in particular
makes it easy to sort by section and the accompanying imagery provides a fantastic visual aid.

Upon completing a heuristic evaluation of Sweetgreen's online order for pickup process, our team of three usability
experts made three recommendations to improve the website's usability. More flexibility in the location search
would allow customers to find their nearest store with ease. Searching by address, selecting pins on a live map,
seeing the distance to each store, and having address suggestions limits the potential for user error when it comes
to location. Allergen information is the most crucial and requires a filtering bar for common dietary restrictions, and
allergen tags on every ingredient. This reduces user frustration and health risks when users try to idenitify whether
their order includes potentially harmful allergens. Finally, a guest checkout option in two places allows users that
may not need a Sweetgreen account to place orders, potentially increasing orders by removing this roadblock in
the user journey.

% % %

#1 LOCATION SEARCH #2 ALLERGEN INFORMATION #3 GUEST CHECKOUT

Search by address, clearer error dietary filters and allergen tags in the a guest option before redirecting to
messages, distance labels, selectable builder. sign in.

pins. Priority: High Priority: High

Priority: Medium

These recommendations have the potential to make ordering faster, safer, and more user friendly, and build on the
website's existing strengths. If not all of these are feasible in the short term, some quick wins include clearer error
messages with suggested alternatives, and distance labels on store results. Medium effort changes include
address search with autocomplete, and a guest checkout option.

Next Steps

Future research should include usability testing with real users, especially people with food allergies, to validate the findings.
An evaluation of the mobile app would determine whether any of these recommendations could carry over to that system.
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Appendix

Table A1l. Raw findings

ID Evaluator Context / Problem Heuristics Severity
1 Dayna Location selection - Pickup location H7 1
Eval. 1 Clicking the location icon on the map only shows the address; it Cosmetic

doesn't let the user select it as the chosen location.

2 Dayna After choosing ingredients - Dietary/allergen H1, H6 2

Eval. 1 Could not find whether the custom salad was gluten-free; found a Minor
macros section but no gluten/allergen info.

3 Dayna While choosing ingredients H1 3

Eval. 1 No indication of added charges for individual ingredients while Major
selecting them; the total only appears at the bottom, with no other
cost info beyond ingredient name.

4 Keri Location selector (Task 1) - Pickup location H2, H6, H7, 3

Eval. 3 Search only accepts a zip code, not a landmark or street address, HO Major
forcing the user to leave the site to look it up. Once stores appear,
they don't show the distance from the user's location.

5 Keri Menu page (Task 2) - Custom-build H7, H8 3
Eval. 3 Featured/pre-made items sit at top; custom build requires scrolling Major
and looks like an ad rather than a menu item, though it is in the top
bar.
6 Keri Custom salad builder - Dietary/allergen H6, H5, H8 4
Eval. 3 No way to see common allergens while selecting ingredients; (allergy Catastrophe
allergen info is buried at the bottom in an overwhelming chart. safety)
7 Keri Homepage H2, H6, H7 2
Eval. 3 Homepage shows a featured item and “order now,” implying you're Minor

ordering that item, not ordering in general; categories reinforce this
over a general start-order button.

Individual evaluator ratings. H1-H10 legend on page 19.

Severity: 0 Not a usability problem - 1 Cosmetic - 2 Minor - 3 Major - 4 Catastrophe

APPENDIX - CONSOLIDATED FINDINGS Continued on page 18
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Table A1l. Raw findings (continued)

Evaluator Context / Problem Heuristic(s) Severity
8 Keri Location selector (Tasks 1 & 5) H1, H2 3
Eval. 3 Pickup time can't be selected with location, only after the order is in Major
the cart.
9 Keri Checkout (Task 6) H7, H3, H1 4
Eval. 3 No guest checkout; account creation or sign-in required to complete Catastrophe
the order.
10 Suhani Location finder tab - Pickup location H4, H6, H7 2
Eval. 2 Location finder only searches by zip code or store name, covering a Minor

wide area instead of using the user's actual location to suggest the
closest store.

11 Suhani Menu navigation H1, H4, H8 3
Eval. 2 Shows a limited menu that can be mistaken for the full menu. The Major
full menu is accessed via the nav bar or footer, without clear
indicators.
12 Suhani Customization section - Custom-build H4, H6, H8 2
Eval. 2 The custom-build option is separated from the salads in the nav bar, Minor

but on scrolling it looks visually distinct from other menu items and
isn't recognizable as a menu item; language also differs between
the nav bar and the CTA.

13 Suhani Product descriptions - Dietary/allergen H2, H6, HS, 4

Eval. 2 No indications on menu items for dietary options (gluten-free, H9, H10, H7 Catastrophe
vegan, etc.); macros are shown but no way to confirm dietary fit.

Positive observation

Dayna: “Actually like the banner for the custom order.” Unrated; excluded from issue counts.

Individual evaluator ratings. H1-H10 legend on page 19.

Severity: 0 Not a usability problem - 1 Cosmetic - 2 Minor - 3 Major - 4 Catastrophe

APPENDIX - CONSOLIDATED FINDINGS Continued on page 19
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Table A2. Theme analysis

Theme Rec Consensus Ratings Median Highest

Dietary/allergen info hard to find Rec #2 Dayna, Keri, Suhani 2,4,4 4 4: Catastrophe
22
Issues pinpointing/selecting a pickup Rec #1 Dayna, Keri, Suhani 1, 3,2 2 3: Major
location 3/3
Custom-build option hard to discover No Keri, Suhani 3,2 2.5 3: Major
2/3
No guets check out row Rec #3 Keri 1/3 4 4 Catastrophe

Heuristics and priority rationales

Dietary/allergen information H1, H2, H5, H6, H7, H8, H9, H10

Unanimous and highest severity. Every evaluator found this issue independently.

Pickup location H2, H4, H6, H7, H9

Unanimous: search restrictions (Keri, Suhani) and map-pin selection (Dayna). Task 1 blocker; address both search and map.

Custom-build discoverability H4, H6, H7, H8

Keri and Suhani found this independently. Ad-like styling makes it easy to scroll past. Documented only; full recommendation out of
scope this round.

Guest checkout H1, H3, H7

Found by one evaluator, but rated Catastrophe: users cannot complete Task 6 without creating an account.

Analysis notes. Priority is based on consensus and highest severity, not averages. Median severity is reference-only.

Guest checkout was identified by one evaluator (report 9) but is included as a recommendation due to its Catastrophe severity
rating.

Custom-build discoverability was additionally not carried forward because feedback was mixed: Keri and Suhani found it hard
to discover, while Dayna liked the custom-order banner.

H1-H10 legend

H1 Visibility of system status H2  Match between system and real world
H3  User control and freedom H4  Consistency and standards

H5  Error prevention H6  Recognition rather than recall

H7  Flexibility and efficiency of use H8  Aesthetic and minimalist design

H9  Help users recognize, diagnose, and recover from errors H10 Help and documentation

APPENDIX - CONSOLIDATED FINDINGS End of appendix tables
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