
What's Behind A
Good Website Design?

Behind Apple and Chick-fil-A’s Websites







Apple’s Website
Visceral

● Modern Aesthetic
○ Clean web design meant to portray premium 

products
○ Large product photography is used to 

demonstrate their offering
○ Whitespace used to makes individual products 

feel important

● Emotions Associated
○ Curiosity
○ Sophistication

Visceral:

■ What emotions does the site 
evoke upon first viewing?

■ Does the visual design 
communicate 
professionalism, trust, 
excitement, or creativity?

Consider visual 
attractiveness, use of color, 
typography, layout, hierarchy, 
imagery and branding



Behavioral

● Clear action designs
○ Good navigation to all Apple's major product 

categories
○ Large "Learn more" and "Shop" calls-to-action good 

for consumer turn around.
○ Product pages with clean and useful information

● Uniqueness
○ Due to the very clean design of Apple’s products 

and brand, it is very unlikely that there would be 
confusion

○ Apple sticks to a monochromatic design, so there 
is no brand color for audiences to familiarize with

Apple’s Website
           Behavioral: 

■ How easy is it to achieve 
the intended goals?

■ Are users likely to 
become confused?

■ What design features 
support or hinder 
usability?

Consider navigation 
structure, menus, 
efficiency, accessibility, 
feedback, 
responsiveness, error 
prevention. 



Apple’s Website
Reflective

● Apple sets themselves apart, making their 
products look highly designed objects rather 
than ordinary consumer electronics

● The minimalist design creates an association 
between Apple and simplicity, quality, and 
sophistication.

● Returning users are familiar to Apple’s visual 
language, making the experience memorable
○ This visual language is also found on all 

Apple’s products

Reflective: 

■ What does the website 
communicate about the 
organization behind it?

■ Would users want to 
return to the site?

■ Does the experience 
support positive 
long-term impressions?

Consider brand identity, 
trust creation, connection 
with users, cultural 
associations, 
memorability 







Chick-fil-A’s Website
Visceral

● Friendly Aesthetic
○ Large photos of food meant to appeal to the 

user's senses
○ Headlines use a conversational and playful tone

■ Playful headline font adds to the tone
○ Images of people in group settings eating shows 

the social aspect of the brand

● Emotions Associated
○ Happiness
○ Familiarity
○ Community

Visceral:

■ What emotions does the site 
evoke upon first viewing?

■ Does the visual design 
communicate 
professionalism, trust, 
excitement, or creativity?

Consider visual 
attractiveness, use of color, 
typography, layout, hierarchy, 
imagery and branding



Behavioral

● Clear action designs
○ "Order pickup," "Order delivery," and "Order 

catering" are prominently presented
○ Breaking up the menu, shop, and catering 

makes it clear for users

● Potential issues
○ There are a few competing calls-to-action
○ Users who exclusively want to see the menu 

may have to go through past promotional 
material beforehand

Chick-fil-A’s Website
           Behavioral: 

■ How easy is it to achieve 
the intended goals?

■ Are users likely to 
become confused?

■ What design features 
support or hinder 
usability?

Consider navigation 
structure, menus, 
efficiency, accessibility, 
feedback, 
responsiveness, error 
prevention. 



Chick-fil-A’s Website
Reflective

● Chick-fil-A uses a playful style which 
communicates happiness and community

● The use of large food images and bright 
red really hammers home their brand and 
makes consumers hungry

● The websites is designed well, giving 
consumers easy navigation and several 
food options, such as menu, catering, and 
shop

Reflective: 

■ What does the website 
communicate about the 
organization behind it?

■ Would users want to 
return to the site?

■ Does the experience 
support positive 
long-term impressions?

Consider brand identity, 
trust creation, connection 
with users, cultural 
associations, 
memorability 


