
  

  

Defined Brand 
Imagery Direction 
with Research 
Role: Lead UX Researcher & Content Strategist 

Client: Trade Coffee | drinktrade.com 

Project Takeaway: This strategic research delivered newfound insights 
into user response to visual stimuli, equipping the client with data-backed  
visual strategy guidelines for content strategy, ensuring imagery effectively 
communicates trust and value to drive subscription conversion. 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Client: Trade Coffee 
Trade Coffee is a leading, digitally native specialty 
coffee subscription service in the U.S. Their core value 
proposition is personalized coffee discovery: they match 
customers to a curated selection of over 450 roasts 
from 55+ top independent roasters across the country, 
all roasted to order and delivered fresh. 
 
The service helps users find coffee they love without the 
intimidation of specialty coffee, offering custom and 
themed subscriptions. 
 
My role was to improve their customer experience 
strategy across their website, with a focus on 
first-time visitors, in order to increase acquisition 
and reduce CAC. 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The Visual Problem & Conversion Stakes 

The existing brand imagery was lacked a “wow factor”.  The 
homepage was missing an emotional appeal and failed to entice 
new visitors to purchase. This resulted in hesitation because the 
visuals did not clearly articulate what the company sold (specialty 
coffee) and why it was worth subscribing to (personalized 
discovery). 

The Business Goal (“The Why”) 

The Core Problem (“The What”) 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The primary business objective was to reduce acquisition costs and 
improve subscription Conversion Rate (CVR) by increasing the 
persuasive power of the website's visuals. 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Branded bags lack the 
emotional appeal for those 

unfamiliar with these brands. 

Hero is lacking visual interest 
and not creating an enticing 

offer with combined messaging. 

The lack of compelling visual interest was creating a trust gap and 
a value gap—key barriers that prevented potential customers from 
moving past the "window shopping" phase. 

The Stakes 



Mixed-Methods Survey: An Imagery 
Survey was conducted, asking 30 
participants to share the emotions and 
thoughts associated with various 
current and proposed imagery. 

My Strategic Role  Test Hypothesis Methodology Flow 

My Strategic Role & Mixed-Methods Approach 

Hypothesis: By crafting a simple 
narrative that will invoke an emotional 
response, targeting the user’s senses, 
we will be able to increase our 
conversion rate of new customers. 

Last Updated: October, 2025 
 

Haley Rabiu, Sr. UX Researcher & Strategist  4 

Lead UX Researcher and Content 
Strategist. Partnered with Marketing, 
Design, and Product teams. 
 
I managed the client relationship, 
defined the research scope, and 
translated findings into the final, 
actionable Visual Content Framework. 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Critical Insights: What We Discovered 
Imagery Barriers & Trust Gaps 

Insight 1: Misaligned Emotional Drivers 
The current homepage video reel conveyed terms like "fast," 
"busy," and "fellowship." Research showed the desired emotional 
state for purchase was "peaceful," "warm," and a focus on 
"morning" ritual, conveying a sense of calm and comfort. 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Insight 2: Quality Requires Tangibility 
Imagery that conveyed quality was the most convincing, 
specifically by showing the brewing process (e.g., the Chemex 
image). Users associated this with "bougie" and "fancy," proving 
quality must be explicitly visualized to justify the premium price 

Insight 3: Enticement is Sensory 
The imagery that was a "close tie" for enticement explicitly 
conveyed taste, touch, and smell (e.g., close-up of crema or 
someone sipping). Conclusion: Combining visual quality 
(process) with sensory taste cues is the key to conversion. 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6 

Defined a Visual Content Framework to prioritize 
sensory and emotional cues over generic lifestyle shots. 
The framework mandates were: 
 

1. Focus on Sensation: Imagery must convey 
warmth, taste, and the peaceful morning 
ritual. 
 

2. Validate Quality: Mandatory inclusion of visuals 
showing the process of specialty coffee to 
mitigate the price/value gap. 
 

3. Reduce Transactional Feel: Shifting the 
narrative from "what we sell" to "how you 
feel" using the validated emotional keywords. 

 

The Framework 

The framework delivered concrete visual standards for the 
creative team to execute the new brand direction. 

Deliverable 



ROI & Future Strategy 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Gained Client Confidence to conduct further studies on 
messaging and imagery, successfully kick-starting a new 
content initiative with the marketing team. 

Outcome 1: Actionable Direction 

The validated research directly informed and supported 
a wider website rebrand initiative. This led to the 
creation and deployment of a New Hero Reel on the 
homepage, telling the emotional story of the business 
model, alongside a newly rebranded website with 
revised imagery and content structure. 

Outcome 2: Implemented Solution 

Client is actively investigating a simpler Customer 
Experience model to remove friction and create an 
easier and more seamless shopping and subscription 
experience, based on the need for clarity identified in 
the research. 

Outcome 3: Future Strategy 

The most effective conversion tactic is not logic, but 
emotion. To sell a premium product, the visual brand 
story must convey peaceful ritual and tangible quality. 

Learnings 



  

  

Thank you! 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If you have any questions or comments, feel free to send those to 
my email listed to the right. 

Contact  
haley.rabiu@gmail.com 
 
 


