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Motivations:

Why are your users really visiting your site? What would push them to move
forward in the user journey? Identify if they want to buy something, read about
something, call you, get information — the list goes on.

Lifestyle:

Is your user often busy, a professional, browsing their phone on the train home
from work? Or will they be likely to visit your site in the comfort of their own
home on a Sunday afternoon? You might wonder why this matters, but it will
impact how much patience they will have when taking actions on your website.
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Emotions: How are they going to feel when browsing your site? Do they want to be

educated, excited or reassured? Do they require a service or are they making an indulgent
purchase? Mapping how your user will feel in each stage of the customer journey will help
you understand how to evoke these emotions in your website design.

Touchpoints and Channels: Identify all the places where a user will interact

with your business and the channels through which they will communicate with you. A
touchpoint may come before interacting with your website (e.g. reading a review or social
media post), during the purchase/conversion process or even afterwards These will need
to be accurate to ensure that you will know what information to put where to retain the
customer whilst they are on their journey.

Pain points: What annoying, unoptimised parts of your website would drive your
user away? Are you not mobile-friendly? Is your content too confusing, long, or worse,
boring? Is the website outdated or slow? Would they like your competitor’s site more?
Once you figure out these pain points, you can fix them and remove the barriers to

conversion for your user.
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Build a user journey map to identify opportunities for
improvement.

Map out the stages of your intended user journey on your website. Move through the full
process from first landing on a page, to visiting key touchpoints and ultimately converting to
the end goal, whatever that may be. It can be useful to draw this out or write a narrative
from the perspective of a user on your website.

It might be easier to think of your website as a roadmap and your user’s intention is to take ‘
a trip with as few hiccups as possible. o
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Setting Off: The user has arrived at the starting point (your landing page(s) — how

clear is the direction of where they should go next? What content or design feature would
make them want to continue their journey?

Sign-posting: You'll lose customers if they could get lost on your site. Are there

clear indicators (or touchpoints) throughout the road that reassure the user they are
reaching their end goal and won’t force them to turn around and head in the other
direction?

Potholes: ifthe journey isn’t smooth, your user isn’t going to want to move forward.

Fix site speeds, clunky web design and add in a security certificate to keep them satisfied
they’ve chosen the right path.

Service stations: There’s a chance your user’s vehicle might break down along the

way. Make sure help is on hand in the form of FAQs, clear contact details, directions or
even a chatbot to help them stay on track.
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https://activeinternetmarketing.co.uk/services/web-design/
https://activeinternetmarketing.co.uk/services/seo/
https://activeinternetmarketing.co.uk/services/cro/
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4+ Summary

g  What is User Journey?

A * Build a user persona to identify the intentions of the user journey.
Motivations > Lifestyle > Emotions > Touchpoints and Channels > Pain points

* Build a user journey map

- Setting off > Sign-posting > Potholes > Service stations

< ° Determine your end goal.
< Optimise your landing page.
. * Create multiple routes for your user journey.
* Improving your website’s user journey is an ongoing process
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