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From acquisition fo
checkout

Reinventing your digital
customer journeys
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— Focus for today’s presentation

Showcasing the Five quick fire tips to
brands delivering great enhance your
customer journeys visitor’s journeys

Three key stats and

why you should care




—— Visuadlise customer journeys
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ok Analyse visitor
“aus journeys for any
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range or device




— Understand content performance

Visualise how visitors
interact with each
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I'/ website or app
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From acquisition to
checkout: a look at the data
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— The Digital Experience Benchmark Report

NEW VS. RETURNING USERS

5@@/ Returning users
DIGITAL EXPERIENCE 7 s e
BEN C HMARK Make new customers, but keep the old. Across allindusties,
44% of traffic was made up of new users last year, mean-
ing every one in two visitors was an existing customer. Even
s
CX PERFORMANCE ACROSS [0+ INDUSTRIES when consumers were trying new online digital experiences
in 2020, many remained loyal to brands they know and love.
After all, without the ability to walk around a shopping centre

and discover new brands in-person, many consumers decid-
ed to stick to their tried and true favorites online.

~— The Rate of New vs. Returning Users by Industry
All Industries 44% 56%
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— 46% of visitors are new visitors, 56% returning

— The Rate of New vs. Returning Users by Industry Questlons tO aSk
All Industries  44% 56% you rself
m Apparel 9
Do your new visitors
@2 Automotive y .
have a different
&> B navigation journey?
@ Beauty
Consumer s Which parts of your
Electronics P . .
. i customerJourney are
[32] Energy 54% | aq .
o visitors dropping off?
@ Financial —
Services : Why?
@ Grocery 56% |
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Travel
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buying session

Avg. Pageviews per Corversion
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___ On average, visitors view 26 pages per

- Average Pageviews per Conversion Session by Industry
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Questions to ask
yourself

Which pages are
viewed the most during
a buying session?

Can you identify any
looping behaviour
(going back & forth on
certain pages)?




— Over 45% of content goes unseen

Question to ask

yourself
— Percentage of Content Unseen by Indust Al industries
g 4 ¥ aversge: 5% => Do you know the
behaviours each item

—~ 60% [r— 2 . .
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— The Digital Experience Benchmark Report

NEW VS. RETURNING USERS

DIGITAL EXPERIENCE 6% i Would you like a

B E N C H M A R K Make new customers, but keep the old. Across all industries,
44% of traffic was made up of new users last year, mean- Co

CX PERFORMANCE ACROSS 10+ INDUSTRIES ing every one in two visitors was an existing customer. Even H
when consumers were trying new online digital experiences
in 2020, many remained loyal to brands they know and love.

After all, without the ability to walk around a shopping centre

and discover new brands in-person, many consumers decid-

ed to stick to their tried and true favorites online.

— The Rate of New vs. Returning Users by Industry
Allindustries  aa% 56%
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Customer journey wins:
from acquisition to checkout

2 examples



‘
Leeds Building Society

USE CASE 1

Increasing conversion on savings
pages (BFSI industry)

NNNNNNNNNNNNN




—— INSIGHT: looping behaviour identified between product
page and product homepages

Hypothesis

This behaviour was
caused by users trying to
compare products, so the

team looked at journeys of
a specific segment: users
arriving from comparators

Savings
product page
visitors

Journey Analysis shows looping between full savings range (blue)
and product pages (orange)
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— ANALYSIS: users were spending a long tfime reading CX.§|rcIe

o That means savings are free from UK Income Tax

* AnISA doesn't count towards your, Savings Allcwance

- voucansawbet\veenf_lamm@gf;‘@;

o Easyto apply and manage. sither in= or by post

» All our ISAs aliow transfers in of funds from previous tax years
WTTMW,M“”“S% free [5As to see which one warks best fof

you You can find

In the event that the balance falls below the minimum operating balance as stated
within the relevant product details below, the rate of interest which shall apply is

currently 0.05% Tax-Free§ p.a/AER? (variable). These accounts are not flexible cash
ISAs ing any t withd cannot be replaced and will count

S4s B

[ |

Closed lssue Accounts (POF)

‘ _— - Savings Terms & Conditions
oo TP ‘ e Power of Attorney
wnather 4:{3 ‘-8 Letus know about a death
FODC Aftar v iy Changes to payments.

Exposure Time on the Cash ISAs page

C‘J CONTENTSQUARE



—— ACTION 1: Redesign product homepages
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Pre-October page
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October

.

Phase 1 — redesign (Nov)

CXcircle
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—— ACTION 2: Redesign product detail pages CXcircle

POWERED BY ‘J CONTENTSQUARE

| 4
Leeds Building Society

Mortgages v Lifeplanning v Insurance v Knowledge Base LRSS Your Society

Leeds Building Society

LB Savings Mortgages ~ Lifeplanning v Insurance v Knowledge Base

1 Year Fixed Rate Access Bond

Member Log in
You e hare: Horms > Sarions > SashISAS > 1 Your Fiec Rate Cash 1SA sue 138)
We've won Best 8 é 3 Interest rate
Building Society  |— 1 Year Fixed Rate Cash ISA (Issue 138) 0.50%
Interest e, Savings Provider bt
tht ty of 8 fred rat 2016, 2017 —_— An Individual Savings A S ki ERRFTEe ISt On Your Eavirigi: This one ais
Al ool B [ A e e :
oods B % The term s ixed unt 31 March 2021

The term is fixed until 03 October 2021

Account Name 1 Yoar Fined Rate A s 202 Our Savings Accounts
What s thenterest

0.05% Gross* p.a JAER variable.
rate? .

This might be right for you if... Some things to bear in mind...

Can Loeds Busbdng
Socrety change the
terest rate?

5 Ready to apply?

Full Savings Range

L L - Before you apply, please read the Summary Box below.
after 12 month based

r s Product Te s Conditions (F
o €1000 deposit? Cacs

F) General Terms & ¢ o Start my application iz

octc

Egbabty.

Savings Terms Explained

Summary Box

- seful Videos

4t ome sccount per customer

Savings Interst & Taxation

Account Name: 1 Yesr Fixed Rate Cash ISA lssue 138

Before After

N
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—— ACTION 3: Infroduced a comparison tool
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What's my Personal Savings Allowance?

What's a Cash ISA?

What's a Bond?

Do | have other options with Leeds Building Society?

Need some extra help? Take a look at our Savings Jargon Buster.

Here's what we've got for you...

Filter v

Product Name

1 Year Fixed
Rate Cash ISA

(Issue 138)

2 Year Fixed
Rate Cash ISA

(Issue 134)

Interest Rate @

0.50%
Tax-Free
p.a./AER Fixed

Paid Annually

0.60%
Tax-Free
p.a./AER Fixed

Paid Annually

Min. to Open @

£100

£100

Withdrawals

Yes. but with 60
days'loss of
interest

Yes, but with 150
days'loss of
interest

<

|

Account Opening

% Branch

L1 online
E Post

;e Branch

1 online
@ Post

Get Started B

More Information ‘

Get Started

More Information !

Cngde
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—— Results

Increase in average

conversion rate of 8 OO/
product pages (o)
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For some product
pages, that
conversion was /
/




NEW LOOK

USE CASE 2

Improving basket journeys
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—— CONTEXT: Empty basket page
design

New Look tested a new

design on the basket page

to prevent users adding to

bag from different devices
from losing their items.

The aim of the test was to join
these cross-device journeys
up and provide a seamless
journey across device, by
giving users the option to
register for an account after
viewing an empty basket

page.
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VARIANT

NEW LOOK

© < &
NEW LOOK

= Q © Q -

Oh no! Your bag's empty. Tim

0
-
(o]

((e]
[o]
“
4.
o]
(&)
(&)

5

(8]

Register

Any delivery discount will be calculated at checkout
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___ INSIGHT: More users reached the login e
. . . See it in action with session
page with the variant version replay

8% of users NEW LOOK
= Q ©® Qo [

reached the login

page directly from \
the basket v. 3.5%

within the control
My Bag (0)

[/

Oh no! Your bag’s empty. Time to go shopping!

®

Sign in to view styles left in your bag
and all of your saved items.
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— RESULT: 123% increase in users viewing login

{T IMPROVED VISITOR CONVERSION The test ran for 9
days, reaching 99%
statistical

4}}¥ +123% USERS VIEWING LOGIN PAGE AFTER significance, the
. EMPTY BASKET variant experience

proving to be the

winner
@ +12% LOGGED IN VISITS
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Improving visitor journeys /////////

5 UX quick wins
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— Quick win one:
Primary & secondary CTAs

A\ 4 Sketch For Designers For Teams Resources v Pricing SICOULI Try for Free

The best products
start with Sketch

Create, prototype, collaborate, and bring your ideas to life
with the design platform used by over one million people
— from freelancers, to the world’s largest teams.

Try for free See pricing ®
Fully featured 30-day free trial. Sketch requires -
macOS Mojave (10.14.4) or newer. . .

Bring the whole team together
— Start a free, 30-day Teams

N
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Common mistake

Not giving visitors the
option to explore different
CTAs

Best practice

Put emphasis on the main
CTA but give visitors the
option to explore other
options if they are not
ready to commit




— Quick win two:
Make menus
more visual

N
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X

Styles

Lifestyle

Featured

Spring/Summer 2020
Sale
About Us

Help

Common mistake

Overwhelming long lists
of text for categories

Best practice

Give context by
displaying images of
products




— Quick win three:
Review your non-clickables

Respond to Reviews G/aSSdoor /'5 a[ tha[ 5Weé’l‘ Sp‘ Co m m o n m istq ke

Matured oyt of the Crazy start

the right | :
Job seekers want to BNt leaders in place ¢, i i
hear your voice 1 Wé‘rest///ngW/hgrap/d/y n Havmg te),(t on ,page LR
m looks like it’s clickable

Responding to reviews is a way to show them
who you are and what you stand for. It
provides transparency and gives people
confidence in your company.

click
r’\' u
recurrence Best practice
Candidates read a§t4 reviews before Ensure you can identify the
forming an opinicn@bout a company.**

content that results in ‘rage

clicks’ and make it
clickable. It can also inform
your content architecture.

1.63%

click rate

Brand Advertising

Reach the talent
you're looking for

Brand advertising helps you tell your
company story to the candidates you're
searching for - even if they're not searching
for you. Our brand ads allow you to target
audiences on the Glassdoor platform and
across the internet.

Contact Sales
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— Quick win four:
Q "
f. 25% off all AE jeans & joggers! Shop Women | Shop Men
Sticky CTA

$59.95 $29.97

Style: 8791-8171
> Color: Soft Muslin
T Sy Size: 32B
Item Price: $59.95
Qty: 1

Common mistake

Checkout CTA disappears
when browsing cart items

Move to Favorites Edit Remove

AE 360 NE(X)T LEVEL CURVY
HIGHEST WAIST JEGGING
$49-95 $37.46

Style: 3439-2276
Color: Deep Navy
Size: 0 Long

Best practices

Item Price: $49.95 Have a CTA WhiCh

Qty: 1

remains sticky as users
scroll through their cart

Move to Favorites Edit Remove

g AE 360 NE(X)T LEVEL CURVY
: HIGHEST WAIST JEGGING

oy $59.95 $44.96 ®
= CHAT
SUB TOTAL: $170.34

N PROCEED TO CHECKOUT
‘J CONTENTSQUARE




— Quick win five:

PROSPER
Make more Common mistake
efficient forms Weloomel Lot et sared Distractions and
How much would you disruption during form
like to borrow? completion

< ADD NEW ADDRESS

$10,000 Best practice

Town/ciry Auto-populate with input

Buffalo

suggestions for
'S\ITE::/TE Countries to aVOid Iong

New Hampshire New Jersey New Mexico New York
drop-downs.

ZIP CODE

QWERTYU I OFP

S
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—— Connect with us on Linkedin CXcircle

Senior Customer Success Manager Snr. Director of Marketing - APAC

Mathilde Soler Matthew Robinson
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