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Objectives 

ÅLearn How To Evaluate Your Website Like A User 

ÅIdentify Common Issues That Hamper User Website 
Experiences 

ÅDevelop A Plan To Prioritize The User Experience 

 

 



Can They Find You? 
 

 



Think Like A Consumer 

ONLY 1 LEFT 



Do You Offer A Choice Of Calls To Action? 



Fresh Content, Social Links & Reviews 



Does It Represent Your Brand & Culture 



Is It Hard To Navigate Or Timeout? 



Is It Visually Appealing 



Is There Too Much Text? 



Can They Reach A Real Human Being? 



Can They Complete An Easy Transaction 



Is It Secure? 



Hold A Focus Group ς A Painful Exercise 

 



Are You Measuring Visitor Behavior? 



Getting Back to Basics 

Website Design 

 

Janet Hazen 



Basics Right? 

Aesthetics 

Haptics Heuristics 

Perfect 
Website 
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AESTHETICS:  

Is it pretty?  

Do people like it?  

Is it on brand?  

HAPTICS:  

Is it engaging?  

Do people want to touch it? 

Are they compelled to 
interact?  

HEURISTICS:  

Does it function?  

Can people get from point 
A to point B easily?  



WHY DO THESE MATTER? 

91% 

Of customers have 

walked into a 

business based on 

their online 

experience 

82% 

Of customers make  

in-store purchases 

after researching 

them online/mobile 

89% 

Of customers 

conduct their 

research using 

online search 

engines 

Meet Customer 2.0! 
Where Customer 1.0 loves traditional marketing efforts, Customer 2.0 is 
mobile, social and ALWAYS connected! 

Google/Nielsen study 



HOW ARE WE DOING IT NOW? 

Ȱ3Ïȟ ) ÓÁ× ÔÈÉÓ ɍÉÎÓÅÒÔ ÆÅÁÔÕÒÅ ÈÅÒÅɎ ÏÎ ɍÉÎÓÅÒÔ ×ÅÂÓÉÔÅ ÈÅÒÅɎ ÁÎÄ ) 

ÔÈÉÎË ×Å ÓÈÏÕÌÄ ÕÓÅ ÉÔ ÏÎ ÏÕÒ ÓÉÔÅȢȱ 

Using search boxes as our example: 

When approaching website enhancements/changes, we get 

cues from implementations on other sites and applications. 
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AESTHETICS:  

Is it pretty?  

Do people like it?  

Is it on brand?  

HAPTICS:  

Is it engaging?  

Do people want to touch it? 

Are they compelled to 
interact?  

HEURISTICS:  

Does it function?  

Can people get from point 
A to point B easily?  



HOW WE SHOULD BE DOING IT! 

We should still watch and gain cues 

from other websites, and must be 

open to consider industries outside 

our own for our research. 

üHospitality 

üRetail 

üFood/Beverage 

üTechnology 

üAutomotive 

üBlogs 

 



TOP 2015 WEBSITE TRENDS 

1. Responsive Design 

2. Flat Design 

3. Scrolling 

4. Typography 

5. Large Images 

6. Infographics 
LoungeLizard.com 



KEY TAKEAWAYS 

1. Ask questions! !ǎƪ ȅƻǳǊǎŜƭŦ ŀƭƭ ƻŦ ǘƘŜ Ψ.ŀǎƛŎΩ ǉǳŜǎǘƛƻƴǎ ŀōƻǳǘ 
your website as a whole and of every aspect of it. Have you 
kept your focus on your end user, your Customer 2.0? 

 
1. Test, test, test! 5ƻƴΩǘ ōŜ ŀŦǊŀƛŘ ǘƻ ǘǊȅ ƴŜǿ ǘƘƛƴƎǎΣ ōǳǘ ōŜ ǎǳǊŜ 

to test everything to determine if it stays or gets cut.  Utilize 
either free or fee A/B testing programs. 

 
1. Go Mobile! LǘΩǎ ǘƛƳŜΦ LŦ ȅƻǳǊ ƻǊƎŀƴƛȊŀǘƛƻƴ Ƙŀǎ ƴƻǘ ƛƴǾŜǎǘŜŘ ƛƴ 

going mobile via responsive design or a mobile site, you will 
not be reaching your desired customer in the next 12-18 
months.  



Windsorcommunities.com: 
From glossy magazine to Leasing Machine 

 

Christi Samuelian 



The Challenge 

Å5 year old design 

ÅLacked sophistication, UX & 
efficiency of peer sites 

ÅWeaknesses 
ïLacked messaging  

ïOutdated SEO  

ï Inflexible custom design/cms 

ïLimited transactional 
functionality 

 



The Goal 

ÅDrive traffic to site through SEO 

ÅConvey a favorable first impression of Windsor  

ÅCreate a positive user experience 

ÅOffer enough information so prospects take the next step 

ÅProvide a strong call to action 

ÅCŀŎƛƭƛǘŀǘŜ ǘƘŜ ƭŜŀǎƛƴƎ ǘǊŀƴǎŀŎǘƛƻƴ ƻƴ ǘƘŜ ǊŜƴǘŜǊǎΩ ƻǿƴ ǘŜǊƳǎ - 
day, night, in person, online  

 

$ GET MORE RENTALS $ 



The Research 



The Result 
.ŜŦƻǊŜΧ !ŦǘŜǊΧ 



The Sales Funnel 



Performance 

16 Properties 
Same Store 

Old 
 (6/13 ς 9/13) 

 

New 
(6/14-9/14) 

 

Performance 

Total Visits 138358 219743 59% 

Pages/Visit 8 3 -60% 

Avg. Visit Duration 5 min 2.5 min -50% 

Leads 39%! 2360 3274 



Next Steps 



Takeaways 

ÅResearch. 
ïWhat do your prospects want today?   

ïWhat are the trends you need to plan for? 

ÅBuild a good foundation for growth.   
ïStart with the basics. 

ï Invest in SEO. 

ÅKeep it clean. 
ïCut out the clutter. 

ïLess is more. 

 
 







Users expect ubiquity 
in their 
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offline or online. 

Mobile is 
influencing 
nearly every 
aspect of the 

customer 
journey.  

Consumers expect  
1 to 1 dynamic 

marketing. 

If we only have 8 
seconds, immediate 
impressions matter. 
 


