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Usability Test, UX & Conversion
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UX e Optimised page
it SEO
* Clear information e Use of appropriate headings L
structure e " ® Optimizing

¢ Well-designed navigation the code and content
¢ CTA buttons for search engines

for easy contact with * Mobile-friendly interface
the company

e Link building

e Website loading
speed
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Usability Test

Usability testing is a method of testing the
functionality of a website, app, or other
digital product by observing real users as
they attempt to complete tasks oniit.

The goal istoreveal areas of confusion and
uncover opportunities to improve the overall
user experience.
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Usability Test

Checklist

Bringing in new users to test your site and/or observing how real people
are already using it are effective ways to determine whether your visitors:

Understand how your site works and don't get 'lost’ or confused

Can complete the main actions they need to

|

|

B Dontencounter usability issues or bugs
B Haveafunctional and efficient experience
|

Notice any other usability problems

More UX testing checklists:
https://www.nngroup.com/articles/usability-test-checklist/

https://www.userzoom.com/blog/a-framework-for-prepaing-your-r
emote-usability-test/t


http://www.nngroup.com/articles/usability-test-checklist/
http://www.userzoom.com/blog/a-framework-for-pre-
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SEOptimer Audit - Usability

Audit Results for icwgroup.com

B+

Your page could be better

Report Generated: 22 June 10:47PM G TIESRESTTI NG

COO

Usability Performance Social Security
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SEOptimer Audit - Usability

i Your usability could be better
. |

Device Rendering

IF YOUR //m/; “.

@ oW

[
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SEOptimer Audit - Usability

Use of Mobile Viewports

Your page specifies a viewport matching the device's size, allowing it to render appropriately across devices.

Flash Used?

No Flash content has been identified on your page.

iFrames Used?

Your page appears to be using iFrames. iFrames are discouraged as they can complicate navigation of content in mobile and have historically been
harder to index for search engines. There are particular coding libraries however such as Google Tag Manager that require iFrames as part of their
functionality.

Favicon

Your page has specified a favicon

Legible Font Sizes

There is some text on your page that is small and may not be legible enough for particular users. We recommend reviewing all text on your page in
different devices to ensure that it is of appropriate size.

Show details

Tap Target Sizing

Some of the links or buttons on your page may be too small for a user to easily tap on a touchscreen. Consider making these tap targets larger to
provide a better user experience.
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HotJar Usability Test

All-in-one Analytics & Feedback

d
hotjar
~ w®
/ \
/ \
¥ b}
Analytics Feedback

How are our users behaving? Why did they behave this way?

HEATMAPS =] INCOMING FEEDBACK

RECORDINGS [i] PoOLLS

FUNNELS &) SURVEYS
FORMS () RECRUITERS

[
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HotJar Analytics — Heatmaps

Heatmaps help you understand what users want, care about, and do on your website
or app by visually representing their clicks, taps, and scrolling behavior

Hotjar HOTIAR LTO

www.hotjar.com [l

[Bowlom u om0
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HotJar Analytics — Visitor Recordings

With Visitor Recordings, you can watch recordings of your visitors’ browsers as they
click, tap, scroll, and navigate across the pages of your website or app, which helps
you spot the usability issues and obstacles they encounter.

Find the right plan for your organization:

W

For personal projects and sites with low traffic.
BASIC 24

User went to personal plans
FRIEFOREVIR

10,000 pageviews £ day
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HotJar Analytics — Funnels

Funnel reports help you identify where your visitors are commonly dropping off
(leaving) your website: once you know, you can find your biggest opportunities for testing and improvement.

& Refes Friends

Homepage to checkout o runniL

2015-05-18 - 2015-05-28

Checkout Thank you page

52.7%

WATOH
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HotJar Analytics — Forms

Form reports help you analyse your forms and discover which fields take too long to fill, which are left blank, and why
your visitors abandon your form—so you can work on testing and improving the situation.

Q) eter riends
Hotjar HOTARLTD
> Sign-up Form o
sessions CONVERSION RATE
59.873 6.1%

Name Phonenum..  Password Confirm Pas..

© @© 16.42 sec

® naw

ot
59,873
9.231 Visiors (15.4%) left the

Page without interacting with
the form.

©

112 out of 3..
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Web Vitals

Essential metrics for a healthy site
L]

Loading
Largest Contentful Paint (LCP)

Interactivity
First Input Delay (FID)

Visual Stability
Cummulative Layout Shift (CLS)

Search signals

for page
o experience
Mobile Friendly .
Safe Browsing _—
HTTPS _—

No Intusive Interstitials =




Digital Technology School

= i Skill
Search Engine Optimization | SKILL ACCELERATOR BOOTCAMP =:) Purwadhika Recelerator

Web Vitals

(Loading) (Interactivity) (Visual Stability)

LCP FID CLS

Largest Contentful Paint First Input Delay Cumulative Layout Shift

4.0 sec 100 ms 300 ms 0.1

Largest Contentful Paint (LCP): measures loading performance. To provide a good user experience, LCP should
occur within 2.5 seconds of when the page first starts loading.

First Input Delay (FID): measures interactivity. To provide a good user experience, pages should have a FID of less
than 100 milliseconds.

Cumulative Layout Shift (CLS): measures visual stability. To provide a good user experience, pages should
maintain a CLS of less than 0.1.
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Search Intent & Content Relevance

THE THREE PILLARS OF SEARCH INTENT

INFORMATIONAL NAVIGATIONAL TRANSACTIONAL



Search Engine Optimization | SKILL ACCELERATOR BOOTCAMP

—=D Purwad hika iléglelerator

Digital Technology School

Search Intent & Content Relevance

| Want to Know

How to play Pokemon GO
How to Play Powerball

How tall is the Empire
State Building

| Want to Go

Where is Bali
What to do in Vegas
Where do | vote

| Want to Do

Snow cream recipe
4-week ab workout
How to make slime

| Want to Buy

Coffee nearby
Grocery store near me
Nintendo Switch
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Search Intent & Content Funnel

Informational
Intent

The searcher is looking
for specific information on
atopic.

Query contains 'guide’,
‘tutorial’ or question
words such as

‘who’, ‘'how’, etc.

Pre-awareness

Awareness

Consideration

Decision

Navigational
Intent

The searcher is
looking for specific
webpage or site.

Query includes the name of a
brand, product,
or service.

Commercial
Intent

The searcher
is considering a
puchase.

Query may contain
product modifiers like
‘best’, ‘cheapest’, ‘top’, or
‘review’.

Transactional
Intent

The searcher
wants to
puchase something.

Query may contain such
words as ‘buy’, ‘price’,
or ‘coupon’.
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Click-Through Rate (CTR)

NI
Click-Through Rate

Organic click-through-rate (also known as “Organic CTR”), is the
percentage of searchers that click on a search engine result. Organic CTR
is largely based on ranking position, butis also influenced by a result’s title
tag, description, URLand presence of Rich Snippets.

Best Practices: Brackets in title, include numbers in title, short URL,
‘emotional’ description, add year into title and description, clickbait (if
possible), rich snippets/sitelinks

https://sumo.com/kickass-headline-generator/
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Dwell Time

Or average session duration

What Is Dwell Time?

Dwell Time is the amount of time that a Google searcher spends on a page
from the search results before returning back to the SERPs. Many SEO
professionals consider Dwell Time an important Google ranking signal.

Best Practices: Embed videos, write longer content, maximize
site/page speed, mobile-friendly, check google analytics (avg session
duration), COC.



=)Purwadhika | <\, ..o,

Digital Technology School

Search Engine Optimization | SKILL ACCELERATOR BOOTCAMP

Pogo Sticking

fe -
Unsatisfied organic clicks .
Pogo sticking is when asearch engine users visits several different
search results in order to find a result that satisfies their search query. | A P |

= 7 4
Best Practices: Match user and content intents, reduce bounce rate,
add videos, COC, more comprehensive and longer contents %
g .
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Bounce Rate

Unsatisfied organic clicks

What Is Bounce Rate?
Bounce Rate is defined as the percentage of visitors that leave a webpage without taking
an action, such as clicking on a link, filling out a form, or making a puchase.

Bounce Rate isimportant for three main reasons:

I Someone that bounces from your site (obviously) didn't convert. So when you
stop a visitor from bouncing, you can also increase your conversion rate.

R %

Il Bounce Rate may be used as a Google Ranking factor. In fact, one industry study found
that Bounce Rate was closely correlated to first page Google rankings.

Ahigh Bounce Rate lets you know that your site (or specific pages on your site)
has issues with content, user experience, page layout or copywriting.

Best Practices: Match user and content intents, add videos, COC, more comprehensive
and longer contents, site speed/page speed, content is readable, internal links, use HotJar.
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Bounce Rate & Google Position

BOUNCE RATE

O
4
-
<
[+ 4
z
<
=
o
(a]
w
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<«
o
w
>
<«

GOOGLE POSITION
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The Average Bounce Rate

30UNCE RATE RANGE IS BETWEEN 41-519

41-51%

Best Practices: Match user and content intents, add videos, COC,
more comprehensive and longer contents, site speed/page speed,
content is readable, internal links, use HotJar



Search Engine Optimization | SKILL ACCELERATOR BOOTCAMP

=)Purwadhika | <\, ..o,

Digital Technology School

Conversion

Macro Conversion

A macro conversion is the primary
conversion on a website, for example a

completed sale on an ecommerce site or
completed lead generation form.

A

Micro Conversion

A micro conversion relates to smaller
engagements such as a newsletter sign up

or a user watching a product video. Micro
conversion can often percede the macro
conversion.
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Content for the Buyer's Journey

Checklists Attraction Viral content

White papers Infographics

Bz B B2C Blog posts

Videos

Industry reports
Webinars

Case studies Buyer guides

Consideration
Product

demos
Reviews

ROl calculators

Testimonials

Conversion
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Sales Funnel Types

Collect Emails
Build a new email list and start building
and engaging your email list.

Build Trust

Get an audience to your webinar whether
it is live or automated replay.

Sell Product / Service

Sell your products or services
with a variety of funnels.

— 9
Follow Up

Upsell existing customers
with follow-up funnels.

“50)-
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Sales Funnel Example

Ox AUTOS carakerja Lokasi Tentang Kami @ indonesia v

Pilih Merk v

Jual mobjl kamu dengan I
instan, aman dan
nyaman! I

° Gratis cek perkiraan harga jualimobil

° Gratis inspeksi mobil

@ Penawaran dan pembayaran instan P

+62 Nomor HP tanpa ‘0’ di depan

Pl Saya telah membaca dan setuju dengan Syarat dan
Ketentuan yang Berlaku

I Cek Harga Jual Mobil
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Sales Funnel Example

~ sproutsocial Contact 1.866.878.3231 & | Login ~

Product ~ Customer Stories Pricing Resources ~

Try Sprout Social for free with a 30-day trial

® Discover the most robust and cohesive social media business solution, built to scale. Upgrade as you grow or cancel anytime.

Standard Professional Advanced

Start Your Free Trial Start Your Free Trial Start Your Free Trial

$99 per user per month $149 per user per month $249 per user per month I
(| No credit card required No credit card required « Request a demo No credit card required « Request a demo I
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Homepage vs Landing Page

Homepage Landing Page

Objective Direct visitor to other pages Deliver specific content

Visitor Intent Broad range Specific, targeted

Traffic Sources Varied Specific campaign

Navigational Full navigational menu None (or minimal)

Content Business info and messaging Specific to call-to-action

Desired Action Draw visitor deeper into site

Single call-to-action (subscribe or contact us)
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Copywriting Flow

SLIPPERY SLIDE

Headline

Get's them sucked in

Next line

Get’s them sucked in more

Next line

Get's them sucked in even more

Last section

Get's them to take action
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Headline Generator

Kickass Headline
Generator

Write engaging titles like a boss!

About Numbered Lists How To Explanatory / Why

Strong_/ Controversial Fun / Playful

DlY Headline Formulas
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Al Copywriting Tool

Copywriting
simplified.

Introducing the end of writer’s block.
With CopyAl’s automated creativity tools,
you can generate marketing copy in seconds.

Start your free 7 day trial

Try making a product description for
Dunder Mifflin's paper!

Product Name

Dunder Mifflin

Product Description

Premium paper for small businesses

/‘ru
Y cliog-
m e |
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Landing Page Builder

< Brizy

Create Highly Converting Landing
Pages & Websites in a Breeze

Connect with potential customers, collect leads.

START for FREE B Watch Video

‘ N ‘P’ro’(iucl of the Day
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Landing Page Checklists

Write Your Headline (SEQO)

How To Double Your
Site’s Conversion
Rate (In 30 Minutes)

Make a Compelling Offer
Use Multiple Opt-in Forms
Add a Call to Action

Use Social Proof

Remove Distractions

Build Your Squeeze Page

Optimize For Search Engine
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HEADUINE =
HEADLINE = Get 87% More Views on BOLD PROMISE

il Your YouTube Videos
(In 20 Minutes)

Hubspdt  YAHOO!

BULLETS

PROBLEM

AGITATE TESTIMONIALS

Ao INTRODUCING OUR PROOUCT

LOTS OF
CALL-TO-ACTIONS
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Landing Page A/B Testing
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CRO Insights

Conversion Rate Optimization (CRO)

.

. ‘ is the practice of optimizing your website to maximize the number of people that take a
/ desired action, such as signing up for a newsletter or making a purchase.

/ As you might expect, a “conversion” is the specific action that you want visitors to take.

m Do yourunan Ecommerce site? Then a “conversion” is buying one of your products.
Are you a blogger? Then a “conversion” is signing up for your email newsletter. Are you a

\

\
\

SaaS founder? Then a “conversion” is signing up for a free trial.
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Copywriting Formula

THE "AIDA” FORMULA

ATTENTION

INTEREST

DESIRE

ACTION
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Marketing Offer Structure

STRAIGHTFORWARD
SUBJECT LINE

_ >

THE DETAILS

THE CTA

25% Off Sale

Hey everyone!

For the first time ever, we're offering 25% off our entire catalog.

Talk Soon,
Brian

PS.

Intriguing Subject Line

Use a subject line that will
make someone curious about
what’s inside your message.

Irresistible Offers

Start with something SUPER
compelling and irresistible
offers. That way, you hook

your reader right off the  bat.

CTA

use a CTA that provoke
valuable actions
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Thank You!

PURWADHIKA HEAD OFFICE EMAIL
BSD Green Office Park 9 - G Floor, admission1@purwadhika.com
BSD City, Tangerang, Banten admission2@purwadhika.com

— 1 SN
v _3 gg&rmeoggh!boaﬂ Accelerator
admission3@purwadhika.com ‘

CAMPUS BRANCHES

Purwadhika BSD .
Purwadhika Jakarta www.purwadhika.com

CONTACT ‘
021- 5012 3161

0813 - 1867 8671

0812 - 8060 7160

WEBSITE




