


This page was designed with the user in mind, first figuring the answers to some of the key 

points on this page (what is the user’s goal, what do they need from this page, are there any pain 

points of the user journey, and what do I need them to do). I spent most of my time with the 

research process (figuring out the answers to the prior questions, researching keywords, calls to 

action, etc.). Once I felt like I had researched every part of the user’s journey, I was then able to 

tie it in with the design and layout of the page. The research was key in the process of designing 

this page because without it, I would be designing and creating a layout blindly. Everything from 

color choice to word choice to location of buttons is decided based on prior research that relates 

to the user’s journey.  

During the research process of redesigning this landing page, I found that important elements of 

well designed landing pages include having customer testimonial (to help build trust with 

between the user and brand), return policy stated clearly (to inform and give clarity to the user), 

easy to find contact information (good usability practice), clear call to action (which reflects the 

campaign goal), consistency throughout the page (creating a clear goal to the user), and an 

attention driven design (using a strong hierarchical structure to guide the user throughout the 

page). I reflected on my previous rounds of Stukent to gain insight on which keywords are 

performing well, making sure to include these main keywords strategically throughout the page 

in both titles and subtext.  

Once the research was completed, I started the layout by using an attention-grabbing image to 

really draw the audience into the page. At the top of the screen, I included information about a 

flash sale create a sense of urgency, boosting the idea of FOMO (don’t miss the sale and don’t 

miss out on this great product) and also to hit some of the potential pain points in the customer 

journey (can I afford this product? Is shipping included? What if I don’t like the product – can I 

return it?). Using the GoPro color scheme, I added in subtle hints of blue and orange to draw the 

audience’s eye to parts of the page which I want them to see. The top of the page includes a 

brief explanation of why the user should own a GoPro along with a strong call to action “add to 

cart.” However, the audience has a choice to keep reading on if they feel that they need more of 

persuasion to buy the camera or if they are just interested in reading more of the technical 

specifications. With both the price point and nature of the product, it is likely that the audience 

will want detail on the specifications or at least to glance at them. The next section includes the 

specs of the GoPro both in icons and in detail. Below there, there is another call to action “buy 

your GoPro,” with the flash icon next to it as a reminder that there is a sale.  

Below the details on the GoPro, there are detailed reviews of the company given from real 

customers. This will help to build trust between the user and the company and hit another 

potential pain point of the customer (can I trust this online company?). Information on how the 

user can reach the company is clearly stated below that, showing the user that the company is 

willing to be available and ready to answer questions for them (building more trust and showing 

a willingness for good customer experience). As with most ecommerce companies, I included 

easy to find buttons for social media and a subscribe now button for email (to help build the 



email list for future marketing). At the very bottom of the page, I included an icon to represent 

that the site is trustworthy (to help further persuade the audience that they can trust this site).  

The prior landing page was missing most of these details, all of which could be reasons as to why 

the landing page was performing so poorly before. Every last detail of this landing page was 

carefully designed to help persuade the audience to complete the call to action (buy the hero 4) 

and to help get to the know the audience after the page has launched. By creating a longer 

landing page, with a larger amount of information, and by placing two different buy now 

buttons, it will be easy to monitor metrics to see how the audience is using the page in the 

future. For example, if the audience is not spending a lot of time on the page but they are 

clicking the “buy your GoPro” button, it is likely that they scroll through the page and glance at 

the icons but do not read the page in depth. Knowing this, down the road, the page could be 

shortened to include more icons and the “buy your GoPro” button could be used as the only call 

to action on the page if it is outperforming the “add to cart” button.  


