


3 Ways to generate more leads from 
your website 
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● User Experience Designer 12+ years
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● Lead Experience Designer at IoT.nxt

● Certified Usability Analyst from HFI

https://www.linkedin.com/in/jaco-de-wet-05b70712/
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How to get user journey 
data from Google Analytics

Find the problem areas



Reconsider what you know to be true 
and allow yourself to learn from 

your users’ behaviours!



Google Analytics
Behaviour Flow Reports
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Google Analytics
Behaviour Flow Reports

Time on page: 0.33 sec Time on page: 0.33 sec Time on page: 0.47 sec

Bounce rate: 43% Bounce rate: 24% Bounce rate: n/a

22% 14%



Users will use your site in a way you 
never imagined or intended



Google Analytics / Time on page



Google Analytics / Bounce rate



1. 2. 3.

Note the following

What obvious navigating 
patterns can you spot? 
What is repeatedly 
happening?

Can you motivate or 
hypothesise why the users 
are following this 
navigation journey?

Is this journey something 
you want or do you want to 
change their behaviour?



Differentiate between new & 
returning users



Consider that mobile and 
desktop could have 
different user journeys



Consider additional tools 
when you intentionally need 
to measure user behaviour

● Session replays

● Page heatmaps

● Advanced funnels & conversion tools



Activate

Now that we have data, make it 
easier to consume



Document what you 
know to be true and 
make some assumptions 
along the way



Are you sure you are 
giving the user what they 
need to commit?





When you embed yourself into your 
data, you will be able to better 

empathise with your user



1. 2. 3.

So what have we learnt?

The more you work with 
your data, the better you 
will get to understand 
what is happening and 
better empathise with 
users

When you don’t have data, 
start somewhere and use 
as a baseline. Make 
assumptions in the 
meanwhile until you can 
prove otherwise. 

Look at things more 
holistically. Find different 
ways to visualise and 
consume the information 
you have available to you. 
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Review content engagement 
and reduce bounce rates

Review the pages at fault



Data Pages





Look for inconsistencies in your page design



Are you being too aggressive / conservative 
with the buttons and colours on the page?



Especially relevant when looking 
at critical conversion pages







Why do users bounce (digitally)?

Not literally



1 2 3 4 5

Expectation 
mismatch

Unappealing 
website

Too many 
options

Organic search 
irrelevance

Lack of call
to action



Activate

Number 1 reason

Content



Research study
How people read websites

of the test users always 

scanned any new page

79%
read the pages 

word-by-word

16%

A newer study found that users read email newsletters even more 

abruptly than they read websites. 

https://www.nngroup.com/articles/how-users-read-on-the-web/ 

https://www.nngroup.com/articles/how-users-read-on-the-web/


Research study
There were four performance measures

● Time to read

● Errors reading & cognition

● Memory, being able to recall

● Site structure



Promotional writing 
(control condition)
using the "marketese" 
found on many 
commercial websites

Nebraska is filled with internationally 

recognized attractions that draw large 

crowds of people every year, without fail. In 

1996, some of the most popular places were 

Fort Robinson State Park (355,000 visitors), 

Scotts Bluff National Monument (132,166), 

Arbor Lodge State Historical Park & 

Museum (100,000), Carhenge (86,598), 

Stuhr Museum of the Prairie Pioneer 

(60,002), and Buffalo Bill Ranch State 

Historical Park (28,446).0%
improvement



Concise text
with about half the word 
count as the control 
condition

In 1996, six of the best-attended attractions 

in Nebraska were Fort Robinson State Park, 

Scotts Bluff National Monument, Arbor 

Lodge State Historical Park & Museum, 

Carhenge, Stuhr Museum of the Prairie 

Pioneer, and Buffalo Bill Ranch State 

Historical Park.

58%
improvement



Scannable layout
using the same text as 
the control condition in a 
layout that facilitated 
scanning

Nebraska is filled with internationally recognized 

attractions that draw large crowds of people 

every year, without fail. In 1996, some of the 

most popular places were:

● Fort Robinson State Park (355,000 visitors)

● Scotts Bluff National Monument (132,166)

● Arbor Lodge State Historical Park & 

Museum (100,000)

● Carhenge (86,598)

● Stuhr Museum of the Prairie Pioneer 

(60,002)

● Buffalo Bill Ranch State Historical Park 

(28,446).
47%
improvement



Objective language
using neutral rather than 
subjective, boastful, or 
exaggerated language 
(otherwise the same as 
the control condition)

Nebraska has several attractions. In 1996, 

some of the most-visited places were Fort 

Robinson State Park (355,000 visitors), 

Scotts Bluff National Monument (132,166), 

Arbor Lodge State Historical Park & 

Museum (100,000), Carhenge (86,598), 

Stuhr Museum of the Prairie Pioneer 

(60,002), and Buffalo Bill Ranch State 

Historical Park (28,446).

27%
improvement



Combined version
using all three 
improvements in writing 
style together: concise, 
scannable, and objective

In 1996, six of the most-visited places in 

Nebraska were:

● Fort Robinson State Park

● Scotts Bluff National Monument

● Arbor Lodge State Historical Park & 

Museum

● Carhenge

● Stuhr Museum of the Prairie Pioneer

● Buffalo Bill Ranch State Historical Park

124%
improvement



Content
There were four performance measures

● Time

● Errors

● Memory

● Site structure

Promotional language imposes a cognitive burden on users who have to 

spend resources on filtering out the hyperbole to get at the facts







Bounce 
rate

Content
engagement



Other content considerations

Ensure content is 
readable and easy to 
consume

Check your Information 
architecture is logical 
and prioritised

1. 2.
Test your content on 
desktop and mobile 
devices

3.



1. Information architecture 
is logical and prioritised

Users
Audience tasks, needs 
information seeking 
behaviour experiences

Context
Business goals, funding, 
politics, culture, 
technology, resources 
and constraints

Content
Document/data types, 
content objects, 
volume, existing 
structure

IA focuses on organising, 

structuring, and labeling 

content in an effective and 

sustainable way. IA



2. Ensure content is readable 
and easy to consume

Make use of online tools that will grade and 

assist in making your content easier to read. 



3. Test your content on 
desktop and mobile 
devices

Not everything needs to 

be accessible on both 

platforms. Make specific 

platform choices
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Formulating clear call to actions

Improve pathways





3 keys to a well designed 
and  functional button

SizeStructurePlacement



Placement



Placement



Placement



Placement



Structure



Structure



Structure





Structure



With buttons, size matters
Fitts’s Law



Activate

Please make a button look, act and 
respond like a button!

OKAY



Activate

Please make a button look, act and 
respond like a button!

OKAY



Content



Content
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A Dig through your analytics 

Assess your pages from a different perspective

Make some good looking buttons



Resources
Miro Customer Journey Map
https://miro.com/templates/customer-journey-map/ 

Research - Content Study
https://www.nngroup.com/articles/how-users-read-on-the-web/ 

Information Architecture
https://www.nngroup.com/topic/information-architecture/ 

Copy Test App
https://hemingwayapp.com/ 

Test site on mobile
https://developer.chrome.com/docs/devtools/device-mode/ 

Google Material Guidelines

https://material.io/design/guidelines-overview

https://miro.com/templates/customer-journey-map/
https://www.nngroup.com/articles/how-users-read-on-the-web/
https://www.nngroup.com/topic/information-architecture/
https://hemingwayapp.com/
https://developer.chrome.com/docs/devtools/device-mode/


More about buttons
https://www.kalamuna.com/blog/3-simple-tips-ux-button-design

https://uxplanet.org/7-rules-for-mobile-ui-button-design-e9cf2ea54556

https://material.io/components/buttons

https://www.kalamuna.com/blog/3-simple-tips-ux-button-design
https://uxplanet.org/7-rules-for-mobile-ui-button-design-e9cf2ea54556
https://material.io/components/buttons


Q&A



End



Our services
● Google Analytics training (to id UX issues)

● Configure Google Analytics 4 

● Real-time dashboards 

ferdie.bester@nightjarr.com

Book a timeslot

mailto:ferdie.bester@nightjarr.com
https://calendar.google.com/calendar/selfsched?sstoken=UU04YTJSUng0VFZnfGRlZmF1bHR8YjJhMDhhZTk5ZmFjNzAxNjVhYjgxZGZhYmUyMmZkMWE

