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Heuristic

Google Analytics Behavior Flows 

To understand what users are doing on the website 
now.  

Use this benchmark to validate changes to the XD. 

Research for this study is focused on booking an 
appointment user flow 

Analyzing page layout, user flow and interactions, 
copy, formatting and visual experience. 

Evaluate against UX best practices and typical 
behavioral human-computer interaction patterns. 

Recommendations to improve user task & goal 
completion.

Methodology
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Benchmark
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• Time frame analyzed

- Data from the past 12 months (10-31-2020 through 10-31-2021)

• Goals

- Identify user flow patterns

- Identify pain points and drop-offs

- Conduct heuristic analysis to identify opportunities for optimization on pages and 
flows

• Next steps

- Usability testing to understand why users are doing this

- Analysis of existing page flows as a flowchart

- Proposed page flows as a flowchart

Timeframe, Focus and Next Steps
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Methodology



Analytics and Heuristic Analysis



4.4% of all traffic 

1:31 min per session

Free Trial Contact Lenses

Find an Eye Doctor (Find a Doctor)
2-3% of all traffic 

3:39 - 4:48 min per session 

Two main entry points to the conversion flow



Free Trial Contact Lenses
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Out of 471k sessions on  
“Free Contact Lenses” page 

284k abandon  website from this page 
105k click to another page

82k submit the form
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46% enter here (215k)
- 43K Paid Search  
- 12k Social FT 

25% come from other pages

16% come from home page

Free Trial Contact Lenses
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Where they come from

Google Analytics Behavior Flows

Paid Search- FT: 43K 
Social FT: 12K
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389k do not complete the 
formFree Contact Lenses: Non completes

Where they go

60%  abandon the website

- 900 Paid search

- 115 Social

- 283k Others

4%    go back to home screen

3%    go to How to Get Contacts (beginning of flow)

1%    look at membership benefits

1%    Find an eye doctor

14%  go to product pages

19k   most go to ECP locator, homepage

5.1k  most go to free trial /go see /take-comfort 

Google Analytics Behavior Flows

Paid Search- FT: 900 sessions 
Social: 115 Sessions 
283k Others

1.73% from Social FT & Paid Search
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Other Pages
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64k go to other pages

60% Explore products

3%    Find a doctor

3%    Prepare for appointment

3%    MyAcuvue subscriptions

Google Analytics Behavior Flows
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Google Analytics Behavior Flows
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Free Contact Lenses: Non completes

What they do

60%  abandon the website

17%   submit form

14%  go to product pages

4%    go back to home screen

3%    go to How to Get Contacts (beginning of flow)

1%    look at membership benefits

1%    Step 2: Find an eye doctor

Fold
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• Use clear hierarchy and focus to direct users to the task

- What we want people to do —Sign up, find a doctor? 
Join MyACUVUE? Learn More? 

- Visually competing with itself — “Where do I look?”

• Limit copy to a few lines of text, people don’t like to read

- Hard to read center-aligned text — Scanning across the 
screen is hard. 

- Use chunking and headers to help people skim down the 
screen

- What’s the most important message to convey here? 

• Establish trust and the value proposition 

- Why should people use our lenses?

- Why should people fill out this form?

Free Trial Contact Lenses
Heuristic evaluation

Recommendations

Fold
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• Limit how much you demand from consumers. Prioritize 
your asks.

- Limited amount of data users will surrender upon first 
request. 

- Is this the most important data to get first?

- What about permission to send followup emails (make 
more requests once the relationship is established)?

- What about encouraging consumers to create an 
account (we can build trust and gather information over 
time)?

• Eliminate friction points — Every place there is friction is an 
opportunity for the user to abandon this page.

Free Trial Contact Lenses

Eliminate 
friction

Heuristic evaluation

Recommendations

Fold
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Only 17%  submit the form, and when they 
do there’s no clear payoff for all their work.
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• Give instant gratification

- No immediate return on investment. 

- Users have to click to another screen to see the 
coupon.

- High-likelihood that they miss the link altogether.

• Minimize decision making 

- duplicate CTAs add to cognitive load

• Prioritize goals for users - 

- If Book a Lens Appointment is the real goal, help users 
complete that task.

• Don’t distract with other tasks 

- minimize distractions and opportunities to divert users 
from the task. 

- Which of these is most important: Book an 
appointment, Join MyACUVE, Learn about products?

Free Contact Lenses: Thank You

Hiding payoff 
behind a link

Duplicate 
CTAs

Distracting 
with other 
tasks

Heuristic evaluation

Recommendations

Fold
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Voucher
Heuristic evaluation

• Give instant gratification

- Provide voucher immediately when form is 
submitted.

• Minimize decision making 

- Automatically load Booking flow.

- Provide recommended local ECPs

• Don’t distract with other tasks 

- Don’t ask consumers to check their email or click 
away from the site

- Auto-fill forms

- Go directly to scheduling options

Recommendations



Find an Eye Doctor
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Out of 411k Sessions 
<1% interact with the ECP CTAs  

10% go to another page 
90% abandon ACUVUE.com from here 
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Find an Eye Doctor
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89% enter site here
- 244k ECP 
- 3.4k Social ECP 

2%    come from Free Trial Thank You

2%    come from Home

0.5% come from product page

0.5% come from multi-focal-contact-lenses

5%    come from other pages

Where they come from

For 89% of users of this page, 
this is their entry point to 
ACUVUE.com

Google Analytics Behavior Flows

Paid search ECP: 244K 
Social ECP: 3.4K

http://ACUVUE.com
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Find an Eye Doctor  
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90%    abandon the site here
- 33k  ECP paid search
- 2k social ECP
- 335k others

4%       go to Free Trial Contact Lenses
2%       go to Prepare for an Appointment
2%       go to other pages (mostly product pages)
1%        goes back to home page
0.78%  interact with ECP CTAs
0.3%    start searching the site
0.2%    go to How to Get Contacts

Where they go next

Google Analytics Behavior Flows

Paid search ECP: 33K 
Social ECP: 2K 
Organic: 335k

1k        many go to find-a-doctor
5.1k     many go to free trial /go see /take-comfort

1.73% from ECP Social & Paid Search
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Find an Eye Doctor
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Fold

0.78% interact 
with CTAs

Heuristic evaluation

Where they go next

Other pages



J&J DESIGN

First CTA leads 
users away from 
this task

Find an Eye Doctor
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• Reevaluate the information architecture
- Booking flow UI is hidden below the fold
- Before they see the Booking they see the first CTA
- The first CTA takes user away from this screen
- This begins a circular flow from booking to free lenses 

back to booking
• Copy should resonate with intended audience

- What does “multifocal” mean to the non-wearer?
- What does “preferred practice” mean to the non-wearer?

• Limit copy to a few lines of text
- Too much copy overwhelms users
- Center-align hard to read and scan
- No hierarchy or obvious path to the goal of booking an 

appointment

Heuristic evaluation

Recommendations

Fold
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Heuristic evaluation
Find an Eye Doctor
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• Establish trust and value

- Why should the NW book through our website?

- What are the advantages for the users to book an 
appointment here and now?

• Make it easy for the users to complete the task

- Contact pop-up loads below the fold (page focus realigns to 
the top so there’s no indication that anything has happened)

- Load time is significant

- Should ACUVUE Preferred Practice be opt out instead?

- Branded badges are hard to read at this size. What’s the 
value to users?

• Prioritize and focus the steps in a task 

- Multiple CTAs are 
- distracting and 
- can lead users away from the task
- increases cognitive overload

- Educational material is distracting from completing the task

Recommendations

Hard to read, no 
obvious meaning

Multiple CTAs 
increase cognitive 
load

Fold
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Warby Parker booking flow
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4-Step Progressive Reveal



Appendix



11.29.2021 
NACX Social and Search 

Breakdown



Paid Search- FT (get-contacts… contact-
lenses)
• 1.2M Sessions from all Search campaigns captured in GA drove  
• 43K sessions started on the Free Lenses page (get-contacts… contact-lenses) 

• 900 sessions ended without going to another page or completing the form. 

• Note- most go to ecp locator, homepage 
• Based on 19K sessions (1.73%) 



Social – FT(get-contacts… contact-lenses)

• 297k Sessions from all Social campaigns captured in GA drove  
• 12K sessions started on the Free Lenses page (get-contacts… contact-lenses) 

• 115 Sessions ended without going to another page or completing the form. 

• Note- most go to free trial , /go see, /take-comfort 
• Based on 5.1K sessions (1.73%) 



Paid Search-ECP

• 1.2M Sessions from all Search campaigns captured in GA drove  
• 244K sessions started on the FaD page (get-contacts… contact-lenses) 

• 33K Sessions ended without going to another page or CTA click. 

• Note- some go to find-a-doctor (now reroutes to find-an-eye-doctor) 
• Based on 1K sessions (1.73%) 



Social- ECP

• 297k Sessions from all Social campaigns captured in GA drove  
• 3.4K sessions started on the FaD page 
• 2K Sessions ended without going to another page or CTA click. 

• Note- most go to free trial , /go see, /take-comfort 
• Based on 5.1K sessions (1.73%) 




