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Section 1

Introduction



UX Audit: What does it mean & why 
is it important?
This audit covers your main user experience (UX) issues and 
opportunities to provide you with an infallible CRO (Conversion Rate 
Optimisation) strategy

Why was this UX audit necessary?

1. To improve conversion rates

2. To improve customer experience and satisfaction

3. To stay ahead of Love Hemp's competitors' websites in every way conceivable!

We plan to ensure that your customers can easily navigate your website, 
find what they need, buy it, move on and then return and repeat!



UX Audit: How did we conduct our 
research?

● We used Hotjar, a powerful tool that reveals the 
online behavior and voice of website users. We 
combined both Analysis and Feedback tools to 
uncover the 'big picture' of how to improve your 
site's user experience and 
performance/conversion rates.

● We watched session recordings of the 
top-performing and problematic pages that we 
identified using Google Analytics. Our findings 
have been set out as 'problems' and 'solutions'.

● Heatmap analysis gave us further insights into 
the areas most frequently interacted with across 
different pages. 

● We used Google Analytics to identify pages of 
interest, such as pages that lead to the 
most/lead conversions. We then reverted back 
to Hotjar to investigate these pages further.

● GA was also used to spot weak points in your 
conversion funnel and determine your most 
problematic pages. 

● Unfortunately we could only track your 
Storefront and your "Order Confirmation" page 
with Hotjar, because Shopify's default checkout 
pages blocks Hotjar and other third-party 
scripts.



Section 2

Issues & 
Solutions 



1. My Account: Order History and 
Repeat Purchases

Possible Issue:
Order History 
and Repeat 
Purchases

Customers are logging into their account and viewing the order 
history page. Once there, they proceed to click on their historic 

order information. What does this infer?



1. My Account: Order History and 
Repeat Purchases

Recommended 
Solutions

Opportunity Opportunity Type

Introduce an 'order again' option to add 
historic orders (singular products or entire 

orders) to the customer's cart.
E-commerce

Add a 'track package' option and provide more 
extensive tracking information. 

Question: are you also sending 'Dispatch' and 
'Due Today' emails and text messages?

Customer Experience

Boost product ratings: 'leave a product review' 
button that sends customer to Trustpilot page. Customer Experience

KPIs to measure: logged in customer conversion rate and Customer 
Lifetime Value (CLTV)



2. Navigation: Site Search Function

Issue:
Site Search Not 

Working

● The search function doesn't work for desktop users, just mobile.

●  The mobile search doesn't always pull through relevant results.

Effective site search means better usability, so customers can find things 
more quickly. This can translate into higher sales, as customers who find 

what they are looking for easily are more likely to make a purchase



2. Navigation: Site Search Function

Recommended 
Solutions

Opportunity Opportunity Type

Fix the search function for desktop users so 
product results pull through correctly. Customer Experience

Make sure that site search is working 
effectively across both mobile and desktop 
views by testing most frequently searched 

queries, such as 'sleep'.
Customer Experience

KPIs to measure: average session duration, page depth and ultimately 
conversion rate.



3. Navigation: Product Filtering

Issue:
Product 
Filtering

● Many website users are using the filter option when browsing 
products, especially on mobile. 

● Love Hemp shows product strength in mg, however this is not 
correctly ordered and does not allude to strength in real terms.



3. Navigation: Product Filtering

Recommended 
Solution

Opportunity Opportunity Type

Surprisingly, many of Love Hemp's US and UK 
competitors have also overlooked this basic 

user experience feature. We can see that 
Holland & Barrett offers ranges, however we 

would propose going a step further:

● Mild (0 - 500mg)
● Medium (600mg - 1200mg)
● Strong (1500mg - 3000mg)
● Extra strong (etc.)
● Extra strong+ (etc.)

Customer Experience

              Consider additional filtering options to improve UX such as: ‘user 
type’ - ‘beginner’, ‘intermediate’, and ‘pro’.



4. Product Listings: Attributes and 
Dosage

Issue:
Product 

Attributes

Users spend a lot of time looking through product attributes: images, 
descriptions, dosage information etc. Dosage is especially important: 
Love Hemp does provide information across dosage tabs and a dosage 
page, however more in-depth information could be provided.

Supply customers with important information about the features, dosage and 
benefits of your products so they’re compelled to buy. No questions are left 

unanswered.



4. Product Listings: Attributes and 
Dosage

Recommended 
Solutions

Opportunity Opportunity Type

Currently your product page dosage guidance 
is vague: we recommend starting with x then 

increasing as required.
Build out content that educates your 

customer, consider answering questions such 
as: How long does the product last for? How 

long is it intended to last for? Should it be taken 
in the morning or at night? 

E-commerce

Blessed CBD has created a calculated dosage 
table: 

https://blessedcbd.co.uk/cbd-dosage/. Can 
you create something similar?

Customer Experience

KPI to measure: conversion rate, especially for ‘new users’.



5. Trust Signals: Product Reviews

Issue:
TrustPilot 

Linking

At the moment, TrustPilot ratings, as shown on product pages, actually 
pull through the generic Love Hemp company rating. When the 
customer clicks onto the TrustPilot star rating, they arrive on the 
company page as opposed to the product review page.



5. Trust Signals: Product Reviews

Recommended 
Solutions

Opportunity Opportunity Type

Correct TrustPilot linking so correct product 
ratings are pulled through to each product 

page.
E-commerce

We know that Love Hemp products have 
attracted a high volume of excellent ratings 

across all products. These could be 
showcased via category/collection/brand 

pages that list multiple products.

E-commerce

KPI to measure: conversion rate.



6. Loyalty Scheme: Reward Points

Issue:
Loyalty 
Scheme

Love Hemp does not broadcast its 
loyalty scheme and reward points 

offering. Your most frequently visited 
pages, such as your homepage, your 

collection pages and your product 
pages, are missing loyalty scheme 

information.

Worryingly, customers that have 
made it to the shopping cart stage, 
therefore showing extremely high 

purchase intent, are not prompted to 
sign-up for the scheme. There is also 
no indication of the reward points and 

value they could qualify for.



6. Loyalty Scheme: Reward Points

Recommended 
Solution

Opportunity Opportunity Type

Highlight your loyalty scheme in a seamless way 
across high traffic pages, such as collection 

pages and product pages.
Let your website visitors know how easy points 

are to earn, and what they're points will earn 
them.

E-commerce

KPIs to measure: conversion rate and Customer Lifetime Value (CLTV)

Highlight ways to earn points:
● Sign Up Points or Login Points
● Referral Points
● Referral Purchase Point
● Subscription Points
● Review/Comments/ Feedback Points
● Assign Product Points
● Per Currency Spent Points
● Participation Points
● Points on Order Total



Section 3

Nice to Haves
Must Haves 



1. Social Logins
Social login is proven to increase conversion rates across 
desktop and mobile sites, and is further beneficial in reducing 
cart abandonments.

Recommended 
Solution

Opportunity Opportunity Type

A social login app for Shopify, such as Oxi Social 
Login:

https://apps.shopify.com/oxi-social-login
E-commerce



2. Product Comparison Feature

Recommended 
Solution

Opportunity Opportunity Type

Allow website users to compare and contrast 
products

This feature will most benefit new website 
visitors. 

E-commerce

Attributes to compare: product flavour, strength (in mg and real term 
sense), dosage (plus how long it's expected to last), how to administer, rating 

out of 5 (TrustPilot)



Section 4

How to Analyse 
Performance 



How to analyse performance 
Once UX fixes have been carried out, we will focus on three main 
KPIs:

KPI: Customer Acquisition 

Target: increase in new 
customers and account 

sign-ups

KPI: Customer Lifetime 
Value 

Target: increase in CLTV 
and order frequency

3

2

KPI: conversion rate 
(e-commerce)

Target: uplift

1

Compare like-for-like periods and check at regular intervals:
• Compare non-sales to non-sales periods • Analyse by traffic channel • Analyse over monthly periods: month-on-month, year-on-year etc 
• Segment by new vs. returning user and anticipate uplift across both user types • Monitor logged in customers - uplift in conversion rates, 
reduced time taken to order



Section 5

UX Strategy



UX Strategy: Prioritisation

Listed by anticipated impact on conversion rate and revenue:
1. Social Logins

2. Loyalty Scheme and Reward Points

3. Product Attributes and Dosage

4. Site Search Function

5. Order History and Repeat Purchases

6. Navigation: Filtering Options

7. Trust Signals: Product Reviews

8. Comparison Feature

Tasks have been listed by anticipated impact, 1 = most 
impactful.



UX Strategy: Prioritisation

We have created a UX priority matrix to help us action quick 
wins based on impact and effort



Thank You!
Please contact kieran@trafiki.com for further clarification 

on any of the material covered in this document

mailto:kieran@trafiki.com

