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LET'S GO

Vacations for the Soul

wCultural Italy

Make your dream trip a reality

For centuries, travelers have visited Italy to experience the country's rich culture and te

fall in love with the scenic beauty, the art, the cuisine and the people,

At Cultural Italy you will find expert Italy travel agent trip planners, who will help you
with your perfect luxury vacation package. Whether it is a multi-city tour, a destination
Italian wedding, an exquisite honeymoon or a more relaxed vacation holiday with free
time to explore on your own, Cultural Italy will handle all details of your journey. We
select choice hotels, highest rated tours, unmissable destinations and we guide you

threugh all the incredible experiences Italy has to offer. Our expert travel agent planners
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M Cultural Italy

Cultural Italy is a travel company specializing in customized, luxury
vacation-planning with Italy as a destination. They offer featured

packages, tours, destination weddings and custom vacation planning. _4 Cultural Italy
They are distinguished by their “concierge services”, and support every e R PR T
step of the way. : o, (P

The current site looked outdated and did not represent, visually,

their tagline: "Vacations for the Soul”. The textured background, the
confusing navigation and the small typeface dated the site. Such an
original and classy company needed more than tired cliches. Even if SRR e o

ez un o prr At sosisl madal

the business was not suffering, they believed a fresh website would Sratkaiiny

be essential to bring more customers.

The new website has been very successful in bringing new customers T —
and especially in reducing the number of bounce-offs (people who - —
quickly leave the site). It really represented the high-end, luxury

experience that Cultural Italy provides.
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13 NICHT TRIP

This Journey of a
Lifetime includes Rome,
Florence, Pisa, Siena &
San...

Info & Booking

Italy Custom Trips &
Italian_.

ITALY A LA CARTE Your
Italy crream vacation by
our expert travel
designers

Info & Booking

Enchanting Itahy

12 NIGHT TRIF

A Magical Tour of aly.
Explore some of ltaly's
most famous treasures
and..

Irfo & Booking

Cooking. Wine. &
Grapa Harvest in_.

B MIGHT TRIP

Take part in this small
group tour in Abruzze!
Experience the grape
harvest...

Irfo & Booking

Classic ttaly: Rome, Slow-Coaking in
Florence &...

T MIGHT TRIP
Enjoy Italy's Pearls
including Rome.
Florence & Venice.

Tuscany
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classes in the ltalian
countryside withaut

missing Rome...
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Chvilization to the...
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Rome, Viterbo, Bolsena,
Chvita di Bagnoregio,
Orvieto, Wulcia,
Tuscania,-..

Info & Booking

Marthern ltaly Tour

13 NIGHT TRIP

Trip incluces Lake Coma,
Werona, Wicenza,
Florence, Siena, Pisa,
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PROCESS

My Role

e Customers identification

Need recognition

UX Audit

Interaction Design
Visual Design.

Style guide for hand-off

Project Phases

UX Audit & Cognitive walk through
* Need identification

» Personas, Emotional Map, Customer Stories
e Critical Tasks, Screenflows, Sitemap

e Clickable wireframes

* Look and feel (Style Tiles, Design Comps)

» Clickable Hi-Fi Prototype

» Style Guides and Hands Off



step 1 — UX Audit

What works and what doesn’t?

The first step was to do a brutal UX Audit of the old site. I researched
and tested various competitors and then I provided a complete
evaluation based on critical tasks execution, and comparing the site
to well accepted principles of usability and user experience.

Both positive and negative aspects were noted in details, together with
general advice. Based on this research, I provided a detailed written
report, including hits and misses, and complete recommendations on
how to improve the web presence.

The Report Incl InclAudits of the following
1. Usability

2. Information Architecture

3.Content and messaging

4. Performance analysis of 2 crucial tasks

5. Visual Design

6. User Experience

Results Overview

Heuristic {3 Severity

1 Visibdlity of System Status

2 Match Between System & the Real World

3 User Control & Freedom

4 Consistency & Standards

5. Help Users Recognize, Dlagnose, & Recover From Emors Recommendahons

6. Recognition Rather Than Recall
7. Flaxibility & ERcincy of Lise .
8, Agsthetic & Minimalist Design

the 1op ior performance issues)

Detailed Issues Description

Overall impression of existing site - The existing Site, as stated, looks a Ltthe dated and "clehs™
Thene are many design inconsistencies and many font choices. making it hard o prioritize the most
impartant content The featured packages ane almost hidden. The pull-down navigation is not very

10 Heuristics - Details usable, especially on mobile devices

10. Holp & Documantation

Positive site's aspects - The simple message and main banefils, however, are well stated Tha

1. Visibility of system status IRNCIS B A oY

e B informad || PAGE BY PAGE UX BREAKDOWH fLive site)
ammt;gqn_gmmmm Sitewitle- The header has little hierarchy, and the purple color of links is awkward It is hard to see

S NCRRN NS tive User Panel ink. and nat very clear what it s The tesdure is dating the sile. Sub menu makes. nav-
igation a little harder. Avoid wsing flags to iIndicate language. since many country speak Spanish and
Portuguese. Buttons. styles and fonts are incensistent throughout the site,

Legend

_ Home page - Overall. the home page tries to do too much: there are many sections buk they ane not
. 0t is ot a problem at all connecied lo each other, The two introductions (on top and in the middie of the pagel are conflicting
@ 1 Cosmetic Problem only- notcruel with each other. The search area is hidden at the boitom, and it can be simplfied

2 Minor usability low priority Nice call-eut. but hard to read over the image. Social media icons ane encugh: you do not need to
. 3 Major Usability Problem: high pfig repeat the togo. The “Sta’r headline can be reweeded a little. The testimo- nials are a great idea, but
@ 4 Usabilty catastrophe: Must be fo 1 @esign needs to make them stand out mare

Custom Trips page - The bread crumbs on lop of the page. do not match the menu item. The
questions are great but listed side by side without answers deter reading and therefore, are not sell-
inegy Unage Site Thee Fom is nod wery eye phiasing and a tle confusing. Also, all thal et with no images is
ol 160 enlicing

Travel packages- Ovarall | think i could be simplified in one page. The specific details page has
way oo much text The small form is a good idea. bul should e more proms- nent and easker 1o use.
The: honerymoon /wedding page Is not enticing and “dreanTy” encugh. All details pages should match
in design.

Hotels and Services - Crprall, thire is way 160 much information with litle coganization A custonm-
@ nod Famiiliar with this hotels and locations will gt 165t hend Thi holel detals page should sell the

hoted mong: the Small images aré nol inviting, The Sénices and Lps ane very udehul But they ane hidden
in the sub menu

Blog and News - Owerall it &5 a great addition Lo the site. but again. the design makes i haed 10 real-
ly want to read it Contact us takes me to the About page, which ks confusing. because of the different
name.

About - Overall once again, théné is 1oo much el The form & not appealing. The slide- show does
ot add anything. especially because the images look stock photography. Avoid wsing CAPTCHA,

)

. 1) Simpdify the main home page: focus on what matters the most and is most persuasive
2) Add a pitch or tagline that tells me why | should choose you for my dream vacation

3) i using an image, choose a different one: something more original. I you want to use a video
needs to be loaded really fast. especially for mebile devices.

a. Error By i . 4) I would recommend using a smaller video somewhere else on the page. and a beautiful ima

i the old site (can be rewritten)
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Proran Banasm

What are their goals

What ana they searching for

‘ User's Story
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User Stories

Mark Beppler

s

step 2 — Empathizing

Need Recognition

I was provided general psychographic and demographic data about
the target users. The budget did not allow for more in depth research,
so I used extensively the existing data.

Informal interviews to potential customers, within the same
demographics, along with the Audit, made it clear that the content
needed to be better organized. The home page was overwhelming and
extremely confusing, and the poor hierarchy was not highlighting
their unique services.

The navigation was difficult to use, and the all-important testimonials
were lost within the home page.

Personas, Emotional Map, Customer Story

Based on the information provided and interviews, I identified 3
different categories of users, with unique goals and needs, and
generated a comprehensive persona for each, along with an emotional
map for their most critical goal. This allowed me to emphasize with the
customers’ main pain points and frustrations, as well as their goals.



step 3 — Interaction Design

Critical Tasks, Screen flows, Sitemap

With the main user groups clearly identified, it was time to ideate
solutions. I mapped user goals and frustrations and identified the
most critical tasks we needed to simplify and render frictionless.

A new architecture, and a more logical organization was developed;
the main goal was to eliminate clutter, and to have a clear visual
hierarchy. Content was reorganized and moved when appropriate.

I developed screen flows and a site map and presented them to

the client. After a few productive discussions, we landed on a site
structure that allowed the target customers to achieve their goals in
the most efficient way.

Use Case

Customer wants to browse lours

Cultural Italy New site M:

custom frips about

Travel ldeas

classic tours

Tour Details

Flow 1: classic Tours J

1. User clicks on Tours and Packages
2. A page with Featured packages and Tour Details
travel ideas is
3. User chooses Classic Tours fram Travel
ideas. User could have chosen amy

Edge cases

3a. User does not like any of the options and @
goes back 1o main tours page

Ga. Decision point: user can continue and fill

out the reservation lorm or it can go back to
classic lours

Flow 2: featured Packages

1. User clicks on Tours and Packages

2 A page with Fealured packages
and travel ideas is presentad

3. User chooses one of the featured
Patkages. User could have
chosen any other package

4. The tours details appear

Edge cases
6a.Decision point: user can continue and
Till out the resenvation form o it can go
back to featured Packages
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step 4 — Clickable Wireframes

Making the interactions seamless

Once the new flow of the site was approved, I created wireframes,

SURTEAM | FLATURED TOURS
to visually demonstrate the new interactions and to finalize design
choices and information architecture.

I also presented wire flow (or screen sequences) for the most critical
oo ' tasks. The developer was consulted and gave us feedback on the
interactivity. After a general approval from the client, I generated
an interactive wireframe for the final green light.

B e rrrr Some of the interventions were:

o The navigation was re-organized and simplified

Improved hierarchy and increased negative space

The testimonials were now front and center

Featured packages and services were now prominent

o e e ot o e e

ST e
F T IS LTS T

The content organization was now logical and frictionless

10



step 5 — Visual Design

Style Tiles, Design Comps

With the basic framework of the site in place, I moved on color
palettes and mood boards, to define the specific styles, typefaces
and colors for the new site.

The colors were chosen to break the mold from "traditional” colors
and typefaces associated to anything Italian, and to convey
sophistication, elegance and luxury.

I offered the client 4 different options, and after a brainstorming
session, we chose the final look and feel. The client chose a lighter
color scheme that made the site look modern elegant, and upscale.

Clickable Prototype

Using the approved wireframes and screen flows as template, I applied
the visual styles to a clickable prototype for the client. The main pages
and interactions were designed fully to help the developer build our
vision. A desktop and mobile versions were presented to demonstrate
how the site would look on different devices.

Getting there is the first step

Getting t Cultural Ital
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_« s Cultural Italy

About You i reguired

FULL NAME

Mary Jahessn

EMAIL PHONE

ey _johidengmad conm anvy format
Zip CODE CiTY STATE

92116 Pradicted by 2ip code Predictad by zip
COMNTACT PREFERENCE OeHONE  O35Ms O EMaiL

SUBSCEIBE TO CULTURAL IFALY MAILING LIZT

About Your HONeymoon o jiss

Whan do you want to go?

DEPARTURE DATE RETURN DATE FLEXIBLE DATES

O YES

Arg thore more than two traveliing?

ADULTS

0= [} 18-30 31-50 E1-85 85+
CHILDREN

-0- i 0-2 3.7 &-13 18-17

Whare would you like to go? dhaeeas manyas you like

Flarined Wlelny Vinice R i Armalfi Cohst
Mitan Umibria sieily Sardinka| | Cinque Terre
Puglia Lake Reglon I'm not sure

Gither ardas or lowns

What services are you interested in? s ar many as o fike

Transfors Train Tickets Guided Tours Museum Tickets
Hiking Boat Tour Cooking Clagt Wine Tasting
Opera or concert tickets | Gondola Ride Unique Experiences

Is there anything In particular that you wouid ilke to see or do?

ACCOMODATION PREFERENCES
5STARS
4 STARS
ROCM WITH VIEW
CASTLE

D0 YOU NEED A PLANE TICKET? Yeos Maybe Mo

FLYING PREFERENCES — i

WHAT DRAWS YOU TO ITALY?

WEEKLY BUDGET (excluding alr faral

step 6 — Hands Off

Final Visual User Interface

The hi-fidelity prototype provided the feedback for the final tweaks
to the User Interface design. All elements, buttons, typefaces were
codified and applied throughout.

The forms, one of the most frustrating part of the old site, were given

a new look to look less intimidating, and were applied consistently
throughout. Using best practices, they reduced friction and highlighted
the path to completion.

Style guide and developer hand-off

Closely collaborating with the developer, I created style guides for the
main stylistic elements. Responsive design adjustments were discuss
to provide the optimal experience on any device.

I remained available during development to clarify and answer any
implementation question.
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SUMMARY

Results

The new website was very successful in bringing new customers and especially
in reducing the number of bounce-offs. It really represented the high-end,
luxury experience that Cultural Italy provides.

Lessons Learned

The biggest challenge was the very limited budget, which did not allow for more
usability testing or user research. I had to adopt some guerrilla tactics to recruit
within the desired demographic.

One other thing that proved a bit harder than expected was how to communicate
my design ideas thoroughly to the developer. I should have created a style guide
earlier in the process: lesson learned.

User Panel @ @ u 'F

+1 (800) 380 0014 info@culturalitaly.c

Sicily Trekking, Rafting Sicily Trekking, Rafting ‘
& Bike Adventure & days & Bike Adventure &days j %l{!tur?llll‘tﬂly

When the mouse is over the title

r Panel @@uf o

200) 380 0014 infodculturalitaly.c

Mo Cuttural italy
Air - Aria Earth - Tevia | Fore - Tuscs  [lllatel=Hegua S
$0068b2 #006932 #751203 #63c7b2

REGULAR STATES COLORS
#8ecl126 #ec5cll

#79aeal

#57b4dc

About You

FULL MAME *

EMAIL*

PHONE *

CITY AND STATE * COUNTRY *

United States

CONTACT PREFERENCES *
PHONE @ SMS @ E

JESCRIBE TO MAILING LIST

About Your Trip

When do you want to go?

DEPARTURE DATE RETURN DATE ARE YOUR DATES FLEXIBLE?
YES
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Thank you for a wonderful trip! We Thank you foe 3 wonderful trip! Weo
enjoyed ovory bit of our 26 days in erpoyed every Bit of ouwr 26 days in
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READ MORE STORIES

Treat Yourself to a splendid Vacation:
YOU DESERVE IT!

New testimonials design
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Old testimonials design
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subhead

elers have visited Italy to experience the country’s rich culture a nd to fall in love
auty, the art, the cuisine and the pecple. A t Cultural italy you will find creative
s, experts in Italy travel, w ho will make your dream trip a reality. We enhance the

ating custom itineraries to best suit
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