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INTRODUCTION

The way brands and businesses of all sizes are working in 2021 has changed beyond all recognition. 
The people behind the scenes are working from home, the customers can’t get to physical locations 
and the audiences are changing largely due to an increased use of social and digital media.

The days of businesses operating 9 to 5 are long gone and customer habits have evolved to the 
point where you have to be able to trade 24/7, 365 days of the year or risk losing out to your 
competitors.

In order to thrive and, in some cases survive, it is imperative that businesses adapt and that they 
invest in their search marketing in order to get the best results. Developing your offering or tweaking 
an existing strategy is fine as a starting point but one thing that isn’t often considered is how it 
reflects in the real world. Users want not only the best answer to their queries but they want a 
positive user experience (UX) to match.

That’s why, when it comes to your website you need to make them more accessible and more user 
friendly. This guide will look at some of the things you can do to make sure both boxes are ticked 
and addresses the reasons some sites do better than others when it comes to UX.

Let’s begin…
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WHAT IS UX?

Today’s consumers are not only savvy but time starved and, as such, they want what they want 
instantly. This means that the need to fill this demand is huge. User experience (UX) is one of the 
areas that businesses are focusing on to ensure that they not only offer the required products and 
services, but that their customers stick around or return.

More than ever, user experience (UX) is about the journey. It is about what a customer or potential 
customer chooses to click on your website and ultimately determines how they progress through 
the sales funnel towards making a conversion. It is also important at this stage to remember that 
even websites that aren’t selling items, those such as news sites, or reference sites, still need to 
consider UX. If someone reaches your site and the news or information isn’t right, in detail, or 
trustworthy, then you could find yourself losing them to a rival brand.

The relationship between SEO and UX has never been bigger, largely because it is the ‘end point’ of 
most consumer journeys. Good SEO, in terms of ranking highly (visibility) and ranking for the correct 
or relevant keywords (optimisation) means that you have the best chance of being chosen by the 
user. Once this user becomes a visitor to your site, it is the UX that bridges the gap between a visit 
and a conversion.

Users want to get the answer to their queries quickly and easily. They also want to make sure that 
the results that returned are relevant, and that they are from a trusted or apparently trusted source, 
(this latter point is important, customers want a trusted service, the problem is that if you are new to 
the space then you have to appear as professional, relevant and authentic as possible).

Customers and users tend to be looking for one of the following things:

• an accurate answer
• an item
• a specific set of details
• a date
• an image
• an address
• a service
• a definition
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WHAT IS THE CUSTOMER JOURNEY?

There are six distinctive stages to the consumer journey when it comes to the link between SEO 
performance and UX, and by following this route you will gain better traction, build brand image 
and ultimately realise your KPIs.

The first step is the user intent phase. This is where the potential customer asks a question of a 
search engine that they hope will take them to the appropriate results and which will ultimately 
begin them on the path to fulfilling a need.

Next is the ranking stage, this is where the SEOs optimise the content on a site to make sure that 
it is picked up and that it hits the top of the SERPs – the higher the rank the more positive  the 
correlation between the number of sessions and level of traffic.

Up next is the qualifying stage where the SEOs use keywords and other tactics to qualify the traffic 
that has been received. They learn from this and alter strategies and approaches if there is such 
a need. Constant testing in the form of CRO with any SEO work is a must and can lead to a more 
polished, profitable performance.

Stage four is the digital interaction stage where both teams (SEO and those tasked with UX) work 
together to optimise performance and boost conversions.

Up next is the work on the website footprint. This is where the SEO team look at the data and give a 
larger viewpoint of the customer journey. Those working on the UX side of things continue to test.

The final stage is the review where teams build upon what they have learnt and update, the 
navigation of a site or things like meta data. This is also the stage where they refine the strategy for 
moving forward.

If you are offering the product or service that you say you are, and it is easy to read more about it/
them, then you are increasingly likely to keep the interest of the visitor. Additional content that 
answers any questions they may have or gives them the technical specifications of a product will 
help your business to sound more authoritative and knowledgeable. This in turn builds trust in the 
brand and can lead to a purchase or conversion.

According to the Digital Marketing Institute: “The ideal online customer journey is a user-friendly 
website that combines seamless navigation; a clean cut purchasing journey; dynamic and 
digestible content; top notch customer support and mobile device compatibility. By combining 
these elements a business can create an online environment that can make a brand.”

A survey that followed this definition of a good UX website revealed that 79% of all customers 
admit to searching for another site if the one that they ended up on didn’t live up to expectations.
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WHAT IS DIGITAL ACCESSIBILITY?

Web accessibility is, at its core, about universal inclusiveness. It is the process of making digital 
products (websites, mobile apps and other digital tools and technologies) accessible to everyone. 
It is about providing all users access to the same information, regardless of the impairments they 
may have. It’s also a legal requirement, so should be part of any future strategy you develop.

The W3C (World Wide Web Consortium) - the organisation who manages web standards - state 
that their goal for web accessibility is:

“... to lead the Web to its full potential to be accessible, enabling people with disabilities to 
participate equally on the Web. The Web must be accessible to provide equal access and equal 
opportunity to people with diverse abilities. Indeed, the UN Convention on the Rights of Persons with 
Disabilities recognises access to information and communications technologies, including the Web, 
as a basic human right.”
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FACTORS THAT MAY AFFECT ACCESSIBILITY

In the past we have looked at demographics and psychographics when it comes to 
your audience but there is so much more to consider. The below list is designed to raise 
awareness to considerations you need to make before the audience profiling stage and 
things to implement when building or optimising a site.

• Language - can the page be translated
• Physical disabilities - Can the page be used by those whole are, deaf or blind - or those 

that can’t use certain computer hardware
• Cognitive disabilities - can a user still search if they are unable to spell or don’t know 

what they are looking for by name. Think about product descriptions and add content 
to allow Google and the user the best chance of delivering the right result.

• Tech naivety - More common in the older and younger end of the age spectrum where 
users have little or no computer experience

• Mobile friendliness - for those without desktop computers
• Location issues - is there an alternative to collecting an item or visiting a store
• Security - Can the user proceed with payments and passwords easily and is there a 

backup should these fail

IS ACCESSIBILITY THE NEW UX?
 
The answer to the above is no. Accessibility isn’t the ‘new’ UX, it ‘is’ UX! 

Brands and businesses need to carry out audience research and understand their target 
markets if they are to achieve the highest number of queries, information requests or sales 
as possible. 

That being said it’s not enough to say that a target customer is a male, millennial who’s 
active on social media and cares about the environment. You now have to understand 
that the site needs to be mobile friendly as they never use a desktop. Impared vision or 
problems operating a keypad means that they rely on voice search more than others and 
the fact that they don’t drive means that they need delivery options for their purchases as 
click and collect is difficult.

These additional factors when it comes to building your audience profile means that there 
is a lot more work that you have to do behind the scenes. We all know about the hundreds 
of ranking factors that Google puts in place to allow for a fairer web, but at this stage of 
proceedings you need to ask yourself, ‘are we doing all that we can’?

https://www.click.co.uk/blog/101-importance-psychographics/
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SO, WHAT CAN YOU DO?

When it comes to implementing changes in order to boost accessibility and UX here are some of 
the things that you should be mindful of:

Design - Increased contrast and font legibility are a must for those who have difficulty reading. In a 
similar vein, make sure that all buttons and CTAs are easy to spot and are accessible. Bear in mind 
also that the whole of the image should be clickable and not just a small portion.

Don’t forget the breadcrumbs - Breadcrumbs typically live in the upper left corner of a page 
(below the primary navigation) and are an easy way to both set the context of where the content 
lives in your site and to help your visitors navigate to higher level content. Since these are standard 
links, search engines will follow them, so breadcrumbs increase the odds that a search engine will 
discover your content.

Google believes breadcrumbs are important in helping visitors to understand the structure of the 
site and how the specific page fits into the site hierarchy. It will include breadcrumb navigation in 
search results when it can.

Improve the search function - What’s the point in adding an onsite search function if users can’t 
access, read or in some cases find it. You should ensure that the search function is clear and easy 
to access. You also need to consider that an internal site search relies on having the navigation 
properly set up, pages indexed and all of the information that a user may search for on the right 
pages.

Improved keyboard-only navigation.- According to Nielsen Research: “Certain users navigate 
the internet using the keyboard rather than the mouse. Expert “power” users prefer keyboard 
commands for efficiency, while users with certain disabilities have no choice but to use the 
keyboard. For example, people with a motor impairment have difficulty with the fine motor 
movements required for using a mouse; blind users rely on assistive technology such as screen 
readers and can’t see where to click the mouse.

“The big difference between the keyboard and the mouse is that when users navigate through the 
keyboard, the access to the links on the screen is sequential: users must tab through all the links one 
by one before reaching a link of interest.  In contrast, a mouse user can inspect the links available on 
the screen and move the cursor directly to the link he wants to click; thus, the mouse allows direct 
access to the links on the screen.

“Even the most fancy or wonderful site is completely useless to someone who cannot access its 
controls and interact with it.  Keyboard-friendly websites make these interactions possible for users 
who cannot use the mouse.”
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Branding – One of the first things that you should do is to make sure that your branding is 
attractive and memorable. Although this may be a task for a different team, in terms of SEO it is 
important that you are mentioning your brand alongside all of the relevant searches and in terms 
of UX there is a lot to be said for reinforcing the branding message across the site and keep it front 
of mind. This is especially important when it comes to gaining return visits.

Layout and consistency – Keep the navigation the same for your site and make all of the buttons 
easily recognisable. If you are able to do this people will know where they need to go in order to 
find the information that they need. It will also help them to navigate to the end of the buyer’s 
funnel and conversions will therefore increase. You can also add in similar or partner products 
here to further boost revenue.

Functionality – Structure your content to fit the needs of your user and make sure that the design 
of the site is responsive. Speed is also important here especially in B2C sites, particularly those in 
retail, where a customer can be put off if images are slow to load. Always test and tweak your site 
speed where possible.

Mobile responsiveness – Talking of responsiveness, make sure that you are ‘mobile ready’ as 
an increasing number of transactions and searches are performed on mobile devices. If the 
appearance, speed or navigation of your site is poor on mobile then you could lose out to a rival.

Live chat – One thing that is often overlooked when it comes to UX is a live chat function. More 
and more websites are now using this in order to add an additional layer of customer support. If 
someone has a query once they reach your page or need help with the navigation then this can be 
a good area for them to have access to.

Data collection – What is the point in having visitors to your website if you aren’t going to see 
what they are doing and look at ways in which you can improve. Look at things like heat maps 
to see where the users are on the site and also monitor things such as where they click and how 
much time they are spending on your page. A quick exit from the site could be indicative of a poor 
UX. Make changes and learn from the data that you have.
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Alternative Text for Images - Images should include equivalent alternative text (alt text) in the 
markup/code.

If alt text isn’t provided for images, the image information is inaccessible, for example, to people 
who cannot see and use a screen reader that reads aloud the information on a page, including the 
alt text for the visual image.

When equivalent alt text is provided, the information is available to people who are blind, as well 
as to people who turn off images (for example, in areas with expensive or low bandwidth). It’s also 
available to technologies that cannot see images, such as search engines. Transcripts for audio - 
Just as images aren’t available to people who can’t see, audio files aren’t available to people who 
can’t hear. Providing a text transcript makes the audio information accessible to people who are 
deaf or hard of hearing, as well as to search engines and other technologies that can’t hear.

It’s easy and relatively inexpensive for websites to provide transcripts. There are also transcription 
services that create text transcripts in HTML format.
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It’s easy and relatively inexpensive for websites to provide transcripts. There are also transcription 
services that create text transcripts in HTML format.

Add Schema - Header tags and other schema markup are vital for accessibility and for those that 
use screen readers etc. They summarise the pages you create for both consumers and search 
engines – and should be easily read by both. They are also important stylistically.

<H1></H1>

Though wit and humour are desirable for a page title, it is more important in the digital age for it 
to convey the information you wish to rank for. While ‘Book lack in Ongar’ is a great headline (one 
of my favourites), Google’s search algorithm is looking for ‘Funding cuts for Essex libraries result in 
severe book shortages’ for search queries regarding library funding. Though there is no definitive 
limit, best practice dictates that you should attempt to keep your titles unique, between 60 and 80 
characters, and featuring keywords near the beginning.

<H2></H2>

This is a more appropriate place to flex your creative muscle and generally serves as a sub-title. 
The tags are also good for use as stand-alone subheadings when seeking to break up content for 
ease and speed of understanding. Again, it is still recommended that keywords feature somewhere 
in the subheading – as each header is important to framing the relevance of page to search 
queries.

<H3></H3>

This is a tertiary emphasis tag – or your ‘sub-sub heading’, formatting of which should adhere to its 
role as a paragraph leader, or stand-out line. As above, ensure this header is relevant to the text it 
precedes or is linked to – using keywords from the text to add relevance to the passage to promote 
ease of reader and search engine understanding.
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FINAL THOUGHTS

The single most important thing for any business is that they make sales and gain 
conversions. That is the only way to truly maintain a business and for that reason you need 
to make sure that you are not only attracting an audience but that you are retaining them. 

Good UX is the only way to truly do this - if you have a page or website that doesn’t load, 
isn’t responsive or is thin on content then you have little hope of keeping them. If the site 
isn’t accessible to those with a particular set of needs then you have no chance. 

This eBook has covered some of the pitfalls that brands fall into and some of the quick wins 
in terms of changes that you can make today. What are you waiting for?
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