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Website Changes
Process:

Review User and Customer Experience and research best
practices.

1.

Submit site audit and recommendations in presentation
form.

2.

Once confirmed, changes are made in a duplicate theme,
on products, pages and reviewed, and published. 

3.

Website: 
User & Customer Experience Changes:

Homepage changes (in presentation).1.
Product page changes:2.

Add “Buy Now” button, and move “Add to cart” button
higher. 
Include FAQ section to include shipping times &
details, payment options.
Include links to relevant blog posts.

Create an interactive Subscription page.3.
Collection Pages: “Buy Now” Button on products.4.
Chatbot prompts: Add shipping, payment, FAQ’s.5.
Sticky Header.6.
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STEP 1 

Pick your plan

Choose from two tailored plans. 
6 or 12 Bottles?

STEP 2

Customise your variety

Pick your varieties. Opt for all reds,
all whites, a mix of reds and whites
or white, red and rose. 

STEP 

Select your frequency

Choose your preferred delivery
window. Receive your
subscription every 1, 2 or 3
months. 

Get to know Mary

Meet Mary, curator and founder of
Wine at Home
When you buy our wine, there is no middle person – just our small
team working hard to bring you a fine selection of well-balanced,
personality-driven artisan and boutique wines at great prices.

Discover our wines

Join the wine club Explore our wines
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Sticky Header - allows users to access the menu items quickly, saving
time and providing a more efficient user experience.

Personal Component on homepage - connecting users/customers to the
brand. CTA links to About page and video.

Chatbot with extra prompts - create transparency and answer questions
before they are asked. Saving both the customer and Mary time.

How it works - Subscription box breakdown - creating a how to and
transparency for customers. 

Hero Banner 
CTA - Subscription & Mailing List Details.
CTA - Changes with focus of the month. eg. Collection pages, New
arrivals, Best Sellers, Vineyard Focus etc. 

How It Works Get Started

Organic and Award-winning Wines
Organic wines delivered to your door. Subscribe and receive £20 off your first order.

Shop New Arrivals

Easy to access links to collections.

Product Focus- Can change with focus of the month, New arrivals, best
sellers.

Teaser for email marketing subscription.G
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3 MONTH FOCUS

Performance Audit

SEO Audit

UX & CX

Performance Marketing

Data Focus

In no particular order: changes and final steps will be determined by audits.
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Performance Audit
Page Speed.1.
Mobile Optimisation.2.
Review heat maps (Gather data on customer/user
experience).

3.

SEO Audit
On-page SEO1.

Check missing and duplicate product descriptions, meta
titles.
Ensure all images have Alt Text.
Keyword research and optimisation.
Check URL descriptions and keywords.
Spelling and grammar check

Technical SEO2.
Ensure sitemaps are set up and submitted to google
search.
Identify broken links (404 pages).
Update redirects for url’s (ensure 404 pages are
redirected).
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Website content changes (featured in presentation). Content changes to happen bi-weekly and/or
aligned with campaigns.
Heat-maps: Use tools to see where users are clicking and how they navigate your site.
Ensure Menu navigation is intuitive and easy to navigate for customers.
Consistent Branding: Maintain consistent colours, fonts, and logo placement throughout the e-
commerce site and marketing platforms.
Content Marketing: Provide valuable content through blogs, guides, and videos to engage and
educate your audience.

User & Customer Experience

A/B Testing: Perform A/B testing on various
elements (e.g., call-to-action buttons, product page
layouts) to optimise the user experience.
Error-Free Experience: Regularly test site for
broken links, 404 errors, and other issues.
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Review Email Flows:1.
Extensive welcome flow (at least 4 emails).
Abandoned cart, browse abandonment
Back in stock
Restock reminders
Sunset flow
Post-purchase
Birthday or 1st order anniversary
Referrals and Reviews

Weekly email campaigns2.
Focus of the month (choose a focus each month; type
of wines, vineyard focus, recipes, Mary’s favourites,
picnic spots etc.)
New arrivals or best sellers
Blog post highlight or newsletter
Product Focused

Review email lists and segments3.
Google Merchant Centre4.

Sign up to Google Merchant Centre (if not already)
 Ensure Web & Email marketing are aligned to Socials. 5.

Performance Marketing
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%

Data Focus & Metrics

Return on Investment
Average Order Value Growth
Websi te Traf f ic
Emai l  Market ing List  Growth
Emai l  Market ing Del iverabi l ty Metr ics
Attr ibuted Revenue from Emai l  Market ing,
Social  Plat forms, Google Search,
Merchant Centre
Ecommerce Conversion Rate
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THANK YOU
Daniel le Fryl inck

Websi te,  CRO & Performance Market ing for wineathome.org
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