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1. PERSONAS
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Persona A
Name: Emma Robertson, Age: 52

BA Degree - Small Business Owner - 70K

Marital Status: Married (2 children - 24/26)

Location: Brooklyn, NY

STORY: Connected through Instagram, and 

Facebook. Independent Children

CONCERNS: Emma wants to experience 

nature but due to her lack of knowledge 

she has been holding off on her trip. 
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Persona B
Name: Jack Mcintosh, Age: 37

BA Degree - Web Developer - 85K

Marital Status: Single 

Location: San Francisco, CA

STORY: Tech oriented, works from home.

CONCERNS: Jack is aware of his lack of 

knowledge when it comes to nature, for 

that reason he is considering glamping



U N D E R   C A N V A S   |   P R E S E N T A T I O N

Persona C
Name: Ashley Moore, Age: 38

BA Degree - Stay Home Mom - HHI 100K

Marital Status: Married (2 children - 8/12) 

Location: Scottsdale, AZ

STORY: Connected and stay home mom.  
CONCERNS: Ashleigh’s family lives a very 
busy lifestyle and are very ‘connected’ 
throughout the day. Wants to get family 
together and away from technology 
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2. GOOGLE ANALYTICS
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Camp Page
(Linked)

Page Views Bounce Rate
(% from Page Views)

/camps/zion/ 23,586 76.75%

/camps/coming-soon/ 3,272 60.72%

/camps/great-smoky-mountains/ 7,897 54,87%

/camps/glacier/ 5,542 51.54%

/camps/moab/ 8,191 50.83%

/camps/yellowstone/ 8,187 48.40%

/camps/mount-rushmore/ 4,746 45.81%

/camps/grand-canyon/ 12,444 44.07%

CAMPS HIGH BOUNCE RATES

High bounce rates and drop-offs were found mainly on the camp pages 
The following examples could be why these pages have high numbers

Camp Page
(Linked)

Total Traffic Through Traffic
%

Drop-Offs
%

/camps/zion/ 16K 18% 82%

/camps/coming-soon/ 694 3.14% 66.7%

/camps/great-smoky-mountains/ 3K 13.4% 60.8%

/camps/glacier/ 2K 8.86% 56.4%

/camps/moab/ 4.2K 43.6% 56.4%

/camps/yellowstone/ 3.4K 46.2% 53.8%

/camps/mount-rushmore/ 2.3K 10.5% 50.8%

/camps/grand-canyon/ 6K 50.3% 49.7%

CAMPS HIGH DROP-OFFS

https://www.undercanvas.com/camps/zion/
https://www.undercanvas.com/camps/coming-soon/
https://www.undercanvas.com/camps/great-smoky-mountains/
https://www.undercanvas.com/camps/glacier/
https://www.undercanvas.com/camps/moab/
https://www.undercanvas.com/camps/yellowstone/
https://www.undercanvas.com/camps/mount-rushmore/
https://www.undercanvas.com/camps/grand-canyon/
https://www.undercanvas.com/camps/zion/
https://www.undercanvas.com/camps/coming-soon/
https://www.undercanvas.com/camps/great-smoky-mountains/
https://www.undercanvas.com/camps/glacier/
https://www.undercanvas.com/camps/moab/
https://www.undercanvas.com/camps/yellowstone/
https://www.undercanvas.com/camps/mount-rushmore/
https://www.undercanvas.com/camps/grand-canyon/
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PHOTOGRAPHY

Inconsistency imageryRepetitionAverage photography

Hero images are engaging and create excitement

Initial camp images at the Tent Option section 

SUGGESTION:

Maintain a uniform level of photography
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TYPOGRAPHY

Hierarchy in typography is convoluted, 

multiple font sizes and styles can cause the 

page to look unorganized and confusing.

Title 1 (Heading)

Title 2 - (Heading Italics)

Sub-title 1  (Sub-heading Bold)

Body copy 1 

Title 3

Sub-title 2 (Different Style)

Body copy 2

Smaller size 

than body copy 1 

Suite Suite

SUGGESTION:

New typography approach



U N D E R   C A N V A S   |   P R E S E N T A T I O N

CTA BUTTONS
(CALL TO ACTION)

- A single button for multiple choices creates confusion - Instead of selecting their desired Tent users are 

forced to rethink their decision

SUGGESTION:

Each Tent option should have its own button (CTA) 
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BODY COPY

Presenting all this information at once could cause 

users to lose interest in booking and ultimately cause 

the abandonment of the site. 

SUGGESTION:

Usage of collapsible tools can manage the flow of information.

If interested the user will use the collapsible tools to 

learn more about policies, requirements, etc.
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Other Pages
(Linked)

Page Views Bounce Rate
(% from Page Views)

/tent-pass/ 2,833 86.86%

/events/ 1,657 80.98%

Other important pages with high Bounce Rates

TENT - PASS & EVENTS

This page high bounce rate could be caused 

due to the introduction of heavy price tags 

$1,799 - $2,799  

$3,000 - $6,000  

$1,250 - $2,000  

$2,000 - $4,000

SUGGESTION:

Provide information on a need to know basis. 

https://www.undercanvas.com/tent-pass/
https://www.undercanvas.com/events/
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3. HOTJAR - HEATMAPS
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HIGH CLICK AND MOVEMENT AREAS

HOMEPAGE

DESKTOP

MOBILE

- Main activity from the homepage comes from the Carousel (Images) 

- Movement shows users looking at Camp menus but clicking packages

- Users are looking for visual information

Packages 170

Camps 76

Tent Pass 65

About 24

Passport 15

Event 7

MENU CLICKS - DESKTOP
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HIGH CLICK AND MOVEMENT AREAS

CAMP PAGE  &  PACKAGE PAGE

The Most engaged sections were: 

“2020 Camp Dates,” and the top menu. 

Similar behavior was noticed in mobile devices 

MISSHITS - Desktop and Mobile

“Underline words”

Clicks and movement around this section 

probably confused most of the users

There was a significant movement towards the end of the page 

where the price for the package was listed. (No movement on CTA)
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HIGH CLICK AND MOVEMENT AREAS

INDIVIDUAL CAMP PAGES

Problem: 

When selecting “Book a Tent” button the user 

is forced to rethink its decision 
Users are reading this section and most likely 

making their tent selection
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The “Book a Package” button did not show unless the option for 

packages was selected. 

The button was nested inside the drop-down option

HIGH CLICK AND MOVEMENT AREAS

MOBILE - CTA BUTTONS

Missing “Book a Package” Button
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1. Update Hero area with imagery, headlines and CTAs  

2. Avoid repetition in photography on tent types

3. Update photography to emphasize Story, Scenery, and Adventures 

4. Organize Pricing and create unique buttons for each tent option

5. Create separate pages with pricing options for tents and packages

6. Be more strategic with copy. Use design practices to improve the “scalability” of copy

7. Reintroduced a more user friendly typography. Organized the hierarchy of typography to reduce 

confusion  

8. Create a CTA hierarchy of primary, secondary, tertiary, and text link CTAs. Avoid underline words as 

this could look and feel as valid links to users

ACTIONABLE INSIGHTS
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4. USERLYTICS - TESTING RESULTS
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Testers could not find prices immediately

Problems:

When Tent & Package are put together it creates 
confusion and users could select the wrong option

Sometimes the Tent button will show available 
tents and sometimes will show a calendar option

Suggestion:  

Showcase tent pricing as soon as possible

Individual “Book” buttons for each Tent/Package 
option

Tent & Package options should be separated and 
have its own pages

TENTS & PACKAGE PRICING
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CALENDAR TOOL & BOOKING PROCESS

Testers got confused with the prices that were shown in the calendar

After moving to the next page, testers felt prices were misleading 
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ACTIONABLE INSIGHTS - PRICING

1. Create individual pages for Camps and Packages

2. Provide prices upfront before moving to Windsurfer

3. Individual  CTA buttons for each Tent/Package option

4. Re-work the booking process tool or discover a better alternative

5. Re-work the calendar tool

DESKTOP - MOBILE
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GENERAL INFORMATION

Problem:
Testers were not able to find the “View or Change a Reservation” form.
 
The only way to get to the form is by selecting one of the CTA buttons “Book 
Now” - “Book a Package”   or “Book a Tent” 

Suggestion = Make the link visible at the homepage from the very beginning.

Also, a “Search” option should be located at the top of the page to make it more 
accessible and visible. 

Link should be here
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Problem:
Mobile users were forced to open drop-down menus to find 
adventures and to compare tents.

Suggestion:
Revisit mobile friendly layout for tent comparison and adventure lists 

GENERAL INFORMATION

MOBILE
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ACTIONABLE INSIGHTS - INFORMATION

1. Make “My Reservation” link visible at the homepage 

2. Re-work tent option sections for mobile

3. Move the “Search” option from the footer to the header

DESKTOP - MOBILE
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- No Diversity - Tailored to an exclusive target market 

- Lots of character and motivation on adventures 

- There is a disconnect between the video content 
and the imagery. Imagery should communicate the 
same stories the videos tell

ACTIONABLE INSIGHTS - BRAND

VIDEOS



U N D E R   C A N V A S   |   P R E S E N T A T I O N

ACTIONABLE INSIGHTS - BRAND

- The general feeling of the brand was expensive, fancy, and luxurious. 

- Testers also mention the lack of connection, why should they book with Under Canvas? 

- What would the user gain from the experience?

- Empty tents showcase the lack of emotional connection (Only Images)

- Videos do a good job telling a story
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ACTIONABLE INSIGHTS - BRAND

TELL A STORY

Stargazer - Smoky Mountain Stargazer - Zion

Only image with a person enjoying
the Stargazer tent (Emotional value) 

Majority of the images emphasize the furniture and the tents



U N D E R   C A N V A S   |   P R E S E N T A T I O N

ACTIONABLE INSIGHTS - SUMMARY

1. Update overall design, Information architecture, imagery, CTAs & typography based on our 
findings

2. Update Hero areas with imagery, headlines and CTAs  
3. Update tent imagery and photography to emphasize Story, Scenery, and Adventures
4. Re-work the windsurfer booking process tool or discover a better alternative
5. Organize and display pricing and create unique buttons for each tent option
6. Update tent comparison functionality
7. Re-work tent option sections for mobile
8. Individual  CTA buttons for each Tent/Package option
9. Optimize tent option sections for mobile

10. Create separate detail pages with more info and pricing options for tents and packages
11. Be more strategic with copy. Use design practices to improve the “scan-ability” of copy
12. Create a new user friendly typography. Organized the hierarchy of typography to reduce 

confusion  
13. Create a CTA hierarchy of primary, secondary, tertiary buttons and text link CTAs. Avoid 

underline words as this could look and feel as valid links to users
14. Provide prices upfront before the user moves to Windsurfer
15. Make “My Reservation” link visible at the homepage 
16. Move the “Search” option from the footer to the header
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THANK YOU


