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A journey map is a visualization of the 
process that a person goes through to 
accomplish a goal. The timeline of 
actions is fleshed out with user thoughts 
and emotions in order to create a 
narrative.

Breaking down the customer journey 
and aligning their steps with goals 
allows us to evaluate and restructure the 
touchpoints. The journey can be 
realigned to solve customer problems 
and maximize customer success.

WHY?

WHAT?
Auntie Angie brought a Lovepop for her 
mom for Mother’s Day and it was a big hit. 
Her nephew is graduating from pre-K next 
week and she has decided to order a card 
online for him. Since everyone liked the 
Mother’s Day Lovepop, she’s decided  to 
go to Lovepop’s website and order the 
graduation card for her nephew.

OUR SCENARIO

Journey Map



Many of the suggestions made in the 
journey map are “low hanging fruit” - i.e. 
UIs that don’t match visually/functionally, 
copy adjustments, improving CTAs, 
keeping more content above the fold. 
Some of the suggestions will require 
more thought and planning to find the 
appropriate solution to implement. 

Keep in mind, this is based on the 
customer experience. Our business 
goals must also be taken into 
consideration, yet usually the best way 
to meet them is by making the customer 
journey as smooth as possible so that 
when we meet their needs, our goals are 
also achieved. Please share any 
feedback, concerns, questions with 
cfair@lovepopcards.com 

THOUGHTS?

NEXT STEPS
Items noted in the areas of opportunity and 
on the screen shots in the annotations 
reflect changes that could be made. Ideally, 
the team can review these, weight them 
from lowest impact to highest, and easiest 
lift to heaviest (for both design and 
engineering) in order to dertermine which 
items should actually be done and in what 
order. 

RECOMMENDATIONS

Journey Map
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Let the user/shopper know up 
front that they can have 
Lovepop write their note and 
send their card.

What is conversion like for 
people that shop collections v. 
use the search bar? 

 On initial landing page of 
search results, add to cart is 
below fold on some phones.

Again on this page, the user is 
not informed that Lovepop 
can personalize and send the 
card for them. 

Consider future use of a card 
sorting/filter - some shoppers 
want to browse, some 
shoppers want to be directed 
to the best purchase for them.
 Filtering could include: who 
are you shopping for, age, sex, 
occasion, etc.

Product page is incredibly text 
heavy. Alos, sharktank, 
billboard, other icons are not 
clickable and have no relation 
to the page.
Again, the user has not seen 
until now anything about 
"personalization" so the 
likelihood they will select it is 
decreased. 
Broaden the funnel of users 
who personalize cards with a 
clear CTA instead of just add 
to cart floating on the page..

Since the user is writing a note 
to the person they are 
sending the card to, can we 
improve the copy from "Add 
text" "Add photo"?
Being consistent with tone 
improves the brand, both 
visually and with copy. 

 

Are there other photo editing 
elements available with this 
plugin? 

Can the lovepop notecard be 
displayed in the background 
so the user sees where/how 
the pic will appear?
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Angie navigates to Lovepop 
website since everyone loved 
the Mother's Day card last 
week.

Angie see search bar and 
types in Graduation Card.

Angie sees many graduation 
cards options and scrolls 
down to find the right one for 
her nephew.

The more she scrolls, the less 
the cards seem appriopriate 
for graduation to Angie.

Angie scrolls back up and 
selects the bear for her young 
nephew. Then she sees the 
"product page for the card" 
with two CTAs.
Angie now sees she can 
personalize the note and 
wants to try but is unclear 
what this feature is.

Angie selects add photo and 
then is prompted to upload 
an image from her phone or 
take a photo.

Angie loves that she can crop 
the photo to fit just right on 
the card. **moment of 
delight**

Angie selects personalization 
and then selects photo and 
text.

Angie thinks it is great that 
she can add a photo and write 
a note in the card from the 
website. She had no idea!

Angie selects add text and 
starts to write note and sees 
the font drop down. She likes 
the different colors and fonts 
options.
Angie selects the drop down 
but a new modal appears; she 
closes it without selecting a 
new font.

Angie selects finish editing 
and is taken to another 
preview screen showing her 
finalized card.

Angie checks the ToS 
checkbox and selects next to 
move foward. 

Angie isn't sure why she's 
being asked when the card 
should arrive . . . she thought 
she was adding a note.

None of these occasions are 
graduation; Angie thinks she 
may have selected the wrong 
thing and selects close.

Angie sees a pop up saying 
she will lose her progress if 
she exits now; that is not what 
she wanted; she wants to 
finish the personalizing.
Angie is confused but she 
selects back to editing.

Angie was just ordering a 
personalized card and doesn't 
know why she is being asked 
about arrival or occasions. 

Angie selects specific date as 
graduation is not an option. 

Angie sees a section of dates 
highlighted on the calendar 
but isn't sure what they reflect. 

She cannot choose nephew 
from the recepient list and is 
getting frustrated with the 
overall experience.

Angie isn't sure what she's 
being asked for but intuits 
that the card can be sent 
directly to her nephew. 

She planned to give the card 
when she visited, but this is 
okay and maybe he will get 
the card sooner.

Angie adds the card to her 
cart - she's already completed 
quite a bit of work and is 
surprised the card was not 
already in her cart.
Beyond this, shopify has 
restrictions  - but there are 
many areas of opportunity for 
future exploration.
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"I hope they have a great 
selection of graduation 

cards for kids!"

"I can use the search feature to find 
graduation cards easily."

"Cool - there are lots of 
cards for graduates, 

young and old!"

"The cute bear is perfect 
for my nephew." "Hmmm, I wonder 

what personalize 
your note does?"

"Oh cool! I can add a pic 
and note to the card." 

"I'll start with a picture." 

"Hmmm, what's this?" 

"I don't know what to pick; 
maybe I did something wrong." 

"Huh, I don't want to quit - 
I'll keep editing." 

"There's no option for graduation; 
I'm not sure what this is;

 I already wrote my note." 

"I think they will mail the card for me, too; 
I'm just not sure that's what this means." "I thought that was already in my cart; I'll 

add it now and check out." 

"Now I'm picking an occasion 
but graduation is not 

a choice. *Sigh*"
"I'm not sure when 

the card is being sent."

"I guess I'll pick specific date." 

 
"I'm not sure if this is right for me. 

There's no option 
for nephew or family?!?" 

“Wow - I can crop it 
to be just right.” 

“Oh I can edit the note 
color and font, too! Cool!” 

“Weird, hmmm.” 

“Okay, I think I’m finished.” 
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Journey Map AUNTIE ANGIE Buying a graduation card for nephew

UNHAPPY

HAPPY

The font selector should only 
look like a drop down if it *is* 
a dropdown - if it will be 
similar to the color selector, it 
should display as such.
These features create a variety 
of options for users, but users 
have no way of knowing until 
they are here. Tell them 
sooner/improve messaging.
This is one area where we 
really lack WCAG compliance 
- modals on modals are 
generally a no-no.

The preview of the card is 
great . . . but not twice. Can 
the T&S checkbox be on 
screen 11.

As the flow occurs in modals, 
there are several areas where 
the "action" is happening 
below the fold. 

Users may want the option to 
"add to cart" here and not 
have the card sent by us to the 
recepient. 

This has been improved 
already with the "send now" 
or "schedule" option - yet 
could be even better.

In user testing, scheduling was 
the most "confusing" part of 
the flow. 

Could scheduling be last in 
the flow or be removed and 
be only send now to me or 
send now to recepient?

The primary CTA should be 
the focus (continue editing).

Thses modals on modals are 
not WCAG compliant.

 Is there a way we can save the 
user's progress? 

Lots of scrolling here . . . and 
not all occasions are options. 

"For a Specific Date" is odd 
copy to our users - they may 
not understand that this 
means "You pick the date".

The user still does not know 
that we are sending the card 
to the recepient for them. 

The relationships are an 
incomplete list and in an odd 
order; standard for this drop 
down would be alphabetical 
order.
This is all data we are 
collecting for Lovepop; it is 
not user friendly. How 
powerful is the data we are 
collecting? Can we improve?
Another odd functioning drop 
down - should be an info/help 
text icon. 

Making it more clear earlier 
that we are sending the card 
directly to the recepient 
would be helpful.

Does the user have an 
opportunity anywhere to log 
in and choose from previously 
used addys? 

Again, consider adding 
address - where it will be sent 
- and then asking when/
scheduling.

A preview link in the checkout 
cart would be amazing; 
showing the message is a 
great start.

 

 



1. User arrives on home page 2. User searched for 
graduation card

3. User sees search results 
and selects card

D) There is no personalization 
CTA without going to the 
product page. 

C) At first, cards were relevant 
to graduation but then 
changed to seemingly random 
cards. 

B) On initial landing page, add 
to cart button is below fold for 
mobile.

A) User just sees “here’s some 
results” instead of “here are 15 
of 30 cards fitting graduation 
results” to indicate how many 
cards they have to choose 
from. (Does this exist in prod?)

A) Weird that “Add to Cart” 
button floats at top of page as 
you scroll down on mobile; 
also, isn’t value greater for 
personalization? Maybe CTA 
floater should read: Purchase 
options? 

B) SO MUCH TEXT and only 
one image of the card

C) Icons for Shark Tank, 
Billboard, etc. are not clickable 
and have no context here on 
this page.

D) What’s with the arrow on 
the “add to cart” button? Not 
part of UI kit.

4. User sees product page 
and selects personalize

5. User is presented with 
layout options and selects 
photo and text

A) We are letting the user 
write a note to the person 
they are sending the card to 
- can we find better 
language than “text” and 
“add text” througout this 
flow?

6. User is presented with 
options to add photo or add 
text and selects add photo

7. (would look different on 
phone) User selects image to 
add to card

8. User has option to crop 
and position photo in card 
and then selects crop and 
save.

A) This functionality is a real 
moment of delight - the 
image positioning, scan/
crop works great. 

B) Can we consider showing 
this page located on the 
card where the image will 
wind up being?  

9. User  returns to 
personalize note flow; 
selects to add text

10. User adds text, then 
changes the color of the text 
and selects add

A) Modals on top of modals 
are not WCAG accessible.

B) User selects the font drop down and then modal 
appears - this is a confusing behaviour. It’s not a drop 
down. This can be easily corrected. 
C) Again, modal on modal is not accessible. 

Screenshots of the flow from 5.16.19



11. User has finished adding 
image and text and sees 
preview of the card; user 
selects finish editing.

12. User sees another 
preview of card and selects 
checkbox but then has to 
scroll down to get to add 
recepient and selects it. 

B) Can the user have the 
option to add to card or 
send to recepient? Why can 
personalized cards only be 
sent by lovepop? Options 
could be :add to cart: 
and :send the card for me:

A) Can the checkbox not be 
on the previous page for 
some reason? This feels like 
an unnecessary step for the 
user; the “done editing 
button” can be inactive until 
the checkbox has been 
selected.  

A) Isn’t the card already in 
the cart? If not, shouldn’t it 
be? 

B) Did the user ever have an 
opportunity to sign in and 
pick from their previous or 
saved addresses? 

C) Does it make more sense 
to let the user choose the 
location where it is being 
sent and then the date?
In user testing, the 
scheduling aspect gave 
people the most trouble; can 
we reduce confusion by 
making it last?  

14b. User selected send now 
on screen 13. User needs to 
add address for card to be 
mailed to and select add to 
cart.

14a. In the case where a user 
selected an occasion, say 
Halloween, they will see this 
screen.  The user is not given 
any details about what they 
are seeing on the screen; 
they scroll all the way down 
and share info that is really 
unrelated to personalization 
and shipping. 

B) there is a lot of design 
here around the three data 
elements we are trying to 
collect . . . . and it is not user 
friendly. 

A) This drop down that 
clarifies the highlights on the 
calendar doesn’t follow any 
mental model for help text 
or information. Very 
confusing.

C) Are these the only 
relationships we want to 
capture? Would it be easier 
to group some of them 
under categories (family, 
SO, friend)? What about 
nieces, nephews, step 
children, aunts, uncles?

A) Can the edit be edit/
review card? 

15. User sees cart with card 
and message in it and selects 
checkout.

Journey beyond this point 
controlled by Shopify :( 
We should note what areas 
we can alter and improve the 
experience as much as we 
can.

13. User is presented with 
scheduling screen. In this 
case, the user wants to send 
the card now and must scroll 
all the way down or intuit 
that “for a specific date” may 
allow them to send it now. 

A) This is an incredibly 
confusing and frustrating 
user experience; at this 
point, the user has no idea 
that we can actually send the 
card to the recepient for 
them; it is unlikely they know 
that we schedule cards in 
advance; there are great 
opportunities here to inform 
the user and clean up the 
ability to schedule.

13a. User returns to 
scheduling screen.

A) This is an incredibly 
confusing and frustrating 
user experience; at this 
point, the user has no idea 
that we can actually send the 
card to the recepient for 
them; it is unlikely they know 
that we schedule cards in 
advance; there are great 
opportunities here to inform 
the user and clean up the 
ability to schedule.

Yes, exit personalization

**) Great add of the exit modal to let users know they 
have not finished. Users will see this if exit before 
finishing the personalization AND scheduling.

A) The modal on modal is not accessible.
B) The primary CTA should be to complete 
personalization as that is what we want the user to do. 
The secondary CTA should be an underlined link, not a 
button. See below.

Continue editing Continue editing



Journey beyond this point 
controlled by Shopify :( 
We should note what areas 
we can alter and improve the 
experience as much as we 
can.


