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Project Background

About Rivers Agency
Rivers Agency is one of the most innovative and award-winning design firms in the region. 
Over the last 25+ years, we’ve designed hundreds of product, brand and digital experiences 
for companies like Red Hat, Wolfspeed and Zelle, in large part due to strategically putting 
users at the core of everything we create. On an advisory level, we help companies like 
Lenovo seeking growth, influence and better experiences for their customers by 
professionally assessing their owned platforms and working alongside their internal teams to 
define strategies for innovation and roadmaps for next-generation digital experiences.

3

About the Project
The sequel to our original UX report delivered July 2021, this report includes a more holistic 
analysis of visitors’ interactions with key ISG pages within the Lenovo.com site. The pages 
were selected by the ISG team and evaluated through the lens of both User Experience (UX) 
and Customer Experience (CX), with UX as a focused and specific part of a larger CX 
analysis. Therefore, measurements, key findings and recommendations are focused on 
interactions a user has with ISG’s digital products and services, as well as the quality of the 
digital encounter with those products and services. In short, the findings and 
recommendations noted work to uncover everything from what prevents visitors from 
completing goals on ISG pages to inconsistencies and omissions on the site that can leave 
Lenovo consumers with a disjointed and confusing impression of the brand.

“Understanding your digital 
touchpoints and how they affect 
consumer perception and brand 
loyalty is critical – in a recent 
study, we found over 65% of 
customers said that their 
experience on the website or app 
would be at least a very important 
factor in their willingness to 
recommend a brand.”

29% of consumers want to see 
major improvements to the 
online resources businesses 
provide and 27% want to see a 
major improvement to the 
buying process.

- Qualtrics Study, 2021
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Audit Activities

Inventory of current ISG content

Information architecture best practices assessment

Content quality assessment

Content strategic assessment

Recommendations for change

4
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Data Center: 
Point of View (POV) Pages
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POV Pages – Key Metrics

Inbound Drivers
1. Direct 36.7%

2. SEO 31.0%

3. SEM 17.5%

4. Paid Social 8.0%

5. Display 2.8%

Entry Pages
1. Cloud Computing 21.0%

2. Analytics & AI 16.7%

3. Data Center 8.4%

4. Edge Computing 7.2%

5. Lenovo Home 6.7%

6. As-a-Service 4.8%

7. PC 1.9%

8. Cloud Computing 1.7%

9. As-a-Service (diff url) 1.0%

10. Laptop Deals 0.8%

Basic Traffic Visits
1. Analytics & AI 19.4%

2. Cloud Computing 16.7%

3. Edge Computing 14.0%

4. Cloud Computing (diff url) 10.5%

5. As-a-Service 8.1%

6. Analytics & AI (diff url) 4.6%

7. As-a-Service (diff url) 4.2%

8. Edge Computing (diff url) 3.4%

9. Cloud Computing (paid social url)  3.2%

10. Analytics & AI (paid social url)       3.2%

Adobe Analytics October 1, 2021 – October 31, 2021.

i
POV basic traffic visits rank as following when 
calculating total url mentions within the top 10:
Cloud Computing: Visits 6,606 / 30.9%
Analytics & AI: Visits 5,894 / 27.6%
Edge Computing: Visits 3,659 / 17.1%
As-a-Service: Visits 2,796 / 13.1%
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Information Access
Findability
Names of categories are understandable 4 4 3 4

Category names accurately convey content 3 3 4 4

Content categorized in a user-centered manner 3 4 3 4

Content titles are distinguishable from one another 2 2 3 4

Navigation components are present 2 2 2 2

Information is difficult to find because the structure is too broad or too deep 3 2 2 4

Number of clicks from the homepage 5 (1 click) 5 (1 click) 5 (1 click) 5 (1 click)

Cloud Computing Analytics & AI As a Service Edge Computing

Searchability
Search technology is available 3 3 3 3 

SEO keywords are mapped to pages 3 3 2 2

Page available from search in Google and goes directly to the destination 5 5 5 5

Title tags are correct 2 2 2 2

Meta descriptions are optimized 2 3 1 1

Score (out of 60) 37 / D 38 / D 35 / E 40 / D

Information Organization

POV Pages – Information Architecture Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/cloud-computing/
https://www.lenovo.com/us/en/data-center/solutions/analytics-ai/
https://www.lenovo.com/us/en/data-center/solutions/as-a-service/
https://www.lenovo.com/us/en/data-center/solutions/edge-computing/
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Content 
Organization

Content heading structure is consistent and parallel 3 3 3 3

Content is easy to scan (no walls of text) 3 3 3 3

Content flows from the most important, to the least important 3 3 3 3

Page elements, such as images, videos, and links are used appropriately and 
consistently 3 3 3 3

Plain 
Language, 
Grammar and 
Punctuation

Content contains no jargon 2 2 3 1

Content uses active voice 4 3 4 3

Content follows web writing best practices 2 2 2 2

Content avoids nominalizations, redundancies, cliches, and long sentences 2 1 1 1

Content Focus, 
Efficiency, 
Effectiveness 
and Context

Content is focused on one topic and purpose per page 4 4 4 4

Content conveys information succinctly. No info dumps 2 2 2 2

Content is easy to understand 2 2 2 2

User has sufficient context to understand the page if the page can be landed on 
via natural search or browsing. The user does not need to have visited previous 
pages to understand the current one

3 3 2 4

Voice and Tone
Content meets brand guidelines 4 4 4 3

Tone is appropriate for the audience, purpose, and channel 4 4 4 4

Calls to Action 
or Next Steps

Content contains clear calls to action or next steps 3 3 3 3

User knows what to do next 3 3 2 3

Cloud Computing Analytics & AI As a Service Edge Computing

POV Pages – Quality of Content Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/cloud-computing/
https://www.lenovo.com/us/en/data-center/solutions/analytics-ai/
https://www.lenovo.com/us/en/data-center/solutions/as-a-service/
https://www.lenovo.com/us/en/data-center/solutions/edge-computing/
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Content is 
Relevant

Content is relevant to the audience 4 4 4 4
There are no gaps in the content 3 3 3 3

Content Quality

Key messages are clear 3 3 3 3
Keywords are appropriate and useful 3 3 1 2
Goal of the page is clear 3 3 3 3
All appropriate knowledge levels are served 2 2 2 2

Score (out of 170) 102 / D 96 / E 97 / E 95 / E

9

Information 
Design and 
Writing 
Standards are 
Professional 
and Effective

Content has no spelling or grammatical errors 5 2 5 4
Content is easy to read and understand 3 3 3 3
Titles, headings, and text are consistent and effective 3 3 3 3

Content is supported graphically 3 3 3 3

Appropriate 
Level of 
Substance and 
Context

Content is useful and substantial 3 3 3 3

Content provides enough background info 2 2 2 2

Content is 
Effectively 
Focused on the 
Audience

Content speaks directly to the audience 4 4 4 4
Content is focused on user needs 3 3 3 3

Content meets the needs or answers the question posed by the scenario 3 3 3 3

Content is Well 
Organized

Navigation path to scenario content is easy to find and follow 3 3 3 3
Pages are organized logically and reflect user task flow 3 2 2 3
Page content, paragraph, and sentence hierarchy is apparent 2 2 2 2

Cloud Computing Analytics & AI As a Service Edge Computing

POV Pages – Quality of Content Score continued

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/cloud-computing/
https://www.lenovo.com/us/en/data-center/solutions/analytics-ai/
https://www.lenovo.com/us/en/data-center/solutions/as-a-service/
https://www.lenovo.com/us/en/data-center/solutions/edge-computing/
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing


2021 Lenovo Internal. All rights reserved. 10

Brand positioning clear in the content 2 2 2 2

Content expresses a clear point of view 2 2 2 2

Brand personality comes across in content 1 1 1 1

Content champions ideas linked to brand values 1 1 1 1

Content and stories are unique to Lenovo 2 2 2 2

Content and stories stand out among the competition 2 2 2 2

Content demonstrates Lenovo’s expertise 2 2 2 2

Branded content is accessible from multiple places on the site 3 3 3 3

Readers can easily share branded content 1 1 1 1

Score (out of 45) 16 / F

Cloud Computing Analytics & AI As a Service Edge Computing

POV Pages – Branded Content Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/cloud-computing/
https://www.lenovo.com/us/en/data-center/solutions/analytics-ai/
https://www.lenovo.com/us/en/data-center/solutions/as-a-service/
https://www.lenovo.com/us/en/data-center/solutions/edge-computing/
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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POV Pages – What is a point of view?

A brand’s POV is based on its perspective on matters 
that are relevant and helpful to its customers. POVs 
create a framework for a conversation around a series 
of broader topics and content revolving around those 
topics, not just products.

11

Where do POVs come from?
• Company mission, vision, values
• Industry dynamics
• Industry outlook
• Industry predictions
• Customer pain points
• Customer priorities
• Looking at the future
• Brand campaigns

• Digital Transformation
• Digital Leadership
• Digital Commerce
• Digital Ecosystems
• IT Innovation
• Technology Trends
• Security
• Scalability
• Resilience
• Automation
• AI (Artificial Intelligence)
• Collaboration
• CX (Customer Experience)
• Productivity
• The Modern Workplace
• Hybrid Workforce
• Business Intelligence
• Business As a Platform for Change

What is Lenovo’s point of 
view on these head topics?
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POV Pages – Where should they live? Navigation Trends, Best-in-Class

12

The Lenovo model:
Currently what Lenovo calls POV pages are contained 
within the Solutions menu in alphabetical order. The 
POVs are not grouped together under a sub label 
such as “Learn”. 

The learning hub model:
A learning hub is a place on your website where your 
best content lives and is organized in a way that makes 
it easy to find the content that answers the questions of 
your prospects.

Example 1: IBM makes it easy for users to learn about 
head topics like Cloud and AI from its “Learn & Support” 
pages. Those pillar pages with broad learnings then link 
out to related IBM solutions, products and services.

Example 2: Salesforce uses the same model, making its 
“Resource Center” available from the top navigation with 
content ranging from POV articles to how-to-guides to 
leadership podcasts. 

Salesforce content is organized by topic, industry, role, 
etc., to make it easier for users to find the resources that 
relate directly to their individual needs.

Users also have the option to sign-up to have the latest 
relevant resources emailed directly to their inbox. 

Ex 1: IBM

Ex 2: Salesforce
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"We believe"
First person is the most personal point of view. 
Brands with a point of view use first person in 
their conversations with consumers.

"Clouds that compete can still connect"
Successful brands socialize positive, progressive, enlightened 
ideas about the industry in addition to their products and 
solutions. These ideas are directly related to the brand’s point of 
view and help readers decide if they align with your company 
values or not. 

“About”
About pages or other content blocks where point of view is 
critical should focus on brand personality and beliefs. 

“Jobs”
Careers is nestled underneath POV About copy, allowing Red Hat 
to build a quick rapport with potential candidates before they click 
“Jobs.”

POV Pages –– What does it sounds like? Red Hat, Best-in-Class https://www.redhat.com

13

https://www.redhat.com/
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Simple, positive, jargon-free headline.

POV Pages – – What does it look like? IBM, Best-in-Class https://www.ibm.com/resources/guides/hybrid-cloud-strategy/

Appropriate print, share and download icons 
allow viewers to save and share evergreen 
POV content.

On-page navigation acts as a table of contents 
letting readers “skip” the topics they already 
know or toggle back and forth between content 
sections on the page.

On-page navigation sticks, making it easily accessible to 
readers throughout the experience. 

IBM carves their content out into focused, digestible 
sections. Order of the content is deliberate, organized from 
most important to least/big picture to small. Content sections 
are numbered, strategically guiding users through the page.

People are time-pressed. Putting an estimated read time 
on content has shown to have a positive effect on reader 
engagement.

14
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Jargon-free, point of view headers and 
headlines.

Inline images supporting the content educate 
audiences who are looking for answers and 
trying to learn.

“IBM advocates for…” Notice the non-marketing 
speak. This is point of view language explaining 
IBM’s stance on this topic.

Captions are one of the most highly read 
content types and help enhance the meaning 
of the images.

POV Pages – – What does it look like? IBM, Best-in-Class https://www.ibm.com/resources/guides/hybrid-cloud-strategy/

15
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Active nav state shows readers where they are in the 
content and how much more is left to read.

Notice that further down the page IBM starts hyperlinking to 
connected resources. By strategically embedding links in the 
text vs. creating marketing portals for additional resources, 
the user is less likely to lose focus. The hyperlinks are a 
pause in the experience, but don’t distract from the narrative, 
giving the user the option to dig deeper or continue on their 
current journey.

Solution and products appear on the page, but not in a 
salesy package. Inline image diagrams the options in an 
informative and educational way.

POV Pages – – What does it look like? IBM, Best-in-Class https://www.ibm.com/resources/guides/hybrid-cloud-strategy/

16
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IBM addresses that these top of funnel, evergreen 
insights can apply to a variety of targets and takes the 
time to explain that no matter what or who you are, this 
concept and IBM’s solutions are relevant to readers.

The core purpose of POV pages is to help audiences understand an issue and 
solve problems around that issue quickly. By embedding real-life examples of 
how IBM helps each customer directly on the POV page vs linking out to a 
case study asset, IBM is saving readers time and keeping them focused on the 
purpose of the page. Also, note the position of the case studies on the page; 
because case study content is most valuable to mid-funnel users, IBM 
positions them near the end of the journey to help prospects move into the 
consideration stage.

POV Pages – What does it look like? IBM, Best-in-Class https://www.ibm.com/resources/guides/hybrid-cloud-strategy/

17
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The most effective case studies are 500 words or 
less (IBM averages around 350 for each story on 
this page), making it easier for readers to skim the 
text and get to the information quickly.

IBM provides three logical and simple next steps for 
top-of-funnel and mid-funnel users. An interactive and 
educational calculator tool helps users test out their own 
business needs against IBM’s solution, a direct link to 
book a consultation to learn more, and a handy PDF 
download that prospects can save and share to spread 
the knowledge between teams. 

POV Pages – What does it look like? IBM, Best-in-Class https://www.ibm.com/resources/guides/hybrid-cloud-strategy/

18
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Lenovo Cloud Computing
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Lenovo Cloud Computing – Key Metrics

Unique Visitors 4,924

Visits 6,606

Return Visitors 3,630 / 55%

Page Views 8,423

Average Time 1:25

Bounce Rate 49.89%

Quantum Metric August 1, 2021 – October 31, 2021. Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 10.

There is a high interest in Cloud Computing, but time 
on page and bounce rate could be improved by 
engaging customers with the right content. 
Engagement is higher with CTAs that use language 
that guides users to resources, stories or more 
information. Users are frequently clicking on content 
that doesn’t link including the ”Approach to Cloud” 
section, images and titles.

i
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Lenovo Cloud Computing – Key Issues

21

Missing breadcrumbs to take you back to solutions.

"Xeon" processor is mentioned in high priority position on the page, but 
there is no information about what it is or why it's important anywhere 
else on the page. Copy is marketing copy, not POV copy.

Top-level navigation isn't activated.

Branded element lacks context. Not clear what "The Data-
Centered" means.

Overview content is missing Lenovo opinion. The copy is 
marketing messaging, not POV messaging. Copy references 
"strategy" as the "first-step" but there is no follow up or related 
content that offers or links to clear business strategies.

The header is labeled "Benefits", but the content doesn't offer 
any explicit cloud benefits for readers.

Long page could benefit from on-page navigation that lets you jump 
to specific sections.
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Instead of leading with the products, lead with the 
problems that the products help solve. Linking to 
products that support solutions or POV is ok. Provide 
more contextual information about the characteristics of 
the business featured in the content (what is the 
industry, what is the size of the business, what were their 
pain points and priorities?).

Insert header and intro text to tell readers what's coming. 
(Ex. "See our cloud computing solutions in action")

Bulleted content is highly effective, but in this case, 
readers don't have enough context to fully understand the 
positive outcomes in the list.

"Digital transformation" should be a head topic 
for Lenovo with copy that supports the brand's 
perspective on the issue. Content title for actual asset 
("Saving Time While Speeding up Service") would be a 
better headline here because it's jargon-free and helps 
the reader understand the basics of the story they're 
about to read.

Lenovo Cloud Computing – Key Issues

Consider bringing a pull quote or some part of the editorial 
content from the stories forward on this page to give 
audiences a sneak peek at real customer inputs.

The reader hasn’t learned anything about the topic of 
Cloud Computing. Customer Success stories are not 
appropriate in this stage of the page journey.
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“Getting Started” headline suggests content following 
would display steps in a process, when the actual content 
in the section below is lead-ins to content assets.

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.

Too much technical jargon.

Gated asset behind CTA. Form fill did not reproduce 
email with link to download assets or direct download.

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.

CTA links to new web page where a video asset is below the fold. It’s 
not clear that’s the asset the reader is looking for as the intro copy to 
that video does not connect with the blurb the reader just read on the 
Cloud Computing POV page. Anchor tag in the url does not appear to be 
working or scrolling users down to the part of the page this relates to. 

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.

CTA links to PDF asset. PDFs are a barrier for mobile users. 
Consider moving content on site for improved mobile experience 
and the ability to track engagement with the asset. The subject of 
the CTA is not referenced until page 6 of the document.

Lenovo Cloud Computing – Key Issues

Images repeat on all POV pages creating a confusing experience.
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Lenovo Cloud Computing – Key Issues

24

Include an intro to the concept that positions 
Lenovo as an authority/thought leader.

This content is related to the Hybrid Cloud topic above. 
Lenovo needs to make that clear by adding a heading or 
by clustering the content with the content above.

Vague headline. Consider more specific 
headlines related to the featured asset, “Try 
Our Cloud Assessment Tool”.

Vague CTA. Consider changing to ”Explore the 
Hybrid Cloud Platform”.

Headline is jargon.

CTA links to stand alone tool page that should 
open in a new window. Lack of navigation on 
linking asset could cause confusion.

Users are clicking on this content; opportunity 
for further engagement.
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Lenovo Cloud Computing – Key Issues

25

“Smarter” is a brand element that keeps occurring on this page and 
others, written into both headlines and body copy. If “Smarter” is a 
brand pillar or point-of-view for the company, we should tell audiences 
what “Smarter” means to Lenovo. We can’t expect readers to know 
about the “Smarter Technology for All” brand pillar or to associate this 
shortened version of the original with that concept. 

Vague CTA. Try giving more context about what result the reader 
will get if they click the button (ex. “Explore Storage Solutions”).

Too much jargon in all the body text. Reader just needs to 
know “what is this for” and “who is this for” before clicking on 
the CTA to dig deeper.

Headline needs context and/or intro text associated with it. 
Building blocks for what? What is my need that they address? 
In what part of the process do I need these building blocks?

Avoid multiple CTAs if possible.

The goal of a POV page is to reinforce the brand, boost credibility and 
to help customers learn. Detailed product cards don’t belong here.
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Lenovo Cloud Computing – Key Issues
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Too much jargon in all the body text. Reader just needs 
to know “what is this for” and “who is this for” before 
clicking on the CTA to dig deeper.

Avoid multiple CTAs if possible.

Add context such as “Explore Lenovo Cloud 
products” and sub text to explain how the 
products below relate to the Cloud Computing 
solution. 

Product images and product names should also link 
to the same place as the ”Learn More” CTA.

The goal of a POV page is to reinforce the brand, 
boost credibility and to help customers learn. Detailed, 
jargon-filled product cards don’t belong here.
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Lenovo Cloud Computing – Key Issues

27

Since page’s top content is regarding Cloud Computing, it 
could benefit users to see a menu of cloud-related services 
such as “Cloud workshops and trainings.”

Instead of “Lenovo representative” say “Lenovo Cloud 
Expert” to make it more relevant to users looking for help 
on the topic of the page.

Linking to social channels is good but adding links to share 
POV content from the page is better and can increase 
Lenovo’s position in the market.
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Lenovo Cloud Computing – Key Recommendations

What needs work?
• Point of view is missing from the page
• Too many topics for readers to focus on
• Page organization (most important to least)
• No background or contextual information to explain topics
• Jargon is not easily understood
• Topics lack categorization
• Imagery repeating across all POV pages
• Proper linking on objects users want to click on
• Keywords

What's missing?
• Head POV topics related to Cloud
• Pillar content that gives an overview of the Cloud topic
• On-page navigation that allows users to jump to different points on the page
• Interactive elements to encourage repeat visits (video, interactive info graphic, etc.)
• Sharable content/share functionality

28

• Cut the number of topics in the content and on the page 
way down

• Focus on the basics of Cloud, the types of Cloud strategies 
available and Lenovo’s point of view on each

• Order the content from most important/most related to the 
head topic down to least.

• Look for POV statements in the assets attached to the 
page. Some of the links out offer more appropriate pillar 
page copy than what’s currently written on the page.

• Highlight customer case stories content on page giving 
users a preview before linking out.

• Create a CTA or Next Steps module for readers who want 
to learn more about the specific topic vs. a generic CTA 
that leads them away from the journey.

• The content in pages and assets linked from the main POV 
page should all cluster together and support users’ journey 
of digging deeper into the head topic of the page.

• Audit keywords to increase ranking

• Ensure proper linking on titles and images

Recommendations for Change:
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1
Cloud 

Platform

2
Why 

Lenovo 
Cloud

3
Cloud 

Solutions

4
Cloud 

Services

5
Cloud 
Case 
Study

6
Cloud 

Tools and 
Resources

7
Cloud 

Products

Lenovo Cloud Computing – Key Recommendations

29

Cloud 
Computing

Employ a Content Strategy:
Content strategy best practices recommend 
creating one pillar (or point-of-view) page 
covering the basics of the topic. 

The majority of content on that page and the 
related/linked pages should be clustered within 
a relative narrow range. 

The topic cluster pages should go a step 
beyond and cover the fine details of the topic. 

When creating the outlines for the topic 
clusters, ensure that you develop relevant 
topics that can link back to the pilar page.
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Lenovo Analytics & AI
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Lenovo Analytics & AI – Key Metrics

Unique Visitors 4,410

Visits 5,894

Return Visitors 3,343 / 57%

Page Views 7,107

Average Time 1:27

Bounce Rate 56.96%

Quantum Metric August 1, 2021 – October 31, 2021. Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 10.

i Heatmaps show that users are looking for a place to click 
and engage in the first two sections of the page before 
they have an option to. Once users are within learning or 
resources sections there is high engagement on CTA 
buttons. However, engagement drops significantly in the 
“Design” highlight and further down the page in the 
“Software & Solutions” and “Services” sections.
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Improper capitalization

Lenovo Analytics & AI – Key Issues

Missing breadcrumbs to take you back to solutions.

Top-level navigation isn't activated.

Branded element lacks context. Not clear what "The Data-
Centered" means.

This has the background for a POV, but it’s missing Lenovo’s 
approach. Try combining the Lenovo benefit below into the graph 
for a more robust POV intro to AI.

This doesn’t translate as a benefit to the customer. Reframe into 
how this proof point actually helps customers solve a problem or 
meet a goal, add additional goals and make sure you pay off the 
benefits in the following section of the site.

Long page could benefit from on-page navigation that lets you jump 
to specific sections.

These first three graphs don’t go deep enough into the basics of 
AI for customers. Try adding some infographics, or other explainer 
visuals that illustrate the steps of AI transformation. Don’t just 
mention digital transformation, explain how Lenovo’s AI solutions 
help that transformation.

What are Lenovo’s AI solutions? They are not present on the page.
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Lenovo Analytics & AI – Key Issues

33

Insert header and intro text to tell readers what's coming. 
(Ex. "See our AI solutions in action")

Consider bring a pull quote or some part of the editorial 
content from the stories forward on this page to give 
audiences a sneak peek at real customer inputs.

Strategically, it makes more sense to move case studies 
further down on the page. At this point in the journey, a 
reader needs to see information about Lenovo’s AI 
offerings; the social proof can be used for validation once 
the reader is more informed.
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Lenovo Analytics & AI – Key Issues

34

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.

Too much technical jargon.

The asset attached here is related to AI, not analytics? 

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.

CTA links needs to open a new window when taking visitors to the 
executive learning center. 

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.

CTA links to PDF asset. PDFs are a barrier for mobile users. 
Consider moving content on site for improved mobile experience 
and the ability to track engagement with the asset. 

“Analytics” needs to appear in the header of this section. 

What are Lenovo’s Analytics solutions? They are not present on the page.

Images repeat on all POV pages which can disorient users. 
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Lenovo Analytics & AI – Key Issues

35

Header should say “AI and Analytics Resources.” Consider adding a line 
of text underneath that reminds users of the benefit of the resources.

Blog thumbnail image needs to be clickable as well as the text CTA.
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This header should say “AI and Analytics products” with a little context 
underneath. 

Based on reading the information above them and their product card 
descriptions, it’s not clear how these products assist with AI 
transformation. What part of the journey do these help with and what AI 
related business problems do they solve for users?

Lenovo Analytics & AI – Key Issues

36

All solutions should be styled consistently and group in the same part of 
the page. 

CTA links to Storage Solutions page (note: The title of the content is 
“Infrastructure and Data Management) If storage is part of the AI and 
Analytics solution, it needs to be categorized with the other solutions 
above. If this is what Lenovo considers being a “related solution”, there 
should be a header with context that indicates that. 

The problem/solution set-up in the bullets is good, however there is no 
content about how this solution helps a customer with their AI journey. 

The goal of a POV page is to reinforce the brand, boost credibility and 
to help customers learn. Detailed product cards don’t belong here. Too 
much jargon in all the body text. Reader just needs to know “what is 
this for” and “who is this for” before clicking on the CTA to dig deeper.
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Lenovo Analytics & AI – Key Issues

37

“AI and Analytics” needs to appear in the header of this section.

Solutions should appear higher on the page. 

Solution labels and text on solutions is too jargon-heavy.   
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Lenovo Analytics & AI – Key Issues

38

Instead of “Lenovo representative” say “Lenovo AI Expert” 
to make it more relevant to users looking for help on the 
topic of the page.

Linking to social channels is good but adding links to share 
POV content from the page is better and can increase 
Lenovo’s position in the market.

Since page’s top content is regarding AI and Analytics, it 
could benefit users to see a menu of related services such 
as “AI workshops and trainings.”
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Lenovo Analytics & AI – Key Recommendations

What needs work?
• Point of view is missing from the page
• Too many topics for readers to focus on
• Page organization (most important to least)
• No background or contextual information to explain topics
• Jargon is not easily understood
• Topics lack categorization
• Imagery repeating across all POV pages
• Proper linking on objects users want to click on

What's missing?
• Head POV topics related to AI
• AI and Analytics Solutions
• Pillar content that gives an overview of the AI topic
• On-page navigation that allows users to jump to different points on the page
• Sharable content/share functionality
• Branded keywords

• Consider separating AI and Analytics into two solutions to cut down on 
the topics and elements on the page.

• Order the content from most important/most related to the head topic 
down to least.

• Include the actual components of the solutions.

• Focus on the basics of AI, the types of AI strategies available and 
Lenovo’s point of view on each

• Look for POV statements in the assets attached to the page. Some of 
the links out offer more appropriate pillar page copy than what’s currently 
written on the page. (ex. “Getting Started with Artificial Intelligence.)

• Highlight customer case stories content on page giving users a preview 
before linking out.

• Create a CTA or Next Steps module for readers who want to learn more 
about the specific topic vs. a generic CTA that leads them away from the 
journey.

• Organize the content for readers. Resources should all be together. 

• Included branded keywords

• Ensure proper linking on titles and images

Recommendations for Change:
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Edge Computing
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Lenovo Edge Computing – Key Metrics

41

Unique Visitors 2,831

Visits 3,659

Return Visitors 2,211 / 60%

Page Views 4,215

Average Time 1:39

Bounce Rate 44.87%

Quantum Metric August 1, 2021 – October 31, 2021. Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 10.

Heatmap data is heavily dispersed unlike other POV 
pages. Users are trying to click all over the page and 
in numerous places that are not clickable. There is 
low interest in virtual briefings and again in 
workshops.

i
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Lenovo Edge Computing – Key Issues

42

Top-level navigation isn't activated.

Missing breadcrumbs to take you back to solutions.

Branded element lacks context. Not clear what "The Data-Centered" 
means.

This is marketing copy, not POV copy. Reference to Xeon Platinum 
Processor needs to be explained further down in the content below.

Missing fundamental information around what Edge Computing is 
and, what it delivers and what problems Edge Computing solves. 

Too generic and doesn’t translate as benefit to the customer. 
Customers would expect that Lenovo’s products are robust and 
secure, so try focusing on what this capability does. (Ex. Speeds 
up business process, personalization business process, etc.)
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Lenovo Edge Computing – Key Issues

43

Strategically, it makes more sense to move case studies 
further down on the page. At this point in the journey, a 
reader needs to see information about Lenovo’s Edge 
Computing offerings; the social proof can be used for 
validation once the reader is more informed.

Consider bring a pull quote or some part of the editorial 
content from the stories forward on this page to give 
audiences a sneak peek at real customer inputs.

Insert header and intro text to tell readers what's coming. 
(Ex. "See our edge computing solutions in action")

Bulleted content is highly effective, but in this case, 
readers don't have enough context to fully understand the 
positive outcomes in the list.
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Lenovo Edge Computing – Key Issues

44

Images repeat on all POV pages creating a confusing experience.

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.

CTA links needs to open a new window when taking visitors to the 
executive learning center. The link opens to a new web page where a 
video asset is below the fold causing confusion.

CTA links to PDF asset. PDFs are a barrier for mobile users. 
Consider moving content on site for improved mobile experience 
and the ability to track engagement with the asset. 

Gated asset behind CTA. Form fill did not reproduce 
email with link to download assets or direct download.

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.
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Lenovo Edge Computing – Key Issues

45

CTA links to Storage Solutions page (note: The title of the content is 
“Infrastructure and Data Management). If storage is part of the Edge 
Computing Solution, it needs to be categorized with the other solutions 
above. If this is what Lenovo considers being a “related solution”, there 
should be a header with context that indicates that. 

The problem/solution set-up in the bullets is good, however there is no 
mention of Edge Computing.

The styling for this product block does not match product blocks on other 
Solutions pages. For a consistent experience, both Edge Servers would 
be shown here in a product card layout. 

This should say “Edge Computing Products”.
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Lenovo Edge Computing – Key Issues

46

Instead of “Lenovo representative” say “Lenovo Edge 
Computing Expert” to make it more relevant to users 
looking for help on the topic of the page.

Linking to social channels is good but adding links to share 
POV content from the page is better and can increase 
Lenovo’s position in the market.

Since page’s top content is regarding Edge Computing, it 
could benefit users to see a menu of related services such 
as “Edge computing workshops and trainings.”
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Lenovo Edge Computing – Key Recommendations

47

What needs work?
• Point of view is missing from the page
• Too many topics for readers to focus on
• Page organization (most important to least)
• No background or contextual information to explain topics
• Topics lack categorization
• Imagery repeating across all POV pages
• Proper linking on objects users want to click on
• Head POV topics related to Edge Computing
• Keywords

What's missing?
• Edge Computing solutions
• Pillar content that gives an overview of the Edge Computing topic
• On-page navigation that allows users to jump to different points on the page
• Sharable content/share functionality

Recommendations for Change:

• Focus content on the reasons for Edge Computing and and 
Lenovo’s point of view on the capability.

• Order the content from most important/most related to the head 
topic down to least.

• Look for POV statements in the assets attached to the page. Some 
of the links out offer more appropriate pillar page copy than what’s 
currently written on the page.

• Highlight customer case stories content on page giving users a 
preview before linking out.

• Create a CTA or Next Steps module for readers who want to learn 
more about the specific topic vs. a generic CTA that leads them 
away from the journey.

• Audit keywords to increase ranking

• Ensure proper linking on titles and images
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As-a-Service
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Unique Visitors 2,002

Visits 2,796

Return Visitors 1,786 / 64%

Page Views 3,325

Average Time 1:33

Bounce Rate 52.39%

Quantum Metric August 1, 2021 – October 31, 2021. Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 10.

i Users are heavily clicking within the benefits section, 
however the only link in that section takes users to a part 
of the Lenovo site outside of the Data Center. Users are 
engaging with CTAs but interest wanes when it comes to 
exploring workshops. There is stronger interest in 
TruScale Infrastructure Services within the “Services” 
section which may warrant highlighting more relatable 
services within different POV pages.

Lenovo As-a-Service – Key Metrics
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Lenovo As-a-Service – Key Issues

50

Top-level navigation isn't activated.

Missing breadcrumbs to take you back to solutions.

It appears that the Benefits content on this page is actually Lenovo’s As-
a-Service solutions and their corresponding descriptions. This section 
should highlight the typical problems businesses face and the high-level 
benefits Lenovo’s solution provides.

This is marketing copy, not POV copy. Reference to 
Xeon Platinum Processor needs to be explained further 
down in the content below.

This is marketing copy, not POV copy. Lenovo needs an 
opinion on who should and why a business should pivot 
to the as-a-service model. (Ex. Supporting a mobile 
workforce, ensuring business continuity, etc.)

Improper grammar makes the sentence hard to scan.

Solutions should be broken out into their own content block with 
supporting visuals and structure. 
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Lenovo As-a-Service – Key Issues

Navigation is completely stripped from the page this 
links to. This can leave users disoriented and 
frustrated.

Insert header and intro text to tell readers what's coming. 
(Ex. "See our As-a-Service solutions in action")

Consider bring a pull quote or some part of the editorial 
content from the stories forward on this page to give 
audiences a sneak peek at real customer inputs.

Strategically, it makes more sense to move case studies 
further down on the page. At this point in the journey, a 
reader needs to see information about Lenovo’s AI 
offerings; the social proof can be used for validation once 
the reader is more informed.

Supporting copy fails to mention As-a-Service or the two 
solutions Lenovo provides. The description needs to relate 
back to the head topic on the page. 

Navigation is completely stripped from the page this 
links to. This can leave users disoriented and 
frustrated.

Supporting copy fails to mention As-a-Service or the two 
solutions Lenovo provides. The description needs to relate 
back to the head topic on the page. 
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Lenovo As-a-Service – Key Issues

Images repeat on all POV pages which can disorient users. 

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.

Header doesn’t connect to content asset. Header should summarize 
what the intro text beneath it says.

Header text and body copy should relate to As-a-Service.

CTA links to PDF asset. PDFs are a barrier for mobile users. 
Consider moving content on site for improved mobile experience 
and the ability to track engagement with the asset. 



2021 Lenovo Internal. All rights reserved. 53

Lenovo As-a-Service – Key Issues

CTA links to Client Virtualization Solution. If storage is part of the 
Service-as-a-Software solution, it needs to be categorized with the other 
solutions above. If this is what Lenovo considers being a “related 
solution”, there should be a header with context that indicates that. 

Content should mention As-a-Service.   

This section appears to be additional solutions. All solutions should be 
styled consistently and group in the same part of the page. 

CTA links to Storage Solutions page (note: The title of the content is 
“Infrastructure and Data Management) If storage is part of the AI and 
Analytics solution, it needs to be categorized with the other solutions 
above. If this is what Lenovo considers being a “related solution”, there 
should be a header with context that indicates that. 

The problem/solution set-up in the bullets is good, however there is no 
content about how this solution helps a customer with their AI journey. 
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Lenovo As-a-Service – Key Issues

Instead of “Lenovo representative” say “Lenovo As-a-
Service Expert” to make it more relevant to users looking 
for help on the topic of the page.

Linking to social channels is good but adding links to share 
POV content from the page is better and can increase 
Lenovo’s position in the market.

Since page’s top content is regarding As-a-Service, it could 
benefit users to see a menu of related services such as 
“As-a-Service workshops and trainings.”
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Lenovo As-a-Service – Key Recommendations

What needs work?
• Point of view is missing from the page
• Too many topics for readers to focus on
• Page organization (most important to least)
• No background or contextual information to explain topics
• Topics lack categorization
• Imagery repeating across all POV pages
• Proper linking on objects users want to click on
• Head POV topics related to As-a-Service are there, but not presented well
• Non-branded keywords

What's missing?
• AI and Analytics Solutions
• Pillar content that gives an overview of the As-a-Service topic
• On-page navigation that allows users to jump to different points on the page
• Sharable content/share functionality
• Branded keywords

• Create a benefits section with real benefits framed around 
solving typical business challenges.

• Organize the solutions that belong on the page and style 
them consistently.

• Highlight customer case stories content on page giving 
users a preview before linking out.

• Create a CTA or Next Steps module for readers who want 
to learn more about the specific topic vs. a generic CTA 
that leads them away from the journey.

• Organize the content for readers. Resources should all be 
together. 

• Include branded keywords.

• Ensure proper linking on titles and images.

• Update non-branded keywords.

Recommendations for Change:
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Data Center:
Customer Story Pages

56
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Customer Story Pages – Key Metrics

The Miami Jewish Health 
customer story is one of 
the most trafficked stories, 
yet it is not linked on any 
of the POV pages or part 
of the requested audit. 

The Hubei customer story 
does not appear at all 
within the top 10.

iBasic Traffic Visits
1. Cellnex (refer url) 20.8%

2. Miami Jewish Health 18.6%

3. Miami Jewish Health (refer url) 18.1%

4. Hero MotoCorp 9.1%

5. Cellnex 4.5%

6. Unspecified 4.2%

7. NC State 3.9%

8. Beam Suntory 3.4%

9. T-Systems 3.0%

10. Aportes en Línea 2.0%

Inbound Drivers
1. Direct 67.3%

2. Paid Social 12.1%

3. SEO 9.9%

4. Display 4.6%

5. SEM 4.2%

6. Lenovo Social 1.0%

7. Email 0.9%

8. Affiliate 0.7%

9. Apps 0.4%

10. CSE 0.2%
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Customer Story Pages – Key Metrics

Entry Pages
1. Miami Jewish Health 16.4%

2. Cellnex 14.4%

3. Data Center 11.0%

4. Cellnex US 10.6%

5. Miami Jewish Health US 9.1%

6. Home 5.4%

7. MotoCorp 4.9%

8. NC State 4.5%

9. T-Systems 3.5%

10. Beam Suntory 2.1%

Top Interactions
1. Consult with us 31.3%

2. T-Systems - Contact us 14.3%

3. Aportes - Explore Cloud Computing solutions 12.5%

4. T-Systems - Explore Cloud Computing solutions 11.6%

5. Hubei - Explore as a service Solution 9.8%

6. Aportes - Contact us 5.4%

7. Aportes - Share button - Email 5.4%

8. T-Systems - Share button - LinkedIn 3.6%

9. Aportes - Share button - Twitter 1.8%

10. T-Systems - Share button - Email 1.8%

A high number of users 
are entering in on the 
Miami Jewish Health page 
but this page is not linked 
to any POV page.

Share links are some of 
the top interactions but 
can be easily missed in 
their hidden state.

Cloud Computing is a top 
hit with users wanting to 
explore after reading 
related customer stories.

i
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Information Access
Findability
Names of categories are understandable 3 4 3 3 4 3

Category names accurately convey content 3 4 3 3 4 3

Content categorized in a user-centered manner 4 4 4 4 4 4

Content titles are distinguishable from one another 4 4 4 4 4 4

Navigation components are present 2 2 2 2 2 2

Information is difficult to find because the structure is too broad or too deep 4 4 4 4 4 4

Number of clicks from the homepage 2
(3-4 clicks)

2
(3-4 clicks)

2
(3-4 clicks)

2
(3-4 clicks)

2
(3-4 clicks)

3
(2 clicks)

NC State T Systems Aportes-en-linea Hero-motocorp Cellnex Hubei Initiate

Searchability
Search technology is available 1 1 1 1 1 1

SEO keywords are mapped to pages 2 2 2 2 2 2

Page available from search in Google and goes directly to the destination 4 5 5 5 5 5

Title tags are correct 1 2 1 2 2 2

Meta descriptions are optimized 1 2 1 1 2 1

Score (out of 60) 31 / E 36 / D 32 / E 33 / E 36 / D 34 / E

Information Organization

Customer Story Pages – Information Architecture Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/customer-stories/nc-state
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/t-systems
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/aportes-en-linea
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/hero-motocorp
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/cellnex
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/hubei?orgRef=https%253A%252F%252Fapp.asana.com%252F
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Content 
Organization

Content heading structure is consistent and parallel 4 4 4 4 4 4

Content is easy to scan (no walls of text) 4 3 3 3 3 4

Content flows from the most important, to the least important n/a n/a n/a n/a n/a n/a

Page elements, such as images, videos, and links are used appropriately 
and consistently 3 3 3 3 3 3

Plain 
Language, 
Grammar and 
Punctuation

Content contains no jargon 4 2 3 2 2 4

Content uses active voice 4 4 4 4 4 4

Content follows web writing best practices 4 3 3 3 3 3

Content avoids nominalizations, redundancies, cliches, and long 
sentences 3 3 3 3 3 3

Content 
Focus, 
Efficiency, 
Effectiveness 
and Context

Content is focused on one topic and purpose per page 5 5 5 5 5 5

Content conveys information succinctly. No info dumps 4 3 4 3 3 4

Content is easy to understand 4 3 3 3 3 4

User has sufficient context to understand the page if the page can be 
landed on via natural search or browsing. The user does not need to have 
visited previous pages to understand the current one

4 3 3 3 3 3

Voice and 
Tone

Content meets brand guidelines 5 3 3 3 3 4

Tone is appropriate for the audience, purpose, and channel 5 4 4 4 4 5

Calls to 
Action or Next 
Steps

Content contains clear calls to action or next steps 4 4 4 4 4 4

User knows what to do next 3 3 3 3 3 3

NC State T Systems Aportes-en-linea Hero-motocorp Cellnex Hubei Initiate

Customer Story Pages – Quality of Content Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/customer-stories/nc-state
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/t-systems
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/aportes-en-linea
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/hero-motocorp
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/cellnex
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/hubei?orgRef=https%253A%252F%252Fapp.asana.com%252F
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Content is 
Relevant

Content is relevant to the audience 4 4 4 4 4 4

There are no gaps in the content 4 4 4 4 4 4

Content Quality

Key messages are clear 3 3 3 3 3 3

Keywords are appropriate and useful 2 2 2 2 2 2

Goal of the page is clear 4 4 4 4 4 4

All appropriate knowledge levels are served 3 4 3 3 4 3

Score (out of 165) 123 / C 111 / D 111 / D 110 / D 113 / D 119 / C

61

Information 
Design and 
Writing 
Standards are 
Professional and 
Effective

Content has no spelling or grammatical errors 4 3 3 3 4 4
Content is easy to read and understand 4 3 3 4 3 4
Titles, headings, and text are consistent and effective 4 4 4 4 4 4

Content is supported graphically 4 4 4 4 4 3

Appropriate 
Level of 
Substance and 
Context

Content is useful and substantial 4 4 4 4 4 4

Content provides enough background info 3 3 3 3 3 3

Content is 
Effectively 
Focused on the 
Audience

Content speaks directly to the audience 4 4 4 4 4 4
Content is focused on user needs 3 3 3 3 3 3
Content meets the needs or answers the question posed by the 
scenario 3 3 2 2 3 3

Content is Well 
Organized

Navigation path to scenario content is easy to find and follow 2 2 2 2 2 2
Pages are organized logically and reflect user task flow 4 4 4 4 4 4
Page content, paragraph, and sentence hierarchy is apparent 4 3 3 3 4 4

NC State T Systems Aportes-en-linea Hero-motocorp Cellnex Hubei Initiate

Customer Story Pages – Quality of Content Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/customer-stories/nc-state
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/t-systems
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/aportes-en-linea
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/hero-motocorp
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/cellnex
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/hubei?orgRef=https%253A%252F%252Fapp.asana.com%252F
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Brand positioning clear in the content 2 2 2 2 2 2

Content expresses a clear point of view 2 2 2 2 2 2

Brand personality comes across in content 1 1 1 1 1 1

Content champions ideas linked to brand values 1 1 1 1 1 1

Content and stories are unique to Lenovo 3 3 3 3 3 3

Content and stories stand out among the competition 2 2 2 2 2 2

Content demonstrates Lenovo’s expertise 2 2 2 2 2 2

Branded content is accessible from multiple places on the site 2 2 2 2 2 2

Readers can easily share branded content 4 4 4 4 4 4

Score (out of 45) 19 / F

NC State T Systems Aportes-en-linea Hero-motocorp Cellnex Hubei Initiate

Customer Story Pages – Branded Content Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/customer-stories/nc-state
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/t-systems
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/aportes-en-linea
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/hero-motocorp
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/cellnex
https://www.lenovo.com/us/en/data-center/solutions/customer-stories/hubei?orgRef=https%253A%252F%252Fapp.asana.com%252F
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Customer Story Pages – Where should they live?

63

The Lenovo model:

Customer stories are currently available from the ISG Solutions tab, 
under the Resources label. When you get to the Customer Stories 
landing page however, the stories are not organized or filtered by the 
solutions or any other criteria, making it hard for readers to understand 
which stories are relevant to their own business needs.

Once you click Customer Stories from the main navigation above, 
the nav changes and both Resources and Customer Stories 
disappear completely.

Promote Customer Stories in the navigation:

Customer success stories can be some of the most valuable content for 
showcasing knowledge, thought-leadership and the top-tier companies 
Lenovo works with.

Consider elevating Customer Stories to the Main ISG navigation level like 
the Atlassian and Apple Business sites.

Ex 1: Atlassian

Ex 2: Apple
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Customer Story Pages – What are they for?

64

Customer stories help reassure users that Lenovo is a good fit for their business 
and use case. If they’re evaluating a few solutions in the space, seeing specific 
use cases helps them visualize the solution for their business. They also give 
prospects a leg to stand on when pitching the idea to other stakeholders. Lastly, 
learning how others have solved problems with Lenovo gives them a framework 
on how to approach getting started.

What are the goals of a customer story?

• Fast facts about company industry, headquarters, 
company size

• How Lenovo’s solution fit the customer’s mission 

• What about the company’s background attracted 
them to Lenovo

• How is the Lenovo product or solution used

• List of products and solutions used

• Any standout features or integrations

• Visuals that bring the story to life

• Featured quotes from interviewees

• Bottom line “needs of”, “purpose for” and “benefits 
to” the customer

• Demonstrated ROI for the customer

• A call-to-action to help readers take the next step

What are the elements of 
effective customer stories?

• Customer stories are used to inspire and educate people by sharing a unique 
journey. Video, photo series, or a blog, these stories showcase all the passion, 
challenges, and successes customers go through to achieve their goals and showcase 
how a specific product/solution is used in a real-life setting.

• Customer stories showcase expertise. Anytime you can highlight someone who was 
excited about the work you provided them the stronger trust folks will have to hire you.

• Customer stories shorten the sales process. Customer testimonials and stories 
provide tremendous credibility by demonstrating that you can do what you say you can.

• Customer stories show a company’s values and foster trust. Customer stories are 
beneficial to any company because they illustrate a willingness to stray away from 
product-pitching in order to take a pause and tell a story.
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Customer Stories Pages – What do they look like? Mailchimp, Best-in-class
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Headline includes the customer’s brand name, 
their specific business goal and the result.

Sub-head indicates the customer’s 
industry and the specific Mailchimp 
solutions used to achieve the results.

A fast facts block directly below the hero image 
makes it easy for readers to gain basic 
background material on the customer before the 
narrative starts.

Original photography showcases the customer’s 
brand and personality, the products and the actual 
people from the company who were interviewed 
for the customer story.

https://mailchimp.com/resources/good-dye-young-increased-monthly-ecommerce-revenue/

https://mailchimp.com/resources/good-dye-young-increased-monthly-ecommerce-revenue/
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A short origin story 

More original imagery brings the story to life.

First-person quotes instill readers with 
confidence that the purchase they’re thinking of 
making is the right decision.

Customer Stories Pages – What do they look like? Mailchimp, Best-in-class
https://mailchimp.com/resources/good-dye-young-increased-monthly-ecommerce-revenue/

https://mailchimp.com/resources/good-dye-young-increased-monthly-ecommerce-revenue/
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The conclusion to the customer story lays out the Mailchimp 
products and solutions that were used by the customer and how 
they were implemented. 

Notice that further down the page Mailchimp starts hyperlinking to 
clustered pages. By strategically embedding links in the text vs. 
creating marketing portals to the additional pages, readers is less likely 
to lose focus. The hyperlinks are a pause in the experience, but don’t 
distract from the narrative, giving the user the option to dig deeper or 
continue on their current journey.

Showcasing real customer results at the end of your story creates a 
stronger case study. Using clear, direct numbers that tie back to the 
pain points expressed on the story makes the customer story more 
authentic and helps build trust in your brand.

Customer Stories Pages – What do they look like? Mailchimp, Best-in-class
https://mailchimp.com/resources/good-dye-young-increased-monthly-ecommerce-revenue/

https://mailchimp.com/resources/good-dye-young-increased-monthly-ecommerce-revenue/
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Mailchimp doesn’t just stop at the results. It concludes its customer stories 
by asking interviewees to talk about what’s next for their business and how 
Mailchimp’s solutions will continue to provide them long-term benefits in 
the future. 
Mailchimp also knows that new customers can learn a lot from listening to 
their current customers and leverages the heroes in its stories to share 
relevant advice (and not just advice related to Mailchimp) to readers on a 
quest to learn.

First-person quotes are used throughout the narrative. Visually short 
quotes are highlighted with a unique pull-quote style for extra visual 
flair on the page.

Mailchimp includes a custom call-to-action directly related to the 
content of the customer story. Instead of something generic like “learn 
more” or “buy now”, the specific CTA helps users understand what’s 
coming next and encourages them to stay engaged on the site.

Appropriate share icons allow viewers to save and share the customer story.

Customer Stories Pages – What do they look like? Mailchimp, Best-in-class
https://mailchimp.com/resources/good-dye-young-increased-monthly-ecommerce-revenue/

https://mailchimp.com/resources/good-dye-young-increased-monthly-ecommerce-revenue/
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NC State 
Customer Story
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NC State Customer Story – Key Metrics

Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 25.

Page ranks #7 in basic traffic. Of the referring links 
paid social has the highest bounce rate at 80% 
which ultimately does increase the overall average.

i

Unique Visitors 490

Visits 631

Return Visitors 366 / 58%

Page Views 735

Average Time 1:40

Bounce Rate 56.01%
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NC State Customer Story – Key Issues

71

Branded element lacks context. Not clear what "The Data-Centered" means.

Including Lenovo solutions used in the sub text is good, but make 
sure the solutions named in the copy match the labels of those 
solutions elsewhere on the site. (Example: “analytics” should be 
“analytics & ai” or “analytics and big data”)

Image should connect to interviewee vs. being generic stock. 
It would be more authentic to show quoted people from the 
story in real scenes of working, collaboration, in the field, etc.

Lack of navigation leaves readers wondering how they got 
there and how to get back.

Content sections are numbered, strategically guiding users through the page.

Appropriate download and share icons are persistent on the page but 
adding a “Share” label would help with the hidden aspect. 

Generally, Lenovo uses active voice whenever possible in customer 
stories, which is good. Lenovo narratives could be improved, however, 
by focusing on one or two real customer personalities, vs. referring to 
the customer generically such as “researchers at NC State.”

Not enough context provided about the challenge. Takeaway…They 
just needed money?
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NC State Customer Story – Key Issues

72

Not enough context about the impact. This is where Lenovo should 
show its expertise, where readers get an inside, personal view of 
how Lenovo solved the customer’s problem. If the problem was 
solved by bringing the customer into the Lenovo AI Innovation 
Center, we should read about the how the researchers reacted to 
the space, how they felt there, what they did and learned there. 
Logical visuals to help tell the story should include interactions with 
the customer inside the AI Innovation center.

Intriguing visuals are good but going too generic in the 
imagery doesn’t help support the narrative on the page.

Use images of your actual customer to build instant trust with 
your audience.

Quote content is valuable, but the small visual execution of 
the quote makes the content hard to read.
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NC State Customer Story – Key Issues

73

Content sections are numbered, strategically guiding users 
through the page.

The outcome could use a little more context for the reader 
and touch on the customer’s next steps with Lenovo.
Bulleted results list is good but could be stronger with the 
addition of real numbers and real data. (Example: New 
algorithms helped NC State accelerate programs 50% faster)

Quote content is valuable, but the small visual execution of 
the quote makes the content hard to read.

Lenovo does a good job here with a specific CTA pushing the 
reader to the next logical step in the journey.

Try to avoid double CTAs, but if you need two be sure to 
make them specific, not generic, with the primary CTA styled 
differently from the secondary CTA. (Example: Talk to a 
Lenovo AI & Analytics Expert)
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NC State Customer Story – Key Recommendations

74

What needs work?
The story – it lacks the necessary details and context readers are looking for and 
doesn’t focus on an individual or individuals that readers can connect to.

The layout – It’s a long page for very little content. Text could get bigger, pull 
quotes can be larger, multiple generic images can be cut.

Keywords - The POV customer stories should include long tail keywords more 
focused on Brand and blog like content i.e. "Lenovo Customer Success Stories".

What's missing?
The navigation – Where am I? How did I get here? How can I find more like this? 
The typical navigation cues are missing.

The personality/authenticity – First person quotes are lacking in the narrative. 
Real people, real roles are disconnected from the narrative. Real, original images 
that make people feel something about the story are missing from the page.

• Apply site navigation to the page.

• Leverage the principles of good journalism, and 
reveal why it worked, how NC State implemented the 
solution, when they saw results, and why they were 
pleased.

• Feature first-person quotes from the client in the 
beginning, middle and end.

• Make the products and solutions used in the story stand 
out more to the reader.

• Create a table of contents or jump navigation to make the 
long page easier to navigate.

• Create a style guide for customer stories including 
formula, voice and tone guidelines and instructions for 
shooting or obtaining original photography/video to 
support the story.

• Audit and update keywords.

Recommendations for Change:
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T-Systems
Customer Story
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T Systems Customer Story – Key Metrics

Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 25.

Unique Visitors 369

Visits 571

Return Visitors 314 / 55%

Page Views 644

Average Time 1:43

Bounce Rate 64.02%

Page ranks #9 in basic traffic. Of the referring links 
paid social has the highest bounce rate at 82% 
which ultimately does increase the overall average.

i
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T-Systems Customer Story – Key Issues

77

Branded element lacks context. Not clear what "The Data-Centered" means.

Lack of navigation leaves readers wondering how they got 
there and how to get back.

Content sections are numbered, strategically guiding users through the page.

Appropriate download and share icons are persistent on the page but 
adding a “Share” label would help with the hidden aspect. 

Good explanation of the problems focusing on customer needs 
(consistent performance, higher speed and agility, more complex at low 
price), but lacks specificity and context of the differences between 
private cloud vs. public cloud. 

Image should connect to interviewee vs. being generic 
stock. It would be more authentic to show quoted 
people from the story.
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T-Systems Customer Story – Key Issues

Quote content is valuable, but the small visual execution of 
the quote makes the content hard to read.

Opportunity here for Lenovo to further demonstrate their proficiency in 
the field and why they were chosen. Phrases like “scalable portfolio”, 
“speed and agility” and “address their platform and productivity needs” 
are redundant and don’t give enough information about how Lenovo is 
different from the competition.

Stock imagery is too generic.
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T-Systems Customer Story – Key Issues

Quote content is valuable, but the small visual execution of 
the quote makes the content hard to read.

Differentiation of Lenovo’s product that’s easy to understand.

Too much jargon. Content should be easy to understand 
without context from the rest of the site. A list of Lenovo 
products used along with short explanations of how each one 
addressed user needs would be more effective.
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Personal/casual images aren’t appropriate to 
the story, which addresses needs of business 
customers.

T-Systems Customer Story – Key Issues

Results are small and content should be more 
specific to the story instead of general stats about 
the product. Bulleted results list is good but could 
be stronger with the addition of real numbers and 
real data. Instead of “Up to 40% cost reduction”, 
say “Lenovo Open Cloud Automation led to a 40% 
reduction in cost and X% increase in efficiency for 
T-Systems’ customers.” 

Specific timelines demonstrate Lenovo’s credibility.



2021 Lenovo Internal. All rights reserved. 81

T-Systems Customer Story – Key Issues

Make the call to action more specific to the story and 
customer. Leverage the specific products used by T-Systems 
to make the success seem easily repeatable. 

Try to avoid double CTAs, but if you need two be sure to 
make them specific, not generic, with the primary CTA styled 
differently from the secondary CTA. (Example: Talk to a Cloud 
Computing Specialist)

Quote content is valuable, but the small visual execution of 
the quote makes the content hard to read.
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T-Systems Customer Story – Key Recommendations

What needs work?
Headlines and subheads – Copy is catchy, but generic. Would be more beneficial 
to utilize larger copy blocks to display the goal, result, and what specific products 
were used.

The layout – Content blocks can be condensed to make the page shorter and 
avoid so much scrolling. Text could get bigger, pull quotes can be larger, 
irrelevant images can be cut in favor of original photography.

Keywords - The POV customer stories should include long tail keywords more 
focused on Brand and blog like content i.e. "Lenovo Customer Success Stories".

What's missing?
The navigation – Where am I? How did I get here? How can I find more like this? 
The typical navigation cues are missing.

Opportunities for diving deeper into product offerings – Hyperlinks within the text 
would allow the user to explore LOC-A software and ThinkAgile VX and 
ThinkSystems servers demonstrated in the story but wouldn’t distract readers 
who choose not to.

• Apply site navigation to the page.

• Feature first-person quotes from the client in the beginning, 
middle and end.

• Make the products and solutions used in the story stand 
out more to the reader.

• Create a table of contents or jump navigation to make the 
long page easier to navigate.

• Create a style guide for customer stories including formula, 
voice and tone guidelines and instructions for shooting or 
obtaining original photography/video to support the story.

• Use specific CTAs to keep readers engaged on the site.

• Use large and specific results numbers that tie back to the 
story’s challenge in order to build trust in the Lenovo brand.

• Replace imagery with original photography so the story and 
Lenovo brand seem more authentic.

• Audit and update keywords.

Recommendations for Change:
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Aportes en Línea
Customer Story
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Aportes en Línea Customer Story – Key Metrics

Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 25.

Unique Visitors 150

Visits 250

Return Visitors 175 / 70%

Page Views 291

Average Time 1:56

Bounce Rate 41.67%

Page ranks #10 in basic traffic. Users that are getting 
to this page are engaging quite a bit with 4 of the top 
10 custom interactions coming from this page.

i
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Content focuses on customer needs in a way that’s easy 
to understand without further context or jargon.

Aportes en Línea Customer Story – Key Issues

Content answers the question posed by the scenario; 
a clear explanation of Aportes en Linea’s online 
payment process needs.

Lack of navigation leaves readers wondering how 
they got there and how to get back.

Branded element lacks context. Not clear what 
"The Data-Centered" means.

Image should connect to interviewee vs. being generic 
stock. It would be more authentic to show quoted 
people from the story.

Content sections are numbered, strategically guiding 
users through the page.

Appropriate download and share icons are persistent 
on the page but adding a “Share” label would help 
with the hidden aspect. 
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Good explanation of customer needs, but 
could use a more specific description of 
hyperconvergence.

Aportes en Línea Customer Story – Key Issues

The page is long and requires a lot of scrolling, so 
this content section could use a number and title for 
readers to understand that this is important content 
and that they’re still on the right track (4. Solution)  

Content would be easier to digest if split up into 
a Product Used > Customer Solution format

Quote content is valuable, but the small 
visual execution of the quote makes the 
content hard to read.
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Images are too generic and make the 
story appear less authentic.

Aportes en Línea Customer Story – Key Issues

Call out benefits to the customer by emphasizing 
“Since moving to the Lenovo ThinkAgile HX 
platform, Aportes en Linea has experienced 
ZERO downtime.”

Bulleted results list is good but could be stronger 
with the addition of real numbers and real data.

CTA’s should be more specific to the story or customer 
goal. Description is lacking context; unclear what “go 
from data center to Data-Centered” means. The 
primary CTA should be styled differently from the 
secondary CTA. 

Quote content is valuable, but the small visual 
execution of the quote makes the content hard to read.
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Aportes en Línea Customer Story – Key Recommendations

What needs work?
The layout and hierarchy – The story has a lot of good content, but the text is 
small and the page requires a lot of scrolling. Make it easy for the reader by 
calling out important aspects of the story: Aportes en Linea handles 25,000 
transactions per minute in their SQL database > they needed an infrastructure 
that could support a high volume of transactions with ease > Lenovo 
implemented the ThinkAgile HX platform and as a result, Aportes en Linea has 
experienced ZERO downtime in 2 years.

Keywords - The POV customer stories should include long tail keywords more 
focused on Brand and blog like content i.e. "Lenovo Customer Success Stories".

What's missing?
The navigation – Where am I? How did I get here? How can I find more like this? 
The typical navigation cues are missing.

Original imagery – Generic imagery distracts from the authenticity of the story. 
Real images that make people feel something about the story are missing from 
the page.

• Apply site navigation to the page.

• Feature first-person quotes from the client in the beginning, 
middle and end.

• Make the products and solutions used in the story stand 
out more to the reader.

• Condense the page to eliminate long scrolling or create a 
table of contents or jump navigation to make the long page 
easier to navigate.

• Create a style guide for customer stories including formula, 
voice and tone guidelines and instructions for shooting or 
obtaining original photography/video to support the story.

• Use imagery that relates directly to the story, possibly 
showing customers using Lenovo products.

• Use specific CTAs to keep readers engaged on the site.

• Audit and update keywords.

Recommendations for Change:
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Hero MotoCorp
Customer Story
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Hero MotoCorp Customer Story – Key Metrics

90Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 25.

Unique Visitors 826

Visits 967

Return Visitors 473 / 49%

Page Views 1056

Average Time 1:24

Bounce Rate 71.02%

Page ranks #4 in basic traffic. Of the referring links 
paid social has the highest bounce rate at 81% 
which ultimately does increase the overall average.

i
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Hero MotoCorp Customer Story – Key Issues

Branded element lacks context. Not clear what "The Data-Centered" means.

“Empower others with solutions” is too vague. Copy should be more 
specific with the narrative and but make sure the solutions named in the 
copy match the labels of those solutions elsewhere on the site. 

Lack of navigation leaves readers wondering how they got 
there and how to get back.

Content sections are numbered, strategically guiding users through the page.

Appropriate download and share icons are persistent on the page but 
adding a “Share” label would help with the hidden aspect. 

Clear and specific explanation of the customer problem without 
using jargon.

Image should connect to interviewee vs. being generic 
stock. It would be more authentic to show quoted 
people from the story.
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Hero MotoCorp Customer Story – Key Issues

This content section could use a number and 
title so readers understand that this is important 
content and that they’re still on the right track 
(4. Solution)  

Quote content is valuable, but the small visual execution of 
the quote makes the content hard to read.

Avoid cliches like “future-proof”. Instead, use language 
that provides context like “scale with their business over 
the next X years”. Lenovo has an opportunity here to 
expand on the solution by demonstrating their expertise. 
This content shows that they came up with a targeted 
solution, but could expand on how they stand out in this 
way from the competition.

Use genuine visuals related to the story instead of 
stock to help lend credibility to Lenovo’s story.
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This content also belongs in the Solution 
category. 

Hero MotoCorp Customer Story – Key Issues

Content is well organized and is easy to follow the 
problem and solution scenario. However, the 
solution does not fully demonstrate Lenovo’s 
expertise versus the competition.

Stock images are too generic and don’t 
relate specifically to the story.
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Bulleted lists are good could use more context to relate back to the 
story and to sell to potential customers. If another company uses 
the same products as Hero MotoCorp, will they experience similar 
results? 

Hero MotoCorp Customer Story – Key Issues

Branded element lacks context. Not clear what "Data-Centered" means.

Try to avoid double CTAs, but if you need two be sure to make them 
specific, not generic, with the primary CTA styled differently from the 
secondary CTA. (Example: Set up an Assessment Workshop)

Quote content is valuable, but the small visual execution of 
the quote makes the content hard to read.
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Hero MotoCorp Customer Story – Key Recommendations

What needs work?
The story – It would be beneficial to go into more detail about the solution and 
results. How does this story demonstrate Lenovo’s unique expertise? More 
details about the solution would make the story more relatable to similar 
companies with similar problems.

The layout – It’s a long page for very little content. Text could get bigger, pull 
quotes can be larger, multiple generic images can be cut.

Keywords - The POV customer stories should include long tail keywords more 
focused on Brand and blog like content i.e. "Lenovo Customer Success Stories".

What's missing?
The navigation – Where am I? How did I get here? How can I find more like this? 
The typical navigation cues are missing.

The personality/authenticity – First person quotes are lacking in the narrative. 
Real people, real roles are disconnected from the narrative. Make quotes larger 
that demonstrate Lenovo’s expertise. Ex. “Lenovo didn’t try to force a cookie-
cutter solution on us. Their team dedicated a great deal of time and effort on site 
evaluating our existing infrastructure and designing a unique solution from the 
ground up.”

• Apply site navigation to the page.

• Leverage the principles of good journalism, and 
reveal why it worked, how they implemented the 
solution, when they saw results, and why they were 
pleased.

• Feature first-person quotes from the client in the beginning, 
middle and end.

• Make the products and solutions used in the story stand 
out more to the reader.

• Condense the page to eliminate long scrolling or create a 
table of contents or jump navigation to make the long page 
easier to navigate.

• Create a style guide for customer stories including formula, 
voice and tone guidelines and instructions for shooting or 
obtaining original photography/video to support the story.

• Replace jargon with language that’s easy to understand 
without additional context.

• Audit and update keywords.

Recommendations for Change:
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Cellnex Telecom
Customer Story
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Cellnex Telecom Customer Story – Key Metrics

97Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 25.

Unique Visitors 2,157

Visits 2,340

Return Visitors 475 / 20.3%

Page Views 2,514

Average Time 1:22

Bounce Rate 68.78%

Page ranks #1 and #5 in basic traffic. Of the 
referring links paid social has the highest bounce 
rate at 76.6% which ultimately does increase the 
overall average.

i
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Cellnex Telecom Customer Story – Key Issues

Branded element lacks context. Not clear what "The Data-Centered" means.

Lack of navigation leaves readers wondering how they got 
there and how to get back.

Content sections are numbered, strategically guiding users through the page.

Appropriate download and share icons are persistent on the page but 
adding a “Share” label would help with the hidden aspect. 

Background and Challenge set up the scenario clearly without jargon.

Image should connect to interviewee vs. being generic 
stock. It would be more authentic to show quoted 
people from the story.
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Cellnex Telecom Customer Story – Key Issues

Graphic content does not match copy content. Content discusses Lenovo’s 
converged edge solution and image should reflect that product.

Titles are generic. Add more context by using keywords in the solution. 

Content refers to product benefits in a generic manner. “Product X can rapidly 
deploy, optimize, and manage…” Unclear if Cellnex used the products for 
those purposes.

Link product names to product pages on the site.

Acronym TCO is not described within the story. Avoid jargon by 
fully spelling out service names such as “telco edge”

Quote content is valuable, but the small visual execution of 
the quote makes the content hard to read.
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Stock images are too generic and don’t 
relate specifically to the story.

Cellnex Telecom Customer Story – Key Issues

Acronym TCO is not described within the story.

Branded element lacks context. Not clear what "Data-Centered" means.

Try to avoid double CTAs, but if you need two be sure to 
make them specific, not generic, with the primary CTA styled 
differently from the secondary CTA. (Example: Configure the 
ThinkSystem SE350 Edge Server)

The outcome could use a little more context for the reader and touch 
on the customer’s next steps with Lenovo.
Bulleted results list is good but could be stronger with the addition of 
real numbers and real data. (Example: Lenovo™ ThinkSystem™
SR950 provided better three-year total cost of ownership (TCO) than 
competing server and storage platform.)
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Cellnex Telecom Customer Story – Key Recommendations

What needs work?
Context – Content is too generic. Lenovo’s products could be called out within the 
story and linked. Use more specific Edge Computing images. Including more 
details about the solution would make the story more relatable for similar 
companies with similar problems.

The layout – It’s a long page for very little content. Text could get bigger, pull quotes 
can be larger, multiple generic images can be cut.

Keywords - The POV customer stories should include long tail keywords more 
focused on Brand and blog like content i.e. "Lenovo Customer Success Stories".

What's missing?
The navigation – Where am I? How did I get here? How can I find more like this? 
The typical navigation cues are missing.

Plain language and active voice – Jargon and acronyms are used throughout the 
story without enough explanation. First person quotes are lacking. Perspectives 
from real people would add more impact to the narrative and make the story less 
generic. 

• Apply site navigation to the page.

• Feature first-person quotes from the client in the beginning, 
middle and end.

• Make the products and solutions used in the story stand 
out more to the reader.

• Condense the page to eliminate long scrolling or create a 
table of contents or jump navigation to make the long page 
easier to navigate.

• Create a style guide for customer stories including formula, 
voice and tone guidelines and instructions for shooting or 
obtaining original photography/video to support the story.

• Replace jargon with language that’s easy to understand 
without additional context.

• Use imagery that relates directly to the story, possibly 
showing customers using Lenovo products.

• Use specific CTAs and headlines to keep readers engaged 
on the site.

• Audit and update keywords.

Recommendations for Change:
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Hubei
Customer Story
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Hubei Customer Story – Key Metrics

Unique Visitors 116

Visits 168

Return Visitors 115 / 68.4%

Page Views 189

Average Time 1:33

Bounce Rate 40%

Page does not rank in the top 10 for basic traffic and any 
version of the url only appears once at #15 in the top 25. In 
comparison all other story pages audited appeared more than 
once in the top 25. The story has the lowest bounce rate of 
those audited which could indicate the users that reach this 
page are more interested in the content, however, total bounce 
rate calculated for other customer story pages include paid 
social urls that skew those bounce rates higher.

i
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Hubei Customer Story – Key Issues

Branded element lacks context. Not clear what "The Data-Centered" means.

Lack of navigation leaves readers wondering how they got 
there and how to get back.

Content sections are numbered, strategically guiding users through the page.

Appropriate download and share icons are persistent on the page but 
adding a “Share” label would help with the hidden aspect. 

Refer to the product as it is on the rest of the site. Instead of 
Managed Services, say “Lenovo Device-as-Service” or “Lenovo 
TruScale Infrastructure Services”.

Image should connect to interviewee vs. being generic stock. It would 
be more authentic to show quoted people from the story.

Not enough context about the challenge; this is written more 
generically like the background section. The narrative could be 
improved by referencing a specific Hubei small business experiencing 
this challenge. 
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Difficult to read text over this image.

Hubei Customer Story – Key Issues

Briefly describes who the solution supports 
and how but could go into further detail.

Refer to actual product names instead of 
“Lenovo Managed Services” (not mentioned 
on the As-a-Service page or elsewhere on 
the site) and link to them in the text. 

Quote is vague; is there a more specific 
benefit that Hubei can point to that would 
point to Lenovo’s credibility?



2021 Lenovo Internal. All rights reserved. 106

Refer to the specific product here –
“Lenovo TruScale Infrastructure Services 
pay-as-you-go business model for 
ultimate flexibility”

Hubei Customer Story – Key Issues

Bulleted results list is good but could be stronger with the 
addition of real numbers and real data.

Stock images are too generic and don’t 
relate specifically to the story.



2021 Lenovo Internal. All rights reserved. 107

Hubei Customer Story – Key Issues

Quote is vague; is there a more specific 
benefit that Hubei can point to that would 
point to Lenovo’s credibility?

Branded element lacks context. Not clear what "Data-Centered" means.

Try to avoid double CTAs, but if you need two be sure to 
make them specific, not generic, with the primary CTA styled 
differently from the secondary CTA. (Example: Talk to our 
Lenovo Services Expert)

“Solutions as-a-service” is jargon.
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Hubei Customer Story – Key Recommendations

What needs work?
The story – it lacks the necessary details and context readers are looking for and doesn’t focus 
on an individual or individuals that readers can connect to. Both the challenge and solution could 
use further detail.

The layout – Images are too generic. Text could get bigger, pull quotes can be larger and more 
specific, multiple images can be replaced.

Keywords - The POV customer stories should include long tail keywords more focused on Brand 
and blog like content i.e. "Lenovo Customer Success Stories".

What's missing?
The navigation – Where am I? How did I get here? How can I find more like this? The typical 
navigation cues are missing.

The personality/authenticity – First person quotes are lacking in the narrative. Real people, real 
roles are disconnected from the narrative. Real, original images that make people feel something 
about the story are missing from the page.

References to specific Lenovo services – There is opportunity for marketing Lenovo’s offerings 
while also providing a stronger link between the solution and Lenovo’s expertise. Hyperlinks 
within the text would allow the user to explore infrastructure solutions demonstrated in the story.

• Apply site navigation to the page

• Use imagery that relates directly to the story.

• Leverage the principles of good journalism, and 
reveal why it worked, how the Hubei implemented 
the solution, when they saw results, and why they 
were pleased

• Feature first-person quotes from the client in the 
beginning, middle and end.

• Make the products and solutions used in the story 
stand out more to the reader.

• Create a table of contents or jump navigation to 
make the long page easier to navigate

• Create a style guide for customer stories including 
formula, voice and tone guidelines and instructions 
for shooting or obtaining original photography/video 
to support the story.

• Audit and update keywords.

Recommendations for Change:
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Solutions Pages – Key Metrics

Inbound Drivers
1. Direct 48.4%

2. SEO 31.5%

3. SEM 8.3%

4. Display 4.1%

5. Paid Social 4.0%

6. Email 1.9%

7. Affiliate 1.5%

8. Social 1.0%

9. Apps 0.7%

10. CSE 0.2%

Entry Pages
1. Home 7.3%

2. Cloud Computing 5.9%

3. Data Center 5.8%

4. Analytics & AI 4.7%

5. HPC 3.3%

6. Client Virtualization 2.9%

7. SAP 2.6%

8. OEM 2.3%

9. Edge Computing 2.0%

10. Miami Jewish Health 2.0%

Users are frequently entering into one of the 
solution subcategories rather than the 
landing page. Although the lander and SMB 
page both have a nearly 50% return rate of 
visitors (see pages 116 and 126) this 
indicates that users aren’t initially going 
back to these pages first.

i
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Information Access
Findability
Names of categories are understandable 3 4

Category names accurately convey content 3 3

Content categorized in a user-centered manner 3 3

Content titles are distinguishable from one another 3 3

Navigation components are present 4 2

Information is difficult to find because the structure is too broad or too deep 3 2

Number of clicks from the homepage 5 (1 click) 5 (1 click)

Solutions Lander Solutions SMB

Searchability
Search technology is available 5 5

SEO keywords are mapped to pages 2 3

Page available from search in Google and goes directly to the destination 5 3 (There are collisions with other similarly 
named Lenovo pages)

Title tags are correct 3 3

Meta descriptions are optimized 2 2

Score (out of 60) 41 / C 38 / D

Information Organization

Solutions Pages – Information Architecture Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/
https://www.lenovo.com/us/en/data-center/solutions/smb/?referer=https%3A%2F%2Fwww.google.com%2F
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Solutions Pages – Quality of Content Score
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Content 
Organization

Content heading structure is consistent and parallel 2 3

Content is easy to scan (no walls of text) 1 2

Content flows from the most important, to the least important 1 2

Page elements, such as images, videos, and links are used appropriately 
and consistently 3 3

Plain 
Language, 
Grammar and 
Punctuation

Content contains no jargon 1 3

Content uses active voice 2 4

Content follows web writing best practices 2 2

Content avoids nominalizations, redundancies, cliches, and long 
sentences 2 3

Content 
Focus, 
Efficiency, 
Effectiveness 
and Context

Content is focused on one topic and purpose per page 3 3

Content conveys information succinctly. No info dumps 3 2

Content is easy to understand 2 3

User has sufficient context to understand the page if the page can be 
landed on via natural search or browsing. The user does not need to have 
visited previous pages to understand the current one

2 3

Voice and 
Tone

Content meets brand guidelines 4 4

Tone is appropriate for the audience, purpose, and channel 3 4

Calls to 
Action or Next 
Steps

Content contains clear calls to action or next steps 1 3

User knows what to do next 2 2

Solutions Lander SMB Solutions

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/
https://www.lenovo.com/us/en/data-center/solutions/smb/?referer=https%3A%2F%2Fwww.lenovo.com%2Fus%2Fen%2Fdata-center%2Fsolutions%2Fedge-computing%2F
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Information Design 
and Writing 
Standards are 
Professional and 
Effective

Content has no spelling or grammatical errors 4 5

Content is easy to read and understand 2 4

Titles, headings, and text are consistent and effective 1 3

Content is supported graphically 2 3

Appropriate Level of 
Substance and 
Context

Content is useful and substantial 1 3

Content provides enough background info 1 2

Content is 
Effectively Focused 
on the Audience

Content speaks directly to the audience 2 3
Content is focused on user needs 2 3
Content meets the needs or answers the question posed by the 
scenario 2 2

Content is Well 
Organized

Navigation path to scenario content is easy to find and follow 2 3
Pages are organized logically and reflect user task flow 4 2
Page content, paragraph, and sentence hierarchy is apparent 4 2

Solutions Lander SMB Solutions

Content is Current 
and Relevant

Content is relevant to the audience 3 3

There are no gaps in the content 2 2

Content Quality

Key messages are clear 3 2

Keywords are appropriate and useful 3 2

Goal of the page is clear 3 2

All appropriate knowledge levels are served 2 2

Score (out of 170) 77 / F 94 / E

Solutions Pages – Quality of Content Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/
https://www.lenovo.com/us/en/data-center/solutions/smb/?referer=https%3A%2F%2Fwww.lenovo.com%2Fus%2Fen%2Fdata-center%2Fsolutions%2Fedge-computing%2F
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Brand positioning clear in the content 2 2

Content expresses a clear point of view 2 2

Brand personality comes across in content 1 1

Content champions ideas linked to brand values 1 1

Content and stories are unique to Lenovo 3 2

Content and stories stand out among the competition 2 2

Content demonstrates Lenovo’s expertise 2 3

Branded content is accessible from multiple places on the site 2 2

Readers can easily share branded content 4 1

Score (out of 45) 19 / F 16 / F

Solutions Lander SMB Solutions

Solutions Pages – Branded Content Score

View full scoring document

https://www.lenovo.com/us/en/data-center/solutions/
https://www.lenovo.com/us/en/data-center/solutions/smb/?referer=https%3A%2F%2Fwww.lenovo.com%2Fus%2Fen%2Fdata-center%2Fsolutions%2Fedge-computing%2F
https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Solutions Page – Where should they live?

Placing Solutions in the top nav helps position 
Lenovo as a brand who solves and addresses clients’ 
problems. One click from the homepage is standard.

Lenovo provides a second way to access Solutions from the homepage through a 
Solutions content block. Easy access to these pages from the homepage is advised. 

Lenovo’s Solutions pages are organized and labeled by 
internal services and product descriptions. Ultimately when 
users come to the Lenovo’s site, they are searching for a 
solution to their problem. By just offering product/service-
based navigation, Lenovo is missing the opportunity to serve 
users who may not always know what they need, or think 
they know what they need but are incorrect.

The product/service structure of the navigation as noted above is not ideal. A better approach 
would be problem and solutions organized by tasks. A better headline for “Client Virtualization & 
Infrastructure” might be “Empowering a Mobile Workforce”, with CTA text bearing the solution 
name, “Explore Client Virtualization Solutions.”

Solutions are pages where people go to learn. Try more conversational/less marketing 
speak in the intro copy with the goal of aligning with the mindset and challenges of Lenovo 
users. (Example: We partner with you to create custom combinations of products 
and services that accelerate your business advantage.)



2021 Lenovo Internal. All rights reserved. 117

Verizon places Solutions is in the standard top nav position.

Verizon focuses the structure of its Solutions pages on 
problem solving. By offering multiple ways to help 
customers solve problems quickly (i.e. by industry, by 
need, by organization size), Verizon presents itself as a 
trusted partner who solves client problems, not pushing 
their own services without understanding client 
challenges.

Solutions Page – Where should they live?

Verizon also includes access to Solutions on its 
homepage but adds in the contextual problem/solution 
organization to guide users to the content they need.

Verizon is selective on the solutions that appear on the 
homepage, not crowding the space with too many choices 
and visual elements. A “See All Solutions” button enables 
users to go directly to all of Verizon’s solutions if they prefer.

The organization of the drop-down hover menu also 
guards against “choice paralysis” (overwhelming readers 
with too much information).
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Solutions Page – How should they be structured? Verizon, Best-in-class

Breadcrumbs support wayfinding, showing readers their current 
location relative to higher-level concepts and helping them 
understand where they are in relation to the rest of the site.

Verizon includes a direct line to sales at the top of the page. For 
complicated solutions, custom products or bundled products and 
services, phone vs automated tools such as chat or a contact 
form may be the most efficient channel. Providing the number up 
front to customers saves them time and frustration. 

Verizon’s short intro copy helps increase usability by explaining 
the purpose of the content on the page. It’s also helpful that 
Verizon defines what “Solution” means to customers in the intro 
text (the terms ”solutions” and “products” are often interchanged 
in marketing and can be confused in consumers’ minds).

Buyers that search for solutions are typically at an earlier stage in 
the problem-solving process. They understand that they have a 
problem but may not properly understand where to start. They think 
in terms of possible solutions that can help them, though may not 
be specific in their understanding of possible solutions. Verizon 
provides a solutions experience for visitors in search of solutions 
specifically designed for their organizations’ industry, business 
goal, and functional group or size or size of business. A sub 
navigation allows readers to toggle between the multiple ways of 
viewing the problem/solutions set-ups.

https://www.verizon.com/business/solutions/

https://www.verizon.com/business/solutions/
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Solutions Page – How should they be structured? Verizon, Best-in-class

Verizon pulls partial Customer Stories into its Solutions lander in a 
carousel format. The content helps show users how the application of a 
solution can solve a specific industry need or business goal. Headlines in 
this module are focused on specific, common business problems. 
Product details and jargon are absent from the narrative to serve the 
purpose of a top or mid-funnel page. Original photography showcases 
the business environment in a real and authentic way.

Verizon includes a second way to get into their most essential solution, 
5G edge, from the Solutions lander. They’ve styled the ad prominently 
and differently from the cards above for visual impact.

Verizon repeats the phone channel contact information again at the 
bottom of the page to help readers understand the logical next steps. 

https://www.verizon.com/business/solutions/

https://www.verizon.com/business/solutions/
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Solutions Page – Samples of thematic solutions navigations

SailpointVerizon Atlassian

Dell



2021 Lenovo Internal. All rights reserved.

Solutions Page – Key Metrics
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Unique Visitors 8,152

Visits 9,355

Return Visitors 4,420 / 47%

Page Views 14,286

Average Time 0:51

Bounce Rate 56.42%

Quantum Metric August 1, 2021 – October 31, 2021. Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 10.

Data shows that users are interested in finding the solution 
they need but the solutions are buried too far down the page. 
The hero image is too tall and users are clicking within this 
area showing that there is confusion of what to do next. 
Users are highly interested in solutions past the top four and 
categorization of solutions would help better serve the nearly 
50% of returning users find what they want faster and 
reduce the high bounce rate.

i
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No active state for Solutions nav label makes it hard for 
readers to know where they are on the site.

Solutions Page – Key Issues

This entire content block is a duplication from the home page. 
The homepage block should work to promote the Solutions page 
first, not the full catalog of Solutions.

Lenovo needs to work on recategorizing its solutions into a more 
meaningful way for people to learn. Leading with the problem 
statement vs. the name of the solution is the first step. (Example: 
A better headline for “Client Virtualization & Infrastructure” might 
be “Empowering a Mobile Workforce”.) Additionally, adding filtering 
to the page can empower Lenovo users to take Lenovo’s large list 
of Solutions and narrow it down to a small manageable selection 
of ideas that are uniquely tailored to their needs and interests.

Main CTA on the page is too generic and doesn’t support a users 
cognitive processing. Users would expect a direct link to a Solutions 
expert or a Solutions sales team. Consider adding a phone channel to 
the CTA due to the complexity of the service, pricing and 
implementation components that go along with the Solutions. 

Text only links to subcategory pages are difficult to scan.

This links to an auxiliary page, not a solution. Styling is confusing. 
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Solutions Page – Key Recommendations

What needs work?
Page structure and design
Number of solutions, solution names and labeling
Call to action
Page navigation
Keywords - Not descriptive enough about the content 
on the page or the intent, they are also not 
proper/optimized search terms

What's missing?
Problem/solution structure
Filtering navigation
Auxiliary content

• Add filtering navigation for industries and/or specific use cases to help 
users navigate the solutions neighborhood around their own needs.

• Reduce the number of solutions by combining related themes into larger 
categories focused on ISG customers’ bigger scale business issues.

• Rename individual solutions into thematic, inspirational, or guided 
navigation paths vs. traditional product category labels. 

• Standardize the way each solution is depicted on the page by using clear, 
representative subcategory thumbnails. 

• Create a secondary style for links to auxiliary pages.

• Consider adding additional links to auxiliary content about the brand such 
as selected solution case studies or non-product content such as “About 
Us”, ”Our Story”, etc.

• State a clear benefit that the user will get from completing the CTA 
(Example: “Schedule a call with a Solutions Expert” or “Download our 
Solutions Brochure.”)

• Audit and update keywords

• Ensure proper linking on titles and images.

Recommendations for Change:
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SMB Solutions Page – What Are Best-in-Class Characteristics?
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Typical Content Themes

1. SMB positioning statement

2. SMB Goals (define what they are and how the 
brand helps customers achieve them)

3. SMB Products (presented in a SMB task or 
problem/solution format)

4. SMB Resources (research, guides, blogs, videos. 
training, toolkits etc.)

5. SMB Results & Social Proof (case studies, 
testimonials, stats, client logos)

6. SMB Support (options for all channels)

7. Frequently Asked Questions (specifically related 
to small business)

8. Next Steps

While there’s no real standard for designing a landing page, nearly all best-
in-class companies we reviewed do employ a number of shared structural 
characteristics on their top-performing landers. For starters, the segmented 
strategy itself (in this case, small to medium size businesses), implies that 
users are directing themselves to a specific subpage on the site to receive 
a tailored message just for them. Accordingly, successful landing pages 
often resemble microsites with custom messaging, navigation and layout 
designs that dynamically address the needs of the segment. This structure 
allows for a more engaging experience for users, which in turn can lead to 
more conversions. 

Structure, Content and Design
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SMB Solutions Page – 1. Point-of-View Best-in-class
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https://www.apple.com/retail/business/ https://www.zendesk.com/smb/

https://www.paycor.com/who-we-serve/1-9/ https://www.adp.com/who-we-serve/by-business-size/1-
49-employees.aspx

Specific audiences need a specific 
point-of-view.
Best-in-class examples typically include a 
point-of-view statement targeted to the 
SMB audience at the top of the the page. 

Example 1: Apple focuses on SMB’s need 
for support and peace-of-mind. 

Example 2: Zendesk approaches the SMB 
customer from the point of view of 
providing more efficiency for important 
business processes. 

Example 3: Paycor speaks to the SMB 
leaders’ needs for more time in a day. 
Each uses an active voice and second 
person to bring the audience into the 
conversation.

According to Nielsen Norman Group, 
people often leave web pages within 10-20 
seconds of visiting. However, if you can 
clearly communicate your value 
proposition, and connect to the reader, 
you‘ll likely convert them from “first 
impression” to “scrolling the page” to learn 
more.

Ex 1: Apple Ex 2: Zendesk

Ex 3: Paycor

https://www.apple.com/retail/business/
https://www.zendesk.com/smb/
https://www.paycor.com/who-we-serve/1-9/
https://www.adp.com/who-we-serve/by-business-size/1-49-employees.aspx
https://www.nngroup.com/articles/how-long-do-users-stay-on-web-pages/
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SMB Solutions Page – 2. SMB Goals Best-in-class
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Example 1: Facebook
Facebook’s SMB page features a “Reach Your Goals” carousel that 
pairs common business goals with the platform’s tools and services 
that help you reach them. 

https://www.facebook.com/business/small-business

Example 3: Apple
Apple’s SMB page uses common small business goals as a framework for 
the page layout and for discovering the company’s SMB solutions. Large 
visual blocks with a stated goal (i.e. Go Paperless, Collaborate) create 
thematic sections featuring the products, tools and services Apple offers to 
help SMBs achieve the goal. 

https://www.apple.com/retail/business/

Example 2: Pinterest
Pinterest for Business includes s prominent section featuring top 
business goals you can achieve using the platform paired with ROI 
visuals that help illustrate the story. 

https://business.pinterest.com/en/

https://www.facebook.com/business/small-business
https://www.apple.com/retail/business/
https://business.pinterest.com/en/
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SMB Solutions Page – 3. SMB Products Best-in-class
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Example 1: Adobe
Adobe showcases products related to a solutions via 
dynamic product visuals and informative product 
language. Internal links to additional products related to 
the product showcased are included in a list below to 
streamline the user experience. Additionally, Adobe 
implements an on-page nav the lets readers jump 
directly to products from the top of the page.

https://https://business.adobe.com/solutions/content-management.html

Example 2: IBM
IBM also provides sticky, on-page navigation allowing 
readers to access the product portion of a solutions page 
from any point in the page journey. While IBM includes less 
explanatory text about each product on the page, the main 
text for each product does present a problem-solution 
scenario that makes it easy for audiences to identify if the 
product fits their current needs.

https://www.ibm.com/it-infrastructure?lnk=hpmps_buit

https://https/business.adobe.com/solutions/content-management.html
https://www.ibm.com/it-infrastructure?lnk=hpmps_buit
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SMB Solutions Page – 4. SMB Resources Best-in-class
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https://www.adp.com/who-we-serve/by-business-
size/1-49-employees.aspx

https://www.ibm.com/it-infrastructure?lnk=hpmps_buit

https://business.pinterest.com/en/

https://smallbusiness.withgoogle.com/#!/

Free and open resources.
Best-in-class examples include a 
resource section with multiple types 
of UNGATED resources “made for” 
or targeted to SMB customers. 
Resource types include videos, 
guides, e-books, case studies links 
to training and more. Often, we saw 
the most current asset or a specific 
SMB guide also incorporated as a 
large, visual feature on SMB pages. 

Providing valuable resources for 
customers to use not only helps 
them become better users and get 
the full value out of your product, but 
it also deepens their relationship 
with your brand. This inspires them 
to become loyal advocates and 
create a flywheel growth engine of 
referrals and new leads.

Ex 1: Google Ex 2: ADP

Ex 4: IBM

Ex 3: Pinterest

https://www.adp.com/who-we-serve/by-business-size/1-49-employees.aspx
https://www.ibm.com/it-infrastructure?lnk=hpmps_buit
https://business.pinterest.com/en/
https://smallbusiness.withgoogle.com/
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SMB Solutions Page – 5. SMB Results Best-in-class
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https://www.adp.com/who-we-serve/by-business-size/1-49-employees.aspx https://business.pinterest.com/en/

https://slack.com/solutions

https://smallbusiness.withgoogle.com/#!/

Proven ROI
Best-in-class examples all 
employed several was to prove 
ROI to SMB customers. Customer 
testimonials and photos, ratings 
and reviews, and research stats 
are examples of results displayed 
on page. Other examples included 
links out to case studies or blogs 
featuring client successes.

Ex 3: Slack

Ex 1: ADP

Ex 4: Google

Ex 2: Pinterest

https://www.adp.com/who-we-serve/by-business-size/1-49-employees.aspx
https://business.pinterest.com/en/
https://slack.com/solutions
https://smallbusiness.withgoogle.com/
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SMB Solutions Page – 6. SMB Support Best-in-class
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https://slack.com/solutions

https://www.verizon.com/business/solutions/small-business/

https://www.adp.com/who-we-serve/by-business-
size/1-49-employees.aspx

https://www.apple.com/retail/business/

Ex 1: Slack

Ex 2: Apple

Ex 4: ADP

Ex 3: Verizon

The right level of support.
A link or or call to action to 
connect with someone in customer 
service or support is usually found 
at the bottom of a landing page as 
a a logical next step. Many of the 
best-in-class pages we reviewed 
also seemed to take into account 
that a large portion of SMB users 
may novices who have arrived at 
the page to lean. By placing 
support CTAs in the hero section 
at the the top of the page, you can 
ensure that users can find it and 
show that your brand understands 
SMB audiences and the type of 
support they will likely need.

https://slack.com/solutions
https://www.verizon.com/business/solutions/small-business/
https://www.adp.com/who-we-serve/by-business-size/1-49-employees.aspx
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SMB Solutions Page – 7. Frequently Asked Questions Best-in-class
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https://www.adp.com/who-we-serve/by-business-
size/1-49-employees.aspx

https://quickbooks.intuit.com/payments/

Ex 1: ADP

Ex 2: Quickbooks

The next best thing to a human. 
Best-in-class sites also employed 
FAQs on SMB pages logically 
tailored for SMB customers. FAQs 
can help clarify concepts, address 
concerns, reduce frustration, and 
remove prospects’ obstacles to 
conversion online. 

https://www.adp.com/who-we-serve/by-business-size/1-49-employees.aspx
https://quickbooks.intuit.com/payments/
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SMB Solutions Page – 8. Next Steps Best-in-class
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https://www.apple.com/retail/business/Ex 3: Apple

https://business.pinterest.com/en/Ex 2: Pinterest

https://www.ibm.com/it-infrastructure?lnk=hpmps_buitEx 4: IBM

Ex 1: Adobe https://business.adobe.com/products
/analytics/adobe-analytics.html

Logical next steps. 
Next steps varied on best-in-class 
examples, but what they all shared 
in common is that result of the 
specified action or actions were 
plainly explained to users. None of 
the examples were generic CTAs 
and all were designed to move the 
user down the sales funnel.

https://www.apple.com/retail/business/
https://business.pinterest.com/en/
https://www.ibm.com/it-infrastructure?lnk=hpmps_buit
https://business.adobe.com/products/analytics/adobe-analytics.html
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SMB Solutions Page – Key Metrics
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Unique Visitors 2,475

Visits 2,890

Return Visitors 1,474 / 51%

Page Views 3,245

Average Time 0:48

Bounce Rate 35.87%

Quantum Metric August 1, 2021 – October 31, 2021. Adobe Analytics October 1, 2021 – October 31, 2021. Data equals total url mentions within Basic Traffic top 10.

A large number of users are clicking on the “Shop our 
portfolio” button at the top which then jumps users directly 
down to the product portion of the page. In doing so the 
entire section of the page that helps to guide and teach 
users is nearly negated with only a small portion of users 
clicking any of the CTAs within this section. This could also 
account for the very low average time on page. 

i
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SMB Solution Page – Key Issues

Top-level navigation isn't activated.

Inappropriate CTA. Viewers have landed on the page to learn. 
”Shop Our Portfolio” takes users away from the goal of the page.

Not “whatever the size.” The copy on the page needs to directly 
address SMBs.

This is a long page and could benefit from on-page navigation that 
lets users jump to separate sections.

Missing breadcrumbs to take you back to solutions.

Section addresses high level benefits but never pays off how 
SMBs can own those benefits through the solutions listed below.

Generic marketing speak. Try leading with a SMB point-of-view.

Imagery is nice, but a bit abstract. Could be a hobbyist vs. a person 
running a business on Lenovo.
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SMB Solution Page – Key Issues

There is no design differentiation between the overview and 
solutions section. That, paired with a lack of imagery in this 
section, makes it hard for readers to focus on the purpose of the 
content. Try creating a unique style for SMB solutions and 
including a thumbnail image for each to help tell the SMB story.

Overall, way too much jargon in all of the Solution descriptions. 
The copy should be targeted to SMB segment in a 
problem/solution structure that helps SMBs understand the 
high-level benefits of the solution in context to common SMB 
needs and goals. 

Consider bringing a pull quote or some part of the editorial 
content from the stories forward on this page to give 
audiences a sneak peek at real customer inputs.

Header should be labeled Small Business Solutions. Loose 
the “power any workload” because it’s too generic.

Try organizing the solutions to align with the benefits listed 
above on the page.

Missing link to explore the solution.
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SMB Solution Page – Key Issues

Product images and product names should also link 
to the same place as the ”Learn More” CTA.

This header should say SMB Products. Servers, 
Software and Storage should be sub-categories 
underneath Products.

“Exploring All Servers” defeats the purpose of the 
page–honing-in on what works for SMBs. A better 
choice would be “Explore all SMB Servers” with a link 
to page that shows all SMB filtered servers.

Product images and product names should also link 
to the same place as the ”Learn More” CTA.

“Exploring All Software-defined Infrastructure” defeats 
the purpose of the page–honing-in on what works for 
SMBs. A better choice would be “Explore all 
Software-defined Infrastructure” with a link to page 
that shows all SMB filtered options.
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SMB Solution Page – Key Issues

Product images and product names should also link 
to the same place as the ”Learn More” CTA.

Missing descriptor text for Resources. It should specifically 
communicate that the resources are for SMBs. 

At this point in the page, they might be ready to browse and 
shop, but they’re definitely not ready to configure. Consider 
placing a specific SMB guide or resource here.

Inappropriate content and CTA. Users don’t have enough context to 
find value in the CTA. This would be a more appropriate option for a 
“Next Step” at the bottom of the page.
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SMB Solution Page – Key Issues

Main CTA on the page is too generic and doesn’t support a user’s 
cognitive processing. Users would expect a direct link to a SMB expert 
or a SMB sales team. Consider adding a phone channel to the CTA 
due to the complexity of the service, pricing and implementation 
components that go along with the Solutions. 

Instead of a generic link or bucket for actual resources, 
Lenovo should pull out some of the SMB specific resources 
from the Resource Library (or create new ones) and provide 
direct links to access them.

At this point in the journey, service touchpoints should be 
tied directly to Lenovo SMB experts or sales. The buckets to 
the various services categories are not relevant to the SMB 
customer in this journey.
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SMB Solutions – Key Recommendations

Small business point of view
Targeted messaging feels too generic, lacks brand personality. Users should get 
a feel for the brand and understand Lenovo’s unique value proposition for SMBs.

Play up the goals
Reframe the benefits portion as clear SMB goals. Then align the content on the 
rest of the page with achieving those goals.

Imagery
The page lacks imagery overall which makes it feel uninviting to visitors. Imagery 
can help illustrate Lenovo’s ideas, draw attention from viewers and help with 
visual hierarchy. Good design and inspiring photography signal quality to users.

Labeling
Standardize the labeling on solutions (i.e., “Run Your Business, Make Your Data 
Work Your Way, Support Your Business from Anywhere”). Make a clear label for 
“Products” and nestle product categories underneath.

Structure
Too many sections, everything looks the same, no clear hierarchy. Try a redesign 
using a special/new solutions template just for targeted audiences

Recommendations for Change:
Resources
Resources are too generic for SMB audience and too far off from the 
goal of the page. For instance, if the audience is here to learn about 
solutions to solve SMB problems, taking them to the configurator 
doesn’t make sense. At this point in their journey, they probably don’t 
even know which products can be configured. Lenovo Pro might be a 
good next step that belongs elsewhere on the page, but it’s not a 
learning resource per se. It also directly competes with the “Shop Our 
Portfolio” CTA at the top of the page. A link out to the Resource Center 
is OK as a secondary link in resources, but the page itself should house 
a selection of individual, SMB-specific resources with links.

Next Steps
The CTA bar at the bottom of the page could be improved with more 
tailored, SMB text and offer, and other logical steps could be added to 
the section to give users multiple options to move forward in the funnel.

ROI and Social Proof
The CTA bar at the bottom of the page could be improved with more 
tailored, SMB text and offer, and other logical steps could be added to 
the section to give users multiple options to move forward in the funnel.
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Appendix
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UX Audit and Recommendations



2021 Lenovo Internal. All rights reserved.

Sources

142

1. Adobe Analytics, October 1, 2021 – October 31, 2021

2. SEMRush, November 28, 2019 – November 28, 2021.

3. Baymard Institute: https://baymard.com/

4. Nielsen Norman Group: https://www.nngroup.com/

5. Quantum Metric, August 1, 2021 – October 31, 2021

6. Qualtrics Study 2021

https://baymard.com/
https://www.nngroup.com/
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Audit Scoring Document

143

https://docs.google.com/spreadsheets/d/1L-
WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing

https://docs.google.com/spreadsheets/d/1L-WOUJE19_5I7Sn9nAdtag_GUgrTA_UX4XXozhMDuwI/edit?usp=sharing
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Cloud Computing POV Meta Data

144SEMRush November 28, 2019 – November 28, 2021.
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Analytics & AI POV Meta Data

145SEMRush November 28, 2019 – November 28, 2021.
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As-a-Service POV Meta Data

146SEMRush November 28, 2019 – November 28, 2021.
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Edge Computing POV Meta Data

147SEMRush November 28, 2019 – November 28, 2021.
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NC State Customer Story Meta Data

148SEMRush November 28, 2019 – November 28, 2021.
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T-Systems Customer Story Meta Data

149SEMRush November 28, 2019 – November 28, 2021.
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Aportes en Línea Customer Story Meta Data

150SEMRush November 28, 2019 – November 28, 2021.
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Hero MotoCorp Customer Story Meta Data

151SEMRush November 28, 2019 – November 28, 2021.
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Cellnex Customer Story Meta Data

152SEMRush November 28, 2019 – November 28, 2021.
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Hubei Customer Story Meta Data

153SEMRush November 28, 2019 – November 28, 2021.
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Solutions Lander Meta Data

154SEMRush November 28, 2019 – November 28, 2021.
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Solutions SMB Meta Data

155SEMRush November 28, 2019 – November 28, 2021.




