
THE FUTURE 

EXAMFX.COM 
  

Design and User Flow Guide
May 2017



Header Section
Basic header navigation elements and logins for active students and 
managers.  Will also include a site search link.

Splash Banner and Main CTA
Main mission statement and the two main CTA’s present above the 
fold in large, bold buttons.  This immediately encourages entry into our 
purchase funnel.  Get started, browse courses would be the main CTA’s.

User Type Self Identification
As user scrolls further we use this first section to present different 
information journeys based on self identification pathways if they 
have not already done so at this point.  Main paths include Students, 
Managers and Businesses.

EFX WEBSITE  MAIN PAGE

Design Objectives
Present users with an enterprise and modern website experience that is both strongly tied 
to our brand architecture but also easily navigated. The main goal is for them to identify what 
type of user they are and begin a relevant experience as quickly as possible.

Action Orientation
Immediately self-identify and strong push towards a student getting started and finding the 
course or product they need.  Action is primary and information is secondary.  
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Get Started Now and Course Tour 
Both primary and secondary calls-to-action that encourage entry into 
the purchasing and enrollment experience.  



Credibility Reinforcement
Present our credibility in easy-to-digest quantifiable statements. A 
visual way of reinforcing who we are and key differentiation across 
multiple audiences we serve (B2B and B2C).

Product Selection
Allow another pathway of self-selection by products offered. This 
includes insurance, securities, CE and a selection to quickly go into 
the self-support/FAQ section.  Will drop the users on the main product 
pages for those specific products or sections.

EFX WEBSITE  MAIN PAGE

Design Objectives
Use branding palette and visual imagery as forms of persuasion.  Utilize common elements 
that are found in our other customer facing applications.

Action Orientation
Reinforce, build instant credibility and differentiation followed by Product level navigation.
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Testimonial Section
Display user testimonials (mostly student related since B2B can be 
housed in a different section specific to the B2B message).  Adds 
personal dimension and ability for the user to visualize themselves 
succeeding while reinforcing our main mission.

Brag Banner
Display key corporate partnership (where applicable) of well-established 
brands that add reinforcement to the user (B2B and B2C).

Main Differentiator Standout
Highlight our most important and key differentiator in the industry.  This 
is important to both the student and the business.  Our Pass Guarantee 
is our promise.

EFX WEBSITE  MAIN PAGE

Design Objectives
Show real users in a success testimonial area to highlight positive experiences with our brand 
and product elements.  Utilize logo elements of established brands to add additional credibility.

Action Orientation
Allow skeptical users the opportunity to see testimonials and reviews.  Reinforce those 
testimonials with our Pass Guarantee statement and explanation.  Emphasize how we are risk-
free.
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Who are We Video Section
Highlight a short, video asset embedded that briefly discusses who we 
are, our mission and products. This is the last attempt on the main page 
to reinforce and create engagement towards the purchase funnel.

Footer Area
Common footer components for navigation and social links.  Includes 
privacy policy and T’s&C’s.

EFX WEBSITE  MAIN PAGE

Design Objectives
Utilize video as another way to communicate to those in our audience that are visual and need 
information on us quickly.  

Action Orientation
Watch our video that will summarize our place in the industry and main benefits.  An elevator 
pitch for both potential students and managers on the fence about EFX offerings.
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EFX WEBSITE  INFORMATIONAL PRODUCT PAGE

Main Product Informational Page Banner
Visual splash banner

Value Proposition Text and Main CTA
Product description and value messaging coupled with the first main 
CTA above the fold.  

Featured Products
Product description and value messaging coupled with the first main 
CTA above the fold.  

Product Highlights, Features and Video Preview
Additional relevant student highlights and main features of the 
product.  Also includes a video teaser of what to expect in the learning 
environment.

Design Objectives
Cleanly showcase our detailed product offerings and key benefits/functionalities to the user.  

Action Orientation
The user will be encouraged to start the purchasing process, or be given the option to drill 
down further into the courses they want to see.  The links to specific courses will drop them on 
the product detail page for ordering as well.
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EFX WEBSITE  PRODUCT PURCHASE PAGE

Design Objectives
Specifically designed as a product detail and ordering page, this page will import custom fields 
from the backend based on user selection.  Here the user can browse aspects of the product 
and order their specific product and package.

Action Orientation
In an easy, stepped approach, the user can simply select their state of license, package, and 
enter discount information to begin the checkout process.

State Selection
In sequence, we invite the user to select their state which will 
dynamically load the correct product.  

Package Selection
A drop down with the packages will be available.  As a user selects a 
package, the overview and features will update dynamically with the 
package information.

Pricing and discount code field
Pricing will update dynamically based on the selection criteria.  The user 
can also enter in their manager email or voucher code which will update 
the price reflective of the discount level.

Information tabs
Content fields for product overview, features and package comparisons 
to give the user all the product information they need.  May also add a 
tab for video teaser of the course if possible.
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EFX WEBSITE  SUCCESS STORIES PAGE

Design Objectives
Utilize a crisp use of text and video elements to enhance the user perception of quality and 
mission.  

Action Orientation
The prospective student should be able to put themselves in the shoes of similar minded 
people.  They should be excited about the prospect of what the future may hold for them and 
the success they can achieve.  Compel them to begin the enrollment process.

Banner Area
In sequence, we invite the user to select their state which will 
dynamically load the correct product.  

Content Area 
Include content on how we have helped millions of candidates find 
success with over 60 years combined experience.  May change this area 
to include a CTA to enroll now.

Embed YouTube Channel Personal Testimonials
Use this area to embed our growing testimonial videos from our 
YouTube channel into the CMS framework. We ensure we can count the 
views through both our dedicated channel and our site embeds.

Testimonials Blocks Using Pagination
Allow a dynamic area of growing testimonials and dates entered into the 
CMS that marketing can update frequently.  
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EFX WEBSITE  DOWNLOADS PAGE 

Design Objectives
Easy organization and clean display of our content assets.  Every download will have its own 
distinct landing page with embed Hubspot form. 

Action Orientation
Offering content downloads help facilitate lead generation and determining where buyers are 
in the purchasing process.  It also helps build perception and trust.  The request for demo will 
expedite the process for those looking to learn more about ExamFX now.

Faceted Navigation for Resource Section
Here we allow our B2B users the opportunity to browse our asset/
content collection based on their specific needs.  We can quickly direct 
them to relevant content.

Asset Collection
This area would contain specific content and also act as a B2B lead 
generation pipeline and encourage interaction.  This interaction would 
be captured through our marketing automation platform and provide 
lead scoring and other business intelligence to sales.

Call-to-Action for B2B
On all download pages, appeal to the B2B buyer/influencer by offering 
registration for a demo call.  This will help bolster lead generation and 
getting new prospects into the sales funnel and nurturing tracks.
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EFX WEBSITE  ABOUT US
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Design Objectives
Just enough text to make a point and start a narrative.  Capture their hearts and minds by 
emphasizing our mission and main corporate vision.  Include a video to encourage interaction 
with our media assets to assist in telling our story.

Action Orientation
We want the user to become familiar with us and what we represent.  Encourage their 
interaction through button clicks and media views.  Funnel them towards monetization 
channels by getting them into the purchasing funnel.

Banner Section
People in action, finding success.

Video Asset
Encourage interaction with our media assets by focusing on less text 
and more visual impact.  Always utilize a strong CTA, in this case the get 
started now, in order to put them into the purchasing funnel.

Visual Navigation Menu
Reuse menu from main page to help the user self-navigate if they have 
not already entered the purchasing funnel.  

Success Story Reinforcement
A smaller version of user success stories with a link to view the 
complete success page if they desire.



EFX WEBSITE  EFX FOR MANAGERS
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Design Objectives
Help the B2B user navigate and become familiar with who we are and what we can do for 
them.  We want to encourage them to take the next step and let us showcase a demo/
presentation and allow for a seamless transition from MQL to SQL.

Action Orientation
Build trust, awareness, and credibility. Encourage 1:1 communication for identifying those 
prospects that are in a buying cycle or looking to switch vendors and need more information.

Banner Section
Main page title and relevant image banner

Main CTA for B2B
Speak to the manager’s needs through our text and drive them 
immediately towards a meaningful 1:1 conversation with us.  The demo 
request will put them immediately in touch with a sales rep.

Meaningful Metrics
What makes us special and stand apart in this crowded space? Use 
quantifiable metrics to help tell that story and drive the point home.

Our Clients
In many cases, our B2B prospects are already part of the many 
organizations we have as clients. We want them to understand that we 
are partnered with the largest and most visible names in the business.



EFX WEBSITE  EFX FOR MANAGERS
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Main Functionality Summary
Showcase our main platform functionalities that are key value 
components for managers.

Featured Download and Links
Attract the manager with helpful, business-centric content and provide 
the ability to download contents asset to support lead generation goals.

Manager B2B Video Assets
Provide video content around walkthroughs, highlights, quick snips, 
teasers on the platform and powerful functionality.  This will highlight 
our differentiation and expert delivery.

Design Objectives
Help the B2B user navigate and become familiar with who we are and what we can do for 
them.  We want to encourage them to take the next step and let us showcase a demo/
presentation and allow for a seamless transition from MQL to SQL.

Action Orientation
Build trust, awareness, and credibility. Encourage 1:1 communication for identifying those 
prospects that are in a buying cycle or looking to switch vendors and need more information.



EFX WEBSITE  SUPPORT PAGE
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Design Objectives
Easy to use and navigate.  Help the user quickly find answers to their support related topic or 
questions.

Action Orientation
Offer multiple avenues to solve the support issue.  Drive resolution through self-help first and 
human support second.

Support Section Dedicated Search
Due to the wealth of information and assets in this section, it is 
recommended to provide them an easy way to find the answer quickly 
through the use of a search tool specific to this section.

Organized Topics
Showcase helpful links based on the type of user and help them find 
their answer quickly.

Video Tutorials
Provide quick access to various video assets that are the most frequent 
call-in support related issues.  This will help reduce the number of calls 
for these various inquiries.

Other Options Visual Menu
Provide all other faceted options to the user via a graphical menu.  
Here they can quickly take the next and last step towards solving their 
questions.  The emphasis on steering them away from call support.


