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Principles

As a kick-off to the K&T product revamp project, we’ve clearly 
defined the problems and identified the bottlenecks in the 
current user flow, which we’ve validated with real users.

In this report, we’ve highlighted all relevant and valuable 
feedback that we’ve gathered during the user research stage. 

Based on the user interviews, we’ve re-analyzed the existing 
funnels, and marked all usability issues that could cause bad 
user experiences.

Finally, as a result of these validated customer insights, we’ve 
determined the next steps of the product development.

Abstract



Research 
methodology



User interviews + User tests

A user interview is a validated UX research method during which a researcher asks an end 
user questions about a topic of interest (e.g. use of a system, behaviors and habits) with the 

goal of learning about that topic



1. Berlitz Customers

Research plan documentation: 
👉https://docs.google.com/document/d/1l2qRe7VUQVy4Xk-gwBnO6KyRYzdTh-iizVY4J7
ELBb4/edit?usp=sharing

Interview documentation: 
👉https://docs.google.com/document/d/1e_NKHDjqgWTNyDfshn1PV_wdW-2ewtDP3JWh
C45Zm1I/edit?usp=sharing

2. New customers

Research plan documentation: 
👉https://docs.google.com/document/d/1gfTNBawlfMKEUL4M3ZnqMxTGbOlZrkVr2hX4zI
bw-x0/edit?usp=sharing

Interview documentation: 
👉https://docs.google.com/document/d/1bmRAuKMerucnYbLAEAcUtQM2DOrj5fSTsDE6
Z2QeA3U/edit?usp=sharing
 

Research 
plan
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Berlitz Customers (those who have already 
purchased a Kids & Teens camp product)

● 6 interviews
● Based on past experiences, sometimes 

the memories are not precise
● Users were rather kind than honest
● Still a lot of insights

Research plan documentation: 
👉https://docs.google.com/document/d/1l2qRe7VUQVy4Xk-gwBnO6KyRYzd
Th-iizVY4J7ELBb4/edit?usp=sharing

Interview documentation: 
👉https://docs.google.com/document/d/1e_NKHDjqgWTNyDfshn1PV_wdW-
2ewtDP3JWhC45Zm1I/edit?usp=sharing

User 
interviews

https://docs.google.com/document/d/1l2qRe7VUQVy4Xk-gwBnO6KyRYzdTh-iizVY4J7ELBb4/edit?usp=sharing
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New Customers (who have not purchased a 
kids&teens camp product yet)

● 3 out of 6 interviewees showed up :( 
● 2 cancelled minutes before the session
● Tool used: hellopingpong.com
● Proper user tests
● Task: complete a booking for your child

Research plan documentation: 
👉https://docs.google.com/document/d/1gfTNBawlfMKEUL4M3ZnqMxTGbO
lZrkVr2hX4zIbw-x0/edit?usp=sharing

Interview documentation: 
👉https://docs.google.com/document/d/1bmRAuKMerucnYbLAEAcUtQM2D
Orj5fSTsDE6Z2QeA3U/edit?usp=sharing
 

User 
tests

https://docs.google.com/document/d/1gfTNBawlfMKEUL4M3ZnqMxTGbOlZrkVr2hX4zIbw-x0/edit?usp=sharing
https://docs.google.com/document/d/1gfTNBawlfMKEUL4M3ZnqMxTGbOlZrkVr2hX4zIbw-x0/edit?usp=sharing
https://docs.google.com/document/d/1bmRAuKMerucnYbLAEAcUtQM2DOrj5fSTsDE6Z2QeA3U/edit?usp=sharing
https://docs.google.com/document/d/1bmRAuKMerucnYbLAEAcUtQM2DOrj5fSTsDE6Z2QeA3U/edit?usp=sharing


Tool for analyzing the results: Airtable

A tool for storing every relevant 
data, findings, insights at one 
place, highlighting the connection 
between items

● Interviewee data
● Assumptions (25)
● Insights (60)
● Positive feedbacks

👉https://airtable.com/invite/l?inviteId=inv5bVcijYUlLGvkV&inviteToken=25c5
921347fa4a08e8f006300fcdbbc3fcc7a05c335ffa73aba76bf0f82514ab

https://airtable.com/invite/l?inviteId=inv5bVcijYUlLGvkV&inviteToken=25c5921347fa4a08e8f006300fcdbbc3fcc7a05c335ffa73aba76bf0f82514ab
https://airtable.com/invite/l?inviteId=inv5bVcijYUlLGvkV&inviteToken=25c5921347fa4a08e8f006300fcdbbc3fcc7a05c335ffa73aba76bf0f82514ab


Learnings



Positives

● Berlitz is considered a great brand
● When competitors were mentioned, Berlitz was considered a webpage with 

a better user experience, but that doesn’t mean that we are good.
● Those who have past (positive) experiences with Berlitz, are more likely to 

book a camp for their children - the brand value is built across decades, we 
need to keep this but build for our future customers needs.

● Effective email communication after booking. Keep up the good work!
● Kid’s friends could be added - very much appreciated feature, needs to be 

highlighted better
● ❗Word of mouth: 8 out of 9 users were influenced by 

colleagues/friends/relatives. We can encourage this by offering some 
referral discounts and other perks since the word of mouth solves the trust 
issue. Also, some reviews could be added by customers (like social proof 
on landing pages)



“”
“Berlitz is a fairly well known company”

“I like the colors on the main site”

“It’s a nice option that I can name the 
friend of my kid”

“Email communication was very 
effective with the organizers!”

“I have trust in Berlitz since I know the 
brand and the business ”

“‘It’s quite nice, really nice concept, I 
appreciate it’” - Father, after kid with 
dyslexia attended a camp.  

‘Quite a professional company, with a 
lot of experience with methodology’.



🧩 basics

🎨 layout

🧭 navigation

🗺 map

📱mobile web

💬 feedback

ℹ content

Legend



Needs to be 
improved

● 🧩If someone is not familiar with Berlitz, or the Sprachencamps concept, 
they don’t know that this service is available in Germany or it could be as 
effective as a cmap in a ‘native’ environment

● 🧩🎨2 target groups: Parents & children. Text size matters for parents, 
emphasizing the fun matters for the kids. Currently, the page is not 
appealing to them.

● 🧩Highlight the perks of language learning in the landing page 
(according to what was said by the users)

● 🧩ℹPrinted materials are still considered more trustworthy material



“”
‘Make it more appealing for kids. It’s more like for 
parents, I don’t see my daughter scrolling it through and 
finding her own course. It doesn’t resemble the fun 
behind it’.

 ‘I didn’t know that there are camps in Germany.’ 

‘I got a catalog - and checked the same info on the web if 
it’s aligned’

 ‘There are more pictures used in the offline catalogs, 
which is more appealing’

‘I made the research with catalogs and the website. Then 
presented the catalogs to the children, but checked the 
web previously.’

‘Had a chat with my colleague, who gave me the catalog, 
and she recommended the camp’

‘It is really important to merge 24-7 with the language and 
it is only possible in a native environment’. 



Needs to be 
improved

● 🧭 Arriving with a direct link the users are confused regarding the 
navigation

● 🧭 Navigation is often confusing, makes it difficult to complete the 
booking (they have to struggle to give their money to us!)

● 🧭ℹ Revisit copy! CTA: align with the action what comes after clicking 
on it. Some were reported by the users as confusing. Consider the 
renaming if camp types since it was an issue.

● 🧭🎨 Filter panel should be redesigned! Multiple activities cannot be 
selected at the filters :(



“” ‘I wasn’t sure, I’m doing the right thing’ - 
arriving with a direct link

‘I couldn’t find that info on the page. If you 
spend money - a fairly amount of money - you 
want to make sure that you get what you 
wanted to get’ - About a result item: which activity 
is available, can they select multiple ones?

‘But it wasn’t quite intuitive, I couldn’t 
find what I was looking for’

‘Oooh, I don’t know where to start, there is no 
heading. I’m a little bit lost because I don’t 
know where is the most important 
information’. 

It’s not ideal for me to have this solution. 
I would rather prefer one page ’

 ‘The close button doesn’t work as intended’. - 
after clicking on close at checkout and the whole 
page was closed

‘It’s a little confusing…’ - after he wants to select 
multiple activities in the filter panel



Needs to be 
improved

● 🎨One-page layout is wanted by the users: we could provide them 
results faster. 

● 🎨Icons are poorly made, the size is small, users are not able to decode 
their message. Text is also way too small, hard to read for older 
customers

● 🎨Poorly made layout destroys the brand’s value.

● 🎨The visual hierarchy should be improved - highlight the most 
prominent info for parents - and for kids. 

● 🎨Improve imagery if possible - not appealing, not informative, poor 
quality, not aligned with camp (image of a Caribbean beach vs Baltic sea 
camp)

● 🎨Decrease the number of result items on a page (could be more on 
MW). Also, the number of items should be shown on the top 



“”
‘With my 50 years old eyes it was hard to 
understand the icons’.

‘I think this is very poorly made. It’s not very 
trustworthy’ - about the layout, except the landing page

‘The reading experience is not the greatest’

‘Pictures looked a bit artificial for me. I didn’t 
like it’ - about caribbean stock images from a 
camp by the Baltic sea

‘This is very important information for me, I 
would like this information to be more 
prominent’ - about age range in the camp

‘Though it’s very hard to read, and it’s very 
dense and cramped’

‘These 2 big blue buttons are not so important 
as they seem to be’ - about the result item

‘It doesn’t seem very efficient’ - about the giant 
image on the landing page

‘The symbols here are not entirely clear’

‘It would save me one step, I think that all the 5 
tabs could be on one page’



Needs to be 
improved

● 🗺The majority of users didn’t even notice that there is a map search 
function (existing customers)

● 🗺Those who saw the map on the Landing (user test attendees), they 
wanted to click on it at the first sight 

● 🗺An interactive, zoomable map with filters - especially with distance 
from home & activities - is something that users expect from our current 
solution

● 📱On Android phones: Customer Service pop-up chat issue - could 
make users leave the page, and navigate to a competitor  - needs to be 
checked on various phones!

● 💬No feedback form is available after the camp(online/email/phone), 
also the parents receive no detailed feedback/report about their 
children’s performance in the camp. 



“”
‘You can play around with filters and have 
instant feedback’.  about the map

‘I didn’t know it exists. Would be good 
information, I’m not so digital’ - about the map

 ‘Can I click on the map? No, I cannot’

‘What I really want to have is a map, where I 
can just pick a camp and look at it’ - before I 
mentioned that it exists.

‘I would prefer to have a bigger map, where 
you can zoom in. It’s not intuitive for me’.

‘it would be nice to click on it to see where 
are camps’.

‘It would be nice if somehow I could combine the 
map and the search from before where I could 
exclude certain activities. If my kid likes swimming, 
please show me the camps with swimming 
available’. 

‘I would have expected to be able to click on 
these’. - about the map



‘Not that great- it seems like the whole page needs a revamp on 
mobile. Maybe I get frustrated. If I have to reselect everything, again 
and again, every time I click on details and want to go back and 
everything is lost then at some point I would say: I don’t have time 
for this’ - about the chat on mobile which constantly pops up

“”
‘This is what I hope is different now at Berlitz’ - 
about feedback/report of the kid’s progress

‘It wasn’t a great experience’ - about the 
experience on mobile

‘If I want to get rid of my kid, it matters. If it’s 
too close, my kid would think “hey my dad 
could pick me up”, if it’s further she has to 
complete it’ - about distance

‘There are 2 scenarios: either I wanna be as 
close as possible, or there is some added 
value on the location - my kids wanna go to 
the beach, skiing or whatever.  A filter option 
with the distance for the camps would be 
useful.’



Needs to be 
improved

● ℹIntroduce camp crew if possible - parents are interested in the crew, 
how experienced they are. 

● ℹResult items should showcase the most important info for parents, 
including the price (if it’s missing it enhances trust issues). 

● ℹShow only camps with free places, if there is no further reason to start 
the result list with full camps. 

● ℹError messages should be revisited, check copy whether is 
informative enough or not

● ℹ🧭Confusion around checkout & payment



“”
‘It was not obvious how the payment will be managed:  
Paying method wasn’t obvious before I hit the button, eg: 
one amount or paying in installments’

 ‘Without the help of the youth hostel, we couldn’t make 
the booking - would have booked some other activity for 
the kid’.

 ‘‘It wasn’t clear at the end what did we book, wasn’t clearly 
written, wasn’t enough detailed, was confusing’. ‘I get it now, but it’s like a lot of work to this’ 

- about price and discounts at checkout 

‘I miss the price from here. It’s critical information’.

 ‘This is pretty confusing’ - about the name of the 
camp types

‘It should be uniformed’ - about the way of 
showcasing available places in a camp

‘I’m not sure that I like the fact that the price is hidden 
under this page’ ‘Okay, this very confusing - about the checkout summary



Usability issues



Medium – Small issue, causes hesitation

Critical – Task can’t be done, frustration

Positive



Landing page #1

Everyone wanted to click on it, they expected it’s a 
working, interactive map

It was not always obvious that this page is already the 
kids & teens, or couldn’t find this section from landing

Recommendation: show it with underline or different 
color in the top menu bar

The above the fold part contains no useful information or 
actionable item. 

Recommendation: place here a search field or some 
filters with a strong CTA, which implies that thee research 
could start here. Also inform the user about where can 
she find the description and further information

ABOVE THE FOLD

The CTA copy could be better aligned with the action 
after the click - and should be shorter



Landing page #1

Since it’s a summary, the most important information should 
better highlighted. Reflect on the demanded information by the 
users (age range, concept, teachers)

It’s not that obvious that this link is a clickable item - since the 
catalog is a very much appreciated content, we should 
highlight it better

The video is the only interactive item on the landing page and 
it’s hidden at the bottom part. 

Recommendation: Kids are more likely watch it, therefore it 
could be placed to a more prominent place and/or use more 
interactive content



Results #1

The sidebar was barely noticed, though many important 
details are available there (e.g: map, camp concept)

Recommendation: this information should be available on 
the landing page, including an interactive map search

The filters are not easy to use, not helpful and sometimes 
the labels are not obvious (e.g: camp type). Multiple 
activities cannot be selected, but there is a demand for it. 
They also use a lot of unnecessary space

Recommendation: get inspired by metasearch engines or 
other complex travel services (e.g: Airbnbn, Booking, 
Momondo

ABOVE THE FOLD

While there is an unnecessary white space on the top, 
the first result is available below the fold on an average 
resolution laptop, mostly due to the huge filter panel

Recommendation: full layout update - responsive view, 
use the white space wisely



Results #2

The first few results are camps with no available space

Recommendation: update result logic, show smth which is the 
most interesting for the single user

If a summer camp was selected in the filters during the winter, 
the calendar still shows the current date

Recommendation: align it to the selected filters

No. of result items should adapt to the device: more can be 
shown on mobile but the current amount is too much for the 
desktop view



Results #3

Pagination and No of results should be shown on the top as 
well. 

Also, use a better and more adequate way to showing the No. 
of pages, and the navigation between the pages 



Result item
The icons are way too small, and really hard to 
understand their meaning. One of the most frequent 
complaint.

The price is missing from the result item. Often 
mentioned by the customers that they want to see the 
prices at a more prominent place, usually mentioned that 
here

These 2 CTA is considered unnecessary, since any 
clickable item leads to the details. Also, the details and 
the Termin is under same subpage, meaning that they 
could be merged

Unify the way how we show the available places left - it is 
confusing for the customers that sometimes they are not 
sure if there is enough free space for multiple children 
(since the majority send their child with a friend's child 
together)

Image could be bigger and more appealing

At a certain type of event (e.g:  1 week camp start on 
every week during the summer holiday), the time 
period(s) could be selected here



Result detail #1

General overview: The tab-like navigation is painful and 
obsolete - should be merged under one page

The icons are small, and hard to understand, while the 
icon for the camp type is not  always visible.

General overview: Clicking on the X closes the tab, and 
all the data previously set (including the results) are 
gone. Very annoying  and serious issue.

The size of the text is small, and the important 
information could be highlighted better

The link is not very visible, while it’s an important 
information for the parents which enhances the trust  in 
the camp service

Some info about the camp-crew would be appreciated



Result detail #2

The imagery is considered fake, and not informative at most of 
the time (obviously it could vary from camp to camp)
the parents want to see: real images of the camp and its 
visitors, informative photos if the locations and buildings, 
rooms, etc (just like at a hotel booking). Fake images are 
increasing the trust issue (e.g: an image of a caribbean beach 
illustrates a camp by the Baltic Sea)

Very obsolete gallery solution, which uses more space 
than necessary. 

The social media links imply that there are content from 
that certain camp, while these are general Berlitz 
contents - this is misleading

Duplication of ‘Termine’ - distracts the user



Result detail #3

The size of the text is small, and the important information 
could be highlighted better in a more appealing way

Maybe it is worth to link this page to the detailed 
description of typical week/camp concept



Result detail #4

The price is only shown here, and does not adapt to any 
changes regarding duration or No. of participants, which 
is really annoying and decreases confidence at the time 
when the user is about to pay for the service

Results could be batched together if they are basically the 
same but only differ in the time period

Do not show fully booked camps

Date format was not obvious for the first sight for 
everyone - low hanging fruit to improve the experience

Up to 24 children could be added - this is a terrible 
dropdown experience, especially on mobile. 

Recommendation: Examine the most frequent booking 
habits, and define the range according to that



Result detail #5

Use a map instead of a Google Maps logo. 

Better Information hierarchy



Check out #1

Breadcrumb is appreciated by the users, enhances 
confidence during  the check out 

Really confusing solution for showing the final price with 
a discount. Instead of a positive experience the current  
solution just make the user more confused: the number 
indicator of the participants and the discount  price are in 
the same line, but  with the zero at the previous it’s really 
hard to understand which information belongs to which. 
The discount icon is small, and hard to understand.

Clicking on the X closes the tab and all the previously set 
data is lost, which makes the user to start the whole 
research process over. Very serious issue!

General issue: For a user it was not obvious before 
completing the flow that how the payment will be managed: 
paid in one amount or in several installments 



Check out #2

Promote registration better, enhance the perks of being a 
registered user



Check out #3

Show the user the correct and accepted phone number format



Check out #4 - error messages

Error messages are sometimes not informative, not helpful 
enough, and not leading the user to the right direction. They 
should be placed at the location of the error, and providing a 
positive message, instead of a BIG, RED frightening alert.



Check out #6

this is one of the most appreciated feature, keep it and 
promote it better!

‘Klasse’ was not clear as copy for a user - revisit by a german 
speaker if it’s a valid issue

Align  arriving options with the camp type (‘Ferry for a 
camp in the woods?’)

Highlight refund options at insurance

Promote this section better for collecting more, valuable 
data



Map #1

The feature is hidden under a not so prominent side 
menu. Most of the Berlitz customers haven’t even noticed 
its existence, while after mentioning it, it was highly 
appreciated.

Not an interactive, zoomable map

The filter panel is poor both visually and function-wise. 
The user is not able to filter to activities.The panel itself 
uses a lot of unnecessary space, while the most 
important part of the feature - the map - is barely seen 
above the fold. 



Map #2

The drop-down solution for the location-based search is 
cumbersome and far from any industry standards.  

There is no filter for distance from the map, which is a 
feature demanded

For those who are not quite familiar with the concept it’s not 
obvious that several language camps are available in 
Germany, too - another reason to promote the map better



Activities

Not every activities have description 

The icons are small even here

According to an interviewee there are activities at some 
camps (horse riding) which are available only for girls - but 
there is no further explanation



Concept

The not sufficient amount of information regarding the concept 
was mentioned by almost every interviewee. This description 
is hidden under a not so visible side menu

Recommendation: place it to a more prominent place or use a 
more prominent link to it. Also consider to make it more 
appealing for the kids



Concept

The not sufficient amount of information regarding the concept 
was mentioned by almost every interviewee. This description 
is hidden under a not so visible side menu

Recommendation: place it to a more prominent place or use a 
more prominent link to it. 



Typical camp week

Could be merged with the concept, under one page which 
informs the visitors about every details regarding the concept 
and the camps in general. 



Next steps



Status check

User tests with the existing Berlitz 
customers + evaluation

2019.12.12. ✅ DONE

User tests with the new Berlitz 
customers + evaluation

2019.12.13. ✅ DONE

Discover the strengths and 
weaknesses of the current solutions

2019.12.14-2019.12.31. ✅ DONE

Collect and showcase industry 
standards

2019.12.14-2019.12.31. ✅ DONE

1st Usability report 2020.01.06. ✅ DONE

Wireframe according to the tests and 
the flowchart – New User Funnel

2020.01.06-2020.01.20. ▶ IN PROGRESS

User tests with the new wireframe 2019.01.21-23. 🕰 NOT STARTED

2nd Usability report, iteration based 
on the tests

2020.01.25. 🕰 NOT STARTED

Development ready design 
according to the updated wireframe

2020.01.30. 🕰 NOT STARTED



Thank you!


