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1. COMPETITIVE REVIEW 

Methods 

We surveyed home pages for competitive sites that offer merchant credit card 

processing. If that first impression resonates with the needs of the target customer, like 

it was made for them, they are likely to stay and read more. If not, they will move on to 

another site.  

We paid special attention to how these sites organize information. What labels are used 

to describe tasks and functionalities? How are they organized to become the site’s 

structure? To see this deeper structure, it can help to ignore the color and images and 

visualize the site as if it were a plain text outline. 

Summary 

The competitive sites we looked at all have a very modern design and are visually 

appealing. Yet, that’s just skin deep. The challenge that will differentiate them is this: to 

present a very technical subject in a simple way, without losing it’s complexity. Extremely  

busy small business owners want to feel they can use the information to make good 

decisions.  
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Many sites we looked at often don’t explain up front what their products are or what they 

do, assuming the visitor already knows. These sites lack an entry point that leads a visitor 

to believe they can find what they are looking for deeper in the site hierarchy. 

The curse of knowledge. This is a common situation. Because software is designed by 

otherwise brilliant developers and business people who know their subject so well, they 

mistakenly assume that their viewers also have that foundation. This cognitive bias is often 

called the “curse of knowledge.” The more knowledge we have, the harder it is to 

communicate to a beginner who does not have years of experience and background in 

the field. 

The minds of the users. We are not saying you should take out any of the technical 

information, lists of products, or spec sheets. It needs to be there, but secondary. That’s 

about the business, starting with the product.  The visitor doesn’t know yet which product 

is right for them. Instead of being business-oriented, we want to design a customer-oriented 

site. 

A potential client is not coming to sift through the data. They simply want their individual 

problem solved. Once they realize that you have what they need, they’ll want to 

understand how it works, and will do the reading. But that comes later. 

Knowing the problem in the mind of your visitors, the problem they need to solve, is like 

gold. People will stay on the site because they see a clear path to solving their problem. 

This is a critical insight. 

Navigation 

In general we observed the following issues in the navigation systems of merchant 

payment sites: 

Unclear Labels. The top level links are usually labeled with acronyms, technical terms, or 

internal brand names. Another source of confusion is labels that are not specific or 

descriptive, like simply saying “solutions.” Solutions to what? This confuses the site visitor 

because they are not in the payment processing business. On the contrary, they own a 

merchant business and have their own goals. We must understand what those goals are. 

Advertising copy. Instead of explaining what something does for a user, the tendency is 

to write in the style of advertising copy. This style naturally seeks to convince and 
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persuade, yet in general, people see information presented this way as biased and 

untrustworthy. As an example, eye-tracking studies show that most site visitors either 

don’t see banner ads at all, or actively avoid anything that looks like an ad. Instead, we 

want to be strictly customer-oriented, using precise and concrete language that answers 

the questions already in the mind of your site visitor. 
 

Selected examples 

http://www.ignitepaymentsrus.us and http://www.ignitepaymentsystems.com 

  

Note that the Ignite Systems site above does not explain what the products and services 

are to someone who doesn’t already know. The Products are described with brand names, 

and the Our Services drop-down uses acronyms and a vague title called Reporting 

Solutions. Also note the most common term is “our” and “us.” That communicates a self-

centered business instead of a user-centered one.  
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The photography is beautiful and to the point, but the information structure does not 

reflect that. The tag line almost works, but is written in vague advertiser’s copy. We like the 

prominent Contact form as a call to action. 

https://www.ignitepaynyc.com 

We like the images of real customers paying with the system—its says exactly what it 

does. The orange call to action is also good. But the long list of product brand names is 

overwhelming, especially over the movement of the video.  
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http://www.ignite-sa.com 

  

We like this home page a lot. It shows Processing, EMV, Security, Analytics, and Clover in a 

logical sequence and explains what each is for. Unfortunately, research shows that people 

rarely click on the “Learn more” links in an automatically changing slideshow like this. That 

may be because a viewer prefers to control the navigation, taking their own time. On the 

positive side, each label is a link and a visitor can also click at their leisure to see each facet 

of merchant processing. The image supports the content. 

Still, an inexperienced user may not appreciate the many technical 

names in the pull-down menus.  

The Support/Resources link is confusing for a different reason. The 

organization is inconsistent. Not all these things go well together. 

Support and Resources are subtly different and would be more useful 

under separate headings. 
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https://www.firstdata.com/en_us/home.html 

This is a great example of a customer-oriented page. It is found by scrolling down slightly 

from the main home image. Most types of business owners would naturally find 

themselves in one of those categories. 

We like the way the main menu items reveal horizontal mega menus so it’s easy to review 

many secondary links at once before deciding to go there. The concept is good, but the 

mega menus could be better designed, taking up less vertical space. 

This is a very nice search form. The Contact link is a clear call to action. 
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The Solutions drop-down menu is well organized by business type. However, we think 

Products would be more clear as a label instead of Solutions, which is a vague term. The 

Insights link, also an imprecise label, goes to a mostly inscrutable set of links for a new 

user. 

Recommendations 

• The design and navigation structure should use progressive disclosure so the initial 

impression is not overwhelming. Add details as needed to build on that foundation. 

• Communicate effectively:  Simplify with white space and chunks of information 

instead of long reads. 

• Sell the consulting services. The Call to Action is the contact button. The Products 

come along with that service which helps users choose what they need. 

• Design for the inexperienced visitor. But, make it easy for a more knowledgable 

person to skip the introductions and go to the more complex technical content. Use 

multiple navigation systems based on different needs. 

In general, once they believe a site can help them, a visitor considering a complex and 

expensive business product wants to do some research first before contacting an agent. 

We found this to be true in industries like real estate.  
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Considering this, here is a potential user flow to consider for the Ignite site, to be 

confirmed by further research. 

(1) Allow primary navigation to filter by audience—the type of small business a user 

owns. 

(2) Then recommend a software/hardware product or series of products that is most often 

used by their industry.  

(3) Offer a table so a viewer can compare options of the various systems. 

(4) Show a prominent Contact button. The customer is now ready to schedule a 

consultation because the rest of the details can be filled in by an expert. 

2. SITE MAP-(FIRST DRAFT) 
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Site map notes. The concept above offers 5-6 cards on the home page so an 

inexperienced person can start with their industry. An experienced user, one that 

understands what everything is, can go directly to products and services from the top 

menu. 

Call to action. The main call to action on all the landing pages is to set up a consultation. 

3. WIREFRAMES 

Summary 
The wireframes show the structure of the pages in a simplified form that shows 
what elements will be on that page, not what the will look like. It also shows our 
thinking about what the actions we desire for visitors to take on that page. It’s kept 
simple so it is easily changeable.


 


These wireframes show the two types of entry points we want for the site:


1. Home page links organized by business type which link to more information 
relevant to that industry. These will be very visible and are meant for the first 
time customer.
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2. A main navigation bar which has direct access to the detailed information 
needed by an experienced customer. This is a secondary entry point, yet is a 
standard pattern so easy to find. 



Main home page entry 
points 

Focused entry points for each business type 
are laid out as a grid over the main home 
page image and under the tag line.  

These boxes link to pages designed for that 
specific industry, featuring a table 
comparing the advantages and features of 
each system. 

The pages are meant to give a background 
of knowledge of what is recommended for 
this industry. The main call to action is to 
contact the experts. 
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Main navigation bar and secondary menus

!  

Clicking on a main menu item opens a drop-down menu so the visitor can see all the links in that category. 
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