
UX & FRONT-END DESIGN PRESENTATION

EXPLORE
MALMESBURY



AWARENESS

UNDERSTAND/VALUE

What happens to the visitor before they have to make a decision about using the guide?

Make sure, no matter where people come from, there are at least 5 points in that
journey where you have made them aware the service is available. In marketing, online, 
in a queue, in the entrance, in the space where it will be used. Chances are they will miss 
three and then see at least two.

- Can audiences understand what the 
experience or outcome is that you are 
offering rather than just the functionality 
of it?

- Do you know what audiences actually 
want and value? For visitors this tends to 
be not only learning but getting the most 
out of their time and energy.

- Do they know it’s definitely aimed at 
them?

- Is it compelling and valuable enough to 
audiences to get them to invest the time, 
effort and/or money to download and use?

Make it relate to a particular audience 
needs. For example, a first-time audience 
may feel they need to see the top 10 
objects but they only have an hour. An 
expert audience may feel they want to 
have access to deeper information and 
almost raw research. 

Make it clear that you recommend they 
use the mobile experience. Train staff to 
identify who the experience is aimed at 
and have them pro-actively recommend 
and demonstrate it to visitors. Also, make 
sure all marketing materials describe the 
experience and the outcome rather than 
just the device and the functionality.

- Do they understand how they can access 
it?

- Is it easy enough to access without help?

- Is it easy to use and navigate?

- Do you provide systems and processes
to support people having problems?

SHARE/RE-USE/CONNECT

AWARENESS

UNDERSTAND/
VALUE

SHARE/
RE-USE/

CONNECT

Data shows that people who use good mobile interpretation report that they enjoy their 
experience more, learn more, will spend more and will do more after their visit.

WE SHOULD CONSIDER… 



CHECKLIST

Map panels scale to the mobile screen in both landscape and 
portrait mode

The map loads quickly

The contrast between the base of the map and all other 
symbols (icons & pictograms) is well balanced

The map is not cluttered and relevance is prioritised over 
completeness of content

There is an option to download / save the map

BASIC MAP FEATURES 



CHECKLIST

Maps are used to allow quick access to relevant content 
about regions, cities or points of interest (tappable regions)

The symbols on the map are interactive and provide additional 
information about points of interest, events, etc.

The map provides smooth zooming and panning; When 
users change the zoom level, the size of text and symbols 
changes accordingly

The map provides options to share content changes 
accordingly

INTERACTIVITY 



CHECKLIST
The symbols on the map are designed in a way which 
makes them easy to spot

The symbols are big enough so that users can see what they 
refer to and tap on them (if the map allows this 
functionality)

The symbols on the map are easy to understand and 
familiar to users; more complex symbols are explained in a 
legend

Users can generate their own map (load different types of 
content)

Symbols for different categories of content use different 
colours to make them easy to distinguish

SYMBOLS & CONTENT



CHECKLIST
The website / app asks for the explicit approval of the user 
before using the built-in positioning sensors (GPS, 
accelerometer, gyroscope, magnetometer)

The map is centred and zoomed over the current location of 
the user or the point of interest 

The map is oriented in the direction the user is facing

The map provides options to generate a route from the 
current location of the user

The features visually distinct symbols (pictograms) for 
visible and non-visible landmarks

LOCATION-BASED INFORMATION 



ACCESSIBILITY
Inclusion: is about diversity and ensuring 
involvement of everyone to the greatest extent 
possible. We might consider… 

- Learning Styles (visual, aural, verbal, 
   physical)

- Access to & quality of hardware & 
   internet 

- Connectivity

- Education

- Culture

- Age (younger & older)

- Language

- Use of understandable instructions & feed 
   back. 

GEOBLOCKING?

“Does the rapid digitisation of images 
reduce the experience you have? Is it 
reductive, or does it expand the meaning 
of that experience and object in an 
entirely new form, thereby reaching 
millions of people outside of the physical 
space who can never physically come to 
the museum?

…In the age of the internet, we only have 
something to gain by creating access; 
opening up access to photography, 
opening up access to our intellectual 
content and making these images 

available for the public.”

- Jia Jia Fei, Director at the Jewish Museum, NYC



VISITORS TO 
MALMESBURY 

Mother with 2 children:  It’s school holidays & the 
children need entertaining. Looking for points of 
interest that are suitable for children between the 
ages of 10 & 12.  Interested in Myths & Legends. Both 
kids have smartphones.   Would be helpful for 
mother to know how long it takes to walk to each 
location.

Visitor passing through: May only have a short 
amount of time to spend in Malmesbury.  Would like 
to visit the Abbey & then have lunch before 
continuing their onward journey (within two hours - 
parking duration).

Retired: Planning on spending the day in 
Malmesbury. Would like deeper information about 
each point of interest. Is tech savvy although can 
easily become frustrated when using their 
smartphone.

(assumption based)

WHO IS THE USER?



ONLINE 
VISITORS 

(assumption based)

Enthusiast:  Has an interest in heritage & likes to visit 
market towns to learn all about the history.  They like 
to learn as much as they can before visiting the 
location (they enjoy sharing their newfound 
knowledge when visiting with friends or family 
members). 

Physically impaired visitor: Unable to travel due to a 
disability that limits their capacity to move / perform 
physical activities.  Has a passion for history & loves 
to explore the world online! 

Educator: Likes to prepare for lessons & uses the 
explore Malmesbury website to source 
trustworthy material that will excite the students. 
May also source content that will help with school 
excursions. 

WHO IS THE USER?



ONLINE VISITORS 
Repurposing the walks to create interactive experiences for online users.  These 
could replicate the guided trails.  These ‘walking experiences’ can then be used to 
promote the guided tours (providing links to Eventbrite booking link). 

Enables users to scope out the area before they visit & learn more about the town’s 
history. 

Repurposing walks will reduce the number of pages needed.  Also, content can be 
accessed is an easy, usable fashion that is personalised to the user. 

Marketing tool to encourage visitors to visit Malmesbury. 

Panoramas to be used when there are many artefacts to explore (e.g. inside the Ab-
bey). Icons can be used to determine the type of content the user can interact with 
(video, image, text). 

Could extend this to local businesses (look inside the restaurant, view menu). 

PANORAMAS - HOW MIGHT WE USE THEM?

VISITORS TO MALMESBURY 


