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Understood Is
shaping the world
for difference.

We're dedicated to shaping a world where |
the millions of people with ADHD, dyslexia, and
other learning and thinking differences can thrive. ' —~
N
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Get to know: Understood

r

Understood reaches 20 million people worldwide each year via our website,

social media, and more.

Understood |
Explains g

This includes:
e Programs
e Podcasts
e Content
e Self-directed interventions

e Understood Assistant,
powered by Al


http://www.understood.org

Get to know: KnowClick

r

KnowClick’s user insights help organizations vastly improve their web & app UX.

e Uncovers who is really visiting and what they want “in the moment”
e Reveals what your users think as they interact with your website

e Quantifies your website’s impact on goals (awareness, education, support,
intentions to act, persuasion, etc.)

e |dentifies and prioritizes the top improvement opportunities

u Understood®


https://www.knowclick.com/

How we got here

' N
Conference :
N Iom Collaboration
We met at Quirks in 2024 KnowClick offered to e Results shared
do “in the moment” e More connections
research pro bono for made!
us



“In the moment”
research




Our three big questions

Ve

These are the three big questions Understood never had answers to before.

Who is visiting
our site?

u Understood®
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Where are they
in their journey?

Is [just] reading an
article effective?




Understood.org site intercept survey

r
e n=12K+

e 15% response rate with no incentive!

U.org Survey ﬁespondent site behavior\
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Question 1:
Who is visiting
our site?




Visitors see pop-up survey on our website

r

Which best describes your role in visiting us?
| am visiting for...

Myself
My child/grandchild
My students
My patients/clients
My company/organization
My spouse/partner

Other




Parents and educators access content differently

4

The bulk of our visitors are parents and educators,

and they use different technology to access the website.

O

i

31% parents,
(more on mobile)

e
O =

30% educators,

\_

(more on desktop)

~

J
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Now we know: Who visits our top pages!

Ve

O
ql-ﬁ ~50% parents

%

2 4

Hi, I'm the Understood Assistant.

'm an Al-powered assistant trained by experts. Ask questions about
learning and thinking differences like ADHD and dysiexia and get
tallored answers.

(?Fj >40% teachers

Through your child’s eyes

Reading challenges

Hesr from kids sbout what it feels like 10 struggle with reading —
and get ingghts from axpert Jlie Washington on how to help.

Reading
challenges:

Maya, 2nd grade

B
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Question 2:
Where are they in their
journey?




Ouir visitors arrive at varying stages of the diagnosis journey
e —

30%

25% 26%

20%

12%

10%

0%
Newly Being Aware but not Recent Diagnosed a
exploring evaluated diagnosed diaganosis while ago

) understooar 16



And 25% of parents arrive in “crisis”

r

O
q?r 1 in 4 parent visitors are facing an
| “immediate issue”

O

i

O O
| I

(vs. 10-15% for other visitors)

u Understood®
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Question 3:
Is [just] reading an article
effective?




2nd survey: at the end of an article

r

A separate survey was given to different users if the scrolled to bottom of page

Helpful? Want more?

How do you feel about B article?

H
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Now we know: Reading an article can make an impact!

4

-

ljI R°

35% |

read the entire article

~

> 80% A%

of them said it was helpful

J

>70%Q?

loved it or want to read more
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Best practices for “in-
the-moment” surveys




How you ask the first question is very important

r

+ Thekey is to get users started.

A

Weeld you like to explore maone?

3%

response rate

X Some users think
this will redirect them

u Understood®
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Which best describes your rode In visiting ws?
| am visiting for. .,

7%

response rate

X Too long | Only
works earlier in visit

WAz this ariicle helpful?

16%

response rate

v Relevant & easy
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How the survey shows up is also important

r

&, Test different options to see which one is most effective.

Lightbox
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Embedded

8. Get lagal help.

IPPANIIG COMMACT & i

SPErBnce 11 SAUCation bw can help I pou're Sl not soseg recults

w's whers wou <o find logal hdin

Would you like 1o explore more?
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Tie survey to behavior you want to see on that page

'
a N\
Understood.org study KnowClick eCommerce client
e Intent: “Chatbot for fast answers” e Intent at cart: “Buy Now”
e Behavior: BUT only 15% of visitors e Behavior: Only 10% converted

navigated to the chatoot e Actions: Overhauled entire

e Actions: Update messaging and checkout process

prominence of chatbot across pages o Led to 3.4x lift in overal

conversion rate

G O\ J

u Understood® o4




( “In the moment” ’

What can | do next?

Who are they?
Where in their journey?

How can we increase
conversion rates?

( Do good! b

Understood.org is a
nonprofit

Research partnerships

Workplace & events
inclusivity

Learn morel!
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Thank you!

Justine Bassman
Understood.org

Director, Insights and Strategy

jpassman@understood.org

Understood consults with others on
inclusive research, universal design and
innovation, and inclusive events and
workplaces.

u Understood®

Ben Yurchak KnowClick
Founder and President
ben@knowclick.com

KnowClick’s “in-the-moment” insight
solution helps you create more impactful
digital experiences by capturing user
feedback and needs at the moment of
interaction.

20
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