GROWTH
OPTIMIZATION:

From Data
to Insight
to Money

follow @peeplaja



SEO is hard. PPC is expensive.






Yet another guy
with a bunch of
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YOU NEED A
SYSTEMATIC
APPROACH




Heat maps & click maps
Scroll maps
User session video replays

D

Analytics health check
E Set up measurement for KPls
Web Anafy.“cs Identify leaks
Analysis

ResearchXL"

Mouse Tracking
Analysis

Identify "areas of interest”
Check key pages for relevancy, motivation, friction

Heuristic
Analysis

Categorize and prioritize each issue, translate into a test hypothesis

User
Testing

Qualitative

- Surveys Identify usability & clarity issues
Cross-browser testing Techmc_af sources of friction
Cross-device testing Analysis

Speed analysis

Customer surveys
Web traffic surveys
Chat logs
Interviews




Don’t trust your developers too much

What if IE8 converts at
20% of IE9 and IE107?

Internet Explorer Desktop only
Chrome Desktop only
Safari Tablet Traffic
Safari Desktop only
Firefox Desktop only
Android Browser Mobile Traffic
Safari (in-app) Mobile Traffic
Chrome Mobile Traffic
Safari (in-app) Tablet Traffic
Chrome Tablet Traffic
Opera Desktop only
Android Browser Tablet Traffic
Mozilla Compatible Agent Mobile Traffic

Worth fixing?




Heuristic analysis

Relevancy \ T =
C arity | - }j%b
Motivation ,

Friction

Distraction
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INYOPOOLS.com 2 877.372.6038 The Glear Choice for Pool Parts & Products

% Shop By Category @ How To Guides £ Replacement Parts _ Search

All Categories

(.;‘-'* Contact & Support ¢ My Account e Order Tracking e View Cart =

LOWESTPRICESGUARANTEED SAFE&SECURE EXPERTSERVICE

Above Ground Pools
Cartridges & Grids
Chemicals

Chlorinators

claners _ POOLREPLACEMENTPARTS

Cleaning Accessories over 40,000 parts available

Covers

Filters o
.. SEARCH

Heaters ". OUR DATABASE!

Lighting Free shipping on all part

orders over 525!

Liners We carry over 40,000 parts!

Motors FiIND YOUR PART NOW

Pumps

Replacement Paris bocee

SIS e KEEPING YOUR POOL UP AND RUNNING IS OUR TOP PRIORITY

Waterfalls

Pool Pumps Salt Generators Pool Parts Filter Cartridges




What's wrong
with this
picture?




Sep 2°

Web Analytics

°Is everything being measured?
Can we trust it?
\Whérmt leaking money?

sssss Pag Pages | Session Avg. Session Duration Bounce Rate
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Home

21,609
21,609 Eeessssssss———— P 20,975
19,658 (exit)
945 fantasy-
B8 634 (2.93%) Nlogin
56 proceeded to YWhy Join !
55 larticlei1
Why Join
740
106 e P 238
42 [exit)
8 ffantasy-
5 502 (67.84%) I
4 proceeded to Subscribe fwhyjoin,
3 llogin
Subscribe
865
363 [— | b 642
A2 (exit)
50 ¥
41 223 (25.78%) farticle/t
37 proceeded to Registration Success Nlogin
35 Fwihyjoin,
Registration Success
240
17
1.09% funnel conversion rate
]
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Secondary dimension -

Page

Jcheckout!

Sort Type:

Defautt -

Click ‘comparison’ oo+ |

| Pageviews T

Choose 'bounce rate’ §
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1,892,367
1,854,740
1,573,201
1,364,290
1,194,157
732,223
720,976
692,950
571,255
470,043
440,021
389,341
342,197
290,700
266,178
260,003
193,063
151,426
134,971
130,708
130,350

128,675

L lil_ﬂ_nunc_e ﬁate '| {compared to site average)
40.28%
Site Avg: 40.28% (0.00%)
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p |‘l" |E|::|:|mmer|::e Conversion Rate v

Landing Page Sessions =
[compared to site average)
12,701,205 7.62%
% of Total: 100.00% (12,701 205) Site Avg: 7.62% (0.00%)
iE] 7,551,112 _15_53%

45 20%

1

44 15%

Sub-optimal landing pages

12.73%

i |

-T9.62%

1

-83.97%

1

-81.17%

110,202 8.59%

1
)

73,734 -32.25%

1

54,488 -58.15%

1



Primary Dimenszion: Browser

Screen Resolution

320x568

360x640

1366768

1024763

320x480

T68x1024

1280800

T20x1280

19201080

1600900

Operating System  Screen Resolution  Screen Colors  Flash Wersion  Other =
Secondary dimension + | Sort Type: | Defaut -
Acquisition

% New
Sessions J  Sessions New Users

797,247 | 57.98% 462,254

% of Total: Site Avg: % of Total:

100.00% (797,247) 57.85% 100.23%

{0.23%) (461,202)

147,304 (15.458%) 51.57% | 75,968 (16.43%)

78,983 (9.91%) 42.51% | 33,576 (7.26%

72,152 (9.05%) 60.64% | 43,752 (9.46%

70,509 (3.84%) 94 26% | 66,459 (14.33%)

61,723 (5.49%) R2.09% | 35277 (7.63%)

50,320 (6.31%) 48.56% | 24,433 (5.29%)

45,139 (5.66%) 71.38% | 32,220 (6.97%)

3M.005 (4.27%) 4592% | 15.615 (3.38%)

27,548 (3.46%) 66.12% | 18,2156 [3.94%)

25,390 (3.48%) 62.20% | 15,793 (3.42%

Q | advanced (B | @ | = | F T

Behavior Conver=zions eCommerce
Bounce Rate Pa.-ge_s J Avg. Session Transactions E{:c-mme_r{:e
Session ] Revenue Conversion

Duration
Rate

42 17% | 3.35 | 00:02:35 41,010 $1,846,357.99 5.14%
Site: Avyg: Site: Avyg: Site Avg: % of Total: % of Total: 100.00% Site Avg:
42 TT% 335 00:02:35 100.00% (41,010} (51,8456 357.99) 5.14%
(0.00%) (0.00%) (0.00%) {0.00%)
48.87% 2.81 00:02:07 5,638 (13.75%) $243,708.97 (13.20%) 3.83%
51.33% 295 00:-02:14 3,168 (7.70%) $141.047.36 (7.54%) 4.00%

34.98% 4.20

00:03:38 6.133 (14.97%) 5264 14598 (14.31%%

Seems like high screen resolution
users convert better.

14.99% Z:3h

51.01% 2.65

45 66% 3N 00:03:19 3,632 (8.a8%) | $17E

45.84%

53.70%

37.04% 4 .46 00:03:21 2.425 310407727 (568

(5.91%)

34.82% 441 00:03:23 2181 (5.32%) $938,687.37 (5.24%)



Starting pages
10.7M sessions, 7.42M drop-offs

15t Interaction

2nd Interaction
3.23M sessions, 1.45M drop-offs

1.78M sessions, 856K drop-offs

3rd Interaction
928K sessions, 343K drop-offs

4th Interaction 5th Interaction

585K sessions, 224K drop-offs 361K sessions, 117K drop-
- 'y H e 3 H | l 5
— ‘mmm - fepirs e-directory | B . wm (en(irse-directory — w05 e-directary
EE 5.84M s 569K i 560K . 197K . 178K . 83.9K
- ; m— mm coUrSe-directory
im ] g /course-directory l m ... .. W 5.0k
464K 241K



Ecommerce Conversion Fate
All Sessions

8.13%

i S WS N M W i

Mo course directory

8.94%

A

Visits course directory

9.90%
L N WP YR N

Transactions
All Sessions

745,914

M‘,wm

Mo course directory

745,914

T e T, T

\isits course directory

94,576
i e Y i

Revenue
All Sessions

$16,527,849.8

?
vl AR A T e

Mo course directory

$16,527,849.8
-

T e W N W Y e W

Visits course directory

$1,984,879.62
o ANV Y L VN

Average Order Value
All Sessions

$22.16

b e S L T e e

Mo course directory

$22.16

b Tl S S Wi T W

Visits course directory

$20.99
L N L VA TV L W SR



SUPPORT: Offfine or call 1.800.522 1448 m FIND AN ALLERGIST » INFORMATION »  YOUR ACCOUNT -

FREE SHIPPING ON ALL ORDERS OVER $150 ... FLAT $7.99 SHIPPING RATE ON ORDERS UP TO £150

fb National Allergy

The Doctor's Choice

by product name or ften #

Find Rgﬁgf From = ALLERGY BEDDING AR PLUIRIFIERS REPLACEMENT FILTERS HOME ALLERGY PRODUCTS H : HLUMIDITY C

o Dust Mites

| e, 1000’s of allergy relief products to
meesem™enhance your quality of life
Fragrances & Odors

: Thousgnd's of doctors from around the couniry have jastructedtheir patisnis
Dust Allergies g

: to find @ switatle product for allergy relief from Netonal Allerge
Sinus Trouble i " Pm

Bed Bugs ; ‘
Asthma 'Y y 4

Pollen 4 v
- oo BAAAEDD | P
‘ “s:’z;:'n“";’“ SATISFIED CUSTOMERS onibi mggs
o ——— - = BIMRMITE i st 1RS OVER$180
[ ”! POPULAR PRODLICTS SPECIAL OFFERS Y ALLERGY INFORMATION
i

Find an allergist

Fard your niearesl

q 11000 certifi
ALr

5 the uniled states
Visit our Learning Library
L Twaluable

Get Our Product Catalog »

See Stories From Other People »

Hypoallergenic Fleece Blankets All-Coton Allergy Mattress All-Cotton Mite-Proof Pillows AllerTech Laundry Detergent 64-
Cowvers oz Bottle Ger Product Comparison Charts »
by BedCare Ly BedCare by DedCare
. (5} . (3 by AlberTes : R
Sale Drice: §52.99 Sale Price: §25.00 Sale Pr Allergy Help Center
Need Expert Advice?
Want To Order By Phone?
Call 1.800.522 144
Sl Fri Sarm |

thiers Are answersd by

Oyrarenn Micradir NE_LITO EBroa B Claar Shamnnas e Allarcan Barriar Cormforrare 1T rwisrg Mattroece Pardc



Ecommerce Overview

Email Export «

All Sessions
100.00%

Overview

Ecommerce Conversion Rate - | V5.

® Ecommerce Conversion Rate (All Sessions)

40.00%

Add to Dashboard

Shortcut

Select a metric

Uses "find relief from'
T 1080%

@ Ecommerce Conversion Rate (Uses 'find relief from”)

Ecommerce Conversion Rate
All Sessions

3.52%

B T,

Uses 'find relief from’

13.95%
—‘-"'_"“‘-"'_\‘___._._,_.__f\'_"\..—-—""

Sep 25

Transactions
All Sessions

1,514

B

Uses 'find relief from'

129
— N

Revenuse
All Sessions

$175,932.02

B e

Uses 'find relief from'

$16,990.15
S~ T\

Sep 29

Average Order Value
All Sessions

$116.20

i I S

Uses 'find relief from'

$131.71
— N~

Unique Purchases
All Sessions

3,077

—————

Uses 'find relief from’

348
P N e N

Oct 3

Cluantity
All Sessions

5,999

e ——

Uses find relief from’

648
AT



Mouse tracking, session replays, form
analytics

—Select One-—- = |

Personal References

Please Enter Three People You Would Like To Use As Personal References. At Least One Person Must Be A MON-
Family Member.

* Mame: * Relationship: * Phone Mumbaer:
* Name: ® Relationship: ® Phone Number:

* Mame: * Relationship: * Phone Number:



Qualltatlve surveys help
= you understand the why

- W ik e
é & ] F l \y :

—
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-----
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e
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'- What can you tell us about yourself?
e What problem were you solving for yourself?

« What matters to you when buying X?

 How long was the shopping process?

e« Comparison shopping? How many other sites?
« Which doubts & hesitations did you have?

* Which questions did you have, but couldn’t find
answers to?

« What made you buy from us?
* What can be improved?
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INYOPOOLS.com 2 877.372.6038 The Glear Choice for Pool Parts & Products

% Shop By Category @ How To Guides £ Replacement Parts _ Search

All Categories

(.;‘-'* Contact & Support ¢ My Account e Order Tracking e View Cart =

LOWESTPRICESGUARANTEED SAFE&SECURE EXPERTSERVICE

Above Ground Pools
Cartridges & Grids
Chemicals

Chlorinators

claners _ POOLREPLACEMENTPARTS

Cleaning Accessories over 40,000 parts available

Covers

Filters o
.. SEARCH

Heaters ". OUR DATABASE!

Lighting Free shipping on all part

orders over 525!

Liners We carry over 40,000 parts!

Motors FiIND YOUR PART NOW

Pumps

Replacement Paris bocee

SIS e KEEPING YOUR POOL UP AND RUNNING IS OUR TOP PRIORITY

Waterfalls

Pool Pumps Salt Generators Pool Parts Filter Cartridges




, --~-75% men

eMostly 50 to 75 yrs
7 old, often retired



How dld you “Choose which

item to buy?
1+ Needed a specific part (#1)

= :-Called a rep to discuss (#2)
3 * Price

e « Reviews

g » Shipping (incl international)
«Product description

e Quality




Fear of choosing
the wrong part



Comparison shop?

' 85% Yes.
Most look at 4 sites,

some as many as 15



.Sh ipping

ttttt

" oFast + good support
|||*How-to videos, instructions




Can call for instructions after
| buy



\ I~
A
‘F{_ow 4-'-?:---03149 =O

. rMS'mB'(MCOSD
 Shipping confusing and/or expensive

e Poor category pages

Sources of friction

 Am | paying too much?

S this site legit? Missing address
Handling fee

Return

Payment plans?




Help people identify
the right part



EX it / We b S u rveys How disappointed would you be if you could

no longer read this blog?

@ Very disappointed

e Qualaroo )

@ Somewhat disappointed

@ Not disappointed (It's not really that useful)




s there anything holding you back
from making a purchase today?

Do you have any questions you
can't find answers for?



Is there anything hol'rdingb;bu back?

= ﬂﬂ\‘

* Price is high
~_ « Shipping costs / handling fee
 *Not sure if the product is right for me

« Competitor has cheaper price / AN, 1
shipping GENTS

e Can't find the model | need

-
g T
| —

P

e 47.9% yesfrg;épon;ehrate 2.58% _5%-1
i

ol
- Mo




o you have any q*ti’?

*34.8% yes, response rate 4.8%
o|s this the right part for my thing?

*What's the right product for my
needs?

Delivery speed

B LW




e

Broad tasks
Specific tasks
Funnel completio

A
— )
17 YA
\ _K_-t
7 :\:ﬁ
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Signin to My Account Not a

English-US & Canada == [ FIND & RESERVE ~ MEETINGS RESERVATIONS - ber?
“"\‘ ‘“arrlo‘lt Hotels, Deals & More B EVENTS  view & Manage Sign In e

Join Now

MEMNL

R DO Gallery m Sort b],r Currenc:.r- COBWY  Available =

Choose from 11 hotels across 5 brands in United Arab Emirates Edit Your Search
City/airport = Mear an address

These are search results for United Arab Emirates
Search instead for: United Kingdem  MewYork, US4 Mew Hampshire, US4 New Jersey, USA * Location

Mew Mexica, US4 lUnited Arab Emirates

The Ritz-Carlton Abu Dhabi, Grand Canal O My dates are flexible

PO Box 21888, Al Magta Area Abu Dhaki, United Arab Check-in Check-out
Emirates :
Tra Rz Conrone* 10/31/14  BH| | w/o11s EH
From
= Airport shuttle & Full Service Spa 95 0_.:_5:._-'.—.ig|-.t Reooms Guests/room
** Fitness center £ Pool 1 . 1 -
© REWARDS NUMBER
The Ritz-Carlton, Dubai [ Use Rewards points  What's This?

P.0. Box 26525 Dubai, United Arab Emirates
Rewards number

Tea Rz Caseroas®
= Airport shuttle s Full Service Spa From
#+ Fitness center £ Pool 2,500
AED night © SPECIAL RATES & AWARDS

The Ritz-Carlton, Dubai International Financial Centre 3
FO Box 482032, Gate Village, DIFC Dubai, United Arab

Emirates o Filter Results
b From n aTy
".'! Bom A Full Service Spa #* Fitness center 1,125 o
g i _ ot BRANDS
" & Pool M Meeting event space AED, night

I eveeamn RS L

[ High-speed Internet (11)

-—




Issue Bucket
Google Analytics bounce Instrument
info is wrong

Conversions are low for  Investigate

|EO.

People are unsure where Hypothesize
to go next from the home

page

Missing value proposition Test
on the home page

Contentisvery hardto  JFDI
read

Background

Google Analytics script is loaded twice!
Line 207 and 506 of the home page
both contain GA code, as do all the
other pages.

Possible cross-browser issues.

Too many options create hesitations,
paradox of choice.

Add a compelling value proposition in
the header of your website that states
what your website is about, what can
they do here and why should they do it

Font size 11px is too small

Action
Remove the double entry

Conduct cross-browser
testing.

Come up with a single
prominent CTA.

Add prominent value
proposition

Increase font size

Rating

1.8.8.8.8 ¢

* %Kk

* Kk

1. 8.8.0.8 ¢

1. 8.8 ¢



TESTING: YOU'RE DOING IT WRONG

Variations 7 &

Conversion Rate Range *

Chance

Percentage * tﬂ_EfEE't ¢ Conv/Visitors ¢
Improvement ~ Original
r

Control Bgﬁ%
Variation 1 D'Ell% —EE
Average Case 525% -
"."EI[iEI:iBI'IS + Conversion Rate Range *
Control 13'55% — |
205
. 17.10%
s Variation 1 Gy R
Average (Case 15;13::% -

- =4 - 11/127
89.50% 0% 1/110
- — 127237

Chance
Percentage _, to Beat _

e Conv/Visitors ¢ Action %
Improvement ~ Original ¥ b ¥
?

- - g7 /637 @ -
+25.18% 95% 106/ 620 & -

- - 193 71257 -



“What if | don't

have a lot of
traffic?”



Heat maps & click maps
Scroll maps
User session video replays

D

Analytics health check
E Set up measurement for KPls
Web Anafy.“cs Identify leaks
Analysis

ResearchXL"

Mouse Tracking
Analysis

Identify "areas of interest”
Check key pages for relevancy, motivation, friction

Heuristic
Analysis

Categorize and prioritize each issue, translate into a test hypothesis

User
Testing

Qualitative

- Surveys Identify usability & clarity issues
Cross-browser testing Techmc_af sources of friction
Cross-device testing Analysis

Speed analysis

Customer surveys
Web traffic surveys
Chat logs
Interviews




Read my blog

ConversionXL.com

Peep Laja
@peeplaja
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