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Traffic Acquired.
Job Done?

How To Stop Playing Half the Game in
Performance Marketing



Ingredients Acquired.
Job Done?
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Nope, right?
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Let’s understand how.

WO | 6



N Y

4 2
Starting with...
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Landing Pages

Where the magic starts (...or not)
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Let’s look at two common types

of landing pages:

o Campaign-specific Pages

e Category Pages or PDPs
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Black Friday Sale now live

Women'’s wear >

Qn ﬁv

Rib-knit top Red casual suit
$27.99 $-34.99 $51.49 $62:99

Women Accessories >
M
T
) &

Purple sneakers Short handle purse
$29.99 $-49.99 $38.99 $-74:99

Men'’s wear >

Black Friday Sale
now live*

Flat 80 % off >

)

Q

Rib-knit top Red casual suit
$27.99 $-34:99

Flat 60 % off >
oo \‘
By

Q

Purple sneakers Short handle purse
99 $-49.99 $38.99 $74:99

0

#1 - Campaign-specific Landing Pages SHOULD be well optimized

Variation
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But can we perform meaningful
experiments on a landing page
that is only active for a few weeks?
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Yes, we can!
With the help of smart
Dynamic Traffic Allocation
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Imagine your traffic auto-allocates towards the winning variation
in an ongoing experiment, significantly cutting down your manual efforts

Variation
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Black Friday Sale now live

Women's wear >

iy

Black Friday Sale
now live*

> g
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Flat 80 % off »
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Women Accessories >

Flat 60 % off >
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Traffic Meter

Men's wear >

Conversions: 0

Conversions: 0
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#2 - Product & Category Pages should NEVER be generic
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Let’s look at it using an example:

What made the user arrive
on a particular landing page?
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Say you are running a Google Ad campaign highlighting “Authenticity” of products
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Your copy should talk about Quality Assurance and Authenticity too.

°
y'\ Home Sports Shoes Running Shoes Sneakers Wishlist Cart Account

Shop Shoes >

Blue Running Shoes

$34.99

\\

Use coupon “RUN20" to get at above price
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Say you are running a search ad for a seasonal sale - The Spring Sale g

GO g|€ Shop online clothing

Sponsored

End of Season Spring Sale - Biggest
discounts of the year on Men, Women ...

Clothes Sale - Discount on clothing online for
Women, Men ...

Hence, your copy should talk about discounts available in it.
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Hence, your copy should talk about discounts available in it.

Men  Women Spring Sale Wishlist Cart Account

The Most Awaited Spring
Sale Is Now Live

Use coupon “SPRSALE24" to get upto 50% off. Hurry! Sale ends soon
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Consistency is important because

Inconsistent Messages
= High Bounce Rate
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Keep your campaign’s value proposition
alive and let it sink in throughout the
entire user journey.
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Say you are running an ad campaign highlighting the “high discount sale”

GO gie Shop online clothing

Sponsored

End of Season Sale - Biggest discounts of the
year on Men, Women ...

Clothes Sale - Discount on clothing online for
Women, Men ...

...but your copy is about quality assurance of your products.
Result: Visitor bounces off! VWO | 22



Homepage

Product page

Men

I LY B

Remarket your message on every page that the user sees

Women

Women

Gadgets

Gadgets

Sale

Winter Sale

Wishlist Cart  Account

Get upto 50% off On Selected
Winter Wear

Wishlist ~ Cart  Account

Polka Dots Layered Dress

$34.99 $69.99 (50% off)
(X J

XS S M XL

Use coupon “SUMSALE24" to get at above price

Lowest price in 7 days

" Men  Women Gadgets. Sale Wishlist

Shop 80% off >

Shop Women > Shop Kids > Shop Men >

Shop 60% off >

Women  Gadgets  Sale Wishlist

Polka Dots Layered Dress Total Price
Discount (50%)
$69.99 Delivery Fees

Color @ Price after Dicsount
size M

Cart  Account

GO TO SALE

Shop Home >

Cart  Account

$69.99
-$34.99
$2
$34.99

Checkout

Coupon "SUMSALE24" applied.

& 2

You may also like

Grab now, at the lowest price in a while

Category page

Checkout page

WWO | 23



And keep sending the right message to the
right audience
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Segment your audience and keep the message relevant
when they come back a second time or a third or a fourth time.

>
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Hola & Join our Insider Your wishlist is heavy,
Here's a welcome Program and get add some weight to

gift for you! exclusive benefits! your cart too!

...because your
Nike AF 1s are on
heavy discount"

Enjoy 10% ...first 2 months
Discount On free for you.
Your First Order! ($10/mo later)

Claim Now Become an Insider

First time shoppers Frequent Shoppers The dreamers!
(Visitors with Wishlisted items)
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So what did we understand today? Playing
the full game is possible.

And it’s not rocket science...
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...with the right team by your side.

------

IEL Bl S Joe Johnston
Director Europe & Head of
Latin America Conversion Optimization

@ VWO @ LAUNCH



Launch

Thanks for joining us!

Find us on LinkedIn,
Instagram
& YouTube:

@launchonlineuk

launchonline.co.uk




