
The CMO’s guide to Conversion 
Optimisation

Optimising the customer journey, from click to conversion.
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Traffic Acquired. 
Job Done?

How To Stop Playing Half the Game in 
Performance Marketing
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Ingredients Acquired. 
Job Done?
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Nope, right?
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Let’s understand how.
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Starting with…



Where the magic starts (...or not)
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Landing Pages



● Campaign-specific Pages

● Category Pages or PDPs
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Let’s look at two common types 
of landing pages:



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

Control VariaLon
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But can we perform meaningful 
experiments on a landing page 

that is only acLve for a few weeks? 
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Yes, we can!
With the help of smart

Dynamic Traffic Allocation

12



13

Imagine your traffic auto-allocates towards the winning variaLon 
in an ongoing experiment, significantly cuVng down your manual efforts

Here we need a side by side illustration 
of version A or B of the page getting 

performing better and therefore getting 
more traffic. Not a wordy explanation, 

just a simple graph or illustration. 



#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? 



Say you are running a Google Ad campaign highlighting “Authenticity” of products
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Your copy should talk about Quality Assurance and AuthenLcity too.
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Say you are running a search ad for a seasonal sale - The Spring Sale 🎉

18Hence, your copy should talk about discounts available in it.



Hence, your copy should talk about discounts available in it.
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Consistency is important because

Inconsistent Messages 
= High Bounce Rate
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Keep your campaign’s value proposiRon 
alive and let it sink in throughout the 

enLre user journey. 



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

Say you are running an ad campaign highlighting the “high discount sale”
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Homepage Category page

Product page Checkout page

Remarket your message on every page that the user sees
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And keep sending the right message to the 
right audience
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First Rme shoppers Frequent Shoppers The dreamers!
(Visitors with Wishlisted items)

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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So what did we understand today? Playing 
the full game is possible. 

And it’s not rocket science...



Jan Marks
Director Europe & 

Latin America
@ VWO

…with the right team by your side.

Joe Johnston
Head of 

Conversion OpBmizaBon
@ LAUNCH



Thanks for joining us!

Find us on LinkedIn, 
Instagram
& YouTube:

@launchonlineuk

launchonline.co.uk

Paid Search    Paid Social    Cookie compliance    Measurement solutions    Conversion optimisation

 


