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I’m the ‘website guy’



Collaborate | Anticipate | Make it seamless | Ask your audience

Flaticon.com



Paid search
& social

Website &
CRO

Collaborate | Anticipate | Make it seamless | Ask your audience

?

Fla+con.com



6-8 touchpoints 
to make a sale
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• 80% comparing the price of similar brands or products

• 75% searching online for reviews and informa?on 

• 67% visi?ng the brand’s website or app

People embracing ‘mindful spending’

1. Google-commissioned Ipsos Consumer Continuous study, 2023
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The Messy 
Middle

Average lag between pre-click and post-
click is only 1.22 seconds

1. Lighthouse data
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It’s not possible for a website to 
exist separately from ads. 

From the lens of the customer, it’s 
one continuous experience. 
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What is the biggest challenge 
holding back experimentation?

1Experimentation Maturity Benchmark Report 2023, Speero

1. Better processes
2. More resources

3. Greater collaboration between 
teams and the wider company
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1.

Stop. Collaborate. Listen.

This is a customer challenge. It 
requires a customer-first approach.
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Jakob’s Law:

Users spend most of their time on 
other sites. 

(And other ads)
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Real
Experiences

Expectations 
& Beliefs

Mental 
models
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Be aware of the category landscape 
you sit within. 

Competitor ads and websites form 
your users’ mental models. 
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🕵 Spy on your competition’s ad creative

Meta Ads LibraryGoogle Ads 
Transparency 
Center 
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🔍 Tear down competitor landing pages
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Invest time asking your customers!

1. How do you explore and learn? Where do you go for informa?on?

2. What communi?es do you belong to? Who are you paying aQen?on to on social 
media?

3. Explain the whole buying process, including decision-making and budget 
alloca?on.

4. What brands come to mind? Which brand is your first choice? Why?
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2.

Anticipate user expectations.

Take the time to understand the 
customer journey and competitor 
landscape.
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Your ad copy should match the 
headline of your paid search landing 
page, the CTA, and the offer.

1SearchEngineLand, 2023

Ads with “Above average” ratings for landing page 
experience and ad relevance see
improvements in click-through rate of 87%
and conversion rates by 750%
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What was voted to be the 
most annoying online ad tactic?
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NNGroup
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NNGroup
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“It really annoys me when stuff like 
that pops up before I’ve done 
anything else on the website. 

How do I know if I want to be an 
email subscriber if I just got here?”

NNGroup
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Use PageSpeed Insights for testing 
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3.

Make it seamless

Let users get where they want to go. 
Keep it simple and clear.
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Split testing ads tells you which 
version won.

But it doesn’t tell you why it won.

Or if there was a better version you 
didn’t test.
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• What's your first reaction after reading these 
ads?

• How well are these aligned with your priorities 
and challenges?

• What about them is unclear or off-putting?

Understanding ‘why’ a version won 
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‘Rate the clarity of the ad’

0

1

2

3

4

Very unclear Unclear Neither Clear Very clear
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‘Rate the clarity of the ad’
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‘Star&ng from £325. Sounds to 
be very reasonably priced'

✅ Price is well suited
✅ Clear value proposi?on
✅ Illustra?ve of loca?on

‘Pre?y specific and I 
understand it'

‘I get a clear idea of where in 
the world it is’
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Lacking detail
Unclear if it’s family friendly
Hard to read

‘The photo doesn’t include 
children or young families?'

’The white text is off-puJng’

‘You're not giving me that 
much informa&on of how 
you're going to help me’
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• What is your top desired goal related to 
adventure holidays?

• How do you want to feel after accomplishing your 
goal?

• What is your primary motivation for booking 
adventure holidays?

Understanding if there is ‘better’
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“I don’t want to get stagnant, go to 
work, gym, home, just letting time 
pass. 

I want to feel like I’ve really 
lived the day.”
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“To get away from our normal life. 
That I did something that I had never 
done before. 

A proud moment that I can post on 
Facebook and tell my friends about.”
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“I want to feel exhausted. Happy. 
Satisfied. Accomplished. 

I want to be left wanting more, 
not ready to go home.”
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4.

Ask your audience

Understand the ‘why’ so you can 
deliver a more meaningful message.
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1. Collaborate

 2. Anticipate

 3. Make it seamless

  4. Ask your audience

Four steps to close the conversion gap



Thank you



Thanks for joining us!

Find us on LinkedIn, 
Instagram
& YouTube:

@launchonlineuk

launchonline.co.uk

Paid Search    Paid Social    Cookie compliance    Measurement solutions    Conversion optimisation

 


