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Improving conversion, not a new
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business




Breaking the problem down to focus on a continuous
improvement Google



Trying to capture your indecisive
customer has never been more

Important
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Case Study — “The India Explorer” Go gle

From “Holidays in Goa” to Expedia Purchase in45day s

First Search Purchase
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c Thomas Cook Thomas Cook
S Thomson Travelbag Thomeon
g Flights to Cuba
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Source: comScore custom analysis- UK Population, Q1 2007;
Travel searchers in January time aligned and monitored over 12 week period from first search

*Purchases tracked at set of online travel merchants including Expedia, LastMinute, RyanAir and EasyJet
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Try to capture your customer earlier on in the buying process GOOSIE

Distribution of searches
prior to purchase

Purchase

1 2 3 45 6 7 8 9 10 11-20 21-30 31-40 41-50 >50

# of searches

Before a first
transaction, on average:

12 travel searches

22 travel sites

29 days
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Your customer is going to be fickle; you need to ensure when
they hit your site, you don’t make any mistakes Go 816

Purchase Funnel Website Funnel

Homepages, Promotion pages

Awareness

Consideration

Homepages, Category pages and
Product Pages

Research

Purchase
Basket and checkout pages

No excuses to go wrong here!!
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Continuous improvement: It’s all about

measure and test
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Ensure that you are tracking on a regular basis the right
metrics Go 816

Reporting period o
Q2 — 2009 VISITORS (by channel)

Week 3/15

| 3.7M
REVENUE (by channel) ] I I l

| £12.7m

REV/BASKET (AOV)

REV/VISIT .

| £3.4
] I I l CHECKOUT/VISIT (CONV)
- | 2.3% I
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And that you are able to break your site into the online
journey Google

/'\
Find ) - Choose) \ ) Buy)
Find product Category Sales
category proposition proposition
Find product Product Checkout
within category proposition utility

Find product with
on-site search

Find product
by X-sell




To make a change you need to be able to isolate the problem,

test the solution and implement the winner

Impact

E.g. (OTA)

Isolate what problems
are on a website and
guantify the issue

HIGH

There is a larger than
average exit rate
growing on hotels
pages. Reducing the
exit rate by 20% would
equate to £10m in
incremental revenue
per annum

Determine why there is
a problem by listening
to customers and
develop solutions to
test

MED

On on-site exit survey
indicates that people
are leaving the hotels
pages as the images
are not clear enough

Test solutions on live
customers using A/B or
multivariate

HIGH

We test 3 things:

i) Larger images

i)  Image tool that
let's you look at
multi-dimensional
views

i)  Wider breadth of
images

Fix the problems across
the site by implementing
the winning solution

N/A

We learn that the more
images you show
conversion increases.
We see that going to 6
images per hotel
lowered exits by 18%
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We saw an opportunity to increase conversion on our own site

through testing

Test 1a:

Google
Test 1b:

Different
headings
describing the
products value

prop

Test 1d: Step by
step images

Clearer call to
action

Test 1c: Clearer
definition of
AdWords




We tested over 100 variations

Google

Section Test Variations

Original

Find new
customers with
Google

Advertise your

1a (heading) :
business on Google

Attract more
customers

No matter what
your budget, you
can display your
ads on Google and
our advertising
network. Pay only if
people click your
ads.

Google AdWords
connects you with
potential customers
at precisely the
magic moment -
when they are
actively searching
on terms related to
your business.

1b (blurb)

Whether you run a
small or a large
business,
advertising on
Google and our
advertising network
can work for you.
There's no
minimum-spending
requirement and
you only pay when
people actually
click your ads.

Reach new
customers on
Google

No matter what
your budget, you
can display your
ads on Google and
our advertising
network. Connect
with potential
customers at the
magic moment
they're searching
for your products or
services, and only
pay when people
click your ads.

Google AdWords
gives your business
targeted and
measurable
advertising results.
You're in control of
the customers you
target, the amount
you spend and the
types of ads you
deliver. Start
advertising today!

Start Now Let's get started

1c (button)

How AdWords
works

How to create your

1d (image) -

Sign up now

Click to begin Try AdWords now

- Winning variation
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Using multivariate testing can drive significant conversion Go gle
*Using Website Optimizer you can test how people react to different changes on a
landing page

*The tool will continually try different co
the most

NS, serving the highest converting group
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Learnings from the retail sector
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