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Increase your website leads with
conversion rate optimisation (CRO)
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Why is it important?

Double your
sales without
Increasing
media spend
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Conversions

Conversion = When a visitor to your website completes a desired goal
(i.e. filling out a form or making a purchase)

Form Email Button
submission sign-up click

Create an Content

account share App install
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How do | calculate my conversion rate?

# conversions

Conversion x 100

rate o
total users
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Where do | get this data? GA3 /

UA

All accounts > NightJarr.com 2 UA

i : Try searching “Users today” 2 : @
Al Analytics  AllWeb Site Data~ X T o ay ‘ @ : 39
A Home
Landing Pages @ B savEe 4, ExPORT  « SHARE G‘.bms-sms
» 8% Customization
All Users Oct 1,2022 - Oct 31, 2022
REPORTS O 100.00% Entrances ’
4 Realtime
© Explorer = Entrance Paths
» & Audience Summary Site Usage Goal Set1 Ecommerce
» ¥+ Acquisition Sessions v | VS. Selectametric Day Week Month a4 o8
~ B3 Behavior ® Sessions
Overview €0

Behavior Flow
v Site Content

All Pages

Content Drilldown Oct2 Oct3 Oct4 OctS Octé Oct7 Oct8 Oct9 Oct10 Oct11 Oct12 Oct13 Oct14 Oct15 Oct16 Oct17 Oct18 Oct19 Oct20 Oct21 Oct22 Oct23 Oct24 Oct25 Oct26 Oct27 Oct28 Oct29 Oct30 Oct31

Landing Pages

Primary Dimension: Landing Page  Other

Exit Pages
Y etere Secondary dimension v | Sort Type: | Default v Q | advanced (B | @ T 37/ 57 * 10 O
» Site Search Acquisition Behavior Conversions  Goal 3: EventRegister v 0
» Events Landing Page 2 - 64 A)
% New Sessions Bounce Rate ;‘g:;rll Avg. Session Cdion g’::,' J (Goal (Goal 3
» Publisher Sessions Rk Lisere Duration 3 Completions) Value)
Experiments .
382 67.02% 256 29.06% 2.07 00:02:04 10.99% 42 ZAR 4,25.00
» M Conversions ik v ot Aug for Vi ! A fory Avg for ‘ 0. 7640 1000
(| 4 workshop-waystogenerate-more-leads iy | 55 7368% | 42 (1641 21.05% 2.60 00:03:28 64.91% )| ZAR3700.00
from-your-website/
072 Iworkshop-register-complete/ & 5 ) 20.00% 1 20.00% 120 0U:00:31 100.00% 57(11.60%) ZAR 500.00

0}
O 3. (notset) 12 0.00% 0 (o.0c 0.00% 0.00 00:00:10 0.00% 0 (0.00%) ZAR 0.00 ) nghﬂarr

0 @ 84 9 64.29% 54 40.48% 3.70 00:03:10 0.00% 0 (0.00%) ZAR 0.00

~



Where do | get this data? AL

All accounts > NightJarr.com

A Analytics  NightJarr.com GA4 - Produ... ~

n Reports snapshot

Realtime

Life cycle
»  Acquisition
@ v Engagement

Engagement overview

fii

Events

Conversions

Pages and screens
> Monetization

Retention

User
»  Demographics

» Tech

O Ausers Add comparison +

Pages and screens: Page title and screenclass © -

Add filter +

Conversions by Page title and screen class over time

Q_ Try searching "how many users last month vs last year"

Last28days Oct 6 - Nov 2,2022 ¥

<A 2

Conversions by Page title and screen class

40
30
Workshop
Thank You Re.
20
10
0 0 50

09 16 23
Oct
Q search
Page title and screen class ~ + Views
935
100% of total
1 3 Ways to generate more leads 21
from your website
2 About Us | Johannesburg | 2
NightJarr
3 Better marketing decisions with 16

GA4

) Note:
Conversion rate

Rows per page: 10~ Go to: 1 1-100f44 )

Users Views per Average Event count

is not available
R in GA4. Manual
time calculation
293 319 om 54s 2989 48.00 re QU.iI'ed.

100% of total Avg O Avg 0% 100% of total 100% of total
1 1.91 om 355 76 0.00

14 171 om 47s 67 0.00 ngh‘t]arr
2 8.00 om 04s 28 0.00
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Benchmarking
INCREASE SALES

Process of measuring
the performance of ldentify internal
your marketing opportunities for
efforts against the improvement
best in class
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Google Ads Industry Benchmarks

Average Conversion Rate

The average conversion rate (CVR) in Google Ads across all industries is 4.40% on the search network and 0.57% on the display network.

8%
7%
6%
c 5%
1)
s 4%
]
w
3%
2%
1%
0%
0%
>
8
5.x 0.25%
a%
(a) 3 050%
29
o
Dz 075%
o
O  100%
1.25%

0.58%

0.50% 056%

0.80%

112%

4.26% 415%
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The importance of experimenting

Increase USG-[ Minimize risk Increa;e
engagemen on website conversion

& reduce

changes rate
bounce rate

Increase
sales!

NightJarr



Listen to the data, not your gut...

C CareLOgger Home TakeaTour About Blog Contact SignUp Login O Carel_ogger Home TakeaTour About Blog Contact SignUp Login

@ BLAL0 ' ompyrm 0w

Maintain your Optimal Health by O Crelogger x Maintain your Optimal Health by (@) (aeloggx :
keeping tabs on your diabetes. TN keeping tabs on your diabetes. T
Carelogger logs daily Glucose, Blood Pressure, Medication, e : Carelogger logs daily Glucose, Blood Pressure, Medication, R

and Exercise.

- and Exercise. >
R i LB M ------- Get Started Now  [ERSEVERIIS | = M .......

. 4 - Wiaghen Wy Lo
4 |g v 8 5 . CarelLogger is an easy to use, all in one, online Diabetes loghook 4 IE 7’ 8 ,  CarelLogger is an easy to use, allin one, online Diabetes loghook
e,* .l g ) Designed to make the lives of the diabetic cor ity eask More organize & ,l ; J Designed to make the lives of the diabetic community easier and more organized
a - a a
Successtully logged out. Successfully logged out.
— Diabetes Log Book & Glucose Chart 7 Diabetes Log Book & Glucose Chart
Mty Logbook R \ay Logbook R
> e v ‘_" Log your blood sugar glucose levels > % v ‘_"' Log your blood sugar glucose levels
- reeatn - 1 ——th
> on e ot B Monitoring and recording your vitals is a crucial part of your daily » o om0t K. W Monitoring and recording your vitals is a crucial part of your daily
» w  Vwes e routine for someone with diabetes. We help you log: » et e routine for someone with diabetes. We help you log:
> o vescten D1t - = o Vestor 2ty )
> oth - « Glucose Levels > e - + Glucose Levels
« Blood Pressure « Biood Pressure
Record 5 Different Metrics Review Your Logbook « Medication Record 5 Different Metrics Review Your Logbook o Medication

The red button outperformed the green button by 21% . NightJarr



How do | conduct A/B testing?

NightJarr



o Create an Optimise account
9 Place Optimise pixel on website

e Create an experiment in Optimise

NightJarr



The experiment

About Contact Us Workshops

NightJarr cotans | NI e | AR
Workshop: Increase your website leads

Workshop: Increase your website leads
with conversion rate optimisation

Learn how to benchmark and run experiments

with conversion rate optimisation

Learn how to benchmark and run experiments

What you will learn:

Sign up here What you will learn:
« The mportance of comversion ates Sign up here
7 + Conversion rate benchmarks « The importance of conversion rates
Register for free P
+ Identify the most important conversion points B + Conversion rate benchmarks
+ Setup of basic conversion rate optimisation experiment e — « Identify the most important conversion points
Limited space available
- Qe « Setup of basic conversion rate optimisation experiment
Testimonial from previous workshop: R
When: 08 Nov 2022 from 10:00 to .00 R hat an cwasarre sasln havalls
Where: Online (register to receive the workshop link r‘
(reo! Pk pRddadmesdnbsieabil When: 08 Nov 2022 from 10:00 to 100
Cost: Complimentary
Where: Online (register to receive the workshop link)
Workshop agenda Cost: Complimentary

+ Conversion rates and the impact on leads/sales
+ Industry benchmarks
+ Identify the most important conversion points using Google Analytics

+ Google Optimise and your first experiment

“ ¥ i Workshop host
orkshop ho

EJa {
72 With over 10 years expe

2nce in B2B & B2C Marketing, Dené works

with clie dentify & implement marketing strategies,

J..L.‘L "'

S| ifica focussing on the data dri & technology el ent:
a" Workshop host "a N pecifically focussing on the d ven & technology elements
ng : oo e ‘oo o1 _lW mld

NightJarr



Step 1
Choose a page with a conversion point

Workshop: Increase your website leads
with conversion rate optimisation

Learn how to benchmark and run experiments

What you will learn:
Sign up here
« The importance of conversion rates
. « Conversion rate benchmarks
Register for free ; ‘
« Identify the most important conversion points
« Setup of basic conversion rate optimisation experiment

. Q8A

Limited space available

When: 08 Nov 2022 from 10:00 to 11:00
Where: Online (register to receive the workshop link)

Cost: Complimentary
Workshop agenda

« Conversion rates and the impact on leads/sales

* Industry benchmarks

« I|dentify the most important conversion points using Google Analytics
+ Google Optimise and your first experiment

.« Q&A
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Step 2

Create the exp

=

All accounts > My Account

Optimize My Container ~

Experiences Activity

Q

Find an experience...

ate experience

erience in Optimise

X Create experience Create

Name *
[-k g. My experience

®
°

0/285

What is the URL of the page you'd like to use? This is called your editor page. * @

Settinas S i ; : @ ¢
@ ~ https://www.nightjarr.com/increase-your-website-leads-with-conversion-rate-optimisat
What type of experience would you like to create?

@ 7] A/B test

Tests two or more variants of a page. Also called an A/B/n test. Learn more

= Multivariate test
- Tests variants with two or more different sections. Learn more
W Redirect test
g— Tests separate web pa {entified by different URLs or paths. Learn more
[ Personalization
a®

Personalize targeted visitors. Learr

our page

[ Banner template

Add a not

cation banner to the top of your website. Learn more



Step 3
Add targeting and variant rules

lg CREATE VARIANTS @ ADD TARGETING RULES LINK TO ANALYTICS SET UP OBJECTIVES START
Customize your site > < Target your site visitors > e Select a property and view > Choose objectives to optimize > Schedule or start

Targeting and variants

- Get started by creating a variant of your site to test.

& Learn more

.

Or, start by adding audience targeting rules instead

Editor page: https://www.nightjarr.com/increase-your-website-leads-with-conversion-rate-optimisation/ 2





https://docs.google.com/file/d/1GUE4Wtq7DM8OP08g_BpyCj6vg0vgy9eN/preview

Step 4
Link to GA and set up objectives

lg CREATE VARIANTS @ ADD TARGETING RULES LINK TO ANALYTICS SET UP OBJECTIVES START
Customize your site > < Target your site visitors > e Select a property and view > Choose objectives to optimize > Schedule or start

»7 Measurement and objectives

X Choose an objective
.1 Google Analytics
Optimize uses Google Analytics for measurement
Property View Experiment ID Name Type
NightJarr.com 2 UA All Web Site Data [/ pirD-RcbQ3S1080rW0g1VA
m ContactPageView (Goal 4 Completions) Google Analytics Goal
F Objectives @ o EventRegister (Goal 3 Completions) Google Analytics Goal
The website functionality you wish to optimize. Learn more
PRIMARY OBJECTIVE 0 Bounces System
Add experiment objective ~
0 Pageviews System
Choose from list
0 Session Duration System

533 Create custom




Step 5
Check installation & settings

{83 Settings

%, Optimize installation /\

5 . R ey cirtens ienp e soas g e View instructions Check installation
Not verified: Before starting your experience, verify that Optimize is correctly installed (recommended)

£ Email Notifications @

]

Receive important notifications about this experience. Learn more

)
&, Traffic allocation
22 100.0% Z
Percentage of all visitors eligible for this experience.

4 Activation event

. Page load
Choose when this experience is triggered. Learn more 9 4



Step 5
Go live!

ACTIVE co 3 S View full chart STARTED MANUALLY: EXPIRATION SCHEDULED:
VISITORS SESSIONS
- 7 Fri, Oct 28, 2022, 10:29 AMGMT+2  Thu, Jan 26, 2023, 10:29 AM GMT+2
0 2
EventRegister (Goal 3 Completions) = PRIMARY ¥ Based on Google Analytics data as of Thu, Nov 3, 2022, 6:10 AM GMT+2. ©® [ View in Analytics &

L

Calculated

Variant ™ Probability to be Best Modeled Conversion Rate Modeled Improvement

Original

& 0 active visitors Limited Data

. You'll see data here once every variant (including the original) has
Variant 1-

o an average of one session per day. Learn more
Testimonial

& 0 active visitors

Modeled Conversion Rate Al

100.00% == Original

—— Variant 1 - Testimonial

80.00%

60.00%

40.00%

20.00%

0.00%

Oct 28, 2022 Oct 29, 2022 Oct 30, 2022 Oct 31,2022 Nov 1,2022 Nov 2,2022

Learn more about Optimize reports.



This test can be executed on various

platforms

mailchimp Google Ads

facebook

Ads




Test

Build & track
experiments

Surface

Find actionable
insights

Optimise

Ideate & Iterate based
on data learnings

Measure

Understand the
impact on conversion
rate
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End
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Want to chat?

ferdie.bester@nightjarr.com
Book a timeslot


mailto:ferdie.bester@nightjarr.com
https://calendar.google.com/calendar/selfsched?sstoken=UU04YTJSUng0VFZnfGRlZmF1bHR8YjJhMDhhZTk5ZmFjNzAxNjVhYjgxZGZhYmUyMmZkMWE

< A 3 [

Google Tag Crm ‘ Offline

Manager

Google

Analytics 4 integration conversions

N

Google Ads

0

Facebook
Ads

®

LinkedIn Ads

I

UX (user
experience)

=i
v

Conversien
rate
optimisation

Activate

Optimise/
Experiments

Collect

Enrich/
Curate

Analyse

Insights/
Attribution

@ Iy

Insight
sessions

Strategy

Report

Visualise/
Prioritise

~

KPI
identification

Measurement
frameworks

Google Data
Studio

n

Real time
dashboards
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If you want to know if
your conversion rate
sucks, email me



