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Our Problems

» Xbridge (Simply Business and Decision Finance) is a
market leader in the field of online business finance and
business insurance.

» 100% of leads come from online marketing tactics.

» Complicated products with six page forms — expect a
high drop-off rate.

» Some products can be bought online, others require
follow-up by call centre.

» Buying cycle varies per product.



@bridge
Buy-in Starting Point

» What was our aim - create and optimise the landing
pages specific to each product.

» What was the process — needed to purchase better
tools to allow us to measure optimisation.

» Obstacle = management. Needed to convince the
management team why we needed it - that without it,
we were falling behind in search marketing, We were
losing valuable customers and throwing money away by
not keeping them on our site to convert.
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The Way to Management’'s Heart

How we got there — by getting ours and their maths correct:
100,000 visitors with 3% conv rate = 3,000 leads/sales
100,000 visitors with 4% conv rate = 4,000 leads/sale

Actual improvement is not 1% but 33% in conv rate

We translated all numbers into actual pounds — either with
average order value or average lead value.

We also showed the monetary impact over the entire fiscal year =
long term improvement

Did our homework — knew the product and how to implement it
(including tech work involved by us).

No choice for management — we decided.
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Leverage your Reach

Demonstrated how to take control of our visitors.

Even with modest conversion rate improvement from 2%
to 3% (50% increase), increase in actual sales can be
Impressive.

There was more to it : Further impacted on CPA,
bidding strategies, flexibility and traffic volumes. Re-
Invested what we saved to drive traffic and sales.

No more guess-work !
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Where is the Catch?

» There is no conversion rate black box and your quest for
final optimisation never ends.

» Optimisation is a continual process of gaining customer
Insight, implementing changes, testing, then starting the
whole process all over again.

» Integrating some of these tools will be painful, might
require in-house tech sources and can be a time
consuming and lengthy process but ultimately worth it.

» Think about the time line — be realistic how long it takes
to implement and gain value from it.
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The Bottom Line

» You can't always control the amount of visits, but you
can control what you present to visitors.

» Still have doubts? Ask yourself: what would it cost you to
double traffic versus doubling conversion rate?

» If you don’t invest now — can you afford to fall behind
your competitors.

» S0 why are you waiting?
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