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2023
Paragard 
Growth 
Strategy 
(i.e. increasing performance 
by studying customer 
behavior)
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example 1
NEXPLANON engagement flow design 
and optimization
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KPI 
Alignment
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Qualitative
Analysis
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EXIT PAGE ANALYSIS

The exit rate was analyzed across all stages of 
the funnel

1. The What is NEXPLANON page has an exit rate of 

87%. Because this page accounts for 30% of 

pageviews, this a prime opportunity to increase 

engagement and conversions.

2. The homepage has an exit rate of 80% while 

accounting for 26% of pageviews, making it the 

second prime target for optimization.

3. The First 5 Facts page has the highest exit rate of 

95%, and accounts for 13% of total page views, so 

increasing engagement opportunities here can 

substantially improve the HVA conversion rates.
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BEHAVIORAL FLOW ANALYSIS

KEY FINDINGS:
1. Most traffic enters from 

interior page: What is 
NEXPLANON

2. High engagement on 
homepage, five fast 
facts, how to get, side 
effects, 

3. High drop-off rate
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ENGAGEMENT ANALYSIS

1.
KEY FINDINGS:

1. Most viewed pages are 
What is NEXPLANON 
(30%), homepage (25%) 
and 5 Fast Facts (13%)

2. High drop-off rate and 
bounce rate

3. Highest drop off on 5 
Fast Facts and What is 
NEXPLANON
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ENGAGEMENT FLOW MAP

🎯 = Strategic High Value Actions
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HOMEPAGE OPTIMIZATION

BEFORE

AFTER

1. Headline copy minimized
2. CTA button above the fold 

move up to prime locations
3. Live nurse chat added for 

personal support
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FLOW DESIGN

FIGMA
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example 2
Paragard 

1. Growth Strategy
2. Engagement flow design 
3. Optimization
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2023
Paragard 
Growth 
Strategy 
(i.e. increasing performance 
by studying customer 
behavior)
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Growth Strategy Planning

Launch Flow

Launch engagement flow and 
optimized web pages

Analyze Data

Study user behavior:  
quantitative & qualitative data 

Testing 
Roadmap

Leveraging data insights to 
develop ideation roadmap

Growth 
Experimentation

Begin A/B testing for an 
optimization & growth 
trajectory
 

OCT 11 
2022

Nov
2022

Dec
2022

Feb
2023
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How It Works

Phase IVPhase IIIPhase I Phase II

Build on prior insights 
and scale testing + 
optimizations

Initialize A/B testing

Leverage 
Internal Learnings

Leverage Industry 
Specific Insights

Data-driven 
hypothesis testing

Deploy winning 
variations to 100% Growth
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WHAT TO EXPECT PAGE OPTIMIZATION

Data range: Oct 3 - Jan 3, 2023
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KPI 
Alignment
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HOMEPAGE OPTIMIZATION

Data range: Oct 3 - Jan 3, 2023



Engagement 
Flow Design
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FLOW DESIGN

FIGMA
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PERFORMANCE
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Opportunity for 
Optimization + Testing

Performance overall is good 

76% of users complete quiz

QUIZ PERFORMANCE

Largest drop-off on step 2



EXPERIMENT ROADMAP

Ideation Description Hypothesis

1 Media Links Entry points to flow via meda ads Direct entry points via media will increase 
flow engagement 

2 QR Code QR codes via television ads QR codes boost engagement from 
consumers and HCPs

3 SMS Shortcode Short code SMS support to offer multiple 
modalities for engagement

Short code SMS support increases 
engagement 

     4 2nd CTA / Homepage 
Entry Point 

Replace ‘See if Paragard Right for Me’ 
button with flow entry point  

Adding entry points to highly clicked areas 
will drive more customers into the flow 
and increase conversions to HVAs

   5
Add CTA / Entry Point to 
‘What to Expect’ Page

Add entry point CTA to flow to 
supplement 

Add an entry point to a high-trafficked 
page will increase engagement and 
conversion to HVAs

   6 Homepage Above The Fold 
CTA Copy

Test alternate CTA variations to ‘Get 
Started’

A CTA that better meets the customer 
where they are in the buying cycle will 
increase click-thru rate

   7 FAQs Section Test alternative FAQs If we optimize FAQs where drop off 
occurs, we can increase engagement and 
CRM signs ups from the quiz
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RESULTS

1.

4x more Engagements
2x More HVAs 
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example 3
Akili Optimization 


