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Interest. At this stage, the potential customer wants to learn more about your products or 

services. They may visit your website or engage with your content to gather more 

information. 

KPIs:  Return Visit > 1 (no CVR), Pageview > 2, Pricing Page Visit/Click, Scroll Depth > 50%

Conversion. Th point in the the customer journey where the potential customer 

becomes a customer by completing the desired action, such as making a purchase 

or signing a contract. 

KPIs: Purchase, Qualified CVR, Free Trial to Paid

Intent. At this stage, the potential customer has decided to commit and is ready to 

take action. They may add items to their cart, fill out a form, or contact your sales 

team. KPIs:  Add To Cart

Consideration. In this stage, the potential customer is considering your products or services 

to solve their problem. They may compare your offerings to those of your competitors, read 

reviews, or request more information. 

KPIs:  Pricing Page Visit/Click, Case Study Views, Demo/Trial Request, Time Spent > 20 sec

AwarenessAwareness.  This is the stage where a potential customer becomes aware of 

your brand and your products or services. This can happen through various 

marketing channels such as social media, advertising, or content marketing. 

KPIs:  Ad click, Landing Page Visit, Pageview = 1
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POST-CONVERSION FUNNEL 

Loyalty
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Loyalty. At this stage, the potential customer wants to learn more about your products or 

services. They may visit your website or engage with your content to gather more information. 

KPIs: Net Promoter Score, Reviews, Referrals

Retention.  When customer has done business with you and actively chooses to do business with 

you again. This is when the customer has found value in your business.

KPIs: Repeat Purchases, Customer Retention Rate, Customer Lifetime Value, Customer 

Satisfaction Score, and Customer Churn Rate.
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Life Cycle
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CRO STRATEGY



Revisit Objectives
CRO STRATEGY
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1. Increase Wahoo X subscriptions by ≥ 20%               

- from 54k to ≥ 65k 

2. Increase ATC rate from PDP by ≥ 20%                   - 

from 2% to ≥ 2.4% 

3. Decrease cart abandonment rate by ≥ 20%            

- from 46% to 37%

PRIMARY



KPI Alignment
CRO STRATEGY
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CONVERSION RATE (CVR) 

PURCHASES

PAGEVIEWS/ USER

AVERAGE ORDER VALUE (AOV)

REVENUE

PDP - Add To Cart 

WAHOO X SUBSCRIPTIONS



Roadmap Strategy 
Development

CRO STRATEGY
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○ Dynamic, iterative roadmap

○ Audience segmentation 

→ Macro Level  

→ 3-4 main audiences

○ Recommendation Algorithms 

→ High versus low intent users

→ Best sellers or based on affinity (users with 

more data)

→ Welcome back, how can I help you today, etc. 

RECOMMENDATIONS



192-Flyout Cart Recs With ATC
EXPERIMENT
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Control



192-Flyout Cart Recs With ATC
EXPERIMENT

9

Var: Bottom Popular



192-Flyout Cart Recs With ATC
EXPERIMENT
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Var: Bottom Similar



192-Flyout Cart Recs With ATC
EXPERIMENT
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Bottom Popular is leading; however we recommend waiting 
8 more days until the minimum test period (2 weeks) is met



192-Flyout Cart Recs With ATC
EXPERIMENT
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192-Flyout Cart Recs With ATC
EXPERIMENT
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247 - Homepage Recs 
EXPERIMENT
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Best Sellers Over 75 



247 - Homepage Recs
EXPERIMENT
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Best Sellers over 75  is leading; however No statistically significant 
results yet. We recommend waiting until more data is collected.

Returning Users



Q&A
THANK YOU


