The Simple Maths Behind the
World’s Fastest-Growing
Companies

Martin Stone, CEO of Conversion Rate Experts

@ CONVERSION RATE EXPERTS ¥

EEEEEEEEEEEEEEEE
RRRRRRRRRRRRR



We pionee
red a uni
wrote the que approach t
Amazon #1 bestselling boc?kco?g[_and then
i

; Most websit
Xy gg
= p

u
1 seUSgaMN Subjen

o1 1

=

Making
1§ Maki
Websites wié'.l}fes

W. ‘ i
spply the customer-centric
Apply the customer-centric

E:t:lac;zeiolofgy that has doubled
S :
methodology that has doubled of many leading websites
the sales of many Jeading websites [ b

\d

Dr Katl Blanks & Ber Jesson
Founders of Conversion Rate Experts
Foreword by vinash Kaushik

Digxtal Marketing vangelist Google



Google

s’

«

o vodafone

aason

¥ Carrefour

facebook

LLOYDS BANK %

h X 4
HALIFAX
AVa

Booking.com

SONY

Hertz

verizon



D<K SCOTLAND CSK 00 Meta
dyson PayPal Oz CONDE NAST

myfitnesspal (2 CHOICE Yale FYEARRATT

5 Ave Gartner Cifrix. T



Slsill
ETIHAD

Coppel

AirArabia

@

verisure

@ INTUIT
quickbooks

S DOORDASH

\7
L\

GENERALI

=
audible™
an amazon company

P =N

SeaWorld.

OOOOOOO

€2 betterhelp

>8CP>
Re‘é’us‘“

NATIVE



Voices.com

capital-com

PURPLEBRICKS

shine
.co.uk

A jamf
=jifly

Yopa

DECKED)

u Course Hero

Qnaked:

Roots

rrrrrrrrrrrrrrrrrrrrrrr

(> Study.com
Beach2
80henry

[ e
1
Al ]
TRUSTED ENERGY SOLUTIONS






RO

st
=







’

/

N

S

..to simple model

P et

\—0 Right elevon

Left elevon

N W
L Rudder

pitch ~ a(c; + cg) + b(e; + er) roll ~ c(eg — ;) yaw ~ d - r

inputs: ¢;, cg, €., €r, T



QR code and a mystery gift

The Simple Maths Behind the World’s
Fastest Growing Companies

@ CONVERSION RATE EXPERTS ¥

EEEEEEEEEEEEEEEE
RRRRRRRRRRRRR



Acquiring ] Organic traffic ] [ Al ]
customers

\ 1 /
Attacked from
all sides

e ! AN

Competition Customer behaviour]




Growth demands a plan.

Do more of



Growth demands a plan.
Do more of

More



Growth demands a plan.
Do more of
More

More



Growth demands a plan.
Do more of

More

More

More



-l W ¥Tw il " "S*EENRE Ry o r IIIII

Do more of
More
More
More

More



More
More
More
More

More






A different approach...

based on a fundamental truth




Growth is not a function of effort.

It is a function of leverage.



Find. Fix. Compound.
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The Theory of
Constraints

No process can move faster than its
slowest stage (the bottleneck or
constraint).

That one bottleneck constrains the
entire process.

Once you’ve identified the constraint,
focusing on any other activity that
doesn’t fix it is irrational.
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Business we
are today.

Biggest
lever

Business we
want to be.




Goodhart’s Law

When a measure becomes a target, it ceases to be a good measure.

Marketing Ecommerce

Target: More traffic Target: Higher conversion rate

e o |

BUERS =P

s

You INCREASE CONVEPSION
You GET LOADS oF CHEAP RATE, BUT THE OVERALL

VISITORS wWHO DON'T BUY. VOLUME (AND REVENUE) DROPS.

Finance

Target: Higher margins

| BUSINESS |
Ar——
/y : M "1' It
"r?\}‘ fl hh,,
You CUT ACQUISITION SPEND
AND IMPROVE THE NUMBERS,

BUT THE BUSINESS SHRINKS.
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Reduce fixed costs
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98,550
+
219,000
o =
X = ¢ = - =
2190 150 328,500 195,000 16,425
rate
+
1.0%
Fixed costs
(-20%)
14,820 -
N
4

WhereWoof



Reduce fixed costs

Variable costs

98,550
+ +23%
219,000
=
value
X = X = - =
2190 150 328,500 195,000 20130
rate
+
1.0%
Fixed costs
(-20%)
14,820
)

WhereWoof






Morale

Culture



Increase ad spend

Variable costs

98,550
+
219,000
o =
value
X — X — - —
2190 150 328,500 195,000 16,425
Conversion
rate
+
1.0%
18,525

Where



Increase ad spend

Variable costs

98,550
+
219,000 A . Ad cost
verage order Costs .
| ores s
X = X = — =
2190 150 328,500 292,500 16,425
rate
+
1.0%
18,525

N

WhereWoof



Increase ad spend

Variable costs

98,550
+
328,500 A . Ad cost
erage order .
=
X = X = — =
2190 150 328,500 292,500 16,425
rate
+
1.0%
18,525

S

WhereWoof



Increase ad spend

Variable costs

98,550
+
328,500
X = X = — =
3,285 150 328,500 292,500 16,425
rate
+
1.0%
18,525

N

WhereWoof



Increase ad spend

Variable costs

98,550
+
328,500
i
X = X = — =
3,285 150 492,750 292,500 16,425
rate
+
1.0%
18,525

N

WhereWoof



Increase ad spend

Variable costs

(+50%)
147,825
+
328,500
X = X = — =
3,285 150 492,750 292,500 16,425
rate
+
1.0%
18,525

N

WhereWoof



Increase ad spend
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Increase the price
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Increase the price
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Increase the conversion rate
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Increase the conversion rate

Variable costs

(+50%)
147,825
+ +700%
219,000
X = X = - =
3,285 150 492,750 195,000 131,400
Conversion
rate (+50%)
+
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Means 2,790 units are sold
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Growth ceiling

Devices sold
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\

Means 2790 units are sold at

1.000 an ad :,bena’ of X 195,000
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Monthly ad spend
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CEO Gre& ‘

Today reSS .
Subject: CRO Programme Update 09

CRO programme
which doubles the
conversion rate

Our CRO programme has delivered a 2x increase
in conversion rate, turning more pet lovers into
customers and accelerating revenue growth.

Key takeaway

—
ll' The programme is doubling our conversion rate, with further upside

as we scale learnings across channels.

Conversion rate

2.0%
1.0% / .
Before After
dog
More ¢ [
HaPEICrP P t



Variable costs

197,100
+ +1,400%
219,000
-
X = i _
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An operating system for growth

1. Model your business

2. Find the biggest growth lever

4. Compound your gains

5. Gotostep1



Growth is not a function of effort.

It is a function of leverage.



Leadership sync
9:00 - 9:30

Product meeting
10:00 - 11:00

Agency call
11:30 - 12:00

Budget review
00 - 2:00

ustomer discussion
2:30 - 3:00

CEO Re: Urgent your input

Team Quick
Team retro

Client Follow up on proposal 08.3 4:00 - 4:30
Slack 12 new me

Campaign update

Action needed: performance review
Finance Budget review
Product Re: Customer feedback

Calendar 3 meetings today

Partner

(c)
0
(c
(s
o
0
6
0
©
0




What’s the biggest constraint
stopping us becoming the
business we want to be?



Why aren’t we working on it?



B2B ordering built
around your business

[ Punchout

Born ready
for B2B
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