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Meet Alex Suprun:
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In Digital Marketing 

space since 1997

Specialty: SEM and 

Growth Hacking

Creator of HandsFreePPC 

software

Optimized websites for 

over a decade
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For the last two years I applied many CRO models
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AND REALIZED THAT MANY CLIENTS
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can't afford waiting too 
long...
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and losing potential revenue…
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For a significant uplift in conversion results… 
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LEADS SALES ROI
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And here is why…
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Initial conversion rate drop = “HEATSINK” – can we avoid it - like that?
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I ASKED CRO WARRIORS…
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AND GROWTH HACKERS…
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One GURU said:

"ROAR Model -

You always start with zero conversions per month 

for every new test...

You have to take lots and lots of risks...

If you have less than 1000 conversions, you don’t 

have enough data and you can’t run A/B tests..."

Ton Wesseling
Testing.Agency
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Another GURU said:

"Pitfall: Expecting Breakthrough.

Breakthroughs are rare after initial optimizations. 

At Bing (well-optimized) 80% of ideas fail to show value..."

Ron Kohavi
Bing.com
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We want to live in the ideal CRO world…
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We are just not there yet!
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…and not depend on my testing capacity…
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…or poor optimization hypothesis…
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…or wasted test results…
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WTF, Man?

Are you mad?
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So, I learned a lot from Analytics experts,
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from our toughest clients,

27
www.CROROCKET.com



…and finally built the Proactive CRO Model,
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and guarantees results without A/B testing

which can be applied to any website, small or big,
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We called it                    Rocket CRO Model
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1. RESEARCH

2. PRIORITIZE

3. ANALYZE

4. OPTIMIZE
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The idea is to optimize for your CONVERTING visitors first
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Because you cannot sell to ALL your site visitors
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And those who bought your products…

Are your best customers…

By default!
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1. RESEARCH
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Define and segment relevant conversion analysis

GOAL:

www.CROROCKET.com



In Google Analytics create the new segment for all-
time converting visitors
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a)
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Assign a dedicated Analytics view for it
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b)
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Define the most useful KPI for your analysis
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c)

RECOMMENDED:

Conversion Rate or Revenue per Visitor
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Setup Google Tag Manager to measure clicks on all 
clickable elements (links or images)
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d)
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Run Analytics custom report (via API) segmented by:
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e)

✓ Include as many GA metrics as possible (do not forget conversion metrics!)

✓ If your site has substantial traffic, segment further - by device type and

browser version

• previous/next page path

• device category

• screen resolution

• browser type

RECOMMENDED:

www.CROROCKET.com
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Calculate (for the last 365 days):
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f)

• number of all combination rows on the report

• number of all goal conversions for each combination row

• average conversion rate for the whole converting audience

• number of rows with conversion rate below the average
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2. PRIORITIZE
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Find specific pages/screen resolutions/browsers/devices you need to optimize first

GOAL:
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Prioritization process:
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• a) Define the desired conversion uplift in %

• b) Sort all combination rows descending by number of 

conversions

• c) Calculate the number of combination rows you need to 

optimize for the desired conversion uplift

• d) Leave only the rows filtered as above for further analysis
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3. ANALYZE 
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GOAL:

Analyze and dissect the main CRO issues
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Run detailed technical analysis of all filtered pages
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a)

(use SEOTools for Excel, URL Profiler or similar software)
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Run on-page internal links CTR report for each page
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b)

(use “Internal Links” GA dimension - previously configured in Google Tag Manager)
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Run navigational links CTR report for all site pages
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b)

(site-wide summary of the above report)
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4. OPTIMIZE
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04

01

02

03

05

Step

Step

Step

Step

GOAL:
Step

Review and fix the obvious conversion problems
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Fix the major technical issues:
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a)

• specific resolution layout faults

• device rendering problems

• site navigation issues

• slow page speed

• link errors

www.CROROCKET.com



Enhance or fix CTA position
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b)

(check how the page looks like in the most problematic resolution first):
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Improve content relevancy
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c)

(check the page’s readability indexes from the technical CRO report)
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Analyze navigational links CTR
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d)

(if people click more on FAQ page than on CTA link - you have a problem!)
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Optimize content for top previous and next page path

56

e)

(check the page’s content relevancy to its visitors search funnel)
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Fix incompliance with any of the Unbounce Principles 
of Conversion Design (if your time & budget allow)
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f)

Download the free Unbounce ebook here:

http://unbounce.com/conversion-centered-design-guide/

www.CROROCKET.com
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NOW - RINSE & REPEAT
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• To increase conversion rate further - go back to Step 2

• Prioritize and optimize next pages’ batch

• Loop this process until all site pages are optimized

• The process can be customized for your specific KPI
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Now you can proceed…
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WITH MORE CRUCIAL CHANGES !
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AND YOUR FAVORITE A/B TESTING MODEL
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REMEMBER: Proactive CRO is only the first step!

It helps minimize risks but will not replace testing process!
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Rather, think of it as the primary stage of the…
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CRO ROCKET LAUNCH

Bring your A/B testing shuttle 

to the conversion orbit first!
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So you have no conversion drops anymore:
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Conversion rate change over CRO cycle

CRO Rocket A/B Testing Only



PARTNERS                              WANTED

66

to incorporate 

CRO ROCKET MODEL 

into full-scale conversion 

optimization software
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