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® INTRODUCTION

Helped HomeWetBar E-
commerce Success
Through Data-Driven
Strategies succeed

Client Overview

HomeWetBar, a personalized gifts and bar accessories retailer, has been selling
products online through its Shopify Plus store. They've been actively looking to
boost organic traffic, drive conversions, and expand into new markets using data-

driven marketing strategies.




® Challenges

HomeWetBar's primary objectives were to:

SITE/UX

optimization

SEO

Optimization

SALES

Increament

X Product Pages optimization X On-Page SEO X High-Converting Traffic
X Streamline Checkout X Tochnical SEO
Process X High-Quality Content X Cart Abandonment

X Build Backlinks and
X Personalized User Improve Domain Authority X Efficient Ad Spend
Experience % Optimize Product ANecdtion
X Site Speed and Mobile LiSti,NQS for Saanch X Personalized Shopping
Experience Engines

Experience
X Local SEO Strategies

X Leverage Social Proof




® TASK

| want to make a
positive Impact on
thelr sales

By focusing on the strategies | devised and closely
monitoring metrics using Shopify’'s dashboards and
external tools like Google Analytics, | optimized marketing
spend and operational efficiency, resulting in a higher
ROI for_https://www.homewetbar.com/.



https://www.homewetbar.com/
https://www.homewetbar.com/

® STRATEGY IMPLEMENTATION

Deduce

website

Data-backed Goals, KPIs &
hypothese Target metrics

Formulate

Collate all
information

To meet these objectives, several key strategies were put into place

SEO OPTIMIZATION
Conducted a comprehensive audit
of the website to improve keyword
targeting, on-page optimization,
CONVERSION RATE and content quality to drive organic
OPTIMIZATION traffic.
Implemented A/B testing on product
pages, checkout flows, and CTAs to

enhance the user experience and MOBILE-FIRST STRATEGY
Increase the CollE . Given the trend of increasing mobile

users, the website was optimized to
ensure a seamless experience

SOCIAL MEDIA MARKETING acrossdevicess

Focused efforts on Pinterest and
Instagram to attract a visually-driven
audience, targeting customers looking
for personalized gift ideas.




® SOLUTION DEVISED

Tallored Approach

¢ Product Pages optimization v On-Page SEO + High-Converting Traffic
v’ Streamline Checkout v Technical SEO
Process v High-Quality Content v Cart Abandonment

v Build Backlinks and

v'Fersbnalzad tses Improve Domain Authority

v Efficient Ad Spend

Experience :
v Optimize Product milgoaton
+ Site Speed and Mobile isti
Experience Iélsu,ngs forSeanch v Personalized Shopping
g . Experience
v Leverage Social Proof v Local SEO Strategies

v Profitability Metrics

Additionally

All of the hard work of setting up the ground work the marketing
& branding will be a missing link which we can all treat a cherry
on top.

Social Media Branding

v’ Consistent Tailor made Social media Branding

v’ Social Media Marketing



® EXECUTION

Implementation

After getting answer for all the
questions for our CRO plans |
could move ahead for

Implementation

Complete Optimization Formulating Sales
that oI ves UI/UX Strategies sales str ateg es based

ents as well. s’ feedba kt
mtft e tar

bpﬁ?i

Driving Organic Keeping an eye

through best SEO metric from which we

practices can take leverage to
drive in more sales




® RESULTS

Performance Metrics
July 9 - August /7, 2024

TOTAL SALES
$251,255.59, representing a 465% increase compared to the previous period (June 9 - July 8, 2024)

CONVERSION RATE

1.66%, marking a 35% improvement in the overall conversion rate.

CONVERSION RATE

Pinterest alone generated 2.2K in sales, driven by 657 sessions (235% increase).

Al shopifypiuis

w FUNS

A Home

kd Orders 151 B Last 30 days Compare ta: Jun 9-Jul 8, 2024 Auto-rafrash Customize
# Products

: Customers Total sales Sales by channal

& Content $251.25559 » 465%

@ Finances
dil Analytics

Reports

@ Marketing

€ Discounts
Sales channels
Online store sessions Online store conversion rate
116{5{)3 n333% 1.66% »as%
™ Sartines .rﬁ.d.n.e.u ik 3.18% = iE%
ONLINE STORE SESSIONS
116,503, a 333% growth in traffic, primarily from organic and social channels.
GEOGRAPHIC EXPANSION

UNITED STATES: The highest traffic source with 86.6K sessions (340% increase).
INTERNATIONAL GROWTH: The UK, Canada, Australia, and India showed organic traffic
growth ranging from 255% to 322%.



® GAINSIGHTS

Achievement

Al shopifyolus

(3 Home £ Last 30 days AN channels ® 24 live visitors Next payout: $6,484.86
& Orders 151

& Products Online store sessions 2 Total sales Total orders Conversion rate

2 Customers 116,503 »333% £251,255.59 = 4a5% 1,093 = 379% 1.66% =384

& Content

@ Finances

Wi Analytics

@ Marketing

£ Discounts

Sales channel:

Apps
Things to do next

B 50+ orders to fulfill

Expand your store internationally

Increasa your customer base, revenue, and brand recognition by tapping into new markets.

ORGANIC TRAFFIC INCREASE
Driven by improved

keyword rankings and
year-over-year Growth

targeted content creation.

LEAD GENERATION

Increase in lead captures
through optimized landing

Increase in Leads

pages and better user journeys

BOUNCE RATE REDUCTION

A significant reduction in bounce
rate, due to improvementsin
mobile optimization and clearer Reduction in Bounce Rate

product categorization.



® TAKEAWAYS

Key Takeaways

i SieE S ) - ' Try searching "Web overview” HH
Analytics  pttp:fiweww.homewetbar.co... ~ ER S g ifsbaee e
ST ° + Reports snapshot custom Jul®-Augé.2024 - B0 = A 4
Realtime
Business objectives A
. - Users (& MNew users (B Awverage engagement time & Total revenue (B @ ACTIVE USERS [N LAST 30 MINUTES @
' nerate leads
80K 78K 1m 33s $187K 20
v Drive online sale:
*  Raise brand awareness 1K ACTIVE USERS PER MINUTE
»  Examing user behavier =
T f—w// ) -II---II S ra——
Lifm cycle A e TOP COUNTRIES ACTIVE USERS

" United States
*  Acquisition

Canada
* Engagement K =
United Kingdom 3
v Monetization Argfiting
Retention i Eolgaum 1
[ Library View realtime =
4 WHERE DO YOUR NEW USERS COME FROM? WHAT ARE YOUR TOP CAMPAIGNS?

O1 03

SEO and
Content Impact

1. The improved on-page SEOQO,
targeted blog posts, and
product descriptions led to
an increase in organic search
visibility, directly impacting
traffic and sales.

Social Media
Leverage

Pinterest, a key platform for
HomeWetBar, played an
instrumental role in driving both
traffic and revenue, showcasing
the importance of investing in

02

Enhanced
Conversion Rates

Optimization refers to
the process of making
something as efficient,
effective, or optimal as
possible.

the target audience



® ORDERS

Total Orders

ﬁ'-'(:l'.'lgl',' order value
$104.42 »o0o

So, by highlighting the key problems and
planning a solution and executing it | was
able to see the good results



* ACTION PLAN

THE STRATEGIES VARY CASE TO CASE BUT THIS
SOMETHING | HAVE DEVISED OVER THE YEARS OF

& Top 3 drivers

SEO and Organic Traffic

Social Media Ads

Email Marketing

M Top 3 personas

Budget-Conscious
Shopper

Eco-Friendly Consumer

Tech-Savvy Buyer

EXPERIENCE

Action Plan

RIVERS —

What is bringing visitors What persuaded your

to your site? \L users to act?

BARRIERS

Where and why are
your users abandoning the site?

%2 Top 3 barriers 1? Top 3 reasons why
Complicated Checkout

Price Sensitivity
Process

High Shipping Costs Trust Issues

Lack of Payment

Product Availability
Options

THANKS!

@ Top 3 hooks

Limited-Time Discounts

Free Shipping

Product Reviews

¢ Top 3 fears/concerns

Product Quality

Return Policy

Data Security




