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What people think I do
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What I actually do
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115% improvement!
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Do you know what your best pe rforming content is?
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How do you de fine  best pe rforming?
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Markus Spiske on Unsplash

👀👀

https://unsplash.com/@markusspiske?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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I do not care…* 

How many emails are on your list
How many views that viral reel got
How many likes your Facebook post got

Engagement for engagement’s sake is pointless.

*unle ss you’re  doing a brand lift  study to see  the  actual impact of this kind of 
activity.
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Vanity Metrics
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Markus Spiske on Unsplash

https://unsplash.com/@markusspiske?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Submit an application

Markus Spiske on Unsplash

https://unsplash.com/@markusspiske?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Make a donation

Markus Spiske on Unsplash

https://unsplash.com/@markusspiske?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Submit a lead form

Markus Spiske on Unsplash

https://unsplash.com/@markusspiske?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Conversion!

@nochillfilte r
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Landing Page Views
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Conversion Funnel!
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129,000
DM Pieces

Mailed

20,353
Email Opens 459

Instagram Story
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DM QR 
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3,590
Email Clicks
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4,831
Landing Page  Views

724
Conversions



@nochillfilter
@nochillfilte r

129,000
DM Pieces

Mailed

20,353
Email Opens 459

Instagram Story
Views

1,087
DM QR 

Code  Scans

3,590
Email Clicks

154
Instagram Clicks

4,831
Landing Page  Views

724
Conversions

0 .8% scan 
rate

18% click 
rate

34% click 
rate

15% LP conversion 
rate



@nochillfilter



@nochillfilter
@nochillfilte rPhoto by davide ragusa on Unsplash

https://unsplash.com/it/@davideragusa?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/gcDwzUGuUoI?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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All that truly matters…

If you can get a person to do a thing.
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When we flip our rates, it shows us 
where we’re failing
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FAILURE = OPPORTUNITY
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@nochillfilte rPhoto by davide ragusa on Unsplash

https://unsplash.com/it/@davideragusa?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/gcDwzUGuUoI?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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DM Pieces
Mailed

Email Opens

Instagram Story
Views

Picked up the mail on the way 
home from picking up her 
kids at school and is inspired 
to know what’s happening at 
her alma mater

Took a break from work to 
check personal emails and 
saw a sender’s name that 
he recognized from the 
university. Laying in bed after a long 

day catching up on updates 
from friends and family 
when they see a story 
featuring their old campus.
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Context Matters
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@nochillfilte rPhoto by Magne t.me on Unsplash

https://unsplash.com/@magnetme?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/LDcC7aCWVlo?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Email Opens

Are  people  engaging with the ir 
email on the  go? Metric: How many 
people  on our landing page  are  
sourced to email & mobile

Are  people  engaging with the ir 
email at  the ir desks? Metric: how 
many people  on our landing page  
are  sourced to email + desktop 

@nochillfilte r
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Collecting reliable, well - sourced data should be a 
priority



@nochillfilterEvery link you post, send, or distribute should be tagged! 
https:/ / ga-dev- tools.web.app/ ga4 / campaign-url-builde r/

https://ga-dev-tools.web.app/ga4/campaign-url-builder/


@nochillfilter



@nochillfilter
@nochillfilte r

129,000
DM Pieces

Mailed

20,353
Email Opens 459

Instagram Story
Views

1,087
DM QR 

Code  Scans

3,590
Email Clicks

154
Instagram Clicks

4,831
Landing Page  Views

724
Conversions

99% 
recycle

82% de le te  
afte r opening

66% swipe  
le ft

85% LP 
abandonment



@nochillfilter

Email Opens

Mobile  traffic from email makes up 
70 % of our donation form 
pageviews but only 5% of mobile  
visitors convert.

Desktop traffic from email makes 
up 20 % of our donation form 
pageviews and 25% of them 
convert.  

@nochillfilte r
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Only 29 .2% of people  view 
email primarily on desktop. 

57% of all website  traffic in 
the  US is on mobile  - and for 
some  website s, this 
proportion can eclipse  70 %. 

Source: Campaign Monitor
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Once  we  know that more  
people  are  visit ing us on 
mobile , how are  we  
optimizing the  expe rience  
for these  use rs?

Is it  hard to use  your website  
or forms on a phone? 
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QA your emails and website on 
desktop AND mobile.
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Photo by Headway on Unsplash

@nochillfilte r

https://unsplash.com/@headwayio?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/jfR5wu2hMI0?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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First 
Interaction

Application
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Not every visitor is ready to convert.
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Edward Howell on Unsplash

https://unsplash.com/@edwardhowellphotography?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/VlTJdP8ZY1c?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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SQUIRREL!
@nochillfilte r
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The Average Attention Span is 
8.25 seconds.
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What cues are your audience giving you that 
they’re interested (or not)?
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Micro -conversions are powerful too!

Not every interaction can (or should) lead to a 
conversion! 

What types of engagement show that our 
community is invested in our content and our 
school? 

For example: do some posts have substantially 
higher engagement than others? 

These are your micro-conversions - indicators 
that you are guiding users down the funnel and 
building your relationship.
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Micro -conversions can be… 

● Clicked on a facebook ad
● Signed up for email
● Liked our facebook page
● Shared an article
● Scrolled to the  end of the  page
● Clicked on a banner ad
● Opened an email
● Clicked on an email
● Made  a purchase
● Engaged with a slideshow on the  site
● Utilized the  chatbot
● Performed an inte rnal search
● Googled your brand

● Registe red for a webinar
● Downloaded a PDF
● Signed up to voluntee r
● Visited multiple  pages on the  site
● Spent a long time  reading content
● Posts about the  company on Facebook
● Followed you on Twitte r
● Shared an article  on linkedin
● Voice  searched for your school
● Downloaded an app
● Opened the  app more  than once
● Made  a purchase  through the  app
● Watched a video
● Visited a vanity URL
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What metrics from your channel ACTUALLY indicate 
someone is interested?

(remember, no vanity metrics allowed)



@nochillfilter@nochillfilte r
Source: Optimal Workshop @nochillfilte r



@nochillfiltercrazyegg.com

Heatmapping shows what users engage with and ignore
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On desktop, people highlight with their 
cursor as they read for comprehension.
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Phew.
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Start  at  the  end.

What do you want 
people  to DO?
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Understand how they 
ge t to that conversion 
point. 

What’s the ir expe rience? @nochillfilte rPhoto by Fabian Quintero on Unsplash

https://unsplash.com/@onefabian?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/xj6KLJlQW1w?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Hypothesize : 

WHY are  people  conve rting (or 
not conve rting) from ce rtain 
channe ls and on ce rtain devices?
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“Never stop testing, and 
your advertising will never 
stop improving.”

- David Ogilvy 



@nochillfilter@nochillfilte r

@nochillfilte r             @lalaforte
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