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Summary

Shopify Conversion Rate Optimization and CPCExpert.

The candidate should be...
• Pro�cient in the Shopify platformand CPC campaignsusing Facebookand Google AdWordsto

drivetra�c and sales to Shopify stores.
• Be con�dent in providing advice on ad creation, keywords, and SEO
• Have backend experience setting up accurate conversion tracking(Facebook and Google

Adwords) for eCommerce campaigns
 

Goal.
We are currently running retargeting campaigns but aren't seeing the tra�c and click-through
that we would like. Our goal is to work with a consultant who can assist us with strategy
moving forward to improve our conversions/sales and attract new customers. If this sounds
like you, please do apply
 
 

I am looking to hire a consultant to assist us in conversion rate
optimization for our Shopify Store.“
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Timeline.
Creation of a new state-of-the-art sales funnels with full retargeting capacity to be ready for mid-
November for January to March 2019 wedding season. Valentine's Day is a winner and needs a
warm up from January 2019 on Facebook. Currently have a 7 days weddingplan with 9 emails
through a drip campaign.
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Email in sent in
Double.

Reference:Skype Transcription Wednesday Oct.24th“



Our Chat.
there was a work�ow sequence logic that was required since two of the Bridechilla - Blog and
Bridechilla - Facebook
 

Con�guration for exclusion:
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Recommendation:
When you have multiple opt-in boxes, it’s possible to have them all
linked to one list/sequence. There is always a risk with duplicated
content over multiple list and sequences to send the same email
more than twice. This must be a top priority.

“



Flows with Tags.
 
If you have emails that you want to send across multiple opt-in o�ers and while some other email
exclusively for one o�er, using �ows with tagswould be the best way to keep a better control over
what’s sent and what’s not.

 

This is an example. All Saas have their restrictions, ConvertKit
doesn’t offer the option to add hidden custom fields that
retrieves the URL on which the opt-in form was parsed. The
workaround would be to use an automation like this (need some
testing).

“
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Opt-in Boxes emoji.
 
These emoji for the store code will only show on mobile. I haven’t done multiple browser tests. This is
a shopify app issue.
 

 
I don’t have an admin access to the App section of the Shopify store so I wasn’t able to have a look at
the inline coding for that Thank you message of the discount code o�er popup.

“These boxes and question marks appear because
emoji support on the sender’s device is not the same
as emoji support on the device of the recipient. It could
be two different OSes with differing levels of Unicode
support; it could be an old client app without access to

“
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Source: https://gizmodo.com/why-other-people-cant-see-your-emojis-and-how-to-�x-it-
182003725
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https://gizmodo.com/why-other-people-cant-see-your-emojis-and-how-to-fix-it-1820037259
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Conclusion
You might see them but some of your visitors won’t due to the abovepossible scenarios.

Recommendation
Use Font-awesome, ASCII symbols or animated gifs not emoji ornothing at all.



Wedding-Podcast
Page with broken
Layout.
 

The Back Catalogue leads to thispage...
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This is the link for the back catalogue page: https://thebridechilla.com/wedding-podcast/
There is no scrolling, the footer has a white space under it.

I suggest unpublishing that page even if it’s not in the menu navigation (web spider will �nd these
pages and penalize your SEO ranking)
 

There is no content area.“
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https://thebridechilla.com/wedding-podcast/


 

https://www.thebridechilla.com/
https://thebridechilla.com/
Google will treat www and non-www as separate websites. This can hurt your SEO. Google has no
preference. But choose one stick to it.

www redirect to non-www htaccess rule missing:“
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https://www.thebridechilla.com/
https://thebridechilla.com/
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Recommendation:
See below, google has ranked your non-www over your www.website.



htaccess rules.
 
Use a htaccess rules for your WP website to redirect all tra�c from www
https://www.thebridechilla.com/to https://thebridechilla.com
 

 

16

https://www.thebridechilla.com/
https://thebridechilla.com/


Your website
homepagedoesn’t
have a H1 tag.

 

 

 

https://thebridechilla.com/“
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https://thebridechilla.com/


Your storepage
doesn’t have a H1
tag.

 

 

https://bridechillastore.com/“
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https://bridechillastore.com/


Footer Copyright
date“year” is not
updated.
 

 

 

 

Footer Social Media
Facebook Likes

Recommendation:Use PHP code to sync (plugin) the year in
real time.“
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“Bubble” needs a
CSS.
 

 

Recommendation:Use custom CSS overrides to center it
back in view.“
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Marketing
Section



Copy.

 

 

Phrases with repetition are sometimes hard to read for casual
readers.“
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Recommendation:
Underline “What” and “When”, using this as a Header with a H1 tag considering it above the
book as shown below (without or without full stop on both lines, I understand that this could

be your signature kopy as an author - don’t listen to me if that’s the case).



You Couldtry this...
- If there isn’t any reason why you haven’t considered this yet.

 

 

Store- These button
we don’t see them…
 

Notice the eyeline with “chilla”…“
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Lot’s of reading!
Yeah I know it’s a
book... :)

Recommendation: use pink buttons with call to action.“
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https://bridechillastore.com/products/bridechilla-survial-guide
 
 

 

Recommendation: Use bullets or bold text or both!
(preferably bullets)“
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https://bridechillastore.com/products/bridechilla-survial-guide
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Call to Action



This is your Best
Seller; Call it out
like a Boss!
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Recommendations:
Button: YES! I WANT MY COMPLETE BRIDECHILLA WEDDINGPLANNING PACK !

Description:Use bullets or a more tidy copy with even lines and no linebreak cutting out ideas in two. Consider using bold words (see underlines)

Comment:
TAKEAWAY
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Sometimes it’s okay not to ask for a conversion right away. A good A/B test idea isto try placing your CTA at the end of your page vs. placing it above the fold



Social Proof - Use
numbers.
 

 

 

 

CTA (button):More than 500,000 listeners a month - Find our
why“
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The upper foldis a
bit crowded.
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Recommendation: Bring up the social proof under the
introduction and above the product. Allow a better balance
between graphic and text content with a more margin between
your first section.

“
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Sales Funnel



Your Funnel
Architecture2.0!
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Introduction
As discussed on our two �rst call, we will:
1. Improve your lead magnet value by positioning it in a Signature Solution
2. Create video marketing assets to support & optimize the funnelization

Goals
• Improve lead generation (opt-in)
• Improve conversion rate
• Lower unsubscription rate
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Starting from… your
current

Content Marketing!



Remember That...
Many less proli�c online entrepreneurs can achieve an interesting level of success with
signi�cantly less content marketing than what you have.
Some people work hard but don’t have your creative talent. You seem to have both a high energy
personality and high IQ for content marketing and digital marketing.
That being said, you can do much more with what you currently have, simply by implementing
the methods and attributes that makes a state-of-the-art funnel with HIGH GRADE optimized
funnelization.
• Improved opt-in rates.
• Conversion Rate Optimization.

 

 

Contextual Opt-in: All the different section of your 30 day
planning should have their own opt-in box call to action. Using
annoying pop ups and exit intents to interrupt the leads will NOT
compromise the image of your brand.

“
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Ideas for opt-in.
(Preliminary Suggestions…)
• Learn what is a Bridechilla.
• Start Working Together as a Team.
• Will You Take a Tear to Plan A Wedding?
• Learn to be a Bridechilla Wedding Planner.
• Learn who are the three people you should ditch from your wedding guest list!
• 500,000 Downloads: Get Bridechilla The F*ck It Bucket for Free.

 

Ideas for inbox.
Recommendation: Your “from” field name shouldn’t be your
email twice:“
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It’s should be
something easy to
spotin the inbox
like...

 

~The Bridechilla“
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Your #1 Top Contentfor a

Lead Magnet



Lead Magnet
Solves ONLY One Problem, Position itself within the Signature Solution, Time Friendly, Incomplete,
Call to Action
 
 

Authority Ampli�er
Congratulate & Thank Establish Authority, Set Expectations, Walk Through, Stretch the Gap (Signature
Solution), Next Step
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The F*ckit Bucket.
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Source: https://id.pinterest.com/pin/54746951694190972/

Recommendation: This top content lead magnet needs to be
an infographic now since it’s so successful. Every items should
have a branded icon and work in a system that is nested within
your Signature Solution (for which I’ll help you create if you want
me to!)

“
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https://id.pinterest.com/pin/54746951694190972/
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Directory Listing
Plan



Recommendation:this
o�er needs a
dedicated funnel
 
 

 
 

Recommendation: This Appo�er... dedicated funnel...
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HeadlinesIdeas.

• 500,000 listeners monthly
• 300 episodes
• #1 wedding planning podcast

I help wedding plannersachieve a hassle free celebration, so
they can enjoy one of the most important day of their life without
BS.“
Your idea of social proof through numbers is good“
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• 20 fuck it bucket ideas to save you thousands in 7 days
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Landing Page
Inspirational
Copywriting.
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Using a quiz for
di�erent lead
magnet with a Saas
Lead Quizzes.
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https://www.leadquizzes.com/


Opt-in boxes /
Popup.
 

 

A/B Split Test
Challenger
Generation.
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ContextualOpt-in
Boxes with custom
CTA.

57



 

Category View
 

 
 

Thrive Themes / Thrive Leads Integration in ConvertKit“
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Item view

 

Facebook Chatbot
Flows.
1. JSON Ads
2. Retargeting
3. Stories
4. Discount
5. Referrals Gami�cation
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6. Testimonial
 

 

Get video
testimonials.
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Extra!
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Client Video TestimonialsQuestions
 
We want our clients to paint a picture of who they are, where they were BEFORE they got your products/services
and where they are now AFTER they use your products/services. We want them to talk about their feelings and
the emotions they had throughout the journey, that your ideal client can resonate with.
 
The more REAL, RAW, VULNERABLE and AUTHENTIC the better.
Don't mind the length of the recording we can edit later. Record as long as it takes. However, the Ideal
Testimonial Length should be under 3 mins.
The �rst 30 seconds should establish who the customer is and where they were before
The next 1 - 2 minutes talking about the problem they faced
During the �nal 30 seconds, discuss how your product solves their problem
IMPORTANT: Make sure you and your client are recording at a place with good lighting and good sound
(minimal or preferably no external noises).
** Also, you might want to execute your testimonial in a “interview” format. You can use �rd-party tools such
as this to record your skype calls. http://www.ecamm.com/mac/callrecorder/
QUESTIONS/GUIDELINES OF WHAT TO TALK ABOUT:
 
Core Questions
1. Who you are and Where were you before working with [name].
2. What made you nervous about working with [name].
3. What speci�c results did you achieve in working with [name].
 
Additional Questions
1. Could you describe how your transformation with [your service] has been like? (opening question to get them
going)
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2. What were you struggling with in your life? How did you feel about that at the time? (Go with the �ow and
go deeper)
 
3. How do you feel now? What has changed in you and in your life?
 
�.What transformed in your life?
 
�.How did we help you with this transformation?
 
�.Why did you choose [your service] over other [competitor service]?
 
8. For people who were just like you before and who are maybe on the fence to join the [your service] what
would you like to say to them?
 
�.Why should they join the course?
 
Feel free to ask any other questions you feel are applicable.
 

Click here for a procedure onhow to request and collect videotestimonials
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https://docs.google.com/document/d/1iOESTntumLb7OMJbuOhd9C8i3INLJj8Bh4F7y35CAhw/edit?usp=sharing


Next Step...
Schedule a call with me to discussabout the scope of your project :)
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This embedded content can't beviewed o�ine
VIEW ONLINE
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https://pages.qwilr.com/2YZZ3WdLTl6I


This embedded content can't beviewed o�ine
VIEW ONLINE
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https://pages.qwilr.com/2YZZ3WdLTl6I


Talk soon!
-Alex
lionsalesfunnels.com
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