Conversion Rate
Optimization KPIs:
Measurement and
Interpretation

CRO measurement: the
critical first step before
optimization

Accurate KPI tracking
prevents wasted effort and
budget misallocation

Linking CRO metrics to
business outcomes drives
better decision-making

Audience: growth teams,
marketing leads, and
website operators




What Counts as a Conversion?

User Conversion
Journey Path

Process milestones *

sit on the path;

secondary actions ..

predict intent

Macro
Conversions

Primary business
outcomes

Micro
Conversions

Smaller steps showing
intent, progress, or
engagement

e Macro conversions: primary

business outcomes like
purchases or qualified leads

Micro conversions: smaller
steps showing intent,
progress, or engagement

Process milestones sit on
the path; secondary actions
predict intent

Define conversion events
by business model:
ecommerce, lead gen, SaaS

Establish one source of
truth for conversion
definitions across teams




Micro Conversions: Leading Indicators of Intent

@5 - Process milestones: steps
within the path to macro conversion

s - Secondary actions: high intent,
"3 not mandatory (whitepaper,
pricing page)

@ - Diagnose funnel friction and
segment the 98% who don't convert

- Validate correlation with macro
outcomes to avoid optimizing &5
weak signals

? [ - Accelerate testing: micro volume
enables faster statistical confidence
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- Conversion rate: conversions +
denominator x 100

- Same 250 purchases: 2.5% per
session vs. 3.1% per visitor

- Sessions answer: “Which visits
convert?” Visitors: “Which people
convert?”

- GA4 offers both: session and
user key event rates

- Pick one denominator, label it
clearly, never mix benchmarks
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2.5% per session 3.1% per visitor

Same numerator, different denominators,
different conversion rates.




Segmented Conversion Rates and Avoiding Simpson's Paradox

Blended average can mislead

e Segment conversion rates by Blended (All Traffic)
source, device, geography,
landing page, and user type

* Blended averages can hide — Opposite trends inside the segments L A
both improvements and declines | | [ |

Segment A Segment B Segment C

e Cohort trends reveal changes
that aggregate rates miss

; . - Segment D Segment E Segment F
* Prevent misleading conclusions : ; b
i e ~ & @
by avoiding 'Simpson's Paradox’ *ﬁ\\ %ﬁm\, ““*\\_’Q\%
N : .
- N\ M

e Analyze trends for each segment
separately before judging
performance . Segmented analysis helps you see the full picture

and make sound performance decisions.




Funnel and Path Metrics: Finding the Leaks

Track progression: signup,
oo~ °
checkout, and lead form flows

I ¢ Calculate step-to-step and
Cl l overall funnel conversion rates

& e |dentify drop-off points to
prioritize optimization efforts

Y X e Segment leaks by device,
channel, or landing page

e Focus on high-intent flows
to reveal friction




Session Quality and Engagement Signals

® Engaged sessions: 10+ seconds, /

2+ pageviews, or key event
CONVERSION THRESHOLD /‘
e Engagement rate: share of | “\) e

sessions meeting engagement
criteria

® Use engagement as leading
indicator of conversion readiness

® Beware vanity metrics: connect
engagement to downstream
conversion

® GA4 bounce: any session not

engaged; 40%+ bounce signals

© ©

PAGE PAGEVIEW KEY EVENT CONVERSION
prOblemS SESSION SIGNAL SIGNAL READINESS



Engagement Rate vs. Bounce Rate in GA4

- GA4 redefines a bounce:
sessions under 10 seconds,
one page, no key events

- Engagement rate is the
inverse of bounce rate:
complementary metrics

- Typical benchmarks:
55-65% engagement,
content sites near 50%

- Compare within segments,
not across industries or
page types

BOUNCE ENGAGED
Minimal interaction Retained interaction

Value and intent

No retained engagement
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Revenue and
Value-Based KPIs

® AOQV, revenue per visitor (RPV),
and customer lifetime value
(LTV) as core KPlIs

v vy

Conversion
Volume Layer

® RPV = conversion rate x
average order value

® RPV reveals trade-offs that

conversion rate alone hides E o \
Revenue

® Higher conversion rate can _ Thiekaess
mask lower-quality, lower- E ey Layer
value conversions ' an

® Track RPV as primary metric;
use CVR and AOV as

diagnostic sub-metrics i — = e Higher-Value
- — Conversions



Revenue Per Visitor as the Decision Metric

RPV = Conversion Rate x Average Order Value
Conversion rate ignores order size and revenue
RPV catches trade-offs: discounts can raise CVR but lower RPV

Use RPV as primary test metric for revenue-impacting changes

Use conversion rate for funnel diagnostics, not decisions \



Statistical Confidence and Practical Significance

* Short-term conversion A Signal vs Noise
changes often mislead; Short-term spike

noise looks like signal CurErdghel il (likely noise)

= == Baseline Conversion Rate /

95% Confidence Interval

* 95% confidence: 1in 20
false-positive risk, the
CRO standard

Wide
uncertainty
(low confidence)

Required sample size
depends on baseline CR,
MDE, power; 80% power
typical

Conversion Rate

* 5% baseline + 10% relative
lift needs ~31,200 visitors
per variation

W

Time

& T e S
Statistical significance # S el Noise Looks like signal Back to noise

: 5 ; ¢ .
practlcal ImpaCt' evaluate o b : .. e Normal random _j" \A\_ Appears meaningful ~/\ ™ Returns to normal

confidence intervals and e o o Variation but not reliable variation
business value
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Designing Trustworthy A/B Tests

e Sample size = baseline CR, S INVERSE-SQUARE RELATIONSHIP
MDE. 95% signiﬁcance @ Smaller detectable effects require drastically more traffic

80% power |

e MDE halving quadruples
required traffic (inverse-
square rule)

® 5% baseline, 10% MDE -
~31,000 visitors per variation

® Avoid peeking and early
stopping—false positives
inflate

REQUIRED SAMPLE SIZE (PER VARIATION)

- - @ .
>

MINIMUM DETECTABLE EFFECT (MDE)

® Run full business Cydes SallerMPE = » Larger MDE

to control novelty effects




Primary, Secondary, and Guardrail Metrics

&

PRIMARY
METRIC

SECONDARY
METRICS

9,

GUARDRAILS

DON'TSHIP -~
b 4

k

SR P |
. | - Primary metric: the single
_ — # | decision-maker for ship or no-ship
)

. - Secondary metrics: explain why
| the primary moved, never
' overturn it
@ ‘ - Guardrails: must not regress;
| veto any win they protect against

" - Include other teams' primary
metrics to catch cannibalization

EXPLAIN WHY THE PRIMARY MOVED

MUST NOT REGRESS R ot ke
VETO ANY WIN THEY PROTECT AGAINST Ship only if primary is positive
' and no guardrail goes negative



Connecting Experiment Metrics to Business Impact

@ l - Ship only if primary metric is
positive and no guardrail regresses
2

PRIMARY METRIC
POSITIVE?
@ - Secondary metrics explain why |
the primary metric moved

- Guardrails protect against

cannibalization and unintended harm ANY GUARDRAIL
REGRESSED?

- Read results through revenue, o "
retention, and acquisition impact k 4
¥ v

- Reject local win SHIP
eject c?ca s that damage DO NOT SHIP 1 L
overall site or product goals




Building a CRO Measurement Dashboard

- Three layers: north-star, TRAFFIC

diagnostic, operational COHORTS

views | : NORTH-STAR

- Match KPIs to each . &
audience: execs, \ DIAGNOSTIC
managers, operators - VIEW

MANAGERS

AN
OPERATORS

- Separate lagging @

outcomes from leading
indicators

- Assign every metric an

owner, cadence, and
decision rule CADENCE DECISION RULE




PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A

personwise.ai/t/c5d5d00e/public


https://personwise.ai/t/c5d5d00e/public?entry_surface=public_courseware_pdf

