Conversion Rate Optimization

4 Phases of CRO
One of the most crucial metrics that DMOs should monitor is conversions. For destination marketers
this doesn’t always mean a sale, but does indicate that a visitor completed some action that pushes
them further down the funnel. No matter how well your site is designed or how many visitors it
receives, it’s likely you could make the conversion process easier and more efficient, leading to
better results for your site. Simpleview approaches each engagement with a 4-phase process:
TARGET, ANALYZE, TEST, and REPORT.
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PRO TIP: Make sure to run each test to
a minimum of 95% statistical significance.
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