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Optimize & Maximize
- Why Not Bof;h?

Portfolio Campaign Grows Eden Health’s Lead
Volume And Lowers CPL
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Company Bio

Eden Health is a primary care and insurance navigation
company for employers, designed to elevate the health
and well-being of employees everywhere. Eden offers a
new, collaborative approach to employee health with a

mobile app that allows easy access to primary care,

mental healthcare, and insurance navigation.
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The Challenge

Eden wanted to grow their pipeline significantly coming into 2022. Google was one
of their top spend channels, but not always the most efficient from a high-quality
lead-driving perspective, so Directive needed to find a way to scale and lower cost

per lead at the same time — not exactly an easy task.

Objective

Directive decided to test the utilization of automated bid strategies as opposed to
enhanced CPCs and manual bid adjustments which were previously used to adjust
bids. By leveraging more sophisticated campaign bid adjustments, we would try to

outperform the usual costs of scaling a pipeline.
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Portfolio 1 Performance

“No Conversions”

Portfolio 1 targeted the segment that showed no historical conversions in the last 30 days leading up to the test.

Despite driving fewer clicks and impressions, due to lower spend, Directive was able to drive 62% more leads, at an

81% lower cost per, thanks to a 357% increase in conversions rate.

Average CPC Conversions Cost/

Portfolio 1 Impressions

Conversion
Before 126,581 4 408 3.48% $23,824.14 $5.40 13 $1,832.63
After 50,248 1,559 3.10% $7180.39 $4.61 21 $341.92
Change -60% -65% -11% -70% -15% +02% -81%

Conversion
Rate

0.29%

1.35%
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Portfolio 2 Performance
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“Low Conversions” R

........
;;;;;;;;;;;;;;;
.................

Portfolio 2 targeted the “low conversion rate” audience: less than 0.70% over the last 30 days leading up to the test. S
Again, we saw less traffic, with a slight decrease in spend, which drove a higher CPC during the testing period. Gl
However, Directive also saw a 77% increase in conversions, at a 45% lower cost per. And an overall increase in T
conversion rate of 171%.
So the increase in CPCs paid off by allowing us to drive better traffic toourads. "7
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Portfolio 2 Impressions Clicks Average CPC Conversions Cost/ Conversion Tt
Conversion Rate s o

Before 304,656 18,871 6.19% $72,854.65 | $3.86 69 $1,060.94 0.36% SEsS

After 284,466 12,343 4.34% $71,128.91 $5.76 122 $585.42 0.98% i

Change -7% -35% -30% -2% +49% +77% -45% 171% i IR
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© Portfolio 3 Performance
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“High Conversions”
The 3rd Portfolio targeted a segment of high conversion traffic - greater than 0.70% conversion rates over the last
30 days leading up to the test. For this portfolio, Eden saw traffic increase with the increase in spend (as Directive
allocated more budget to the high conversion rate campaigns). Conversions increased 113% with a 38% decrease
In cost per, and a 65% increase in conversion rate.
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Portfolio 3 Impressions Clicks Average CPC Conversions Cost/ Conversion
Conversion Rate SO S S SRR S

Before 62,535 1,263 2.02% $10,04216  $7.95 8 $1,255.27 0.63% - SEREEEE

After 62,686 1,628 2.60% $13,298.11 $817 17 $782.24 1.04% S EE RS SRS SIS EE
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Change +0% +29% +29% +32% +3% +113% -38% +65% | s
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Results

Directive decided on initial tCPA targets by looking at Google data from the last 30 days, and modifying it slightly to fit Eden’s

goals (in most cases, the CPA over the last 30 days was higher than the goal).

Comparing the test period to the previous date range, the data is clear. Each portfolio saw the expected results—a better
CPA and a higher volume of leads—despite being compiled of different content and spend levels. Even with a reduced
investment and smaller traffic over the testing period, Directive increased conversions by 78%, with a 52% lower cost per,

and a 181% increase in conversion rate account wide.

78-. 54,

181-

Increase in / Decrease in Cost Increase in
Conversion Volume Per Lead (CPL) Conversion
Rate
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“Extremely satisfied with our account team. They've
continued to step up to the plate and adapt to our
brand’s evolving needs. |'ve already recommended
Directive to other companies and will continue to."

- Lawrence Gross | Director of Digital Marketing, Eden Health



Why It Mattered

If you know how to properly target your most valuable
leads with a truly customer-led approach to your
strategy, you don’t need to choose between
optimizing and maximizing. The two can go hand in
hand if you are tailoring your campaigns to the value

of your prospective customers.

Reverse engineering your campaigns, your bid
adjustments, and your optimizations based on these
Lifetime Value analysis is the crux of any scalable

growth strategy.




Thank you!

Directive's performance marketing goes beyond
what’s éxpected—so that you can too.
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https://directiveconsulting.com/discovery-call/

