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Gavin	
  Bonthron	
  –	
  Snr	
  Online	
  Conversion	
  Manager	
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The	
  Business	
  
-­‐  1.7	
  million	
  paying	
  subscribers	
  around	
  the	
  world*	
  
-­‐  Over	
  $300	
  million	
  in	
  revenue	
  **	
  
-­‐  26	
  million	
  family	
  	
  trees	
  created	
  by	
  members	
  
-­‐  65	
  million+	
  photos	
  ,	
  scanned	
  documents	
  and	
  wriKen	
  stories	
  
uploaded	
  

-­‐  They’ve	
  also	
  aKached	
  1	
  billion+	
  of	
  our	
  records	
  to	
  their	
  trees	
  
	
  
*June	
  2011	
  figures	
  
**	
  Published	
  figures	
  for	
  2010	
  
	
  
Conversion	
  and	
  Op2misa2on	
  
-­‐	
  Conversion	
  team	
  working	
  on	
  projects	
  globally.	
  
-­‐	
  Dedicated	
  resource	
  for	
  test	
  implementaTon	
  and	
  set-­‐up	
  
-­‐	
  Analysis	
  resource	
  for	
  	
  test	
  analysis	
  	
  
-­‐	
  Test	
  &	
  Target	
  is	
  our	
  primary	
  tesTng	
  plaWorm	
  

About	
  Ancestry	
  –	
  Vital	
  StaTsTcs	
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-­‐  A	
  liKle	
  over	
  2	
  years	
  spent	
  at	
  Ancestry	
  
-­‐  My	
  remit	
  is	
  all	
  things	
  internaTonal	
  

conversion/opTmisaTon	
  
-­‐  “Doing”	
  digital	
  markeTng	
  for	
  over	
  10	
  years.	
  
-­‐  AcTvely	
  tesTng	
  for	
  4+	
  years.	
  
-­‐  S2ll	
  learning!	
  
	
  
	
  
	
  

About	
  me	
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IntenTons	
  for	
  this	
  session	
  

-­‐  Share	
  some	
  of	
  our	
  tests	
  and	
  results.	
  
-­‐  Discuss	
  some	
  of	
  the	
  things	
  we’ve	
  learned.	
  
-­‐  Provide	
  a	
  sense	
  of	
  what	
  Ancestry	
  is	
  and	
  offers	
  	
  
-­‐  Hopefully	
  generate	
  some	
  discussion	
  
-­‐  Keep	
  it	
  simple	
  (how	
  oben	
  do	
  we	
  overcomplicate?)	
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Home	
  Page	
  TesTng	
  –	
  Phase	
  1	
  

It’s all in the planning and preperation! 
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Home	
  Page	
  TesTng	
  –	
  Phase	
  2	
  

It’s not only about live testing! 
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Offer	
  Page	
  TesTng	
  

Users just see stuff differently 
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Moving	
  Forwards	
  

Conversion marketing and product are inseparable 
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MarkeTng	
  +	
  Product	
  +	
  User	
  Desire	
  =	
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QuesTons?	
  

Gavin Bonthron 
gbonthron@ancestry.com 
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