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Client: ZIGMUND.ONLINE

A service that helps users find the right
psychotherapist for an appointment online

Project description:

All therapists go through an internal selection
process: educational documents, professional and
ethical qualities, and private practice experience get
checked

The company offers a promotion:
Two appointments at the price of one for new users
of the web service




Promotion Target

To get the maximum number of leads
with a rational budget split in
performance channels
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A form submitted on the client's site was
counted as a lead:
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#1 The user fills out a short questionnaire with a list of SaHAThe?

problems that bother them
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#D The user chooses a suitable specialist from the
suggested list of psychologists
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#3 The user specifies a convenient time for the first

lesson in their personal account




Approach to the use of
performance channels

We use hot -to-cold strategy, give Youtube, TikTok —
. Broad interest based targeting

priority to warm customers, and scale

up through the new audience.

Facebook .
Narrow interest based targeting ;
Yandex.Direct, Google Ad -—>

Targeting by keyword search

Yandex.Direct, Google Ad, Facebook
Look -alike targeting of customer audience “‘%

Yandex.Direct, Google Ad, Facebook

Remarketing targeting non -converted customers



General results
for all performance channels

In six months, we increased the volume of leads by 3.3 times.
At the same time, the cost of a lead was reduced by 22%.
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Results: Paid Search

Google Ad : With a 2 -fold budget increase, the CPL was reduced by 11

Expense without VAT

Number of leads
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Yandex.Direct

Expense without VAT
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-With a 5 -fold budget increase, the CPL was reduced by 12%

Number of leads
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Summary: Paid Search

Thanks to the competent allocation of the budget we managed

to achieve an increase In the lead flow by 5 times in 6 months
(with organic seasonal growth in demand by an average of 40%)

#1 We monitored all the innovations of the SEA market and promptly used
effective tools of advertising systems: Performance Max, Campaigns Master,
Discovery

#D The growth of branded traffic gave us a monthly increase in leads at the lowest
CPL. This allowed us to test hypotheses on the colder audience, while staying
within the client's KPIs and showing positive dynamics in the number of leads
and their value

Insights:

A CR typically increased on Mon  -Tue and dropped on Fri  -Sat.
A During the New Year holidays, in addition to the drop in demand,
we noticed a dramatic drop in CR.



Results: Facebook+Instagram

In the reporting period on Facebook, we were able to increase the volume of leads
by 35% and reduce CPL by 20% without a significant increase in budget for the entire period
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Facebook+Instagram:
week seasonality

CPL Number of leads



Results: TikTok

On TikTok during the placement period we maintained a positive trend but did not increase the volume. The platform
did not work as steadily as the other ones so the split was in favour of Paid Search ads and Facebook. Nevertheless, even wit h small
budgets the platform consistently brought in leads at CPL comparable to the one on Facebook.

Number of leads CPL
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TikTok:
creatives

While working with TikTok, we tested
different types of creatives: animation,
“"talking head," and video
compilations.

What works best on TikTok
is first -person videos that are native
to the platform
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TikTok: Creative
Recommendations

During the promotion, we observed the standard negative trend of clickability: a week after the
launch the CR indicator has dropped significantly. However, when the creatives were updated, CR
recovered to relatively high values.

Change of CTR in the first 3 weeks Change of CR in the first 3 weeks
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TikTok: Creative
Recommendations

The platform recommends that you change your creatives

once a week. This is not always possible and often irrationally
expensive. We rotated creatives for a month and came tg
the following conclusions:

A It's possible to achieve the lowest CPL in the first 3 -7 days. Then the indicator gr¥
and the platform stops optimizing

A In our experience, the burnout of creatives on TikTok is difficult to trace by media indicators
CPC often remains stable, while CTR can fluctuate. However, the CR indicator decreases
dramatically leading to deterioration in overall promotion results

A To prolong the life of a creative on the platform even minimal changes to it help.
This allows you to restart it and get results comparable to the very beginning



