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1. How has acquisition changed?

2. The modern way to think about the funnel

3. Conversion best practices

Our Agenda



How has tech/startup growth 
changed in the last 5 years?

Hint: It’s not as straightforward as it used to be!
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Anyone else received this email?



REPLACE MEYou trying to win in paid social 



Social acquisition arbitrage is over –
It’s time to rethink the funnel



• Online interior design service that 
makes decorating fun, easy, and 
affordable.

• 100,000+ designs completed for 
happy clients.

• Design packages from $19 to $169

• Full ecommerce ordering from 
hundreds of furniture brands

A Brief Intro to Havenly
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The Consideration Spectrum



• Very literal and straightforward 
understanding of the 
product/service

• More of an acquisition retention 
game than conversion.

• Top of funnel volume focus –
expecting higher churn

Low Consideration Funnels



• Tend to see more drop off 
within the funnel

• Lots of research, returning, 
questioning, etc.

• Tactics: reviews, happiness 
guarantee / returns, 
testimonials, remarketing, 
welcome series, etc.

High Consideration Funnels



REPLACE ME

I’ll show you my funnel if you show me yours

Paid and organic 
acquisition channels

Take Havenly style 
quiz

Register Purchase interior 
design package

Select a designer Complete design

Purchase product

Complete design

Come back for a 2nd

package or to shop

We need to focus more on sustainable conversion



Conversion Best Practices



30%
Our conversion specialist test group 

conversion increase as compared to our non-
touched customer flow

• Automation can only get you so far 
(you need real people)

• How can you better support your 
customer’s needs?

• Blend marketing, CX, and sales

• What else can consumer 
companies learn from B2B (and 
vice versus)?

Consultative Sales (aka Conversion Specialist)



• First learn about your customer 
and then you can sell

• Builds one of the most 
defensible customer 
relationships

• You can overinvest in the 
customers that matter the most

Assisted eCommerce – to drive conversion!



• Build a need state rather than 
waiting for one

• Try before you buy - Providing 
value before you ask for 
payment creates trust

• You may be viewed as a vitamin, 
but you can still become a pain 
killer

Be a painkiller, not a vitamin



• Promotions should be late in the 
funnel

• Designed friction is helpful

• You can focus on optimizing your own 
funnel rather than paying FB to do it 
for you

• Drive inexpensive traffic volume and 
make the funnel more complicated

Low conversion can work



Q&A




