


How to use this guide

Every conversion fix has a cost, a timeline, a risk profile, and a brand dimension.
This guide breaks all of them down so you can prioritize by actual return

on investment (ROI).

This book answers the question: What does it cost, in time, money, risk, and brand
equity, to fix conversion issues? Use this information alongside your analytics to build

a prioritized roadmap.

Difficulty & time

How much time and effort does it take
to implement, from quick CSS tweaks
to full dev sprints, calibrated for lean
in-house teams?

w
Implementation cost

What does it realistically cost
for internal teams or agencies, including
testing overhead?

Risks if not fixed
What happens if you delay? What are

the compounding costs of lost sessions,

eroded trust, and competitive gaps?

Dev & support

Who do you need to involve:
solo marketer, front-end dey,
or full platform config expert?

Revenue impact

How much revenue uplift can you model,
tied to booking volume and average
order value?

®

Brand impact

How does it shape traveller perception,
from accessibility wins to stronger
identity signals?



All 10 fixes at a glance

Fix

Overloaded
navigation menu

Search date range
picker

Difficulty /
Risk level

Medium /
High if skipped

Very low /
High if skipped

Cost range

£200 to £800

£100 to £300

Revenue uplift

5x mobile

abandonment risk

+35% checkout
starts

No seasonal pricing Low-med / £500 to £2 500 +17% booking
context Medium ' intent
Deal card truncated Very low / £100 to £300 114% offer CTR
copy Medium
Search results with Medium / £800 to £3 500 +26% result
no filter or sort Medium ' engagement
Mega-menu with Medium / +31% menu
no visual hierarchy Medium £1,200 to £4,000 click-through

. Low / 0
Auto-advancing High + £0 to £400 +24% hero CTA

carousel

Trust signals below
the fold

Offer cards missing

compliance

Low /
High if skipped

Very low /

£150 to £250

engagement

+19% search
starts

[0)
a CTA button High if skipped £0to £300 +28% card CTR
- 0,
F’rorr_lo code Low_med / £0 to £300 +17% se_arch
in primary search bar  Medium completion

Cost ranges assume EU-based internal teams or agency delivery. Revenue uplifts
are modelled from industry benchmarks and prior client implementations. Actual
results vary by traffic volume, AOV, and baseline conversion rate.



FIX 1
Overloaded navigation menu

EDwhers ta? B select dates o Exploce | Shareexeursians |

Carnival Cruise Line excursions Celebrity Cruices excursions
Disney Cryise Line sxcursions Emerald Crulses sxcyralans

Hurtigruten excursions HX Hurtigruten Expaditions MSC Cruises axcursions

Dceania Cruises excursions P&D Crulses excursions Ponant excursions Princess Cruises axcursions
Cuiark Expeditions excursions Regent Seven Seas Cruises Riverside Luxury : Roval Caribbean International
BXCUrSIONS BNCUrSIOnS BRCUrSIOns

4 s e s A e e ———

Curated guided tolrs that are fully customizable and focally led

Category:

v ©

Navigation and search UX 8hrs

Difficulty

Medium

CMS menu structure update + layout refinement. No major custom code,
but requires design cleanup and mobile QA.

</> Dev & support

Marketer only
Marketer + front-end dev



F

@ Cost estimate

£200-£800

Internal: 4-8 hrs labour.
Agency: £300-£800 depending on menu rebuild and QA across breakpoints.

%) Revenue impact

-bx task abandonment risk on mobile

Baymard notes that mobile users are five times more likely to abandon a task
when the site isn't optimized for mobile.

A Risk if not implemented

When the primary action is hidden, high-intent visitors have to hunt for it,
and many never reach the conversion point.

( -25% conversion rate from high-intent arrivals who never reach the CTA

Compounding effect: Paid traffic from Google, Meta, and metasearch is being
sent to a page where the key action is not immediately visible. That wastes
acquisition spend, increases cost per booking, and leaves booking volume flat
even as traffic keeps coming in.

o’ Brand impact

A hidden CTA makes the brand feel less confident and less
conversion-ready. Putting the action in clear view signals
clarity, trust, and intent, which matters especially on mobile
where attention is limited.



FIX 2

Search bar has no date range picker
visible on load

Vacation ideas  Cabins & Chalets  Destinations  New Years Eve  Christmas @ DE i N

Rent alpine cabins, mourtain cabins, and chalets in the Nps
Cabin vacation in the Algs in over 600 cabins and chalets

Welcome to your "hut vacation urgemitiich” Inone of over 600 huts, alpine huts, mountain huts, ski huts, hiking huts and chalets of all categories in Austria, Germany, France, italy,
Switzerland, the Alps and throughout Europe!?

& Ay questions?
Category:
@ ©
Conversion | Booking UX 2hrs
Difficulty
Very low

Two input fields replacing one. No backend changes needed.

</> Dev & support

Front-end only

HTML + CSS edit. Datepicker library likely already in stack.
1to 2 hrs including QA.



@ Cost estimate

£100 to £300

Free internally if datepicker exists.
Agency: £150 to £300 for implementation and testing.

%) Revenue impact

+35% checkout starts

Friction at the first booking interaction is the single highest-impact drop-off
point. Surfacing arrival and departure fields immediately reduces hesitation
and increases search submissions.

A Risk if not implemented

Users who see "Arrival" as a single field do not know if they are booking a night
or a week. Ambiguity at the search stage kills intent before it builds. Where
stays are typically multi-night and dates drive pricing, a vague date input reads
as an incomplete product.

52% of travellers abandon a booking in 2026 due to poor digital experience.
A single-field date input is the first moment of friction in the entire funnel.

Compounding effect: For a catalogue of 600+ properties, search is the gateway
to every listing. Any drop-off at this stage multiplies across the entire inventory.

o’ Brand impact

Competitors like Airbnb and Booking.com use inline date
range pickers as a baseline. Users arrive from those platforms
with conditioned expectations. A weaker search input signals
that the product was not built to modern travel UX standards,
which is damaging for a brand positioning itself as a premium
Alpine specialist.



FIX3

No seasonal pricing context
on the main search

Discover the best time to book your next stay

e Ul ()

Landan Edinburgh Liverpoal Yark Manchester Glazsgow Benidorm Blackpool Paris Budapest

May EBG-£270 ¥
June £100 - £270 >
duly £106 - £318 >
August E110 - £270 >
September £100 - £240 »

October £90-£220 >

Movember £B0 - £200 >

Popular searches

Cities Destinations

Category:
o ©
Discovery 3-5 days
¥ Difficulty
Low to medium

Requires a data layer mapping average prices per destination per month.
Ul component is straightforward once data exists.

</> Dev & support

Front-end + data/backend

One developer and one data owner. Price ranges need to be maintained
or auto-pulled from booking engine.



@ Cost estimate

£600 t0o £2,600

Internal: 3 to 5 dev days if pricing data is accessible.
Agency: £1,500 to £2,500 including data integration and QA.

%) Revenue impact

+17% booking intent

Users who engage with price calendar modules are significantly more likely
to start a search. Showing price ranges by month reduces the uncertainty
that causes users to leave.

A Risk if not implemented

Users who do not know whether Alpine cabin prices are seasonal will assume
peak pricing year-round and abandon without searching. Price transparency
at the discovery stage is one of the highest-leverage trust signals in travel.
Without it, you are invisible to the budget-conscious planner who would book
if they knew October costs half of August.

67% of travellers say unexpected price changes are the top reason
they abandon a booking.

o’ Brand impact

Showing seasonal price context makes the brand

feel transparent, helpful, and in control of the planning
experience. It signals that you understand how travellers buy
and that you are not hiding the budget question behind extra
clicks. Price transparency is also linked to trust and loyalty,
which strengthens the brand beyond the immediate
conversion lift.
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FIX 4

Deal cards with truncated descriptions

All arrangements
& Spring Deal 2026 | 20% discount 6
Three nights away? Book now and benefit fram a 208 spring discount! Valid for 1.or 2 Lowest Price Guarantee
pecpde with & chaice of 34 haotels Ihrllughalll the When you hook directly via

Bastionhotels.com, we can
guaranten you the lowest price for

Lowiest Price Guarantes View deal your stay,

& Spring Deal 2026 | 15% discount

Two nights away? Book now and benefit from a 15% spring discount! Valid for Lor2 Free parking.

praple with & chalce of 34 hatels throughout the.
Biastion Hotels always prowides

parking spices, Parking is free at

aimost all of our hotets
Lowest Price Guarantes m

¢ Spring Deal 2026 | 10% discount

)))

Category:

® ©

Conversion and of'fers 2-4 hrs

¥ Difficulty

Very low
CSS line-clamp adjustment or copy edit. No logic changes required.

</> Dev & support

Front-end only or copywriter

Either expand the visible text allowance or rewrite descriptions so the key
benefit lands before the truncation point.



~.

@ Cost estimate

£100 - £300
Agency: £100 to £200 for copy review and CSS fix across deal card templates.

%) Revenue impact

+14% click-through on offer cards

The entire value proposition of a deal card is its offer. Truncating the description
before the benefit is stated means users are clicking through blind or not
clicking at all.

A Risk if not implemented

"Book now and benefit from a 20% spring discount! Valid for 1 or 2 people with a
choice of 34 hotels throughout the.." is not a complete offer. The user does not
know the region, the dates, or whether it applies to them. Ambiguity at the offer
stage creates hesitation. In a deal-driven category, hesitation is abandonment.

Cards with complete benefit statements convert at 2x the rate
of truncated equivalents.

o’ Brand impact

A deal card that ends with "throughout the..." signals

that the site was not reviewed from a user perspective before
launch. For a brand competing with OTAs that have dedicated
merchandising teams, this level of copy craft detail is the
visible difference between a platform users trust and one
they bounce from.



FIX5

Search results with no filtering
or sorting controls

Cheap bus tickets to Ontario, CA

Grayhound LIS Oh30m &
1:00AM E Monia, A
Bus Stop _,,:..';’,,f...,-
1:30AM Ontario, CA
Maontclair Place
'E Economy $4 Find now
FlixBus Oh 40m &
11:50 PM Leos Angeles
Unian Station
12:30 AM Ontann, GA
Montclair Place
‘5 Economy $6 Find now
FlixBus Oh 40m &

11:50 PM Los Angeies

Union Station

42-AN AR Oatario, C4

Category:
Q ©
Search and results UX 3 to 7 days
Difficulty
Medium

Requires filter state management and sort logic. Straightforward if results
are already held client-side. More complex if each sort triggers a new API call.

</> Dev & support

Front-end developer

One mid-level front-end deuv. If results are client-side rendered, filtering
and sorting can be implemented entirely in JS without backend involvement.



@ Cost estimate

£800 to £3,600

Internal: 3 to 7 dev days depending on data architecture.
Agency: £2,000 to £3,500 including UX design, build, and QA across
device sizes.

%] Revenue impact

+26% result engagement

Users who can sort by price, duration or departure time engage with
significantly more results and are substantially more likely to select one.
Unfiltered lists punish users with multiple options and no way to prioritise.

A Risk if not implemented

A results page with no controls is a list, not a tool. Users comparing Greyhound
at S4 against FlixBus at $5 need to understand the full trade-off: price, duration,
departure time, and stops. Without sort or filter, users with specific constraints
(early departure, shortest journey, cheapest) cannot self-select. They leave

to find a tool that lets them.

42% of users abandon search results pages if they cannot filter to their
needs within the first scroll.

o’ Brand impact

Kayak, Rome2rio, Omio and Busbud all ship filter and sort

as the baseline interaction pattern for transport results. Users
arrive with that mental model already set. A results page
without these controls reads as unfinished. For a platform
positioning itself as a travel planning tool, the absence of
result controls is a credibility gap that undercuts the entire
product proposition.



FIX 6

Mega-menu has no images, icons
or visual grouping

Top activitios  Top lardmarke  Explom the workd

Top categorkes 3 Walkirg Tours in Rome Histaricad Tours in Paris Walking Tours in Barcelona
Hstorical Tours in Rome Diay Trips In Florence ‘Wine Tastings in Florence
Top Midde East & Africa tours >
Day Trips in Landsn Histarical Tours in London Dy Triges ins Rey hjineik
Top Asis tours > Walking Tours in Paris Cuural Towrs in Barceiona Dayy Trips in hexico City
Top Austraka & the Paciic tours »
Top Caribboan taurs 5
Top Central & South Amernca taurs >
Top Eurcps tous: &
Tap Noeth Amedca tours ¥
24/7 customer support Earn rewards Millions of reviews Plan your way
M maottor Hho fime 7one we're bao 0 Fuwnlrra aom mdocm and ronoat weth Plan and hank with canfidonco scina Qiaur flowibla with fraa ~rancollatinn and
Category:
.
Navigatio 2 to 4 days
Difficulty
Medium

Requires redesign of the mega-menu component. Navigation logic stays
the same but the template needs image support and visual grouping added.

</> Dev & support

Front-end developer and designer

One designer for layout and icon/image selection, one front-end dev
for component rebuild. Content team needed to source destination thumbnails.
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@ Cost estimate

£1,200 to £4,000

Internal: 2 to 4 dev days plus design time.
Agency: £2,500 to £4,000 including design, build, image sourcing and QA
across breakpoints.

%] Revenue impact

+31% mega-menu click-through

Navigation menus with visual cues, such as destination thumbnails, category
icons, or grouped layouts, consistently outperform text-only equivalents
on click-through rate. Users scan visually before they read.

A Risk if not implemented

Users opening the menu see 20+ text links with no differentiation. There is no
visual anchor, no sense of scale or geography, and no signal about what kind of
experience each destination offers. Users who cannot quickly identify a relevant
link close the menu and either search directly or leave. In a catalogue-driven
business, navigation drop-off is invisible revenue loss.

Navigation with no visual hierarchy reduces discoverability by up to 50%
compared to grouped or image-led equivalents.

o’ Brand impact

GetYourGuide, Airbnb Experiences and Klook all use image-
led navigation as standard. Viator is a TripAdvisor company
with a globally recognised brand. A text-only mega-menu
reads as a legacy CMS constraint, not a deliberate design
decision. For a platform selling experiences, the navigation
itself should feel like one.



FIX7

Auto-advancing hero carousel
with no pause or skip

™ Taolk with us! i @ n a Subsrriie b ewaleiie Subscribe l B en

Hertzrnoe

Rentals USARentals Tours Oeals Partners Locations  About us Rent a Momecyce Back a Tour

Spanish Trea n'Mdlaga & Barcelonal
Switch off Routine Made, Th ry “valigHfor pik ups until August 24th,

Category:
= ©
Accessibility 4to8hrs
Difficulty
Low

Add a pause button and disable auto-advance on user interaction. Most carousel
libraries support this natively. WCAG 2.1 Success Criterion 2.2.2 requires it.

</> Dev & support

Front-end dev

One developer. Pause control is typically a config flag or a small JS addition.
30 mins to implement, remainder for QA and accessibility testing.



@ Cost estimate

£0 to £400

Free internally if the carousel library supports pause.
Agency: £200 to £400 including accessibility audit sign-off.

%) Revenue impact

+24% hero CTA engagement

Static hero images or user-controlled carousels consistently outperform
auto-advancing ones on primary CTA click-through. Users who see the carousel
advance before reading the offer feel no urgency to act on any slide.

A Risk if not implemented

Auto-advancing carousels that cannot be paused are a WCAG 2.1 Level AA
violation under Success Criterion 2.2.2 (Pause, Stop, Hide). Users with vestibular
disorders, attention difficulties or cognitive impairments are directly harmed by
motion they cannot control. Beyond accessibility compliance risk, the pattern

is also known to suppress conversion: users shown multiple rotating messages
form no clear understanding of the primary offer.

Websites with auto-advancing carousels see first-slide CTAs clicked only 1%
of the time on average.

o’ Brand impact

Hertz is a globally trusted brand. A carousel that cannot be
paused, on a site selling motorcycle rentals to an audience
that skews experienced and deliberate, signals that the digital
product was not built with the same care as the physical one.
Accessibility failures are increasingly visible in public audits
and press coverage. For a brand of this scale, the reputational
risk of a documented WCAG failure outweighs the cost

of the fix by a significant margin.



FIX8

Trust signals placed below the fold on
a high-friction concept

DAYUSE

A room up to 75% off the nightly rate, Enjoy the hotel's services and have a
timeless experience.

(=) Frua cancallatian

Category:
0 ©
Trust 4to6 hrs
¥ Difficulty
Very low

Move "Payment at the hotel" and "Free cancellation" badges above the search
bar or inline with the headline. No logic changes, CSS repositioning only.

</> Dev & support

Front-end only

One person. This is a layout reorder, not a rebuild. 1 to 2 hrs implementation
plus QA.
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@ Cost estimate

£160 to £250

Agency: £150 to £250 for design review, implementation and cross-device QA.

%) Revenue impact

+68% to conversionrates

Users arriving for the first time carry significant scepticism about pricing,
payment timing and cancellation. Every additional second of hesitation before
the first search input reduces the likelihood of completion.

A Risk if not implemented

The two trust signals that directly address those fears are currently placed
below the search bar, meaning users may never see them if they bounce before
scrolling. The objection is raised by the headline and answered below the fold.

Trust signals placed above the primary CTA increase conversion rates by 12
to 19% compared to the same signals placed below it.

o’ Brand impact

The visual execution of the Dayuse homepage is strong: bold
typography, a confident hero image, clear value statement.
The trust badges undercut that confidence by appearing

as an afterthought. Moving them above the search bar
completes the brand story the headline starts. For a brand
built on reframing how people think about hotels, the layout
should be as unconventional and deliberate as the

concept itself.
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FIX 9

Guarantee messaging lacks visual connection
to the primary search widget

I{.L- We're saying NO to flight surcharges this summer!

We're taking a stand against fuel surcharges - that means clear package holiday pricing and no hidden cost hikes on ANY fllghts. Even If your alrline does
add surcharges after you boak, we'll cover the cost. Just ane of many (easons why millions choose lovehalidays.

Why book with us

Loved by mH_IIens . . ATOL protected
( J Join cvar 13 million peaple who've travalled with A ar
ug b

Peace af mind and before your holiday

% Spread the cost

Deposits Trom £190 snd pay monikly splisns

o Packaged by us, chosen by you Best Price Promise E Huolidays at your fingertips
Find your parfact holiday i 5 few simple tEps W Find & cheaper deal in 7 days - we'll Daat it Rated 4.9 on the App Store and 4.8 on Google Play

Category:

* ©

Value proposition prominence 3tob5hrs

Difficulty

Very low

Add a CTA button to each card and move the pricing basis line ("based on
2 adults + 2 kids") inside the card, below the price. CSS and copy change only.

</> Dev & support

Front-end

Requires moving an existing text asset/component into the form container
and styling it as a high-visibility badge.
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@ Cost estimate

£0 to £300

Free internally. Agency: £150 to £300 for design, implementation and QA
across breakpoints.

%) Revenue impact

+15% result page progressions

Displaying unique price guarantees directly within the booking funnel increases
user progression to the results page by up to 15%.

A Risk if not implemented

Users facing high travel inflation may miss this massive differentiator entirely
if it reads as generic header text, leading to standard bounce rates.

Promotional guarantees presented as text blocks see 40% lower message
recall and engagement than when styled as explicit visual badges.

o’ Brand impact: accessibility dimension

When a brand eliminates a major industry friction point

like hidden fees, the presentation must match the confidence
of the claim. Burying an important financial guarantee in a
standard text layout can dilute its credibility. Transforming
the promise into a prominent, dedicated badge immediately
establishes upfront transparency, strengthening user trust
and confidence from their very first interaction.
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FIX 10

Promo code field occupies primary search bar
space on homepage

MINOR | I NSCOVERY

Welcome vy 45068

e » . : Flexi 1 has il )
Visit Amsterdam, Vienna, Milan, Lima, - i }'ﬁt r b

e cancellat
and many destinations more ' -
with up to 25% savings.

Category:
Q ©
Search UX 2to4hrs
Difficulty
Low-Medium

Move the promo code field to the booking confirmation or checkout step,
or collapse it behind a small "Have a promo code?" text link below the search
bar. No backend changes needed.

</> Dev & support

Front-end only

Layout change to the search bar component. 1 to 2 hrs implementation plus QA
across breakpoints.



@ Cost estimate

£0 to £300
Free internally. Agency: £150 to £300 for implementation and QA.

%) Revenue impact

+17% search bar completion

The visual noise of an empty, unnecessary field reduces confidence

in the interface before a single character has been typed. For a brand running
a "best price guarantee" message directly below, an interface that looks
cluttered contradicts the clarity that message depends on.

A Risk if not implemented

Travel is a category with high decision deferral. Without a concrete reason

to book now, most visitors who don't complete in the same session won't
return. For routes, departures, or accommodation types with genuinely limited
availability, this means giving away the most persuasive closing argument
and leaving it unused.

( —-20% same-session booking rate

o’ Brand impact

A search bar that devotes a quarter of its width to a rarely
used field reads as a CRM team overriding UX best practice.
Moving the promo code to checkout keeps the homepage
experience clean and uncluttered while losing nothing for
the users who actually have one.



What's next?

Stop estimating. P
Start measuring and improving. !

You now have the financial model. The next step is applying it to your
actual funnel, where the numbers look different from any benchmark
because your visitors, routes, and pricing are yours.

COAX audit, done for you

¢ Full behavioral analysis of your real traveller segments

¢ Mapped booking funnel with exact drop-off rates at every step
* Prioritized test roadmap tied to your actual revenue gaps

¢ Delivered in 2-5 business days

e Free initial assessment. No commitment.

] )

+28% booking lift 16 yrs building 4.9/5 Clutch rating
for a 120k/mo visitor conversion-focused across 90%+ senior
travel marketplace products across delivery team

travel, transport,
and e-commerce

Write to get your free conversion audit

sales@coaxsoft.com

2 to 5 business days Free No commitment required
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