
A CONTEXTUAL 
UNDERSTANDING OF 
HUMAN BEHAVIOUR TO 
OPTIMISE END-USER 
CONVERSIONS.



Amicable specialises in helping married couples 

separate without involving lawyers. When they came to 

Reflect Digital it was with the objective to achieve a 

100% increase in new customer acquisition with just a 

50% increase in spend, while maintaining a minimum 

1,000 leads per month. 

We transformed Amicable’s account by following a 

data-led test and learn approach that layered in our human 

behaviour expertise to ensure laser-focused audience 

targeting that would minimise budget waste. . 

Our approach helped the client reimagine paid 

media and user experience touchpoints to deliver 

a journey that is truly customer-centric while 

ensuring the highest converting touch points were 

at the centre of the strategy. Since remarketing is 

not an option for Amicable, first impressions are 

everything

In just three months our campaign improved 

lead to client conversion rate by an average of 

12.73% and increased Google search customer 

acquisition by 151%!

These results are a testament to the innovative 

and creative thinking of the Reflect Digital team 

that allowed us to get Amicable in front of their 

most valuable markets to drive measurable impact 

on their bottom line. 

SYNOPSIS.



Amicable specialises in helping married 

couples separate without involving 

lawyers. 

The nature of their business means that 

they have strict marketing and remarketing 

guidelines. Amicable’s objective was to 

double their net-new customer acquisitions, 

specifically from Google Search with a mere 

34% increase in budget.

CHALLENGE & OBJECTIVES.



Amicable targets a broad market, to narrow this we looked 

at those who were most likely to convert across postcodes 

in England and Wales. 

We cross-referenced all lead generation touch points with 

Amicable’s sales information and conversion rate data to 

identify the specific geographical locations that held the 

highest conversion rates.

Not only did this give us the ‘best’ audience to target to 

achieve the greatest conversion rates, but it also supplied 

us with vital information about which conversions had the 

highest lead-to-sale rate.

AUDIENCE & TARGETING.



IMPLEMENTATION & CREATIVITY.

Generating first-touch conversions was a 

crucial part of this campaign due to Google’s 

restrictions around remarketing for divorce 

terms. 

Therefore, we were reliant on making strong first 

impressions and converting impressions to leads 

through to customers. We planned to leverage our 

human behaviour expertise to test different styles 

of messaging, to determine which would result in 

the most conversions, and then optimise our ads 

and landing pages based on these insights. 

Once we realised that more than half of traffic 

was being funnelled towards touchpoints at 

the lower end of this scale, our strategy was 

to reshape user interactions by leveraging 

this historic data to focus on the 

higher-performing touchpoints that would be 

most likely to result in an actual sale rather 

than just lead generation. 



IMPLEMENTATION & CREATIVITY.

Our paid experts, behavioural scientists and conversion 

rate optimisation team worked together to deliver a plan 

that spanned four key stages: 

1. Analysing the data to understand user patterns and 

which touchpoints yielded the highest ROI.

2. Leveraging our human behaviour insights to optimise 

landing pages.

3. Taking what we learned and applying this to ad copy.

4. Optimisation of chatbot scripts to align with the 

language that worked best for Amicable’s audience.



Challenge one: increasing conversion 

from first visits

As a result of the remarketing restrictions, and our 

reliance on the expensive and highly competitive 

key term “Amicable Divorce” (which saw huge 

losses in leads when we trialled removing it). We 

knew we had to optimise the site and create trust 

by understanding which routes to enquiry 

generated the most conversions was key, 

especially since they wanted to double new 

business acquisitions without big budget 

increases. 

Challenge two: maintaining leads

90% of Amicable’s ads were previously 

pointing to one landing page. Our strategy 

involved completely changing how the site 

generated new leads and as a result, we 

knew maintaining their lead objective would 

be a significant challenge. 

CHALLENGES.



RESULTS & IMPACT.

In just three months we increased Amicable’s 

average lead-to-customer conversion rate from 

5% to 12.73% with just a 24% increase in 

budget. We also drove a: 

● 151.5% increase in customer acquisition

● 39% increase in leads 

By the 12-month mark, we had successfully 

increased Amicable’s average 

lead-to-customer rate to 17.93% which gave 

them the financial figures they needed to 

unlock further investments and continue their 

growth plans. 

The results showcase how our human insights 

can significantly level up campaigns for our 

clients and help them not only reach their 

search goals but optimise their entire 

marketing strategy and approach. 



"Asking Reflect to achieve more with our existing budget without 

compromising our lead numbers was a big ask. The team pitched using a 

behavioural science approach laced with customer experience insights to 

inform our ongoing paid strategy. This involved several core optimisations 

including a complete overhaul of the user journey. After just three months we 

saw the number of leads to customer conversions double, contributing to the 

numbers we needed to secure further investment and help many more 

customers have a better divorce experience. Overall we're super pleased 

with how the project was executed and we look forward to the next stage of 

optimisations!" 

Pip Wilson | Co-Founder & CEO at Amicable


