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Executive Summary: Reversing the Q4 Efficiency Bleed.

THE SITUATION

Traffic dropped
significantly in Q4.

Visitors declined from
11.06M to 8.49M between

Nov-Dec 2025. Unique
Visitors are down ~26%.

ot

ROOT CAUSE DIAGNOSIS

1. Technical: Critical speed
failure. LCP is 4.6s (Target
<2.5s)and TTFBis 1.8s.

2. Organic: Ranking for
‘volume” (30K keywords)
but losing on “intent” to
competitors like Noise.

3.Creative: Ad messaging
prioritizes "lifestyle vibe"
over "specs, failing to
convert value-conscious
buyers.

THE RESOLUTION

1. Tech: Implement
Immediate server-side
caching and CDN
updates.

2.SEO: Launch
comparison and
price-category landing
pages.

3.Creative: Restructure
ads to feature high info
density and clear price
hooks.
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Website traffic and visitor retention dropped significantly in Q4 2025.

Monthly Traffic Volume (Millions) Bounce Rate Trend (%)
22%
21.06%
21%
20.10%
20% 19.73%
19%
18%
Oct 2025 Nov 2025 Dec 2025 Oct Nov Dec

INSIGHT: Unique visitor count declined 26.08% in November. The correlation between rising
bounce rates and falling traffic suggests a degradation in User Experience (UX) or relevance.
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The website fails critical speed benchmarks, directly impacting user retention.

LCP (Largest Contentful Paint) INP (Interaction to Next Paint) CLS (Cumulative Layout Shift)

4.6s 305ms

Homepage Site-wide Average Homepage
Neckbands: 3.0s Add to Cart Interaction: 1080ms

CRITICAL (Target <2.5s) CRITICAL (Target <200ms) WARNING (Target <0.1)

IMPACT: A 4.6s load time and a 1-second delay on ‘Add to Cart’ creates high
friction, contributing to the 21% bounce rate.
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Server response (TTFB) and Render Delays are the bottlenecks for page speed.

Deep Analysis LCP: 8.22s Total

Resource
TTFB (1.8s) Load (1.65) Element Render Delay (6.58s)
Server Response Slow Browser Painting Delayed

Code-level Findings:

1.Missing h1 tags (SEO Impact)
2.Invalid HTML elements in <head>
3. Pagination URLs missing anchor tags
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Immediate engineering fixes required to
stabilize Core Web Vitals.

FixLCP & TTFB Fix Render Delay Fix CLS & INP

| Enable server-side | Remove ‘lazy load’ V[ Add ‘min-height’ (px or
and browser (client- from Hero images/LCP vh) to Hero sections
side) caching elements
| Optimize script files to
| Implement CDN to [ Add ‘priority’ tags to minimize background
reduce client-server critical resources processing
distance

V| Use ‘async’ or ‘defer’

] Clear unused files in for blocking CSS/JS
the Database files
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boAt wins on Keyword ‘Coverage’ but is losing on
‘Efficiency’ and Intent.

Total Keywords Traffic Value Trend
29./K 10
30 A +5.00%
o Higher Volume - Growing
~ g £ o Value
= o
o - i
34 L Declining
-10 v
-10.29%
0
boAt Competitor Avg boAt Noise/Portronics
THE PARADOX:

We are expanding our footprint (+2.18% keywords) but losing Top-3 positions. High volume with
declining value indicates we are ranking for low-intent terms while competitors steal commercial traffic.
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Threat Analysis: Noise is capturing high-intent
‘Price’ and ‘Best’ queries.

The Strategy Gap

Competitor Profile:

Noise (gonoise.com)

General

boAt wins here.
Awareness

V| Traffic Cost: $1.56K (Higher
Efficiency)

smartwatch price

v/ Shared Keywords: 56 Commercial best smartwatch
Intent under 22000

Noise wins here. Noise model
specs

Implication: boAt is losing traffic on keywords

it already ranks for because Noise answers the
commercial intent better.
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Long-tail competitors and retailers are eroding
share via specific niches.

B , boAt

 Winning on ‘earphones),

‘chargers’, ‘mobile accessories'. Market Share

» Strategy: Massive long-tail blog
coverage (33.9K keywords).

L3
S
‘&
* Winning on ‘Product + Price + Availability’.

« Strategy: Stealing bottom-of-funnel traffic due
to lack of Price Pages.
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Strategic Pivot: From ‘Volume' to ‘Commercial
Intent’ pages.

Organic Strategy

Comparison Pages Price-Category Pages Page Refresh

Update Schema &
FAQs on declining
product pages.

Capture budget intent.
Ex: Best Earbuds
under ¥2000.

Capture ‘vs’ queries.
Ex: boAt vs. Noise,
boAt vs. Fire-Boltt.

Internal Linking: Blog -> Product -> Category

&1 NotebookLM



Ad Copy Audit: ‘Lifestyle’ messaging is failing to
convert against ‘Spec-Heavy' transparency.

CURRENT (boAt) BEST PRACTICE (Noise)
‘Seamless sound.’ "1.39 TFT Display.
‘Never-ending playlist.’ “100W Fast Charging.
'Vibe with the beat. ‘Starting at %1,399.

Vague. Emotional but not rational. High Info Density. Explicit Specs.
Does not answer ‘Why buy now?”’ Price Hook.

Psychological Insight: Specifics trigger the rational brain and validate the purchase.




Visual Strategy must elevate the product’s ‘Premium’ feel over general lifestyle imagery.

Current Issue Recommendation

Busy background, product secondary, model dominates. High contrast, texture focus, ‘Tech-Forward’ presentation.
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Optimization Framework: High Information Density and Price Clarity.

Value Prop: ‘Premium look
for low price’ hook.

Structure: Bulleted list of specs
(100W Charging, GaN Tech).

Visual: Hero product shot,
no distractions.

Pricing: Explicit
‘Starting at ¥1,399'.
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Execution Roadmap to Reverse Q4 Decline.

Start Q4 End Future

PHASE 1:
IMMEDIATE
(Tech Stabilization)

amn |mMplement Server-
=2= side Caching

o= Fix LCP/TTFB amm Optimize ‘Add
(Remove Lazy Load) & cart Script

PHASE 2: , Launch ‘DoAt vs Deploy ‘Under 2000 —
SHORT TERM E’ﬁ Noise' Pages @\ Category Pages Schema Update
(SEO Pivot)
i R A R S i R i s S LA L TR N S SR
PHASE 3: - A/B Test New Product A Performance
ONGOING ‘Spec-First’ Ads Photography il Monitoring
(Creative)




REGAINING THE EDGE

boAt maintains brand dominance in volume, but technical friction
and vague messaging are bleeding efficiency. By tightening Core Web
Vitals to <2.5s and pivoting content strategies to capture the high-
intent ‘commercial’ traffic, we can reverse the 26% visitor decline
and reclaim market leadership.

For Detailed research results, click on -

https://docs.google.com/document/d/11AZf3SEHgtugzPQdukIE6HWV84jAGdhsSKkgBXW5QGs/edit?tab=t.0

Q4 2025 boAt Lifestyle Strategy Team
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Tools and websites used

O ahrefs Google Ads

SOC'A‘—B'-A':E“II Scre@mingfrog SEMRUSH . KEYWORD PLANNER

Google
m Meta ‘%SimilarWEb # PageSpeed lngsiqhts
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