SYNTHETIXMIND

IT SOLUTIONS LTD

Marketing Full Audit —
electroline.cy

Comprehensive Marketing Health Assessment

Version: 1.0 — Datum: 25 March 2026

SYNTHETIXMIND Marketing Division
Lead Marketing Auditor

Digital Strategy Team
SEO & Conversion Specialist

SYNTHETIXMIND IT SOLUTIONS LTD 25 March 2026
Evagora Pallikaridi 38, 8010, Paphos, Cyprus Paphos, Cyprus
https://synthetixmind.com


https://synthetixmind.com

Marketing Full Audit — electroline.cy — SYNTHETIXMIND

Table of Contents

L EXECULIVE SUMIMIA Y ettt ettt e et e e et e e et e e s 4
1.1 Top 3 Strengths ..o e 4
1.2 Top 3 Critical Gaps « oo oottt e e e 5

2 DImMeNSioON SCOMECANA ...ttt ettt et e e i e 6

3 Content & MESSagING ...ttt e 7
3.1 What Our Specialists Found ........ ... i i 7

3.1.1 Homepage Hero — No Value Proposition ........... ..., 7
3.1.2 About Us — Registration Details, Not Brand Story .................... 7
3.1.3 Product Pages — Feature-Led Copy With No Benefit Framing ......... 8
3.1.4 Brand Voice CoNSIStEeNCY ...t e 8
3.2 What This Means for the BUSINeSS ... e 8
3.3 ReCOMMENAAtioNS ..o 8

4 Conversion Optimisation ... ... 10

4.1 What Our Specialists Found ...t e 10
4.1.1 No Primary CTA Abovethe Fold ...... ... i 10
4.1.2 Product Pages — No Add-to-Basket CTA Styling ...................... 10
4.1.3 CTA FreQUENCY . ..ttt ittt et e et e e e e e e e 10
4.1.4 Social Proof on Conversion Pages ..., 10
4.1.5 Forms and Lead Capture ...ttt e 11
4.1.6 Urgency and Scarcity Signals ... 11

4.2 What This Means for the Business ... 11

4.3 RecommeNndations .. ...t e 11

5 SEO & Discoverability ... e 13

5.1 What Our Specialists Found ........... i e 13
5.1.1 Domain and Redirect ISSUe ....... ..ot e 13
5.1.2 Meta Title ..o 13
5.1.3 URL SErUCTUre . .. e 13
5. 0.4 HL USAQ@ .o 14
5.1.5 Content Marketing . .......ouiiiii e 14
5.1.6 Mobile & Speed ... 14
5.1.7 Internal LINKiNg ... e 14

5.2 What This Means for the BUSINeSS ...ttt 14

5.3 ReCOMMENdations ... e e 14

6 Competitive POSITIONING ... e e 16



Marketing Full Audit — electroline.cy — SYNTHETIXMIND

6.1 What Our Specialists Found ............o i e 16
6.1.1 No Differentiation Statement ........ .. ... i 16

6.1.2 No “Why Choose Us” SeCtion ...t 16

6.1.3 Competitor Context ... 16

6.1.4 Price POSItiONING . ..o 17

6.1.5 Niche Specialisation — Electroline Home ............................ 17

6.2 What This Means for the BUuSiNgess ...... ..o 17
6.3 ReCOMMENAAtiONS ... i e 17

7 Brand G TrUSE ..t e 18
7.1 What Our Specialists Found ........ ... e 18
7.1.1 Physical Trust Signals — Present But Buried .................cooo.... 18

7.1.2 Digital Trust Signals — Absent .......... .. i i 18

7.1.3 SSL and Technical Trust ....... .ot i 18

7.1.4 Visual Brand ConsSistencCy ... 19

7.2 What This Means for the BuSiNesS ...........coiiiiiiiiiii i 19
7.3 Recommendations .....ouuii i 19

8 Growth & Strategy ... e 20
8.1 What Our Specialists Found ............o i e 20
8.1.1 Email Capture — Exists But Underperforming ....................... 20

8.1.2 Social Media — Present But Unverified ............ ...t 20

8.1.3 Retargeting and AnalytiCs ...... .. 20

8.1.4 Loyalty Programme ... ..ot 21

8.1.5 Content Marketing and SEO Growth ............ ... . oL, 21

8.2 What This Means for the BUuSiNgss ...t 21
8.3 ReCOmMmMENAatioNS ... o e 21

9 Prioritised Recommendations ... ... e 23
10 30-Day ACtion Plan ... e 25
11 About SYNTHETIXMIND ...t e e i 26
11.1 What Happens NexXt . ... i 26



Marketing Full Audit — electroline.cy — SYNTHETIXMIND

1 Executive Summary

Client: Electroline (Alpan Group Limited) — electroline.cy

Audit date: 25 March 2026

Pages audited: Homepage (electroline.cy/en/), Product page (MacBook
Neo), Shop Finder, About Us (campaigns/about-us/)

Overall score: 47 / 100 — Moderate: Significant improvements
needed

Electroline is one of Cyprus’s most established consumer electronics and home
appliance retailers, operating since 1999 under the Alpan Group with 9 physical
stores across Nicosia, Limassol, Larnaka, and Paphos. The business has a strong
offline foundation — a recognised brand, significant store network, and broad
product range spanning computing, home appliances, audio/visual, garden, tools,
and toys.

However, the online presence does not reflect the brand’s market position. Our
analysis found a significant gap between Electroline’s physical credibility and its
digital marketing maturity. The website functions primarily as a product catalogue
with no deliberate conversion strategy, no articulated value proposition, and no
trust-building architecture.

This audit documents that gap in full and provides a prioritised, actionable
roadmap to close it.

1.1 Top 3 Strengths

Established brand & store network 9 stores, founded 1999, member of Alpan
Group — significant offline credibility
available to leverage online

Broad product breadth Smartphones, laptops, appliances, garden,
LEGO, fitness — unusually wide range
creates natural cross-sell and upsell
opportunities



Marketing Full Audit — electroline.cy — SYNTHETIXMIND

Newsletter capture present

A newsletter subscription prompt ("Never
miss another offer") is present at the
bottom of the homepage — the mechanism
exists, but is underutilised

1.2 Top 3 Critical Gaps

No value proposition

Zero conversion architecture

No social proof whatsoever

Homepage has no statement of why customers
should choose Electroline. The hero section
contains only a product carousel — no headline,
no differentiation, no brand positioning

No primary CTA above the fold on any page
reviewed. No urgency triggers, no social proof,
no trust signals on key conversion pages

Despite 25+ years in market and 9 stores, no
testimonials, reviews, press mentions, or
customer count signals appear anywhere on the
website
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2 Dimension Scorecard

Content & Messaging No value proposition;
feature-led product
copy; generic H1

Conversion Optimisation 9 20 No above-fold CTA; no
social proof on
conversion pages; no
urgency

SEO & Discoverability 11 20 Weak meta title; basic
URL structure present;
no content marketing

Competitive Positioning 5 15 No differentiation claim;
no "Why Electroline"
narrative

Brand & Trust 6 10 Contact details present;

no customer reviews or
testimonials

Growth & Strategy 5 10 Newsletter form present
but no lead magnet;
social links unverified

TOTAL 47 100 Moderate —
Significant
improvements
needed
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3 Content & Messaging

Score: 11/ 25

Status: Poor — The site’s content architecture does not communicate who
Electroline is, what it stands for, or why a customer should choose it over
any competing retailer.

3.1 What Our Specialists Found

3.1.1 Homepage Hero — No Value Proposition
The homepage (electroline.cy/en/) opens immediately with a scrolling product

carousel. The only copy appearing above the fold is the navigation menu and the
slider headline: “Find Tech & Home Appliances” — a purely categorical
statement that describes the product type, not the brand.

There is no H1 heading that communicates a brand promise. There is no strapline,
no differentiating claim, no reason to choose Electroline. Compare this to a retailer
like Kotsovolos (Greece) whose homepage leads with benefit-driven messaging
and store count. Electroline’s homepage communicates nothing that a blank
product directory could not.

3.1.2 About Us — Registration Details, Not Brand Story
The About Us page (electroline.com.cy/campaigns/about-us/) contains the

following copy in its entirety: “Electroline is a member of the Alpan Group
Limited and was founded in 1999. It is one of the biggest and most
renowned store networks for electrical appliances and tech products
with 9 stores across Cyprus...”

This is corporate registration copy, not a brand story. There is no mention of
customer service philosophy, no human element, no statement of expertise, no
reason for a customer to feel confident choosing Electroline over an online-only
competitor.
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3.1.3 Product Pages — Feature-Led Copy With No Benefit
Framing

The product page for the Apple MacBook Neo A18 Pro (mbook-neo-13-al8p-8-256-

ido/) contains the following as its complete product description: “The Apple

MacBook Neo Al8 is an impressive Mac at an amazing price. With a

durable design, beautiful colors, and powerful features, it offers a

magical new way to fall in love with Mac again, every day.”

After this single sentence, the page goes directly into a specification table. There
is no benefit-oriented copy — no “who is this for?”, no “what can you do with
this?”, no contextual framing for the buyer. The copy that does exist uses vague,

generic language (“impressive”, “amazing price”, “powerful features”) with no
specificity.

3.1.4 Brand Voice Consistency
The site shows no consistent brand voice across pages. The homepage has no

copy to establish tone. The about page is corporate. The product pages vary
between generic marketing language and raw specification tables. There is no
apparent editorial standard or copywriting framework in use.

3.2 What This Means for the Business

A visitor arriving at electroline.cy/en/ for the first time has no reason to stay
beyond browsing price. Without a value proposition, the site competes entirely on
price — which means Electroline is competing with every online retailer in Europe
rather than leveraging its local network advantage.

Estimated impact: 15-25% of homepage visitors leave without browsing a single
product, based on industry benchmarks for category-only hero sections.

3.3 Recommendations

m_

CM-1 Add a primary H1 to the homepage hero: Low (1 day)
e.g. "Cyprus's trusted electronics &
appliances retailer — 9 stores, online
delivery & click & collect"

CM-2 Rewrite the About Us page with brand Medium (2-3 days)
story, founding narrative, staff numbers,
customer service commitment, and 1-2
customer quotes
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CM-4
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Create a product copy template with
three mandatory sections: (1) Who this is
for, (2) Key benefits in plain English, (3)
Technical specs. Apply to top 50 products
first.

Define a brand voice guide: tone,
vocabulary dos and don'ts. Apply
consistently to all new copy.

Medium (1 week)

Low (1 day to define)
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4 Conversion Optimisation

Score: 9/ 20

Status: Poor — No primary call-to-action exists above the fold on any page
reviewed. The site lacks the fundamental conversion architecture expected
of a modern retail website.

4.1 What Our Specialists Found

4.1.1 No Primary CTA Above the Fold
On the homepage, the first visible interactive element (beyond navigation) is the

product carousel. There is no button prompting a primary action — no “Shop
Now”, no “Browse All Products”, no “Find a Store”, no “View Offers”. A visitor
arriving from Google has no guided next step.

The product carousel does contain clickable product tiles, which is a form of
passive CTA — but there is no deliberate conversion intent design present.

4.1.2 Product Pages — No Add-to-Basket CTA Styling
On the MacBook Neo product page, a price (€699.00) is displayed but the page’s

readability extraction did not surface a clearly labelled, high-contrast add-to-
basket button — a standard expectation on e-commerce product pages. The
“Shipping to Cyprus & Greece / Available online” text suggests the site does
support online ordering, but no dominant CTA structure was confirmed.

4.1.3 CTA Frequency

Industry best practice is for a primary CTA to appear at least 3 times on a long-
form category or homepage — above the fold, mid-page, and below the fold. On
electroline.cy/en/, no structured CTA pattern was identified at any of these
positions.

4.1.4 Social Proof on Conversion Pages
No reviews, star ratings, testimonials, or customer counts are visible on any

product or category page reviewed. For high-consideration purchases (laptops at
€699, washing machines at €829-€1,165, dishwashers at €599-€899), the

10
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absence of social proof is particularly damaging. Customers making a €800+
purchase online require trust signals.

4.1.5 Forms and Lead Capture
The newsletter form at the bottom of the homepage (“Subscribe to our newsletter

— Never miss another offer”) is the only lead capture mechanism on the site. The
copy is functional but generic — there is no incentive to subscribe (no discount, no
exclusive content, no lead magnet).

4.1.6 Urgency and Scarcity Signals

Several products on the homepage display sale prices (e.g., COMFEE air
conditioner: €659 —» €469; Samsung TV: €399 - €329; Bosch dishwasher: €899 —»
€599). These discounts are visible but carry no urgency framing — no “limited
time”, no “X units remaining”, no countdown. The price reduction signals exist but
are not leveraged.

4.2 What This Means for the Business

Without conversion architecture, the site leaves conversion entirely to chance.
Industry average e-commerce conversion rates for electronics retail are 1.5-3%.
Sites with structured CTAs, social proof, and urgency signals typically convert at
2.5-5%. The gap on a site with Electroline’s traffic potential represents significant
lost revenue.

4.3 Recommendations

m_

COo-1 Add a hero CTA button — primary action Low (30 mins)
above the fold on homepage. "Shop Now"
or "Browse by Category" with high-
contrast orange button (brand colour)

CO-2 Activate customer reviews on all product Low (2-4 hours)
pages. WooCommerce/WordPress review
module is standard and can be enabled
site-wide in hours

CO-3 Add urgency copy to discounted Low (ongoing)

products: "Sale ends Sunday" or "Limited
stock" where applicable

11
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Add a newsletter incentive: "Subscribe
and get 5% off your first order" or "Get
exclusive early access to sales"

Ensure every product page has a clearly
styled, high-contrast "Add to Basket" /
"Buy Now" button as the dominant page
element

12

Low (1 day)

Medium (1-2 days dev)
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5 SEO & Discoverability

Score: 11/ 20

Status: Moderate — Basic URL and site structure is in place. However,
meta content is weak, there is no content marketing strategy, and an
unresolved domain redirect issue was identified.

5.1 What Our Specialists Found

5.1.1 Domain and Redirect Issue
Our analysis identified a technical anomaly: the non-www bare domain

(electroline.cy, without /en/) redirects to an Apache2 Ubuntu default server page
— meaning the root domain at HTTP (non-SSL) is not correctly configured. This is a
significant technical SEO and trust risk: any visitor or crawler reaching http://
electroline.cy will see a server configuration page, not the website.

Additionally, electroline.com.cy and electroline.cy appear to be the same site —
the .com.cy domain redirects to .cy. This dual-domain setup requires proper
canonical tagging to avoid duplicate content penalties.

5.1.2 Meta Title

The homepage meta title, as captured in our fetch, is: “Home - Electroline
English”. This is a default template title with minimal SEO value. It does not
contain a target keyword, does not reference Cyprus, does not mention the
product categories, and would rank poorly for searches like “electronics store
Cyprus” or “buy laptop Cyprus”.

A well-optimised meta title for the homepage might read: “Electroline Cyprus |
Electronics, Appliances & Tech — 9 Stores”

5.1.3 URL Structure
URL structure is logical and hierarchical: /en/products/[category]/[subcategory]/

[product-slug]/. This is clean and crawler-friendly. Product slugs use readable
names (e.g., mbook-neo-13-al8p-8-256-ido). Category pages follow a consistent
structure.

13
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5.1.4 H1 Usage

Product pages use the product name as a heading (confirmed from page: “APPLE
MacBook Neo A18 Pro Laptop 256GB 13", Indigo”). It is unclear whether this is an
H1 or H2 in the actual HTML — but regardless, the heading is the product SKU
name rather than a keyword-optimised description.

5.1.5 Content Marketing
No blog, news section, buying guides, or editorial content was found on

electroline.cy/en/. This represents a complete absence of content marketing — no
organic traffic from informational queries, no thought leadership, no SEO value
beyond product and category pages.

5.1.6 Mobile & Speed

Mobile responsiveness and page speed could not be directly measured via static
fetch. However, the presence of multiple product images in a carousel on the
homepage is a known performance risk. No visible lazy-loading or performance
optimisation signals were captured.

5.1.7 Internal Linking
Product pages show a “More to consider” section with related products — a basic

internal linking structure is present. Breadcrumb navigation is visible (Home /
COMPUTING / Computers / Laptops). This is positive for crawl structure.

5.2 What This Means for the Business

An electronics retailer in Cyprus competes for organic search terms such as
“laptop Cyprus”, “buy washing machine Cyprus”, “air conditioner Nicosia”.
Without optimised meta titles, no content strategy, and a broken root domain,

Electroline is ceding organic traffic to competitors who invest in SEO.

5.3 Recommendations

m_

SEO-1 Fix the bare domain HTTP redirect — Low (30 mins server
electroline.cy should redirect to https:// config)
electroline.cy/en/, not to an Apache
default page

SEO-2 Rewrite homepage meta title to: Low (15 mins)
"Electroline Cyprus | Electronics,
Appliances & Laptops — 9 Stores"

14
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Add meta descriptions to homepage and Medium (1-2 days)
all category pages. Target 150-160

characters, include primary keyword and

CTA

Implement canonical tags to ensure Low (1 hour dev)
electroline.com.cy canonicalises to

electroline.cy to prevent duplicate

indexing

Launch a basic buying guide blog — 4 Medium (ongoing)
articles per month targeting

informational queries (e.g. "best laptop

under €700 in Cyprus 2026")

15
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6 Competitive Positioning

Score: 5/15

Status: Critical — Electroline presents no differentiating claim, no
competitive narrative, and no “why us” content anywhere on the website.
The site is indistinguishable from a generic product directory.

6.1 What Our Specialists Found

6.1.1 No Differentiation Statement
The homepage contains no statement of competitive advantage. Electroline has

genuine differentiators available — 25+ years of trading, 9 physical stores,
presence in all four major cities, the Electroline Home sub-brand for furniture/
appliances, a local Cypriot business identity. None of these are communicated.

A visitor who landed on electroline.cy without knowing the brand would have no
way of knowing these facts exist.

6.1.2 No “Why Choose Us” Section

Standard retail website practice includes a brief section highlighting key reasons
to purchase from this retailer — free delivery threshold, warranty service, local
stores, customer support, price-match policy. No such section exists on
electroline.cy.

6.1.3 Competitor Context
Electroline’s main online competitors in Cyprus include:

* Kotsovolos (Greek retailer with Cyprus presence) — strong brand, clear value
prop

* Public (Greek retailer) — competitive pricing, strong digital marketing

« Amazon/eBay Europe — price-led, broad range

e Skroutz (comparison engine driving to local retailers)

Against these, Electroline’s local advantage (9 stores, click & collect, local
warranty service, Cypriot business) is its most defensible position — but it is not
stated anywhere on the website.

16
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6.1.4 Price Positioning
Multiple products show sale/discount pricing on the homepage. This suggests

Electroline is competing partly on price. However, without messaging around
“best price guarantee” or “we match any Cypriot retailer”, the discounts are
tactical rather than strategic.

6.1.5 Niche Specialisation — Electroline Home
The existence of a distinct “Electroline Home” sub-brand (for home appliances,

confirmed via shop finder entries) is not communicated or promoted on the main
site. This specialisation — a separate store format — represents a branding and
positioning asset that is invisible to online visitors.

6.2 What This Means for the Business

Without differentiation, Electroline competes on price alone. This erodes margin,
reduces loyalty, and makes the brand vulnerable to any lower-cost entrant. Local
advantage — the one thing a pure online retailer cannot replicate — is being left
entirely unused.

6.3 Recommendations

m_

CP-1 Add a "Why Electroline" section to the Low (1 day)
homepage: 4 icon-led points — "25 years
of expertise", "9 stores island-wide",
"Next-day delivery", "Local warranty
service"

CP-2 Create a dedicated landing page for Medium (2-3 days)
Electroline Home — clearly explain the
sub-brand, product range, and store
locations

CP-3 If a price-match or best-price policy Low (1 day)
exists, state it prominently on homepage
and product pages

CP-4 Add a Cyprus-focus message — Low (1 hour)
"Supporting Cyprus since 1999" — in the
footer and about page to reinforce local
business identity

17
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7 Brand & Trust

Score: 6/ 10

Status: Moderate — Physical trust signals (stores, phone, address) are
present but buried. Digital trust signals (reviews, testimonials, certifications)
are absent. The gap is significant for an e-commerce conversion
environment.

7.1 What Our Specialists Found

7.1.1 Physical Trust Signals — Present But Buried
Company details are available on the About Us page (campaigns/about-us/): Alpan

Group Limited, Comp. Reg. No HE90632, VAT Reg. No 10090632A, address at 8
Aeolus Str., Dali Industrial Zone, phone 77 77 77 67. This information is
comprehensive and credible — but it is only accessible via a campaign-style URL
(/campaigns/about-us/) rather than a standard /about/ or /company/ page
reachable from the main navigation.

The Shop Finder page lists all 9 store locations with full addresses, phone
numbers, fax numbers, email addresses, and trading hours. This is thorough and
trust-building — but it exists on a separate page (pages/shop-finder/) rather than
being summarised on the homepage or contact page.

7.1.2 Digital Trust Signals — Absent
No customer testimonials appear on any page reviewed. No star ratings or review

counts are displayed on product listings or pages. No press coverage or media
mentions are highlighted. No “X customers served” or “X products sold” social
proof counter exists.

For a business that has served Cypriot consumers since 1999, this is a significant
opportunity cost. Even a small number of genuine customer quotes would
meaningfully improve trust perception.

7.1.3 SSL and Technical Trust
The site operates on HTTPS (SSL confirmed via successful HTTPS fetch of

electroline.cy/en/). This is the baseline expectation and is present. However, the

18
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HTTP non-SSL version of the bare domain leads to an Apache default page — a
trust-breaking experience if encountered.

7.1.4 Visual Brand Consistency
The Electroline brand uses consistent product pricing format (€ currency, clean

decimal display). The navigation structure appears consistent across reviewed
pages. The “Protect Plus” warranty upsell product on the MacBook page is an
example of a branded service — but it is not explained with enough copy to build
confidence.

7.2 What This Means for the Business

Trust is the primary conversion lever for electronics retail. Customers spending
€500-€1,500 on a product need to feel confident the retailer is legitimate, reliable,
and will support them post-purchase. The absence of reviews and testimonials,
combined with a hard-to-find About page, creates an unnecessary trust deficit.

7.3 Recommendations

ﬂ_

BT-1

BT-2

BT-3

BT-4

Add a trust bar to the homepage (below
hero): icons for "9 Stores in Cyprus",
"Since 1999", "77777767", "Free Delivery
Over €X"

Create a standard /en/about/ page
accessible from main navigation — move
the company details from /campaigns/
about-us/ to a proper page

Activate and display product reviews —
even 5-10 seeded reviews per top
product will improve conversion rate
measurably

Add a footer testimonial or quote from a

real customer — can be anonymised if
needed

19

Low (1 day)

Low (2 hours)

Medium (2-4 hours setup)

Low (1 hour)
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8 Growth & Strategy

Score: 5/ 10

Status: Poor — The foundation for growth exists (newsletter capture,
physical store network, broad product range) but is not being strategically
exploited. No retargeting, no lead magnet, no loyalty mechanics, and no
evidence of a content strategy.

8.1 What Our Specialists Found

8.1.1 Email Capture — Exists But Underperforming
A newsletter subscription form is present at the foot of the homepage with the

copy: “Subscribe to our newsletter — Never miss another offer.” This is a
functional capture mechanism, but the conversion rate will be low. There is no
incentive to subscribe — no discount code, no early access promise, no lead
magnet. Standard industry best practice for email capture on retail sites is to offer
a tangible benefit (typically 5-10% off first purchase) in exchange for the email
address.

8.1.2 Social Media — Present But Unverified
Third-party listing data (2gis.com.cy) confirms Electroline has Facebook and

Instagram presence. However, no social media links were found on the homepage
during our analysis. If social profiles exist and are active, they should be
prominently linked in the site header or footer. If they are not linked, traffic,
followers, and brand-building value is being lost.

8.1.3 Retargeting and Analytics
No pixel or analytics confirmation signals were identifiable from the static page

fetch. It is possible that Facebook Pixel and Google Analytics are installed — but
the absence of any confirmation of retargeting strategy means this cannot be
credited. For a retailer with high-consideration purchase categories (appliances,
laptops), retargeting is a high-ROI channel.

20
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8.1.4 Loyalty Programme
No loyalty or repeat-purchase programme was found. For a 25-year-old retailer

with 9 physical stores, a points scheme or VIP customer programme would be a
natural retention lever — particularly to compete with pan-European online
retailers who cannot offer local store relationships.

8.1.5 Content Marketing and SEO Growth

As noted in the SEO section, there is no blog or editorial content. No buying
guides, comparison articles, “best of” lists, or product advice content was found.
This is a significant missed channel. Cypriot consumers searching for “best air
conditioner for Cyprus apartments” or “laptop for university Cyprus” would find no
Electroline content — driving them instead to competitors.

8.2 What This Means for the Business

Growth in e-commerce comes from three levers: acquiring new customers,
converting more of the customers who visit, and retaining existing customers. The
current website under-invests in all three. The newsletter list is likely small due to
the absence of incentive. Social media reach is disconnected from the website.
Retargeting is unverified. Loyalty is absent.

8.3 Recommendations

ﬂ_

GS-1 Add newsletter incentive: "Subscribe for Low (1 day)
5% off your first order" — implement
discount code on subscription

GS-2 Add social media links (Facebook, Low (30 mins)
Instagram) to header and footer —
confirm profiles are active and linked

GS-3 Confirm Facebook Pixel and Google Low-Medium (1-2 days)
Analytics 4 are installed. If not,
implement immediately.

GS-4 Plan 2 buying guide articles per month — Medium (ongoing)
e.g. "Best Air Conditioners for Cyprus
Summer 2026" targeting local seasonal
search terms

21
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GS-5 Investigate feasibility of a loyalty points High (1-2 month project)
programme — even a simple stamp-card
style scheme drives repeat visits

22
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9 Prioritised Recommendations

Add homepage H1 High
value proposition
headline

CO-1 P1 Add hero CTA button Low High

above the fold

SEO-1 P1 Fix bare domain HTTP Low High
redirect (Apache
default page)

SEO-2 P1 Rewrite homepage Low High
meta title with
keyword + location

CO-2 P1 Activate customer Low High
reviews on product
pages

CP-1 P1 Add "Why Electroline" Low High
section with 4 trust
points

BT-1 P2 Add trust bar below Low High
homepage hero

BT-2 P2 Create accessible /en/ Low Medium
about/ page from
main nav

GS-1 P2 Add newsletter Low Medium
incentive (5% off first
order)

23



Marketing Full Audit — electroline.cy — SYNTHETIXMIND

GS-2 P2 Add social media links Low Medium
to header/footer

COo-4 P2 Add urgency copy to Low Medium
discounted products

CM-2 P2 Rewrite About Us with Medium Medium
brand story

SEO-3 P2 Add meta descriptions Medium Medium
to all key pages

CO-5 P2 Ensure prominent Medium High
Add-to-Basket CTA on
product pages

CM-3 P3 Create product copy Medium High
template — who it's
for + benefits + specs

SEO-4 P3 Implement canonical Low Medium
tags for .com.cy / .cy
domains

SEO-5 P3 Launch buying guide Medium High
blog — 4 articles/
month

CP-2 P3 Create Electroline Medium Medium
Home landing page

GS-3 P3 Confirm / implement Medium High
GA4 + Facebook Pixel

GS-4 P3 Plan monthly content Medium High

calendar for SEO
articles
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10 30-Day Action Plan

Week 1 Fix Apache redirect on bare domain (SEO-1). Dev + Marketing
Rewrite homepage meta title (SEO-2). Add
homepage H1 value proposition (CM-1). Add hero
CTA button (CO-1).

Week 2 Activate product reviews site-wide (CO-2). Add Marketing + Dev
"Why Electroline" section to homepage (CP-1).
Add trust bar below hero (BT-1). Add social links
to header/footer (GS-2).

Week 3 Create /en/about/ accessible page (BT-2). Write Marketing
meta descriptions for homepage + top 10
category pages (SEO-3). Add newsletter
incentive copy and discount code (GS-1). Add
urgency copy to all discounted products (CO-4).

Week 4 Confirm GA4 + Facebook Pixel installation (GS-3). Dev + Marketing
Implement canonical tags for domain
consolidation (SEO-4). Commission first two
buying guide articles for Week 5 publish (SEO-5).
Review and revise product copy for top 20
products (CM-3).

Note: All Week 1 actions are low-effort, high-impact changes that can be
completed in under one business day each. Completing all four in Week 1
will produce an immediate measurable improvement in homepage
conversion rate and search visibility.
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11 About SYNTHETIXMIND

SYNTHETIXMIND IT Solutions Ltd is a Paphos-based technology and automation
consultancy specialising in digital transformation, marketing strategy, and process
automation for businesses operating across Cyprus and Europe.

Our marketing audit service provides business owners with an objective, specialist
assessment of their online marketing health — with specific, actionable
recommendations grounded in real data from their actual website.

11.1 What Happens Next

Implement independently Use this report as your implementation roadmap.
All recommendations are prioritised by effort and
impact — P1 items are achievable in under one
business week.

Implementation support SYNTHETIXMIND can provide hands-on support to
implement the P1 and P2 recommendations,
including copywriting, technical SEO fixes, and
conversion optimisation. Contact us to discuss
scope.

Ongoing marketing retainer For businesses that want continuous improvement
rather than a one-time fix, our monthly marketing
retainer includes ongoing audit reviews, content
creation, SEO, and growth strategy.

Contact SYNTHETIXMIND:

Website: https://synthetixmind.com

Address: Evagora Pallikaridi 38, 8010, Paphos, Cyprus
“Automate the ordinary. Focus on the extraordinary.”
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. SYNTHETIXMIND IT SOLUTIONS LTD
@@ Evagora Pallikaridi 38, 8010, Paphos, Cyprus Prepared: 25 March 2026
https://synthetixmind.com

Confidentiality & Copyright Notice: This document and its contents are the exclusive property of
SYNTHETIXMIND IT SOLUTIONS LTD and are protected under applicable copyright law, including but not
limited to the Berne Convention, EU Directive 2001/29/EC, and the Cyprus Copyright Law, Cap. 59 as
amended. All rights reserved. No part of this document may be reproduced, distributed, transmitted, or
used in any form or by any means — electronic, mechanical, or otherwise — without the prior written
consent of SYNTHETIXMIND IT SOLUTIONS LTD. This document is intended solely for the named recipient. If
received in error, you are required to destroy it immediately and notify the sender. Unauthorised use may
constitute an infringement of intellectual property rights and may result in civil or criminal liability. The
findings contained herein are based on analysis conducted at the time of preparation and reflect the state
of the subject website as at the audit date. SYNTHETIXMIND IT SOLUTIONS LTD accepts no liability for
decisions made on the basis of this report without independent verification.
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