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Upcoming and Recent Webinars

Thursday, 11/12, 5PM eastern  
The Road Ahead for Home Performance and Better Buildings—Panel


Wednesday, 11/18, 5PM eastern  
Google Local Services Ads: The Newest Changes for Our Industry


Wednesday, 12/2, 5PM eastern  
Drilling Down to the Essentials of a High Conversion Website, with Shawn Cohen, 
Director of Digital Strategy


Wednesday, 12/9, 5PM eastern  
What is an Integrated Content Strategy—and Why Does it Matter to You?


Wednesday, 12/16, 5PM eastern  
Marketing Predictions for 2021 and Beyond
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QUICK REVIEW: WHY CONVERSION 
MATTERS SO MUCH 


5 KEY FACTORS

RESPONSIVE/MOBILE BEHAVIOR 
INTUITIVE NAVIGATION & ARCHITECTURE 
PROMINENT, RELEVANT CALLS TO ACTION 
INTERNAL LINKING 
CONTENT FIRST, DESIGN SECOND 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What We’ll Discuss
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WHY CONVERSION MATTERS 
SO MUCH
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Why Conversion Matters So Much

Before After
All Web Traffic 1625 1625

Conv Rate 7.72% 9.39% +1.67 / 22%

Leads 125 153 +27

Lead -> Job 12% 12%

Jobs 15 18 +3

Ave Job 8500 8500

Revenue $127,500 $156,060 +28,560
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The Potential Upside

Conv Rate 1% 2% 5% 8% 12% 15%

Leads 6 12 30 48 72 90

Jobs 0.3 0.6 1.5 2.4 3.6 4.5

Revenue $2550 $5100 $12,750 $20,400 $30,600 $38,250

600 Visits/Month; 5% Lead to Job; $8500 ave. job size



5 KEY FACTORS
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Responsive/Mobile Behavior
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• Are features, 
functionality or design 
elements harming the 
mobile experience?


• Buttons finger friendly?


• Clickable elements 
obvious?
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Intuitive Navigation & Architecture

• Beyond menu structure


• Are critical details easy 
to find?


Contact details 
Hours 
Service Area 
Schedule an Appt


• More important in “low 
touch” world
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Calls to Action—Prominence

• Prominence


• Clarity


• Hierarchy


• Contextual 
Relevance




12/2/20 15

Calls to Action—Relevance

• Prominence


• Clarity


• Hierarchy


• Contextual 
Relevance
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Internal Linking

• Not just Hyperlinks


• Featured Content


• Related Blog Posts


• Beware “Trap” Landing 
Pages
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Content First, Design Second

• Design should enhance 
display of content


• Beware of designer 
minimalism


• Scannability is key


• Limit excessive 
“embellishments”
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RESPONSIVE/MOBILE BEHAVIOR


INTUITIVE NAVIGATION & ARCHITECTURE


CALLS TO ACTION


INTERNAL LINKING 


CONTENT FIRST, DESIGN SECOND
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Summary: 5 Key Factors
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