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Live Website Reviews!
But first, a few best practices 
for conversion optimization



Type of Conversion Contact Content Brand

Lead 🙋   
Customer 🙋   
Donor 🙋   
Event Registrant 🙋 💡  
Subscriber  💡  
Downloader (guide, ebook, whitepaper)  💡  
Webinar Registrant  💡  
Follower / Fan  💡 ⭐
Member   ⭐
Reviewer   ⭐
Job Applicant   ⭐



How to Increase Conversion Rates

LEAD



Why don’t visitors convert?





How to Increase Conversion Rates

Website Usability Study, 2004 vs 2016

source: NN 
Group

https://www.nngroup.com/articles/top-10-enduring/
https://www.nngroup.com/articles/top-10-enduring/


How to Increase Conversion Rates

source: NN 
Group

https://www.nngroup.com/articles/top-10-enduring/
https://www.nngroup.com/articles/top-10-enduring/


How to Increase Conversion Rates

source: NN 
Group

Causes of User 
Failure

https://www.nngroup.com/articles/top-10-enduring/
https://www.nngroup.com/articles/top-10-enduring/


Getting to know your audience



Recently hacked

Narrowing the options

Is this cloud-based? Does it integrate with X?
What are the service level agreements?

Show uptime statistics.
Schedule a demo. 

Triggers

Decision Stage

Q’s and 
Objections

How we can 
help?

Dave, Systems Engineer
Buys technology for his financial firm. 
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QUESTION

ANSWER

EVIDENCE

CALL TO ACTION
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Questions to ask your 
clients/customers…



Take me back to that moment when 
you first realized you needed help.



What else did you try?
What didn’t you love about it?



What almost kept you 
from buying from us?



What made you confident enough 
to give us a try?



What made this 
the best option for you?



Can you give me an example of when 
this made a difference for you?



Starting out, what was the biggest 
challenge you were hoping to solve?



If you couldn’t work with us ever again, 
what would you miss the most?



What’s the #1 thing you would tell 
a friend if you wanted to convince 

them to hire [company]?



Questions to ask 
your top salesperson…



What questions are you just sick 
and tired of answering?



What should people ask you,
but they usually don’t?



What is the A-ha moment 
prospects have during sales calls?



What analogies do you use to 
explain what we do?



Fill in this blank: people can work 
with us even if they ______.



Useful Words and Phrases



Because
“We offer on-site installs because not 

everyone wants their data in the cloud…”



Should
“You should have access to your data, 

anytime from anywhere.”



Already …still
“You’ve already upgraded your network, but 

your still having performance issues.”



The fact is / The truth is
“The truth is that cloud-based applications 
still crash, no matter what they promise.”



Even if
“You still have 100% access from anywhere 

even if your services are on-site.”
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When evaluating 
options, what was 
most important to 

you?

Security was 
the top priority, 
then scalability.

Security

Marketin
g

Clien
t

Scalability
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When evaluating 
options, what was 
most important to 

you?

Security was 
the top priority, 
then scalability.

Security

Marketin
g

Clien
t

Scalability



Give me an example 
of when this helped 

you?

You guys really 
saved my bacon 
that one time… “You guys really 

saved my bacon…”

Marketin
g

Clien
t



What was the biggest 
challenge you were 

hoping to solve? 

I wanted better 
insights, not just 

dashboards

You already have 
dashboards, but you’re 
still not getting 
insights.

Marketin
g

Clien
t



What can you do now 
that you couldn’t do 

before?

Now I don’t have 
to run that report 

every time

Stop running the 
same reports again 
and again

Marketin
g

Clien
t



What analogies do you 
use to explain what we 

do?

On-site installation 
is like owning your 

own home

It’s like your house. 
You should own your 
own home.

Marketin
g

Sale
s



What is the biggest 
number you can get up 

to?

We have 14,000 
total end users

Trusted by 14,000 
professionals

Marketin
g

Sale
s



What questions are you 
sick and tired of 

answering?

“What if I want to 
cancel my 
contract?”

Cancel anytime.Marketin
g

Sale
s



What questions should 
people ask you, but they 

don’t?

Prospects never 
ask about our 

testing and 
documentation

The fact is, 80% of 
software installations 
are never fully tested 
or documented

Marketin
g

Sale
s



source: B2B Service Page 
Checklist

The Anatomy of the “Perfect” B2B Service Page

https://www.orbitmedia.com/blog/b2b-service-page-checklist/
https://www.orbitmedia.com/blog/b2b-service-page-checklist/


1. Short descriptive 

headline

2. Keyword focus

3. Quick visual credibility

4. Meaningful subheads

5. Answers to top 

questions

6. Short paragraphs

Service Page Checklist

7. Testimonials / social proof

8. Strong supportive visuals

9. Faces of your people

10. Data and statistics

11. Clean, simple flow

12. Depth and detail (800+ 

words)

13. Compelling call to action



\

They ask. You answer.

Marcus 
Sheridan

The Sales Lion



The Backyard BBQ Test
“So, what do you do for a living?”





This headline doesn’t 
clearly describe the service







This headline says 
exactly what they do
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Most homepage visitors don’t scroll

Composite scroll heat maps for 10 lead gen
website homepages (desktop only).

On average 73% of homepage visitors 
do not see any below-the-fold content.
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Sales pages have 
two kinds of content



QUESTION

ANSWER

EVIDENCE

CALL TO ACTION



EVIDENCE UNCERTAINTY



There are two kinds of evidence
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BIG EVIDENCE Quantitative 
numbers

Appeals to the mind 
with reason

Examples:
• % Increases, 

ROI
• Dollars / hours 

saved
• Years in 

business
• Number of 

happy clients
• Best seller

SMALL 
EVIDENCE

Qualitative Stories Appeals to the heart 
with emotion

Examples:
• Testimonials
• Case Studies
• Reviews



Big Evidence: Data and Statistics



Little Evidence: Testimonials and Stories



7 Things to Add To Your Testimonials



Beware the testimonials page















Calls to Actions
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Calls to Actions and Specificity



source: Michael Aagard



source: Michael Aagard



Specific CTAs



BENEFITS COSTS



RETURN INVESTMENT
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How to Grow Your List

Start with your mission







The 3 P’s of email signup forms



1.  Prominence

2.  Promise

3.  Proof

source: Email Signup Forms, Orbit 
Media

The 3 P’s of Signup Boxes

https://www.orbitmedia.com/blog/email-signup-forms/
https://www.orbitmedia.com/blog/email-signup-forms/






Find and Fill the Gaps



What’s missing from your website?

...unsatisfyin
g



What’s missing from your website?

...unsatisfyin
g
...weak



What’s missing from your website?

...unsatisfyin
g
...weak

...not 
compelling



Out of context answers

FAQ 
Page



Out of context evidence

Testimonials 
Page


