
  
THIS WEEK’S WORD IS “CONVERSION RATE OPTIMIZATION” 

 

Deserve to Win—When it Ma0ers Most. Facing mul+-billion dollar bet-the-company li+ga+on? No problem. That’s why we’re here. Troutman Amin, LLP is a true legal 
powerhouse, built specifically to assist companies with their most complex li+ga+on and compliance needs. When you need the ABSOLUTE best defense or guidance 
available and nothing else will do—Troutman Amin, LLP is here for you. (949) 350-3663 troutman@troutmanamin.com 
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When it comes to conversion rate 
op0miza0on (CRO), we all have one 
thing in common - overthinking. But 
don't fret fellow marketers, let's 
tackle this with a dose of humor. 
 
Imagine your website is a da0ng 
profile. Nobody likes a dull date, 
right? Same goes for websites. Speed 
it up; op0mize your site's speed to 
keep your audience engaged and 
avoid the dreaded leK swipe. As for 
commitment, make your calls-to-
ac0on so irresis0ble, your users will 
feel like they've found 'The One.' 
 
Now, content is like a first date 
conversa0on. Keep it interes0ng, 
avoid the awkward silences (nobody 
likes those). A/B tes0ng is the da0ng 
equivalent of tes0ng out appropriate 
topics. Some work, some don't. Find 
what resonates with your audience 
and connect on their level. 
 
Need backup? Share customer 
tes0monials – they are your 
wingman. Most importantly, treat 
analy0cs as your rela0onship 
counselor. Be aTen0ve, absorb, and 
adjust quickly.  
 
The most important thing, don't 
overthink it. It doesn’t have to be 
perfect. Get to know your audience 
and cater your website to be the date 
they've been looking for. 
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If you’re lucky enough to have the 
phrase conversion rate op0miza0on in 
your daily vocabulary, chances are 
you’re dedica0ng significant 0me and 
resources to driving traffic to a 
website. 
 
 Yet, if those visitors aren’t 
transforming into leads or sales, the 
effort invested in ge[ng them to the 
site might seem wasted. CRO involves 
an ongoing process of A/B tes0ng and 
adjus0ng websites to create a user 
experience that is simple, seamless, 
and enjoyable. Ensuring that the 
content on the site is easily diges0ble, 
compelling, and relevant to the target 
user is also crucial to boos0ng 
conversion rates.  
 
In performance marke0ng, the truth 
is that yesterday's successes might 
not hold up today, and what's 
effec0ve today may not stay relevant 
tomorrow. 
 
 With escala0ng marke0ng costs 
mirroring the rising expenses of 
everything else in the world right 
now, adaptability and evolu0on are 
essen0al. Increasing our conversion 
rates is one of the ways we can 
maximize the efficiency of our 
resources in this ever-changing 
landscape. 
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I think it's fair to say that conversion 
rate op0miza0on is an overall goal of 
the lead genera0on industry. When I 
was on the vendor side of things, we 
were constantly asking for conversion 
data from our buyers so that we could 
op0mize campaigns. 
 
On the other hand, buyers some0mes 
struggle to provide that data for a 
mul0tude of reasons (0me 
constraints, limited visibility, etc 
 
At Ac0veProspect, we sit right in the 
middle of that opera0on and can help 
take the manual process out of the 
equa0on and op0mize in real-0me.  
 
Our pla_orm, LeadConduit, allows 
users to customize lead flows based 
on their specific needs so that the 
only leads delivered to their system, 
are leads that have a high likelyhood 
of hi[ng their conversion metrics. 
 
 Keeping in strong communica0on 
with your partners, while leveraging 
custom lead management systems, 
are the recipe for conversion rate 
op0miza0on. 
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Compliance changes have occurred in 
phones, text, and now email. The era 
of pure volume has backfired. 
Strategy and customer experience are 
more important than ever to 
maintaining effec0ve campaigns.  
 
“Leads” are your organiza0on’s future 
community. Customer respect and 
balancing volume with value offered 
is cri0cal. Communicate with the 
consumer on their terms. Ensure 
consistency in messaging across 
different channels (email, calls, SMS).  
 
A unified brand voice and message 
help reinforce your value proposi0on 
and build trust. For example, the first 
three calls are most effec0ve, but all 
three coming at once aren’t helpful. 
While the speed of the first call is 
important, it’s equally important to 
u0lize data to discern when you make 
the following two. SMS has such large 
read rates, so be welcoming but don’t 
be promo0onal.  
 
Instead, focus on educa0onal and 
helpful content. Clearly communicate 
the value users can expect and avoid 
self-serving language. The boTom line 
is more is not beTer. Be though_ul, 
analyze data, and put on your 
consumer hat when crea0ng your 
plan! 

 
Thanks to our Sponsor Troutman Amin LLP 

LinkUnite is a movement aimed at uni0ng communi0es and the greatest minds in marke0ng and wider industries. Poised to break barriers and elevate the soul, 
LinkUnite is where egos are le; at the door and members are encouraged to connect. Create and discover the next level of your career and cul0vate a new 
extended family. Join at LinkUnite.live 
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