
How to Optimize your 
Website for Customer 

Conversions
Conversion Rate Optimization (CRO), a combination of 
consumer psychology and Web design, maximizes the 
marketing power of your website, helping to turn traffic 
into leads and customers. After identifying your target 
audience, learn how the right content and site naviga-

tion can translate into big business. 

By Jordan Ochel
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Introduction

It’s no secret that the most important marketing tool for small to medium-
sized businesses is a strong, customer-friendly website. According to a 
recent Global Online Survey from Nielsen, more than 85 percent of the 
world’s online population, over 875 million people, have made a purchase 
on the Web.1 

With so many potential customers buying on the Web, capturing them has 
never been more difficult as so many businesses are wanting to capitalize 
on this opportunity. What’s going to be the best way to leverage your web-
site as a marketing tool? 

Conversation Rate Optimization (CRO) is a smart and cost-effective place 
to begin.

Conversion rate optimization      

Using what we’ve learned about consumer behavior and the elements of 
effective Web design, a site that strategically utilizes CRO is capable of 
persuading visitors to make a purchase or fill out your contact form(s), and 
it gets them to those conversion points more quickly.

This paper will cover the three major areas of optimizing for conversions: 
targeting your audience, content and navigation. When these three ele-
ments are addressed together in an effective way, your optimized website 
will become a more successful marketing tool and a final destination for 
your visitors.

is a strategy that blends consumer psychology and 
site design, with the end goal being to increase the 
number of users your site is able to convert into 
customers or leads. 

What is Conversion Rate 
Optimization?
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Target Audience and Personas

For something that may seem self-evident, many businesses fail to create a 
website that engages their target audience. What could have been a pow-
erful marketing tool instead becomes a missed opportunity if content and 
Web design is not geared toward your target audience. Your ultimate goal 
should be to build a site for, and about your target audience, making sure 
the end result provides them with what they expect and what they want.

Several key questions should be asked when it comes to identifying your 
target audience:

1.What are the demographics of my market? 
   Age, income, location, occupation. These are key criteria in 
   understanding your target market.

2.Will they be interested in making a purchase? 
   According to a recent study, 62 percent of users visit a site looking for              
   a specific type of product or brand of product to buy immediately and the                          
   other 38 percent are hoping to learn more about what the business has   
   to offer before considering a purchase.2 Being prepared for both types of   
   visitors will better enable you to communicate effectively with them all.

3.What will motivate them to make a purchase? 
   Aligning your site with your visitors’ needs and expectations will help you  
   convert them into customers. Provide answers to their imagined 
   questions and make them feel comfortable enough so that they over 
   come their natural hesitance to spend money or leave personal 
   information.

There are several ways to gather information on your visitors. Online sur-
veys and polls are an effective tool to getting to know your visitors’ behav-
iors, their expectations, needs and motivations. Offering an exit survey to 
gauge visitors’ experiences can provide valuable insight into the pros, and, 
more importantly, the cons of their time spent on your website.

A second way to get to know your audience is to analyze past sales. Be-
sides providing demographic info like location, gender, and age, examining 
past sales will show you who your repeat customers are, and whether there 
are any patterns in their behavior that will help you convert more users into 
repeat customers.
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Target Audience and Personas

www.Volacci.com 

Another important aspect of optimizing your conversion rate is to under-
stand the psychology of your visitors. In other words, knowing the ways in 
which people browse websites.

Web users fall into one of four temperaments: Rationals, 
Artisans, Idealists and Guardians.

The Rational (or Aggressive) Persona is driven and competitive. 
They will shop around until satisfied that they’re buying the best product or 
service they can find. The Rational Persona is the hardest to convert into 
a customer, and although they comprise only 5 percent of the population, 
they are the most important to address.

Rationals are skeptics, so it’s important to establish credibility with them. 
Show them immediately how your product/service will help them get ahead. 
Provide facts, rather than ad speak.

The Artisan Persona, on the other hand, is impulsive and prone to 
spontaneous decisions. These are the people who buy gum, magazines 
and candy bars at the cash register. Comprising 35 percent of the popula-
tion, Artisans will convert quickly if you’re able to convince them quickly. 
They are the second-most important group to address.

The four personalities of 
Web visitors.

Logic Emotion

Fa
st
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ow

Rational 
-- first person to address
-- shop for the best product
-- 5 percent of visitors
-- hardest to convert

Artisan
-- second to address
-- impulsive shoppers
-- 35 percent of visitors
-- converts quickly if you convinced

Guardian
-- last to address
-- meticulous about facts and details
-- 45 percent of visitors
-- will spend the most time on your      
   site; able to address them last

Idealist
-- third to address
-- rely on the opinion of others and  
   the person behind the company,       
   not just the product or service
--15 percent of visitors



The third group you should address is the Idealist Persona. Idealists 
are caring, and put a great deal of stock in other people. They will rely on 
other visitors’ experience and opinions of a product or service before mak-
ing a decision. Idealists comprise 15 percent of the population. They want 
to know who you are as much as what you’re selling. Offer them reviews of 
your product or service, and show them that you have a personal stake in 
providing them a valuable user experience.

Finally, the Guardian Persona is logical and meticulous, guided by facts 
and evidence and they form the rest of the population, 45 percent. Guard-
ians want to know all of the details about your product or service before 
making a decision. They shop around and will often bookmark your page in 
order to explore your competition. Of the four personas, Guardians will read 
the most copy and spend the most time on your site. Therefore, since you 
have longer to convert them into customers, you’re free to address them 
last when optimizing your site for a higher conversion rate.

Below is a fictional example of how to handle all four personas in Web 
copy:

Knowing how to capture all four consumer personas is a key aspect in 
increasing your conversion rate. Understanding the psychology of every 
user’s decision-making process will help you find the best way to appeal to 
them all.

Example of Web copy 
that speaks to all four 
personas

“The bottom line is: we produce the results you want, guaranteed. [Ratio-
nals] Our job is to meet your objective when you need it done. [Artisans] 
Click here to see how thousands of clients have benefitted from our tried-
and-true experience. [Idealists] Visit our Conversion System page to see 
our methods and for more information on how you can increase your 
conversion rate by up to 400 percent!” [Guardians]

4

Target Audience and Personas
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Content is King

As Jakob Nielsen writes, “The first rule of e-commerce design remains: if 
the customer cannot find the product, the customer cannot buy the prod-
uct.”2 According to Nielsen’s study, 55 percent of the test subjects who re-
ported a bad user experience did so because of bad content.

The best Web copy is effective because it is: 

 1. scannable 
 2. compelling 
 3. consistent 
 4. urgent

Scannable 
Web visitors don’t read copy. Another Nielsen survey found that 79 percent 
of Internet users scan headings and keywords that will help them find what 
they need.3 

Therefore, it is imperative that your copy be concise. Rather than big blocks 
of text, users are hoping to see bullet points, images, and action words 
(“free,” “download,” etc.).

Compelling 
To capture the attention of your target audience, your copy should be en-
gaging. Text should be persuasive, full of active verbs and specific points 
that guide your user to convert.

Consistent 
No visitor wants to have an inconsistent experience on a website. Sites 
which offer consistent copy are easier to use while sites which keep users 
guessing make for a poor experience. In this instance, we can include lay-
out. If your contact page is on the right sidebar on your homepage, it should 
be on the right sidebar on all embedded pages. Making a visitor spend ex-
tra time searching--especially if he or she is searching for your conversion 
tool--is never a good idea.

These are the four compo-
nents of effective web copy. 
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Content is King

Urgent
In order to convert a visitor into a customer or a lead, you must make them 
feel that not only is there no better time to buy, but that there’s no other time 
to buy. Show them with your copy that you’re making an offer they can’t af-
ford to refuse.

Establishing Credibility

Another important content factor to consider is using credibility tokens such 
as testimonials, case studies and videos. Earlier we discussed the Idealist 
Persona, visitors who put extra value on the opinions and experiences of 
others who have used your site. However, credibility tokens don’t appeal 
only to Idealists. Quality, well laid-out content that testify your product’s or 
service’s worth will catch the eye of all visitors and give them the confidence 
they will need to convert into customers or leads.

In keeping with the ideas discussed earlier, a good testimonial will be con-
cise and easy to read. If the testimonial runs longer than two lines, put those 
first two lines on your home or landing page and link to the rest.

Also, feature testimonials which immediately speak to the benefits of your 
product or service. Superlatives are great, but visitors are more interested 
in information which is helpful, rather than colorful.

Example:

 A) “Volacci is the most amazing company I’ve ever used! Their ser 
       vices are second to none!!”

 B) “After using Volacci, my bounce rate decreased 20%.”

While testimonial A might be more fun, Testimonial B offers much more 
substance in almost half the words.
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Content is King

Testimonials should also prove your Unique Value Proposition (UVP), which 
is a statement detailing the unique contribution you make to your market 
and how your products or services differ than those of your competitors.

When defining your UVP, focus on four factors: exceptionality, uniqueness, 
excellence, and desirability. A good UVP uses at least one of these ele-
ments, and preferably more, to separate the company from the competi-
tion. 

Questions to ask your clients with the UVP in mind include: “What do you 
feel is my company’s greatest strength?” or “During your experience with 
my business, what words or phrases came to mind?”

Testimonials should be located where they can best ease a potential cus-
tomer’s concerns. A testimonial about the excellence of your service should 
be located on a page detailing your services. A testimonial outlining your 
company’s trustworthiness should be shown on the payment page. In other 
words, wherever you think a customer might have a question or a concern, 
that would be a good spot for a testimonial addressing that question or 
concern.

Use testimonials to 
establish your UVP.

While the plumbing testimonial is visually appealing, it lacks the value-added details present in the Nerds 
Next Door and the car repair testimonials. 
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Content is King

Use Call-to-Action Phrases

A call-to-action is Web copy or a design element which persuades your 
visitors to take a specific action that benefits your company: making a pur-
chase, filling out a contact form, providing feedback on your site, or simply 
moving them to a conversion page on your site. A site optimized for conver-
sion rate should have a visible call-to-action on every page and the copy 
should be filled with active language.

Calls-to-action should avoid adjectives. Instead, use active verbs to compel 
a user to click the button or the link. Rhetorical questions can also be effec-
tive, especially when coupled with measurable data.

Examples:

 A) “Click here to take advantage of our best offer yet!”

 B) “Would you like to see a 50% positive difference in ROI?”

 Option A  is vague and unpersuasive. What is the offer? Where  
 does  that click take the user? Option B contains a measurable sta 
 tistic and it’s persuasive because it includes a rhetorical question  
 that urges the reader to answer by performing the requested action. 

Tips to make CTA’s 
more effective
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Navigation

While understanding the psychology of your visitors is imperative, that 
knowledge will only go so far as your website design and navigation takes 
it. Good design is centered around the way your target audience and the 
four personas engage with your website. In other words, good design is 
extremely self-evident, both to yourself and to your visitors.

Good design will keep users from growing frustrated and heading for a 
competitor’s site. Here are a few things a visitor expects:

 -- To get an immediate understanding of who you are and what you  
     offer

 -- Where he/she is supposed to start

 -- For items to be obviously clickable if they are 

 -- To clearly understand what is the most important information on  
     your page

 -- For your site to be easily navigable

This last point is of utmost importance and it is often overlooked or neglect-
ed. Humans are 3-D beings used to navigating a 3-D world. The Internet is 
a lower-dimensional space with no sense of scale, direction or location. In 
other words, the Web is a very unnatural place for humans to spend time. If 
navigation is difficult, a user will feel lost and is likely to head elsewhere.

When dealing with the design and navigation, the goal is simple: Don’t lose 
the visitor!

Even the strongest websites have to work hard to keep a low bounce rate. 
Avinash Kaushik, a specialist with Google Analytics, writes, “It is really hard 
to get a bounce rate under 20%.”4

Your bounce rate is the percentage of users who enter your site--at your 
homepage, landing page, or anywhere else inside--and then leave (or 
“bounce” to another site) without viewing another page. 

What is the one thing you must 
not do to your site visitors? Lose 
them. Site navigation should 
help guide visitors to conversion 
points. 
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Navigation

The best-optimized sites have trouble keeping more than four out of five 
users. In Web Design For ROI, Lance Loveday and Sandra Niehaus write, 
“Most home pages have an abandonment rate of 40-60% prior to optimiza-
tion.”5

Good navigation does the following:

  -- Gives a visitor something to hold onto
  -- Reveals content
  -- Tells a visitor how to use a site
  -- Gives a visitor confidence in the business
 -- Indicates their location within the site

Navigation Tools

There are several tools you can use to optimize your site navigation for 
conversions. One of the most effective is to use breadcrumbs, links on a 
webpage which take the user back to the previous page, providing a trail 
for your visitors to follow back to the landing page. Breadcrumbs will usually 
appear across the top of a page, below headers and title bars. 

 Example: Home Page > Products > Shopping Cart > Checkout

A visitor who doesn’t know how to navigate to previous pages on your site 
is apt to get frustrated and move elsewhere. Providing breadcrumbs is a 
simple way to keep them from getting lost inside your site.

Another effective tool is hover text. When users drag the mouse over some-
thing you’d like them to click, you can affect popup text which prompts them 
to make the conversion.

Hover text enables you to provide the visitor with information on what will 
happen after the click. As with the rest of your copy, hover text should be 
concise and active. For example, if you want a visitor to open your contact 
form, you can provide hover text which reads, “Click here for special offers 
and discounts.”
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Navigation

Activated sign posts stay active even when you move away from the page. 
When visitors hover over a menu item in the navigation, it should change 
visually to signify that the item is being engaged. When the visitor clicks on 
that item, it should remain in the engaged state and should verify (visually) 
that the visitor is in that location on the website. 

When pages underneath the hierarchy of a top-level page is visited, it should 
remain engaged as well to signify that the visitor is on a page within that 
subset/category of pages. 

Layout

Remember, bullet points, graphics, short videos--anything but large blocks 
of text. When redesigning your site for conversation rate optimization, it is 
important to ensure that everything has its correct placement, from top to 
bottom.

Top
The top of your page needs to provide content that brands you and im-
mediately (remember: you have five seconds) communicates your value. 
The top should contain the most occurrences of your users’ keywords, and 
contain an immediate call-to-action.

Middle
In the middle of your landing page, you should establish credibility and al-
leviate any as-yet-unaddressed trust factors.

Bottom
The bottom of your page needs to contain supporting details (for example, 
more product information) and a secondary call-to-action or the primary 
call-to-action repeated.

A clear and easy-to-follow layout will ensure that your users don’t stray from 
where you want them to be. In fact, effective layout will funnel users toward 
your conversion areas, increasing the chances that they will turn into cus-
tomers or leads.

Inspect your site from top 
to bottom with navigation 
best practices in mind. 
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Feedback and Change 

Making changes--especially big changes--to your website can be intimidat-
ing and a little scary. However, there are best practices to follow and tools to 
use that should smooth the transition and bypass a drop in traffic, evidence 
typical of improper site migration and change implementation. 

If your website is built on Drupal, it’s important to set up document redirects 
before a migration takes place. As suggested by Volacci’s SEO specialists, 
modules like Path Redirect and Global Redirect are modules that make 
sure you’re still servicing site visitors during the change. 

If you’re unsure about any changes, you can always utilize A/B testing or 
multivariate testing to get some data. Both tests indirectly act as surveys 
that measure how a percentage of the website’s traffic interacts with the 
new changes. 

A/B testing measures how visitors engage with entirely different pages, 
which means lots of variables and design changes. Multivariate testing is 
when you’re testing anywhere from different versions of one to three page/
site elements in one time. 

Which version of your website --A or B--will have more weight with your visitors 
and search engines? 
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Conclusion

By way of conclusion, let’s walk through a home page that’s optimized for conversions. 

As you view the example, keep in mind the three elements of CRO:
 1. Targeting your audience
 2. Content
 3. Navigation

Call-to-Action with contact 
information

Video provides 
valuable content
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Conclusion

Conversion rate optimization is essential in turning your website into the 
marketing tool it should be. Increasing the percentage of visitors who con-
vert to clients or leads will ensure that your business grows at a steady 
rate.

To recap, optimizing for conversions involves identifying and appealing to 
your target audience, as well as the four personas of consumer psychology 
(Rationals, Artisans, Idealists, Guardians). Knowing how to keep all types of 
visitors on your site will lead to more conversions.

As marketing consultant David Callan wrote, “Content is king.”6 Effective 
content will help you meet a visitor’s expectations and enable you to ad-
dress all concerns and questions. Your Web copy should be scannable, 
compelling, consistent and urgent. Build credibility tokens and badges 
through testimonials, and use a call-to-action--with direct, active language-
-on every page of your site.

Ease of navigation is an often-ignored aspect of a successful site. Remem-
ber the words of Jakob Nielsen: “If the customer cannot find the product, the 
customer cannot buy the product.” Layout should be clear and self-evident, 
and funnel users to your conversions page. Employ breadcrumbs and hover 
text to help them stay on track, and employ proper layout (Top, Middle, and 
Bottom) throughout.

Content like credibility badges and testimonials 
puts visitors at ease. 



www.Volacci.com 

15

About Section

About the Author 
Jordan Ochel is the conversion specialist at Volacci. He loves his job be-
cause it’s the perfect combination  of his expertise and experience--having 
minored in Visual Arts and Design with a research focus in Behavioral Eco-
nomics at Mary Hardin-Baylor. There, he was honored to present his re-
search to the Dallas Federal Reserve in 2008, to win the Wall Street Journal 
Award and to start the first Omicron Delta Epsilon chapter at UHMB. His 
dream is to write fiction and non-fiction novels someday, sprinkling his be-
loved Oxford comma throughout his work. His favorite colors are green and 
blue. 

About Volacci
Volacci exists to revolutionize Internet marketing, with the belief that it should 
be profitable and easy for its customers. The company’s vision is a suite of 
products and services that work to attract visitors to a client’s site, convert 
them into prospects and nurture them into leads and sales while retaining 
them in long-term relationships. Ben Finklea, Volacci’s founder and CEO, 
is an industry leader, having published Drupal 6 Search Engine Optimiza-
tion, a book about ranking high in search engines with professional tips, 
modules and best practices. For more information about SEO and Internet 
marketing, go to www.Volacci.com. 

http://www.volacci.com/
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