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How to Convert More of Your 
Website Visitors into Leads

Ahead of the Curve
Webinar Series
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• All lines are muted
• Submit your questions via dashboard
• Q&A session at the end
• Webinar is being recorded
• Webinar recording will be sent out 
• If you experience a drop in audio, try 

calling in or switching to the phone audio 
option and back to your computer again

A Few House Keeping Items:
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WSI AT A GLANCE

For 25 years, WSI has been providing digital 
marketing services and comprehensive 

marketing strategies to businesses of all sizes 
and across various industries. We are the largest 

network of digital marketing agencies around 
the world.

We are a full-service digital marketing agency 
that helps elevate your online brand, generate 
more leads and sales, and improve your overall 

marketing ROI. 
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Chuck Bankoff is an International speaker, author, and trainer to Internet Consultants in 
over nine different countries. He recently celebrated his 20th year as a Digital Marketing 
Consultant with the WSI network. Chuck has authored a chapter in each of WSI’s three 

Digital Minds books, including the chapter on Website Conversion in WSI’s recently 
published book, Digital Minds: A Strategic Approach to Connecting and Engaging with 

Your Customers Online. 

TODAY’S PRESENTER

CHUCK BANKOFF
WSI Certified Agency Owner, Speaker & Author
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1. Why Increasing Conversions is Better than Increasing Traffic

2. Conversion Stuff You Need to Know

3. The Call-To-Action – Timing & Best Practices

4. Campaign Killers…How to Undermine Your own Best Efforts

5. COVID Considerations

6. Q & A

On the Agenda
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Without increasing your conversion rate, 
you need 36,000 visitors to get the same 360 Customers

Improve Sales by:
1. Increasing Traffic
2. Up-Selling
3. Improving Conversion Rate

Visitors       Conv. Rate     Customers
12,000
12,000

1%
3%

120
360!!!
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Less is not more.  Just enough is more

Get rid of everything that is not
essential to making a point

Don’t ask for too much too
soon



Some
CONVERSION
Stuff

FORMS
The less information you ask for, the 
more likely it is that a user will fill out 
your form and submit it. 

Longer forms can be used as a 
screening process.



Some
CONVERSION
Stuff

POP-UPS
Don’t block the website before they 
have a chance to explore it.

Realize there are different ways to 
trigger a pop-up

Don’t be annoying!



Some
CONVERSION
Stuff

LIVE CHAT & BOTS
Don’t try to fool someone into thinking 
the bot is a real person. 

Segregate users right from your 
greeting.

Consider a lead magnet to get them 
into your database. 
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Some
CONVERSION
Stuff

VIDEO STORYTELLING
Several shorter videos are “probably” 
better than one long video

Phone video can be effective for 
testimonials and other applications 
where “real beats polished”.

Don’t be afraid to use video creatively!
• Time lapse video
• Drone footage for aerial video
• Personal videos of each team member 
• Illustrate Product Features with Animation
• Showcase your business’ personality



Some
CONVERSION
Stuff

SOCIAL PROOF & TRUST
Case studies specific to your Niche or 
Industry illustrate success and solutions.

Testimonials are great…Reviews are 
better. 

Off-site validation like Google reviews, Yelp, 
Facebook and LinkedIn recommendations, 
transfer that credibility to your website.   

Trust Icons, Badges, Awards and phone 
number.
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the call to
ACTION

EXAMPLE #2: BLOG GROWTH
The Pitch: 20 Guides, Checklists, and Templates to Accelerate Your Blog’s Growth
The Button: Download the Guide

EXAMPLE #1: SQUARE
The Pitch: Start selling in Canada today. Take care of your business anywhere with Square.
The Button: Get a Free Trial of Square

EXAMPLE #3: PIPEDRIVE
The Pitch: Take control of your sales process—try it free!
The Button: Get Started Free
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19CTA Best Practices
 Make it easy to notice
 Keep the CTA above the fold
 Repeat below the fold
 Use action words
 Use first-person voice
 Timing is everything!
 Create a sense of FOMO



20Campaign KillersUndermining Your Best Efforts

• Too much text

• Too many links leading to too many places

• Unnecessary Required fields

• No email privacy info next to the email form

• Lack of communication choices

• Inadequate shipping and pricing information

• Error pages, broken links, and anything that 
doesn’t work
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COVID Considerations

• Add an Alert bar to your site

• Add a dedicated COVID-19 page that gives 
special instructions if necessary

• Build special instructions into the process as 
necessary

• Update your Google My Business, Facebook and 
Yelp Accounts if your hours have changed

• Keep updating your site with non-COVID-19 
information
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1. CRO before traffic

2. Minimize distractions

3. Don’t make your visitors think…or work too hard

4. It’s not about you!

In Summary:
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READ MORE ABOUT THIS TOPIC & MORE IN OUR 3RD BOOK

Available on Amazon and 
other online book retailers. 
Search “WSI Digital Minds” 

or visit
https://bit.ly/wsibook3

https://bit.ly/wsibook3
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REACH OUT TO YOUR LOCAL WSI CONSULTANT

Talk to us, we can help!

April 

Need help optimizing your website 
design and content to convert more 
of your site visitors into leads? 

Reach out to your WSI Consultant 
or email contact@wsiworld.com.

mailto:contact@wsiworld.com
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JOIN US FOR OUR NEXT WEBINAR

SEO: 
How to Optimize Your Digital 
Presence During COVID-19

April 

Wednesday, May 13th at 11:30 AM EDT
with Mark Jamieson

Ontario, Canada
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Now it’s time for some Q&A
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REACH OUT TO YOUR LOCAL WSI CONSULTANT

Talk to us, we can help!

April 

Need help optimizing your website 
design and content to convert more 
of your site visitors into leads? 

Reach out to your WSI Consultant 
or email contact@wsiworld.com.

mailto:contact@wsiworld.com
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JOIN US FOR OUR NEXT WEBINAR

SEO: 
How to Optimize Your Digital 
Presence During COVID-19

April 

Wednesday, May 13th at 11:30 AM EDT
with Mark Jamieson

Ontario, Canada
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AHEAD OF THE CURVE SERIES EXTENDED!

3 New Informative Sessions 

How to Optimize Your Digital 
Presence During COVID-19

May 13th @ 11:30 AM EDT

Tracking the Insights that 
Matter Most to Your Business

May 20th @ 11:30 AM EDT

Defining Your Post-COVID-19 
Digital Marketing Plan

May 27th @ 11:30 AM EDT
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See you next time!
We’re here to help.
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