HOW TO TRACK AND OPTIMIZE
CONVERSIONS

What is Conversion?

A conversion is when someone takes the specific action you want them to take. It’s the
moment a visitor becomes a customer, subscriber, or engaged user.

STEP 1: DEFINE YOUR CONVERSIONS

Primary Conversion
The main action that drives your business forward
Examples:

e E-commerce: Complete purchase
e SaaS: Start paid subscription
e Media: Subscribe to newsletter

e App: Complete signup and first key action

Secondary Conversions (Micro-conversions)
Smaller actions that lead toward the primary conversion
Examples:

e Addto cart
e Start free trial

e Download resource



e Watch demo video

e (Create account

STEP 2: IMPLEMENT CONVERSION TRACKING

The Three Essentials
1. LOG IT Record every conversion event with relevant data

e User D (if available)

Timestamp

Source/channel

Device type

Value (if applicable)
2. ATTRIBUTE IT Understand which marketing efforts drove the conversion

e First touch (what introduced them)
e Lasttouch (what closed the deal)

e Multi-touch (everything in between)

3. MEASURE IT Calculate key metrics to evaluate performance

KEY CONVERSION METRICS

Conversion Rate
Formula: (Conversions = Visitors) X 100

Example: 50 purchases from 1,000 visitors = 5% conversion rate

Cost Per Conversion (CPA)

Formula: Total Spend - Number of Conversions



Example: 500spent + 50conversions =10 CPA

Return on Ad Spend (ROAS)
Formula: Revenue from Conversions =+ Ad Spend

Example: 2, 000revenue--500 spend = 4x ROAS

Conversion Value
Formula: Average Order Value X Conversion Rate X Traffic

Example: 50A0V x 52,500

STEP 3: UNDERSTAND YOUR CONVERSION PATH

Map the Journey

Typical Path:

Ad Click - Landing Page - Product Page - Cart - Checkout - Thank You

Track Drop-off at Each Step:

Step Visitors Drop-off Rate
Landing Page 1,000 -
Product Page 600 40%
Add to Cart 200 67%
Checkout Started 120 40%
Purchase Complete 50 58%

Focus on the step with the highest drop-off first




STEP 4: OPTIMIZE FOR MORE CONVERSIONS

The Testing Framework
1. HYPOTHESIZE “If we change X, then Y will improve because Z2”

Example: “If we add customer reviews to the product page, conversion rate will
increase because it builds trust”

2. PRIORITIZE Use the ICE Score:

e Impact: How much will this improve conversions? (1-10)
e Confidence: How sure are you it will work? (1-10)

e Ease: How easy is it to implement? (1-10)
ICE Score = (Impact + Confidence + Ease) + 3
3. TEST Run A/B tests to validate your hypothesis

e Control: Current version
e Variant: Your proposed change

e Run until statistically significant

4. IMPLEMENT Roll out winners, document learnings, move to next test

TOP 10 CONVERSION OPTIMIZATION TACTICS

1. Reduce Friction

Fewer form fields

Guest checkout option

Auto-fill where possible

Clear progress indicators



2. Build Trust

e Customer testimonials
e Security badges
* Money-back guarantees

e Display social proof (X customers served)

3. Create Urgency

e Limited time offers
e Low stock indicators
e Countdown timers

e Exclusive deals

4. Improve Clarity

e Clear headlines
e Obvious call-to-action buttons
e Simple language

e Remove distractions

5. Optimize Load Speed

e Compressimages
* Minimize code
e Use fast hosting

e Target: Under 3 seconds

6. Mobile Optimization

® Responsive design
* Large tap targets

e Easy thumb navigation



e Mobile-friendly forms

7. Use Strong CTAs

e Action-oriented language (“Get Started” not “Submit”)

High contrast colors
e Prominent placement

e One primary CTA per page

8. Leverage Scarcity

e “Only 3 leftin stock”
e “Sale ends tonight”

e “Limited spots available”

9. Offer Multiple Options

Different price points

Various payment methods

Multiple contact channels

Flexible delivery options

10. Retarget Abandoners

Email cart abandonment sequences

Retargeting ads

Exit-intent popups

Special recovery offers




CONVERSION RATE BENCHMARKS

Industry Average Conversion Rate
E-commerce 2-3%
SaasS 3-5%
Lead Gen 5-10%
B2B 2-5%

Note: Your mileage will vary. Focus on improving YOUR baseline, not hitting industry
averages.

COMMON CONVERSION KILLERS

Slow page load times Every second of delay = 7% fewer conversions

Complicated checkout Each extra form field = 10% drop in completion

No mobile optimization 50%+ of traffic is mobile - don’t lose them

Lack of trust signals People won’t buy if they don’t trust you

Unclear value proposition If they don’t understand the benefit, they won’t convert

Too many choices Decision paralysis kills conversions

YOUR CONVERSION OPTIMIZATION CHECKLIST

This Week

Set up conversion tracking for primary goal
Identify your current conversion rate
Map your conversion path

Find the biggest drop-off point



This Month

Run 2-3 A/B tests on high-impact elements
Add trust signals to key pages
Optimize for mobile

Implement cart abandonment recovery

This Quarter

Test 10+ optimization ideas
Improve page load speed
Refine targeting to higher-intent audiences

Document what works for future reference

THE TESTING PRIORITY MATRIX

High Impact Low Impact

Easy to Implement Easy to Implement

DO FIRST Do if time allows

Headlines, CTAs, trust signals Button colors, minor copy

Hard to Implement Hard to Implement

Plan carefully, high ROI Skip for now @

Checkout redesign, new features Complex changes, low return
KEY TAKEAWAY

Conversion optimization is not about tricks - it’s about removing barriers and
making it easy for people to say yes.



Test systematically, measure everything, and compound small wins into massive
growth.

Based on principles from “Click Here” by Alex Schultz



