Can You Double Leads Without More Traffic?

What is CRO in plain English?

Conversion Rate Optimization (CRO) means getting more of the people who already
visit your site to take action—call, book, buy, or fill out your form. If 1,000 people visit and
1% convert, that's 10 leads. Increase that to 2% and you get 20 leads—double—uwith the
same traffic.

Plain and simple: this means getting more people that come to your website to turn into
leads and sales. If the typical conversion rate is 1%, then adjusting your website to
increase the rate to 2% gets you DOUBLE the leads and sales with the traffic you already
have.

Why CRO Before “More Traffic”

e Speed: You can make a headline or call to action (CTA) change today and see
results fast.

e Efficiency: Every future visitor becomes more valuable.

e Compounding: When you later add SEO/ads, your higher conversion rate multiplies
the effect.

Basically, if you make the change once, it keeps working for you going forward. Every
second the main pages on your website do a poor job converting is leads and sales you
are missing out on — probably going to your competition as people leave your website
frustrated.

The “Homer Simpson” Test: Kill the Jargon

People act when they instantly understand what you do and how it helps them. Dumb it
down—yes, on purpose.

Example: If you wash windows, say: “We get dirt off your windows.” Then add the benefit:
“Streak-free and sparkling in one visit.”

Fill-in template: “We help [audience] [achieve outcome] without [big pain].”

e Simplify these first: Page headline, subhead, primary button, top nav labels.
e Above the fold: Make the benefit obvious before anyone scrolls.

Above-the-Fold Blueprint



Above-the-fold means what people see before they have to scroll. It's a term that came
from newspapers. Think of newspapers folded and for sale on the street. If there’s a good
headline, you'll be more interested in purchasing the paper.

Benefit headline: Say the outcome (“Get More Qualified Roofing Leads”).
Clarifying subhead: One sentence, no jargon.

Primary CTA: One action (“Get My Free Estimate”).

Trust cue: 1 short testimonial or logos.

Relevant visual: Static image > carousels.
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We used to hide the answer more. Now, what you do is have a good headline — one that
has an open loop someone wants to close, then give away the answer right away — in as
plain language as you can. Next, go into more detail explaining what they get — not who
you are (they don’t care about you or your business).

And remember, people don’t websites anymore. They skim. If they find what they’re
looking for, they’ll read, but not before that. People don’t have time.

Title Tag & Headline: Get the Click, Then the Conversion

Write title tags as keyword | dear Benefit. The SERP click is step one. Align your on-page
H1 with the same promise so visitors feel “I'm in the right place.”

Make Your CTA Unmissable

You'll hear designers and conversion-minded people talk about “BOB—the Big Orange
Button” which is the main CTA. The better principle is contrast and clarity, not a magic
color. Stay on brand, increase saturation, add white space, and size it so it stands out.
CTA copy should be action + outcome: “Get My Quote,” “Start Free Scan,” “Book a Call.”

UX Tweaks That Move the Needle Fast

Kill sliders & horizontal scrolling: They distract and often hurt conversions.
Use swatches instead of dropdowns: Faster choices can lift add-to-cart rates.
Show, don’t hide: Keep crucial info visible (open by default vs. hidden in
tabs/accordions).

Richer product views: 360°/zoom can boost “this feels real” confidence.

Note: Results vary by site—always test, don’'t assume.
Speed = Money

If your site feels slow, people bounce. Aim to keep core content loading quickly.



e Compress/resize images; lazy-load below-the-fold media.
e Use caching and a CDN; remove unused scripts and pixels.
e Load only what a page needs; defer non-critical JS.

What to Test First: Simple Roadmap

Start where attention is highest and friction is worst:

Headline: Clear benefit vs. clever.

Subhead: Plain-English explanation vs. jargon.
Primary CTA: Copy, size, placement, contrast.

Form length: Fewer fields vs. many.

Trust: Short testimonial near the CTA vs. buried below.
Pricing clarity: Transparent vs. vague.
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Write a hypothesis: “If we make the CTA copy outcome-focused, then checkouts will
increase because people understand the next step.” Measure one primary metric per test.

Quick-Start Checklist: What You Can do Today

Rewrite your hero headline in plain English with a clear benefit.
Add a short subhead that says exactly what you do.

Make the primary CTA high-contrast and outcome-focused.
Remove the homepage slider; use one focused image.

Unhide key info (shipping, pricing ranges, guarantees).

Swap dropdowns for visible options (sizes/colors/services).

Add one trust element near the fold (testimonial or “as seen in”).
Compress images and defer non-critical scripts.

Match title tag + H1 to the searcher’s intent.

Set up a basic A/B test; run it long enough to get a clear winner.
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Download the CRO Quick-Start Checklist (PDF)

Here’s a quick checklist to help you be able to refer to the points listed here the next time
you work on your home page and other landing (main) pages of your website... which is
hopefully today still. No email required. Instant download.

CRO Quick Start Checklist (PDF)

FAQs About Using Conversion for More Leads/Sales


https://tonyherman.com/wp-content/uploads/2025/10/CRO-Quickstart-Checklist-TonyHerman.pdf

What’s a “good” conversion rate?
It depends on offer, traffic quality, and industry. Don’t chase a benchmark—improve your
own baseline.

Does button color really matter?
Only as far as visibility and contrast. Stay on-brand; make it unmissable.

Should | use sliders?
Generally no. They split attention and often lower engagement. A single focused hero wins
more often.

How do | measure CRO properly?
Define one goal per page (lead, call, checkout). Track with analytics, run controlled tests,
and give them enough time to reach significance.

Wrap-Up

You don’t need more visitors to grow. You need more clarity and less friction. Make your
pages Homer-simple, make your CTA obvious, show what matters, and speed things up.
Double the rate, double the results—without buying a single extra click.

Glossary of Terms Used on This Page

Conversion
The action you want a visitor to take (call, form submit, purchase, booking, etc.).
Conversion Rate (CR)
The percent of visitors who convert. Example: 20 conversions / 1,000 visits = 2%.
Conversion Rate Optimization (CRO)
Improving your pages and funnels so a higher percentage of visitors take action.
Above the Fold
The content visible without scrolling. Prime real estate for your benefit, subhead, and
CTA.
Call to Action (CTA)
The primary button or prompt that asks the visitor to take the next step (e.g., “Get My
Quote”).
Title Tag
The HTML title shown in browser tabs and search results; major lever for click-
through from Google.
H1
The main on-page headline. Should align with the promise made in the title tag.
BOB (Big Orange Button)



Shorthand for the idea that high-contrast CTAs often convert better. Contrast &
visibility > any one color.

Contrast
Visual difference that makes key elements (like CTAs) unmissable via color,
brightness, size, and whitespace.

Qualified Traffic
Visitors who are already interested and likely to convert (right intent, location, timing,
and budget).

Bounce Rate
The share of sessions where users leave after viewing one page. Often a signal of
mismatch or friction.

A/B Test (Split Test)
Comparing two versions (A vs. B) to see which performs better on a defined goal.

Test Hypothesis
A prediction you write before testing (change + expected impact + reason). Guides
what “winning” means.

Form Friction
Anything that makes completing a form harder: too many fields, unclear labels,
errors, or slow load.

Social Proof
Evidence that others trust you: reviews, ratings, testimonials, case studies, “as seen
in” logos.

Lazy-Loading
Delaying the load of offscreen images/embeds until they’re needed. Speeds up initial
page render.

CDN (Content Delivery Network)
Distributed servers that deliver your static assets from locations closer to users for
faster load times.

LCP (Largest Contentful Paint)
Core Web Vitals metric for how quickly the main content becomes visible. Faster is
better.

Accordion/Tabs
Ul components that hide and reveal content. Handy for FAQs, but avoid hiding
critical decision info.

Swatches
Clickable visual options (sizes, colors, plans) that reduce friction compared to
dropdown menus.

360° View
Interactive product imagery that lets shoppers rotate an item. Often boosts purchase
confidence.

ICP (Ideal Customer Profile)
Who you're truly trying to reach. Drives your language, offer, and page structure.
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