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Website Conversion Basics
We have to begin this book at website conversion, because in a nutshell, that’s the
entire reason for this tome: to get your website to convert visitors into customers.
Everything I am going to teach you is geared towards turning more of your website
visitors into customers.

But what does “website conversion” really mean?

Although it sounds boring and technical, “website conversion” is simply a fancy
name for comparing the number of people who visit your site with the number that
take the action you want them to take (buy, contact you, etc.) It is a number (or,
more accurately, a percentage) that acts as a measuring stick for how well your site
is serving you in terms of business. It’s pretty useful, too, so I encourage you to read
on and learn about it.

Your website’s “conversion rate” is reached by doing a little math  — don’t get
scared  —  it’s pretty simple. All you need to do to figure out your website conver-
sion rate is divide the number of “actions taken” by the number of people who ac-
tually visited. If 100 people visit your site, and 2 take an action, the equation is 2
divided by 100, which is .02 (or, more simply, 2%). 

1

1
UNDERSTANDING WEBSITE
CONVERSION AND 
TARGETED TRAFFIC
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2 Do the web write

So when someone says their website is converting at 2%, this generally means 2
out of 100 people take an action. 

Conversion rate = the number of actions divided by the number of visits.

Hits versus visits
To figure out your web conversion, I am assuming that you will be able to get your
website statistics to know the number of visits you are getting (your web host or IT
department can tell you how to get this information). However, be careful here  —
many people look at their stats in terms of hits. This is a useless stat trotted out by
IT people responsible for web traffic because it’s usually a big number. Well, it’s big
because “hits” typically measures how many items load on your page in one view. To
give a very basic example, if your page has just simple HTML and also has 4 pic-
tures, one visit will typically result in 5 hits (the page load, and 4 pictures loading).
Other things affect hits too, so ignore the “hit” stat, and instead concentrate on
“unique visitors” (or similar). It’s a smaller number, and won’t make you feel as
good, but it’s a truer measure of how many people come to your website because it
is literally the number of unique IP addresses that have visited your site, so theo-
retically, unique individuals. 

What is an “action”?
I mentioned a visitor taking an action  —  but what exactly is an action? Well, it’s
whatever you need your website to do. For example, on my main website, at this
writing, I don’t sell products. Thus, I measure “actions” by how many emails and
phone calls I get inquiring about my service. To me, an email or a phone call is a suc-
cessful action. If someone comes to my website and then contacts me because of it,
well, that’s the result I was looking for.

So if you have a service-type business (which could mean local plumber all the
way up to an enterprise-level software developer), your “action,” in terms of a con-
version rate, is generally how many people contact you for your service (or for more
information or pricing). And, obviously, if you have a site that is selling a product,
your “action” will generally be a product order.

It’s entirely possible to have two or more conversion rates on the same site as
well (because, as I just pointed out, what defines an action is entirely up to you). For
example, if you have a site that sells a product, and you get an email from “Mega-
Store Conglomerated” asking about placing a giant order, isn’t that a measure of
how effective your website is? Of course it is. It’s totally up to you. If you wish, you
can track your conversion rate for sales, contacts, bookmarks, etc. 

Now, I’m mentioning actions and conversions, but I don’t want you to get too
wrapped up in it. Knowing your conversion rate(s) is useful, and we’ll discuss how
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Understanding website conversion and targeted traffic   3

useful it is in a moment, but it’s also not an exact science. For example, all “actions”
are not created equal. Take me for example: To me, an email from a wealthy, ready-
to-spend corporation regarding web copy is MUCH different than an email from a
broke college freshman offering me a six-pack of his roommate’s home-brewed beer
to write his term paper. (This has really happened. I refused, but I must say, the beer
sounded really good.) Yet, in terms of defining an action, I count both the corpora-
tion and the freshman as the same (I just don’t have the time to quantify the “good”
actions from the “I’ll buy you a beer” ones). So your conversion rate should really
be regarded as a loose indicator of success, and not an exact one.

Establishing your conversion rate
I told you the formula and criterion for establishing a conversion. So, how long do
you give before you settle into a “normal” conversion rate? There are two answers.

The first answer is one to three months  —  that’s a fair measuring stick  —  that
will allow for daily or weekly spikes in traffic and business to sort themselves out. I
would go the full three if possible, but I have also found that business is pretty pre-
dictable on a month-to-month basis. I’m just saying three because if the “one
month” that you measure is a big holiday month (like December), well, that could
give you a skewed result.

The second answer is … there is no answer, because it’s infinite. You NEVER
stop measuring conversion. For the most part, your conversion rate should hold
steady (as it’s not a measure of how many visitors, but rather how many take an ac-
tion), but even this can vary. For example, a construction company will have sea-
sonal surges. So will a tax preparation service. The conversion rate in the spring for
both of these businesses will (likely) be higher than in the winter, as more website
visitors are actually looking for the service right away, so a higher percentage might
take action. Make sense? 

Again, no hard or fast rules. Just establish a conversion rate, and then check it
every so often. 

So what is an acceptable website conversion rate?
I want to tell you something else about website conversion that is often misunder-
stood. In my opinion, there are no set-in-stone, acceptable website conversion num-
bers. So don’t get too hung up on it. Conversion rates are more for your own use
than to compare yourself to others, especially others in different industries.

A 2% conversion rate might be great for one site, while it’s lousy for another. Be-
cause the Internet is so vast and varied, there is no acceptable norm (and don’t let
anyone tell you different). I say this because, for some reason, certain people seem
to get hung up on what a “good” conversion rate is (usually 2%). That’s BS to me.
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4 Do the web write

I’m telling you to ignore what anyone else says is a “good conversion rate,” because
they are different for every situation. Here are some examples as to why they are
different:

� It’s MUCH easier to get someone to click to contact you for a service than
it is to sell a product. Thus, websites that ask for a contact usually convert
higher than those that ask visitors to buy something.

� That said, it’s MUCH easier to sell a $5 product than it is to sell a $500 one.
So sites that sell cheap products usually convert better than sites that sell ex-
pensive ones.

� Traffic matters too. For example, if you sell live bait, you will convert better
by attracting 100 people who fish than you will by attracting 100 people who
are looking for a gourmet restaurant (just a hunch, but I have a gut feeling
those people won’t be calling you). Also, your ad budget will dictate the
amount of “good” traffic you attract. Usually, the higher the ad budget, the
higher the quantity of “good” traffic, and (in most cases) the higher the con-
version rate. More on traffic in a moment. 

� Lastly, no two sites are 100% alike in terms of traffic and/or conversion.
What is good for you may not be good for anyone else. Plus, all traffic is rel-
ative; Amazon.com likely gets more traffic than “Bud’s Bait.”  It’s what
Amazon (and Bud) do with their traffic that makes the difference. 

How to Use Conversion Rates
Okay, I just told you not to get too worried about acceptable conversion rates. How-
ever, it’s still pretty important (and useful) that you understand the basics of con-
version (and that you know your own conversion rate). That’s because once you
establish a conversion rate for yourself, it is VERY simple to measure how changes
to your website affect your business. It’s a really great tool.

For example, if you track your numbers and have a steady conversion rate of 5%
for several months, and then change the wording on a few pages and your conver-
sion rate jumps to 7% the next month, you know you did a good thing. And if it falls
to 3%, you know to put back what you had (you DID save it, right)? ALWAYS save
the “old stuff” from your website when you update. I’ve “broken” my site more
times than I can count by putting up what I thought was better content, only to see
my conversions take a dive … it happens even to us web experts.

In addition, looking at your website in terms of conversion rates makes it very
simple to envision large business increases. For example, if you get 1,000 visitors a
day, and get ten actions, you are converting at 1% (and for many businesses, this is
just fine). Now, say you make a few changes (like the changes you’ll make after read-
ing this book) and your conversion rate goes to 2%. You didn’t just increase business
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Understanding website conversion and targeted traffic   5

by 1%. You DOUBLED it, my friend. This is because those 1,000 visits are now pro-
ducing 20 actions instead of 10. That 1% conversion increase (which, for most web-
sites, isn’t all that hard to do) represents a HUGE change. Increasing your
conversions by even a single percentage point could profoundly affect your business.  

Conversion rates actually affect your business exponentially even if the numbers
seem very small. For example, an initial 2% conversion rate raised to 3% may seem
small on the outset, but it represents a 33% increase in business. That’s right! In this
case, 1% = 33%. And if the 2% is raised to 4%, it represents a 50% increase, which
means 2% = 50%. And if we raise it 3%? Oh boy, that’s where the real fun begins
(yes, I sometimes have a strange concept of fun. I’m working on it).

Let me tell you a quick website conversion story
A client once came to me and wanted me to help him write a few Google AdWords
(PPC) ads. He wanted to bring more traffic to his site and increase business (he sold
financial products). A quick chat about his site revealed that he already had excep-
tional traffic; he was getting close to 1,000 visits a day from interested prospects (he
advertised heavily on Google). He was getting perhaps 10 inquiries a day, meaning
he was converting at 1%. His goal was to get 20 inquiries a day, so he figured that if
he increased his advertising enough to bring in 2,000 interested prospects, he’d reach
that goal.

I looked over his site and recognized right away that I could help him not by in-
creasing advertising, but by increasing conversion. His site was not very well written,
nor was it user friendly. So I told him, “Why not try and get more out of the traffic
you already have?” We talked, and he agreed with my assessment. I wrote up a quick
plan for what to do. The first step was to change the page order a little, and get the
most important information clicked on first. The second was to change the copy.
Under my direction, he had his web designer do the first part, and then I rewrote
perhaps four pages of copy. Then he put up the new site and waited.

He didn’t have to wait long. From the very first day, with the same amount of
traffic he always had, he started getting 30-plus inquiries. This kept up consistently
for weeks, and then months. All told, his new conversion rate jumped to 3.5%. I
more than tripled his business. 

But here’s the really neat part. Had he upped his advertising spend to raise busi-
ness, he’d be paying increased advertising fees month after month. But because I
used the traffic he currently had, instead he had a ZERO increase in advertising
costs. 

Now, some of you may be saying, “That’s great, Dan, but he had to pay YOU.”
And yes, this is true. But my total fee was less than what one month of increased ad-
vertising would have cost. So after the first month, that part becomes irrelevant. But
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6 Do the web write

it gets better: Based on how much he makes from a sale, I actually paid for myself
in one week. After that, it was all pure gravy.  

And here’s one more “even neater” part: This new conversion rate (3.5%) will
almost certainly hold true even if he DOES decide to eventually increase advertis-
ing (as he obviously was willing to do before I changed things). So he could feasibly
be getting 3.5% on 2,000 visits if he so chooses. ANOTHER doubling of business.

Nice little story, huh? And trust me, things like this happen all the time.

Website Conversion Rates are a True Indicator of Success
One more thing on conversion rates. 

Looking at (and measuring) your website in terms of conversion rates cuts
through the clutter of everything and gives you the definitive measuring stick of your
website’s performance. This is because sometimes your website’s performance
might not be reflected in total revenue. Personally, my overall revenue numbers
fluctuate depending on the size of the jobs I am currently doing — yet, initially they
all come in on the same quote form, and count as one conversion. My revenue is
also determined by how well I convert my prospect once they have contacted me. If
I have an interested prospect, my website largely did its job (it delivered me the
prospect, and now I have to take over). So it’s not really fair for me to judge my web-
site’s performance on revenue (or whether I close the deal), is it? If I’m getting a
nice flow of interested prospects, and my revenue is still bad, my problem almost
certainly lies elsewhere (maybe in my demeanor or my pricing). 

To give a slightly clearer example of the previous, imagine if you were unem-
ployed, and had a nice résumé made. You sent it out, and it got you a few calls or
interviews. But then you proceeded to show up to the interview in shorts and a
“work sucks” t-shirt, and (surprisingly) did not get offered the job. 

Is it your résumé’s fault that you didn’t get hired? Should you change your ré-
sumé? Or is the résumé doing its job (delivering contacts and interviews) and the
real reason you remain unemployed lies elsewhere? The answer is pretty obvious (I
hope)!

To wrap this part up, in very simple terms, knowing your website conversion rate
is probably one of the best ways to get a handle on how your website is doing. It also
gives you a clear picture on how changes affect your business.

Okay, let’s move on to targeted traffic.
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Understanding website conversion and targeted traffic   7

Targeted Traffic
The second part of Chapter 1 deals with targeted traffic. I mention this along with
conversion because it is a “backbone” issue that (technically) has nothing to do with
your website itself, but has everything to do with its success. Everything I will talk
about after this point, from the fundamentals of a successful website to writing copy
for the pages, will assume that you are bringing targeted traffic to your site.

What is targeted traffic, and why is it important?
Targeted traffic refers to website visitors that are interested in what you have to
offer. In other words, they largely came to your website specifically looking for your
service, product, info, etc. They aren’t simply randomly web-surfing, they aren’t just
curious — they are looking for what you offer.

This isn’t to say that you won’t get random traffic. Your website will get all kinds
of traffic. There will be surfers and browsers, people who landed on your site for
whatever reason, etc. You won’t be able to help that. But you want as much targeted
traffic as you can get. And you have to work at getting targeted traffic — it won’t
just find you.

Targeted traffic generally comes to your website one of three ways — someone
searched for your site online, someone saw an ad on a related website (or in an email
message), or someone saw an offline marketing piece that drove them to the site. 

Regardless of where/how the traffic originated, it shares a single concept: Some-
one said, “Hmm, looks interesting” (or something like that. Don’t quote me) and
went to your website.

Targeted traffic is extremely important, because it’s the very essence of how the
web works. Fundamentally speaking, the web is a lot closer to the Yellow Pages than
it is to TV, for example. By and large, regardless of how they got your website ad-
dress, people will go to your website because they feel the content will be of interest
to them and/or their situation.

How do you get targeted traffic?
I’m not going to kid you. Targeted traffic will likely cost you a few bucks. There’s al-
most no way around that. You usually have to pay for online advertising (on search
engines, online banners, etc.), and offline (well, that’s self explanatory: brochures
with your web address, business cards, and the like). If you are not prepared to
spend money getting traffic, you will have a very hard time succeeding online. This
is reality. 

I know, I know … everyone wants low-cost/no-cost “guerrilla-style” ways to get
traffic. Well, they do exist, but I have to tell you, in my experience, they are very time
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8 Do the web write

consuming, and the results are almost always substandard at best (they can be nice
additions to your paid efforts, though). In fact, it seems the only people who bene-
fit from this type of marketing are those who sell the information on how to get free
traffic (making it not-so-free anymore). Smart, successful web people are ready to
spend a few bucks on advertising, so be a smart, successful website owner and do the
same. You can experiment with other, cheaper ways of getting traffic later once you
are making money.

Okay, here’s how you generally get targeted traffic:

1. Pay-per-click advertising (PPC): When you use pay-per-click (PPC) adver-
tising through Google, Yahoo! (formerly Overture), or similar, this is advertis-
ing where you bid on certain keywords (keywords that people would search for
if searching for you), and you pay each time someone clicks on your ad (usually
anywhere between ten cents and two bucks, depending on the popularity of your
keywords). This may seem expensive, and it can get that way, but I have to tell
you, I love PPC, and here’s why: The people clicking on your ad searched for
your specialty, read your ad, and were compelled to click and go to your web-
site. By and large, that’s seriously targeted traffic. These are people who are 
really interested in your service. 

Now, there are entire books written on PPC advertising, so I’m not going to
get into the technical “hows” here — you can figure out “how” by going to these
websites (Yahoo!, Google, etc.), and reading about their advertising programs.
But, for almost any web business, you are going to have to engage in some form
of PPC. 

And not only do you have to participate in PPC, you will have to have a suf-
ficient budget (this is the reality of today’s Internet). I can recall rewriting web-
pages for a guy that had a budget of $2 a day for his PPC ads … That $2
delivered three people, and this was the only advertising he did. Suffice it to say,
that’s simply not enough. It is close to impossible to run a serious business on a
$60 per month ad budget (to give an example, currently for my little home-based
business, I’m spending ten times that). 

I’m sure someone out there will argue with me on this point and tell me that
they get thousands of people for free, but I gotta tell you, I’ve seen countless
good web businesses go belly-up because they were underfunded in an advertis-
ing sense.  

So PPC, with a sufficient budget, is the first way to deliver targeted traffic.
And I’ll have a few tips later in the book about actually writing these ads (in
Chapter 8, to be specific).
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Understanding website conversion and targeted traffic   9

By the way, most search engines that sell PPC advertising have built-in fraud prevention, meaning
your competition can’t sit there in his or her underwear clicking on your ad all day. So don’t worry
about that. And in all honesty, people generally do not do this. Your competition is probably more
likely to show up, in his or her underwear, at your place of business (which would make for an in-
teresting morning, wouldn’t you say)?

2. Your other advertising: This should go without saying, but your web address
should be on every piece of advertising you use — brochures, business cards, let-
terhead, Yellow Pages, billboards, radio and TV commercials, and even those
plastic bags you hand out at the trade show.  

I have to mention this here because there are many companies that do not
do this. I’ll never understand why, because a website just enhances any other ad-
vertising you do — having a Yellow Pages ad with a web address allows you to
tell a consumer SO MUCH MORE about your business. Also, anyone who goes
to your website from other pieces of advertising is most likely pretty targeted
traffic, wouldn’t you agree? 

This can be extended whether you utilize expensive advertising or not. It re-
ally doesn’t matter if you have a TV commercial or you are just setting up a table
at your local craft fair and handing out leaflets  —  if your web address is not on
your advertising, you are missing out. In fact, in some cases, the smaller of my
just-mentioned examples (the leaflets) will probably result in more targeted
traffic percentage-wise (after all, this might be a stretch, but I’ll bet almost all of
the people who go to craft fairs are interested in … I don’t know … crafts? Ex-
cept that one husband who was dragged along unwillingly. He’s not interested
at all. In fact, he’s planning his escape, and will hopefully be joining me on the
golf course in a few hours). 

Now, attaching your web address to any “big” advertising like a TV com-
mercial might, of course, result in lots of browsers along with targeted traffic,
but so what? 

A Bit of Advice on Web Addresses

It’s fine to have a website address that’s your company name (in fact, if at all possible, you should).
But did you know that you can buy as many web addresses as you want (very cheaply, only about ten
to twenty bucks a year), and easily forward them all to the same place? 

This means you can have a website address with your “impossible to remember or spell” com-
pany name, and also have a few “really simple, catchy names” forwarded to the same place. If you
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10 Do the web write

get creative, there are millions of great web addresses still available (and with the additions of other
top level domains, like .biz, etc, many more are now available).

To give an example here, say you are a plumber who specializes in water heaters. You already
have a website for your plumbing business: www.jpmcgilloughcuttyandsonsplumbingcompany.com.
So why not spend the ten bucks and get www.weinstallwaterheaters.com forwarded to your site as
well (or even better, to a page or website specifically about water heaters)? You can put this address
on all advertising that pertains to water heaters (it’s also easy to remember when said on the radio).
There are a million addresses like this that are available.  

My company name is Night Owl e-ventures. So my “official” web address is www.nightowleven-
tures.com. But I really use www.clear-writing.com as my main address (they both go to the exact
same place, but which one looks better on a business card? And is easier to remember)?

3. Banner ads and email: Banner ads are ads that you can place on other web-
sites. Most popular websites now have some kind of advertising, and some of it
can be quite effective. Especially if you advertise on a site that is in the same
general area of interest as your business is in (for example, a bike accessories
company advertising on a mountain biking forum). You can either search for
“banner advertising” for companies that can help you (they can even make your
ad), or, if you see websites that you would like to advertise on, look for an “ad-
vertise with us” or “your ad here” statement somewhere on the page and follow
that link. 

Another form of advertising is by email. You can buy email lists of people
who are interested in just about anything. If you do that, you can send them an
offer that links to your site. Again, search for companies that do this. However,
I will caution you here: Many companies who do this get labeled as spammers,
so you may want to refrain from blind email bursts. An offshoot (and very non-
spammy) method of this is your own client email list; that’s definitely targeted
traffic. Just save the email addresses of all your clients, and send them an offer
every now and again. Heck, it doesn’t even have to be actual clients; you can
have a simple “sign up to receive company updates” form on your website, and
send the people who sign up a periodic offer. This is a very effective marketing
tactic. 

4. Online forums: I’m all over the Internet, and I’ve been posting to forums
(essentially discussion groups) for years. There are forums for almost every-
thing. And for each one, I have my website address in my signature.

It’s a really simple way to get traffic, and it’s almost always free (see, I’m
mentioning some free ways to get targeted traffic as well). 
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I post to all manner of forums; I am a regular on several small business fo-
rums, and they have gotten me good traffic. I am also a regular on some hobby
forums, and my website address is there, too. Now, I’ll be the first to admit that
I don’t get a ton of business from Fantasy Football forums (I am a big fantasy
football nut), but hey, who’s to say that “MRNUTZ44” isn’t really the CEO of
a medium-sized company, and might need a writer at some point? There’s no
harm in posting your website address in your signature. 

Join some forums  —  some related to your business, and some not  — and
put your web address in your signature. There is no downside, especially if you
post helpful stuff. You’d be surprised at how many clients will look in business
forums for experts. I got started in my home-based business because I was an-
swering questions on an e-commerce programming site (I did e-commerce pro-
gramming at my last “real” job), and a guy who needed an e-commerce
programmer was reading it and said, “Hey, this guy Dan knows what he’s talk-
ing about. He’s answering all the questions!” One thing led to another, and soon
I was happily e-commerce programming from my basement (which eventually
turned into writing). So forums can really be a great thing. 

One caveat to marketing on forums like I am suggesting: It is considered bad
form to do anything more than have a signature on most forums. For example,
the business forums I post to have a rule: no direct solicitation. People are
adults, and they can clearly read my signature, so I don’t need to answer posts
with a “use my service” post. So just do what I did. Be a helpful, knowledge-
able poster, and sooner or later, someone who needs your service will follow
your link and become targeted traffic. 

Here’s the signature I use on the business forums I post to:

Dan Furman

Professional Copywriter, Business Author, and Marketing Consultant

www.clear-writing.com — My business writing website.

Also check out my new small business book: Start & Run a Real Home-Based
Business

5. SEO (Search Engine Optimization): Natural search engine rankings deliver
great targeted traffic. People search for certain words and/or terms, and the
search engines try to deliver the most relevant sites. But it is VERY hard to get
a high ranking. 
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12 Do the web write

This is important, so I devote a full chapter (Chapter 8) to SEO writing and
search tactics, where I’ll talk about things like press releases, blogs, articles, and
writing your pay-per-click ads (and again, a lot of these tactics are free). The key
thing to remember is natural search engine rankings in and of themselves are
free, which is … in a word … awesome.

Wrapping up targeted traffic
The lesson to learn about targeted traffic is simple, isn’t it? You get targeted traffic
from where people already interested in your service will likely look or where they
gather. It’s pretty basic. There’s no real big secret here. If someone in your town
needs a plumber, they will likely type “(your town) plumber” into a search engine.
If you have a pay-per-click ad that gets triggered by those keywords (or your site
comes up high in the natural rankings), you stand a great chance of getting that per-
son to your website. And then, because you have this book, your website will in-
stantly greet them, offer a clear solution to their problem, and then convert a certain
number of them to contact you. 

Substitute your own industry/town/situation for the preceding. The result is the
same: Deliver someone to your site that wants to be there, and you have a great
chance of getting their business.

See, this web stuff isn’t that hard, is it?
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