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What is a Conversion Rate?
Conversion rate optimization (CRO) is the practice of increasing the percentage of 

users who perform a desired action on a website.

Examples of this desired actions:

● Sign up for a newsletter

● Downloads of content from 

your website

● Create an account

● Made a purchase

● Phone calls and e-mails

● Subscribing to SMS blast

● Referrals

Conversion Rate’s Formula:



What is Conversion Optimization?

is the process of increasing the percentage of conversions from a website or mobile 

application. CRO typically involves generating ideas for elements on your site or 

app that can be improved and then validating those hypotheses through some tests 

(i.e. A/B testing).

Some examples  of Conversion Optimizations:

● Adding personalized videos

● Including compelling and enticing copies

● Placing a form for newsletter

● Increasing the page speed in the website

● Make the sales journey easy and understandable



Average Conversion Rate 2021

Based on the industries above, Grocery is the highest with 5.0% followed by Beauty (3.2%) then 
Travel (2.4%). For ecommerce, it’s 2.9%.

We can follow this data to compare how far we’ve gone compared to these average conversion 
rates last year.

https://contentsquare.com/blog/2021-digital-experience-benchmarks-by-industry/ https://www.namogoo.com/blog/conversion-rate-optimization/conversion-rate-statistics/#1



Reasons why people doesn’t 
convert?

● The absence of call-to-action button

● Unclear copy or content posted in the website

● The offer in the website is not updated for a longer period of time

● The website is not responsive or the page are loading slowly

● Too much elements and or navigation in the website

● The brand or product is not trustworthy



What are the challenges for 
Conversion Optimization?

● If we don’t have access on the client’s website

● Low customer traffic on the website 

● Some tools that we needed are PAID (i.e. Pop up forms, e-mail marketing etc.)

● Constant changes on the website marketing trends



MK Workflow for Conversion Rate

1

2

3

4

5

Analyze
Check what the clients needs and understand 

their business goals

Plan
Look for case studies related to client’s niche, 

check competitors and compile all enhancements

Execute
If the enhancements and plans seems to be good 
on the side of AM (and client if necessary) then 
add them in production.

Check data
After a week/month, check their KPIs via Google 
Analytics and see how they perform last month 
(or from the first measurement)

Repeat
Compare the efforts made month from month 

and learn which of those enhancements 

performed



MK Conversion Rate - Worksheet

This is a working document where we keep track of all enhancements that we made each month 
for all of our clients in MK. 



MK Conversion Rate - Worksheet

This is one of our many clients, Örebro Bilringar. Currently, we make sure that we have made changes to our 
clients each month and compare their data historically.



How can we say we did good on 
Conversion Optimization?

The goal is not to increase the number in one single swoop but to maintain 
this increase monthly during comparison of the data.

10% to 15%



How much traffic do we need to 
for clients to do CRO?

At least, 1,500+ monthly traffic. This is to ensure that we have the right 
amount of samples to make our data reliable for the client and for us to 
make marketing decisions.

1,500+ traffic 
monthly 



Take away

Conversion Optimization is a never ending process. Often times, 

the results may take a lot of time and effort for it to show in your 

data. There might be some strategies that may seem effective this 

month but not next month. 

But that’s not the end of it. We just need to get updated, read case 

studies and not to be afraid on trying new trends.


