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The Website
Conversion Checklist

40 checks that turn visitors into enquiries — the same list | work through at the start

of every client audit.
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Most websites don't have a traffic problem. They have a conversion problem: people
arrive, look, and leave without ever making contact. Work through this with your own site
open in another tab. Anything you can't honestly tick is a candidate for your next fix —

and the sections are ordered by how much they typically cost you.

THE FIRST FIVE SECONDS

A stranger can tell what you do within five seconds of landing
Your headline names the outcome you deliver, not your job title
A clear primary action is visible without scrolling

Your offer is understandable without scrolling

The page shows meaningful content in under 2.5 seconds

Why — Visitors decide whether to stay in seconds. If your hero says "Welcome to our website,” you've
spent your single best moment saying nothing.

CLARITY OF OFFER

Each service describes the outcome, not just the activity
You've named who it's for — and implicitly who it isn't
Pricing is stated, or at least a starting point or range

No jargon a first-time visitor wouldn't recognise

Someone could explain your offer to a colleague after one read

Why — Ambiguity is the most expensive thing on a website. "Strategic brand solutions” gives a buyer
nothing to act on.
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PROOF

At least one named client or case study with real numbers
Results are specific — "23% lift", not "significant growth"
Testimonials carry a full name, role and company

Any logos shown are clients, not just tools you use

Every impressive claim is evidenced on the same page

Why — This is usually the biggest gap. Specific and modest beats vague and grand: a measured 23%

is more believable than ‘explosive growth.”

CALLS TO ACTION

One primary action per page, repeated as the visitor scrolls

Button text says what happens next — "Book a free call”, not "Submit”
There's a CTA immediately after your proof, where interest peaks
The commitment matches readiness — a call, not a contract

Every CTA is comfortably tappable with a thumb

Why — Most sites ask once, at the very bottom. By the time someone is convinced, the button is
three screens away.

FRICTION

Your form asks only for what you genuinely need to reply

Every extra field earns its place — each one costs you responses

There's an alternative to the form: email, phone, WhatsApp or a booking link
Nobody has to create an account to talk to you

You state your response time — "l reply within 48 hours"

Why — Every field is a small tax on intent. Phone number, company size and budget dropdowns are

where enquiries quietly die.

MOBILE

You've opened your own site on your own phone this month
Nothing scrolls sideways at any screen width

Tap targets are at least 44px

Text is readable without pinching to zoom

Long sections are shortened or collapsed, not merely stacked

Why — Plenty of B2B research now starts on a phone, even when the decision happens on a desktop

later. A desktop-first site loses people before they ever see it properly.
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TRUST SIGNALS

A real photograph of a real person

Your location is stated

Company or registration details are present
A link to an active professional profile

Nothing on the page is still a placeholder

Why — Placeholders — [XX]%, lorem jpsum, an empty "project image" box — signal an unfinished
business. It's the fastest way to lose credibility youd otherwise earned.

MEASUREMENT

Analytics is installed and actually collecting data

You know how many enquiries you received last month
You know which page they came from

Form submissions and CTA clicks are tracked as events

You've looked at the numbers within the last 30 days

Why — Without this, every change is a guess. You cannot improve a number you don't have.

Your score

Count your ticks out of 40.

34-40 Strong foundation. Your next gains are in traffic and content, not conversion.
24-33 Solid, with clear gaps. Fix sections 3 and 4 first — proof and calls to action.

Under 24 Your site is likely costing you enquiries every week. Start with 1, 3 and 4.




Want a second pair of eyes?

| run this audit properly on client sites — including the parts a checklist can't reach:
funnel drop-off, heatmaps, search intent and competitor comparison. A recent audit
lifted a client's conversion rate by 23% and organic traffic by 30% in the first two
months.

The first conversation is free and there's no pitch — bring your site and I'll tell you what
I'd fix first.

Book a free call studio@rnlmkt.com LinkedIn

RNL-MKT - ROSELINE LEMOINE - VARESE, ITALY - EN /IT / NL / DE / FR


mailto:studio@rnlmkt.com
https://www.linkedin.com/in/roseline-noemie-lemoine/

