
ConvertFlow.com





A message from our CEO 1

An introduction to Conversion Marketing 7

Performing an audit for your clients 23

Getting your clients set up 37

Strategizing campaigns 45

Launching client campaigns 49

Optimizing campaigns 67

Growing your agency faster with ConvertFlow 85

Table of Contents 



 1

A message from our CEO
By Ethan Denney

There I was staring at my computer screen in total shock! 

An email from our new client had just hit my inbox, and I couldn’t 

believe what I was seeing. 

I mean, we had worked so hard putting together that proposal and 

closing the deal. At the time, it was a big project for our small agency. 

And I thought we had checked all the boxes with this new client.

Because the client was also located in Miami, we sat with him and his 

team for hours. We wanted to make sure we understood exactly what 

they needed when it came to the design and development of their new 

company website.

Come to think of it: we met with the client (a fast-growing employment 

agency) on three separate occasions. And as far as my partners and I 

were concerned, everything was going really well. 

It seemed like we had a great rapport with the client and his team. 

And then suddenly, out of nowhere, they sent us an email saying they 

wanted to cancel the project. 

Apparently, another agency had submitted a late proposal with a lower 

price to build the company’s new website. 

And now they were trying to back out of our deal.
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Not only had we invested lots of time and energy writing the proposal, 

making the presentation, and meeting with the client, but our designer 

had already created a multi-page mockup of the new site.

To make matters worse, the client was asking for his money back. 

I remember thinking to myself; this isn’t what I had in mind when I 

dreamed of starting an agency.

In 2012, my partners and I launched a digital marketing agency.  

As a new agency owner, I believed that agency life would be exciting, 

challenging, and above all, financially rewarding.

Just imagine. Every client or project would be a fresh, new opportunity 

to put our skills to the test and potentially drive transformational 

results for an up and coming brand. Or even help an established brand 

reinvent itself.

With every new client, we’d have a chance to leave our mark and play  

a vital role in their future success. We’d also be able to add each company 

to our ever-expanding portfolio of rockstar brands we were working with.

I thought, not only would my marketing skills be high-in-demand, but 

I’d be able to work on my terms. I’d have more control over my time, 

how much money I made, and where I worked.

I envisioned having the freedom to work from my home office, a cool 

co-working space, or even that cozy hipster coffee house on the corner. 

Dreams like these are what motivate most people to strike out on their 

own to work as freelancers, consultants, and agency owners. 

Looking back, I realize how much I had naively bought into the dream. 

And now this! 

One of our biggest clients just canceled a deal we had worked on for weeks.

My partners and I were counting on the next installment payment to 

keep the agency afloat and to cover some of our personal bills. 

Up to that point, things were running smoothly, and then suddenly, 

things began to spiral out of control. 

You know how it is. One moment, you’re flying high, imagining all  

the possibilities, and the next moment, you feel like you’re caught in  

a tornado, frantically trying to figure out how to bring in enough 

money to keep the lights on.

Most experienced agency owners and freelancers know how it feels to 

work super hard to get a new client or project and then have the deal 

blow up in their faces.

The good news is; things don’t have to be this way. 

You don’t have to live every day of your life with this kind of uncertainty.

Now it’s possible for any freelancer, consultant, or agency to bring in 

predictable revenue every month. With steady cash flow coming from 

multiple sources, you can start to run your business from a place of 

confidence rather than from fear. 

When you have sufficient recurring revenue, you’ll be in a stronger 

position to choose which clients you work with, instead of scrambling 

to snag any client work you can get.

Sounds good, right? 

Unfortunately, building predictable income in your business is not as 

easy as it looks. There are a number of challenges that can cause an 

unnecessary rollercoaster of ups and downs for agency owners.

Here are a few common challenges:

 ▪ Project-based work makes up most of your revenue

 ▪ The services offered aren’t an existing monthly or 

weekly recurring activity for the client

 ▪ A small percentage of your revenue comes from 

recurring retainers



4 CHAPTER 2

 ▪ Clients are not set up to be auto-billed every month 

for a base recurring service

 ▪ There’s no process in place to educate and presell 

prospective clients on your ongoing services.

 ▪ The services you offer aren’t positioned in the client’s 

stream of revenue (They don’t generate a clear ROI)

 ▪ The services don’t provide natural upsell 

 and cross-sell opportunities

 ▪ Current service offerings don’t provide quick wins for 

clients that can help build momentum towards a larger goal

 ▪ No repeatable systems or templates are in place to help 

streamline the fulfillment of your services.

 ▪ The ROI of the agency’s services hinge on the client 

already having a high-converting sales process

After running a digital marketing agency in our past lives, and after 

working closely with hundreds of marketers and agencies in our current 

roles at ConvertFlow, my co-founder and I, (along with the rest of our 

team) understand these challenges. 

And that’s why we built ConvertFlow from the ground up to help you 

achieve a clear ROI for your clients, streamline your workflow, and offer 

more scalable (and profitable) services.

In the next chapter, we’re going to show you how to use the power  

of conversion marketing to generate more predictable growth for  

your business and your clients.

Ready? Great! Let’s dive in!

– Ethan Denney, CEO at ConvertFlow
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An introduction to 
Conversion Marketing

Solving a persistent problem
Let’s face it; most websites are struggling. While they usually don’t get 

enough traffic, some sites get lots of traffic, but still don’t generate any 

significant revenue for their owners. 

Whether they attract hundreds, or just a few visitors a day, most 

websites suffer from embarrassingly low conversion rates. 

If you’ve worked in the online marketing space for long, chances are, 

you know this issue all too well.

Depending on the kind of services your agency offers, you may have 

personally experienced the problems low conversion rates can cause. 

It’s also possible you’re thinking, “Conversion rates have nothing to  

do with the services I offer, so it’s not my problem to fix.” 

Or is it? 

If you believe that low conversions on your clients’ websites are not 

your problem, pay close attention to what I’m about to say.
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Based on what we’ve seen after working with hundreds of consultants 

and agencies at ConvertFlow, if you offer any of the services shown 

below, poor conversion rates can be as much a problem for you as they 

are for your clients:

 ▪ Website design & development

 ▪ Content marketing

 ▪ SEO

 ▪ Inbound marketing

 ▪ Paid advertising

 ▪ Marketing automation

 ▪ Social media marketing

 ▪ Conversion rate optimization

 ▪ Funnel creation

So why would you need to fix the low conversion rates on your  

client’s website?

Well, if you’re still in denial or unaware of this reality, what I’m about  

to say may shock you. 

So get ready. I’m not going to sugar coat it for you.

The clients who pay for your marketing services are always making  

the decision to continue paying you or to fire you depending on how 

much revenue your services generate for them on a consistent basis.

Successful business owners and executives invest in marketing  

to generate more qualified leads that convert into customers who 

then increase sales and revenue. 

They don’t pay you because they love your beautiful web design or your 

copywriting wizardry. Ultimately, it all comes down to results and profits.

In other words, if the services you provide can’t be attributed directly 

to an increase in revenue or profits, your clients will eventually see your 

services as a nice-to-have, rather than a must-have.

Your client’s business has a few slow months, or the economy starts  

to slow down, and guess what’s going to get cut? 

That’s right. Your nice-to-have service may be the next expense on the 

chopping block.

Or what if another project is proposed by a team member or agency 

that competes for the same budget that’s been allocated to your service? 

If that’s the case, you better be ready to fight the dreaded ‘proving your 

ROI’ battle.

And just a heads up, combating this situation with weak, lofty benefits 

will probably be a losing proposition. Your clients want to see clear 

numbers and graphs showing that your service is moving their 

performance up and to the right.

The smart freelancer, consultant, or agency that can show them that 

kind of upward movement will ultimately win their budget.

Introducing the art and science of Conversion Marketing
Regardless of what your marketing expertise may be or which online 

channels your services are focused on, if your client doesn’t already have 

an effective conversion process in place, you’ll be fighting an uphill battle 

when it comes to proving measurable results and ROI.

And that’s why in the coming pages, we’re going to show you how  

to upgrade your services in a way that could potentially double or triple  

the ROI you get for your business and your clients. 

Keep reading, because we’re about to show you how to build a conversion 

machine using a proven process known as Conversion Marketing.
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What is Conversion Marketing?
Conversion Marketing, in simple terms, is marketing with the intention 

of increasing conversions of site visitors into paying customers.

In a few minutes, you’re going to learn how to use conversion 

marketing to enhance your existing services so you can show clients 

more ROI. You’ll also see how to grow client value through improved 

retention and upsells.

While browsing the web, you probably interact with numerous 

campaigns that are launched on websites by companies using 

conversion marketing.

For example, every time you visit a dedicated landing page for a 

campaign,  see a popup promoting a discount, see a website form 

asking for your email, or engage with quizzes and surveys on a 

company’s website, you’re engaging with that particular brand’s 

conversion marketing campaigns.

And if you’re familiar with this process, you may be wondering how 

Conversion Marketing differs from conversion rate optimization (CRO).

Although it may not look different on the surface, we see conversion 

rate optimization (the systematic process of increasing the percentage 

of website visitors who take a desired action) as a part of a larger, more 

encompassing process known as Conversion Marketing.

While CRO is commonly seen as the continual improvement of the 

conversion rates of individual steps that already exist in a funnel 

through split-testing, we see Conversion Marketing as the overall 

process of launching, personalizing and optimizing campaigns on 

an ongoing basis in a way that boosts conversions at each stage of 

the funnel. This process can also include split-testing calls-to-action, 

marketing collateral, and pages that promote specific campaigns.

As experienced marketers know, there’s only so much micro-

optimization you can do through split-testing before you realize 

that to start moving the needle again, you have to zoom out and make  

a macro optimization. 

This macro optimization could be launching a new campaign, or 

you may decide to engage the audience more often using evergreen 

campaigns, content, or promotions that reach prospects at various 

points in their customer journey.

How does Conversion Marketing work?
Most marketers are familiar with the concept of building a funnel that 

moves prospects from one step to the next until they eventually become 

paying customers, repeat buyers, and, hopefully, brand advocates who 

refer new business to a company for many years to come.

For each stage of the funnel, companies using Conversion Marketing 

develop multiple types of campaigns targeting various visitor segments 

hoping to increase conversions from one step of the funnel to the next.

We like to think of this process distilled into three primary steps:

 ▪ Segment website visitors

 ▪ Capture leads with personalized offers

 ▪ Convert leads into paying customers by personalizing 

the marketing and sales funnel for each person.

Here are a few examples, so you can see how this process works:

 ▪ To generate leads from a site, a company may use 

different types of lead magnets across their website 

to convert different visitor segments into leads. They 

may also use a survey to segment website visitors into 

different groups so that they can show people the right 

lead magnets.

 ▪ To convert more email subscribers into paying 

customers, a company may target returning email 
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contacts with a campaign promoting the next step 

in their funnel. For example, if your company sells 

services, that could be a CTA that drives email contacts 

visiting your site to schedule a meeting or a demo.  

If your company is an eCommerce site, that may be  

a CTA driving returning email subscribers to a relevant 

product page or a product category page where you’re 

running a targeted offer.

 ▪ To increase sales, a company might use conversion 

marketing to target potential buyers by the pages 

they’ve visited on the site or by how they’re segmented. 

They can do this with special-offer campaigns or 

campaigns recommending relevant products.

The Conversion Marketing flywheel
By following the Conversion Marketing steps shown below, you can 

create a flywheel effect that helps accelerate growth for your business  

and your clients, while amplifying the results your services are generating.

THE
CONVERSION
MARKETING
FLYWHEEL

CO
NVERT

SEGM
ENTAT

TR

AC
T

AT

TR
AC

T

CA
PT

UR
E

Let’s break down these five steps:

1. Invest in traffic
To get people to a website, there needs to be an initial investment of effort 

and money to drive traffic to the site. This is usually achieved by doing paid 

advertising, search engine optimization, sponsoring podcasts, social media 

marketing, co-marketing with channel partners, influencer marketing, 

affiliate marketing and more. The list of possible channels goes on and on.

2. Drive visitors
Ideally, your traffic generation strategies would drive visitors to specific 

pages so the intent of the visitors is clear and you can easily nudge them 

to take the next step. However, this approach doesn’t always apply.  

For example, in some cases, you could be running brand awareness  

or retargeting ads that drive people back to your home page.

3. Segment the audience
When people arrive on the desired page or website, you can use surveys, 

quizzes, and forms to segment the audience based on data that allows 

you to personalize the rest of the funnel and your marketing for them.

A SaaS or B2B company may segment visitors by persona, industry, size, 

or use case. Then they may use that segmentation data to determine 

which pages they drive visitors to, which offers and content they show, 

and whether they move people through a self-service or a high-touch 

sales funnel.

A B2C or eCommerce brand may segment visitors by interest, goal,  gender, 

or use case, so they can recommend the right products, special offers,  

and personalize follow-up email and ad campaigns that retarget visitors.

4. Capture leads
Once visitors are segmented, you can display personalized lead 

magnets, content, and offers to capture leads, instead of forcing all  

your visitors down the same path.
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If you’re already getting traffic to your website, combining visitor 

segmentation with personalized lead capture offers is the number one 

conversion strategy you can use to increase lead capture rates.

5. Convert customers
Once visitors become leads in your email service provider, you can start 

personalizing your funnel, follow-up emails, marketing campaigns, and 

advertising campaigns that convert each contact segment into customers.

What’s great about personalizing your marketing by contact segment,  

is you can create highly-targeted content and campaigns, which improve 

the effectiveness of all your marketing efforts. 

You can also get a better understanding of the buying patterns of  

each segment, along with their sales cycles, and conversion rates. 

 This approach gives you better visibility when it comes to your 

marketing, and clarity on where you should double down.

Finally, as your flywheel helps to win more customers, you’ll be able  

to invest more resources into marketing and driving traffic to your site.

Not only can this conversion marketing flywheel help fund growth by 

investing more in attracting more visitors to your site, but it can also help 

to prioritize the campaigns you launch, which content you create, which 

ads you run, which emails you send, to which audiences, and more.

Service opportunities around the conversion flywheel
The conversion marketing flywheel has multiple steps that contain 

service opportunities with the potential to improve the overall 

performance of the flywheel.

Here’s an illustration of how the Conversion Marketing Flywheel works 

and the service opportunities it spins off.
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Core service opportunity 1: 
Optimizing the client’s conversion funnel
Client types: High-traffic SMBs to Enterprise 

AVERAGE COST
$,$$$ – $$,$$$

To help optimize a company’s conversion funnel, agencies can provide 

conversion marketing services focusing on the three primary steps of 

the flywheel: 

1.  Segmenting the audience

2.  Capturing leads

3.  Converting customers

This means improving the funnel designed to take people from new website 

visitors, all the way through to initial sale and buying additional products.

What’s involved in achieving that goal may differ for different types of 

companies. For example, B2C and eCommerce brands usually have a 

shorter sales cycle, and visitors can move through the entire funnel and 

make a purchase in just one visit.

On the other hand, B2B businesses selling high-ticket items or SaaS 

solutions often have longer sales cycles. In these cases, a visitor will 
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usually need to visit a company’s website multiple times, while being 

nurtured into becoming a paying customer.

You may want to consider this when packaging your agency’s services. 

If you’re going to offer conversion marketing services, without getting 

into optimizing email and ad campaigns, then you may want to narrow 

your client focus to serving B2C and eCommerce brands whose 

businesses are built primarily on paid advertising and short sales cycles.

However, if you plan to incorporate email marketing and advertising 

services into your agency’s packages, you could potentially generate 

excellent results for both B2C and B2B clients, because you’ll be 

optimizing the full marketing funnel.

Examples of service providers that have scaled this type of service:

 ▪ ExitIntel.com – Starting at $1,500/month

 ▪ BounceX.com – Starting at $6,000/month 

(Scaled to $100+ million per year in revenue)

Core service opportunity 2:  
Filling the client’s funnel
Client types: SMB to Enterprise

AVERAGE COST
$,$$$ – $$,$$$

Filling the funnel focuses on steps 1 and 2 of the flywheel.

If you’re going to help the client fill its funnel, your services would 

provide the outcome of generating traffic to the company’s websites.

Agencies helping clients fill the funnel commonly help their clients with 

paid advertising, SEO, content marketing, and social media marketing.

Based on the strengths and channel expertise of the agency’s team, 

most agencies helping clients generate traffic focus their offering on 

providing either PPC services, which may include paid social, or SEO 

services. Some agencies choose to go full-service by offering both paid 

and organic traffic generation services. 

Agencies providing conversion marketing services can benefit by 

helping their clients fill the funnel. Once they’ve built a well-optimized 

conversion funnel for a client, the agency can increase client value and 

retention by filling, as well as optimizing, the funnel through the use of 

retargeting ads, paid advertising, as well as SEO services.

To prove ROI, agencies offering paid advertising services usually take 

it upon themselves to build the landing pages their ad campaigns 

drive visitors to. This way, they can attribute the leads and sales being 

generated by  their ad campaigns. 

Whether they set out to offer conversion services or not, most PPC 

agencies find themselves optimizing their conversion efforts along with 

the landing pages they create through split-testing, new offer creation, etc.

Sooner or later, many SEO agencies also find themselves offering 

conversion services in addition to their regular services. This happens 

because clients measure the ROI of hiring an agency based on how 

much additional revenue they help generate and providing conversion 

services is one of the ways SEO agencies can attribute leads and sales 

back to their search engine optimization efforts.

Examples of service providers that have scaled this type of service:

 ▪ Klientboost1 – Average client value is $3,750+/month 

(Based on 2018 client and revenue numbers)

 ▪ DisruptiveAdvertising.com

Core service opportunity 3:  
Optimizing the full funnel
Client types: SMB to Enterprise 

AVERAGE COST
$,$$$ – $$,$$$

By optimizing the entire funnel, agencies can create optimal conditions 

to achieve the best results for their clients.

Instead of limiting an agency’s results by the client’s existing website 

traffic or an ineffective follow-up process to get potential buyers back 



An Introduction To Conversion Marketing   1918

on the site, the agency seeks to control how much traffic is driven to 

the site, the conversion funnel performance, and the remarketing/

follow-up process.

This full-funnel approach allows the agency to have the most significant 

impact on its client’s marketing results. It also helps to forge longer-

lasting relationships with clients in which the agency becomes an 

integral part of a company’s marketing workflow. It can also help the 

agency generate substantially more revenue from each client.

Another benefit of providing services to optimize the full funnel is  

an agency can serve a wider variety of clients, from growing SMBs  

to significantly larger organizations.

This full-funnel approach may allow agencies that started off 

providing conversion or traffic generation services and are struggling 

to scale beyond their niche market, to service adjacent, or larger 

segments of the market.

Here’s an example of services that might be offered by an agency that 

optimizes the full funnel:

 ▪ Top-of-funnel traffic generation services 

(advertising, content marketing, etc.)

 ▪ Full-funnel conversion marketing services

 ▪ Full-funnel remarketing services to re-engage visitors 

who drop off (retargeting ads and email)

Expansion service opportunities
When you provide conversion marketing and traffic generation  

services to clients, you may discover natural opportunities to offer 

additional services that increase lifetime client value, along with the 

value of each project.

Here are some services you can offer through upsells and cross-sells:

 ▪ Web design

 ▪ Content creation

 ▪ Inbound marketing

 ▪ Growth marketing/Growth hacking

 ▪ Branding and design services

 ▪ Development

 ▪ Analytics tracking and reporting

 ▪ Video production 

Some successful agencies have positioned themselves as authorities in 

their space and differentiated what they do from the sea of marketing 

agencies out there by combining conversion marketing with other 

services like the examples shown above. Doing this enables them to 

provide a unique bundle of services clients can’t easily source elsewhere.

5 steps to getting clients started with conversion marketing
Getting a client started as quickly as possible is vital to your long-term 

success, as well as your ability to retain them as a paying client.

Companies want leads and results, and as you know, planning out 

marketing campaigns, creating content, designing calls-to-action, 

landing pages, and optimizing through split-testing, aren’t easy tasks. 

Furthermore, activities like these take time to complete and generate 

measurable results.

At ConvertFlow, we’re always working on ways to make this process faster, 

more streamlined, and easier for marketers and agencies to implement. 

For example, by customizing one of our professionally-designed 

templates, creating your own templates or using our workflow features 

to duplicate your previous work, you can make the process of launching 

future campaigns much easier. 
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Time-saving features like these, help agencies, consultants and freelancers 

onboard their clients faster and deliver services more effectively.

That said, tools and templates can only help so much. And that’s why we’d 

like to share this 5-step client onboarding process you can use to quickly 

get clients started with your conversion marketing services. The faster 

you get them started, the faster you can show them real results.

This proven 5-step client onboarding process involves the following steps:

1.  Audit

2.  Set up

3.  Strategize

4.  Launch

5.  Optimize

Over the years, we’ve used this simple and straightforward process 

while onboarding some of ConvertFlow’s biggest customers. We’ve also 

worked with many marketing teams and agencies that have strategized 

campaigns, funnels, and execution using a similar process.

In the upcoming chapters, we’re going to show you step-by-step how 

to use this 5-step client onboarding process for quickly getting your 

clients started and for rapidly achieving results with your conversion 

marketing services.

As with all processes and systems, there’s always room for improvement 

and further optimization. And that’s why we’re looking forward to 

working with you and other agency partners to refine these systems, 

while developing new ways to improve the agency and client 

onboarding experience.

1 https://klientboost.com/conversion-agency/
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Performing an audit  
for your clients

How to position your services for success using 
conversion audits
One of the best ways to approach and acquire new clients is to offer  

to do a conversion audit for companies interested in your services.

Doing a conversion audit gives you and your team a unique 

opportunity to draw back the curtain and gain a deeper understanding 

of your client’s current marketing process and how it’s performing.

An audit can also uncover areas for improvement. Armed with this 

knowledge, you’ll be in a better position to tailor your services and 

proposal in a way that fits the client’s goals and needs.

From the client’s perspective, an audit gives them an opportunity to 

learn more about their problem, along with potential solutions, without 

having to fully commit to hiring an agency to implement a solution. 

Moreover, by requesting an audit from the agency, a client has a chance 

to experience what it would be like working with the agency before 

making a formal commitment.
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From the agency’s perspective, doing an audit for a prospective client 

can serve as a powerful sales tool, and it can be a key determinant of 

whether it lands the client, or not. Here’s why...

By offering to perform an audit, you can:

 ▪ Get more qualified leads for your agency

 ▪ Influence the prospect’s buying criteria and create  

an expectation of what they should look for when 

choosing an agency

 ▪ An audit can help pre-position your agency as the only 

agency that meets a specific set of buying criteria (that 

you’ve helped to define)

 ▪ Build trust with prospects by allowing them to trial 

working with your agency on a smaller project.

 ▪ Scale your sales process using the audit as a way to 

qualify new leads

 ▪ An audit can become a powerful sales tool that works 

like an internal sales rep at your client’s company

You can choose to offer an audit for free to generate leads. A free audit 

allows you to catch clients at an earlier stage of the buyer’s journey and 

allows you to influence their buying decision early on.

In some cases, you may choose to sell the audit as a low-cost foot-in-

the-door service that allows you to qualify a lead’s level of intent, and 

breaks the ice with potential clients.

Whether you charge or not, doing audits for potential clients, helps you 

gain an edge over other agencies that make it difficult for companies to 

work with them. Audits can also help you compete with agencies that 

only provide proposals as the initial step the client can take with them.

Performing conversion audits for your clients
Now that you know the advantages of doing conversion audits, let’s 

explore step-by-step how to perform a conversion audit for your clients 

that helps pre-sell them on your conversion marketing services.

Step 1: Collect client’s data and goals
When your client is requesting a conversion audit, possibly by filling 

out a form on your website, the first step you’ll want to take is to collect 

some essential information about their company, website, and goals.

While the information you collect may be different for your agency,  

at a minimum, here are some details you need to collect to move forward:

 ▪ Company name

 ▪ Contact’s first and last name

 ▪ Contact’s job title

 ▪ Website URL

 ▪ Estimated monthly unique visitors

 ▪ Estimated annual revenue

 ▪ Primary conversion goals for the website  

(they must select from predefined options)

 ▪ Other relevant goals

With this information, you can automate and personalize your follow 

up, as well as qualify leads for sales outreach efforts.

Once you have the company name, contact’s name, website URL, and 

goals, you can personalize your marketing and automated follow up in 

a way that helps prospects take the next step.

Knowing a company’s estimated monthly unique visitors and their 

annual revenue, let’s you qualify leads before reaching out to them or 

having a sales rep follow up. 
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As you can imagine, companies that have more traffic to their website will 

typically see more ROI from their investment in your conversion services. 

Of course, we’re assuming they have an effective monetization model. 

Also, companies with higher annual revenue will usually have a bigger 

marketing budget and can afford to invest more on your agency’s services.

Understanding the client’s conversion goals is vital to your conversion 

audit. It’s important because the content of your audit needs to be 

focused on identifying ways you can help clients achieve these goals.

Step 2: Gain access to the client’s Google Analytics stats
Once your client has requested a conversion audit, the next step is  

to have them give read-only access to their Google Analytics account  

to a member of your team, or to an email address your team shares. 

When you can see their Google Analytics reports, it’s easier to identify 

conversion opportunities based on website traffic, how many visitors 

engage with their website, and more.

If you want to take a quick look at some of the top website traffic 

reports on your client’s site, based on their Google Analytics data, 

use ConvertFlow’s Website Summary Report template1 (available to 

ConvertFlow Partners). It’s built in Google Data Studio, and with one 

click, you can make a copy to use for your client’s conversion audit.

Once you’ve duplicated the Website Summary Report template, all you 

need to do to connect it to your client’s Google Analytics account is 

select their GA account from the dropdown.

Here are some types of data you’ll be able to visualize using this report:

 ▪ Website summary reports:

 ▪ Number of unique visitors during a specific timeframe

 ▪ Number of new visitors during a specific timeframe

 ▪ Number of sessions during a specific timeframe

 ▪ Bounce rate

 ▪ Pages per session

 ▪ Session duration

 ▪ Top landing pages

 ▪ Top traffic channels

 ▪ Top traffic sources

 ▪ Top campaigns

Website audience reports:

 ▪ Visitor types

 ▪ Visitor devices used

 ▪ Visitor age groups

 ▪ Top countries

 ▪ Top cities

 ▪ New vs. returning visitor percentages

With the Website Summary Report, you can see all these key metrics 

and more.

Note: Once you start using ConvertFlow with a client, you’ll also 

be able to use page three of this report to visualize conversion data 

based on custom events ConvertFlow creates in Google Analytics.

Using the website summary and audience summary reports from our 

Google Data Studio template should make performing conversion 

audits for prospective clients a breeze.
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Step 3: Define the website’s visitor segments
While the reports powered by Google Analytics data can provide 

you with essential insights into your client’s website traffic history as 

well as visitor behavior, it’s not the only data you’ll want to base your 

conversion audit on.

The next step is to define the company’s website visitor segments. To 

do this, you need to learn more about their business by studying their 

website, business model, products and services. 

You’ll want to learn more about their customers. Who are the buyer 

personas your client sells to? Which products are their customers 

interested in? Are the majority of their visitors new or returning visitors?

With a deeper understanding of your client’s audience, you can break 

down your client’s website audience into several segments.

For Business-To-Consumer (B2C) clients, you’ll usually want to segment 

their website’s audience by product interest or by persona. Or by both.

For example, let’s say your client runs an online store that sells 

vitamins, supplements, and snacks to athletes. You could segment 

their audience by visitors interested in vitamins, visitors interested  

in supplements, and visitors interested in healthy snacks.

Another way to segment visitors is by persona. Let’s say that specific 

vitamins, supplements, and snacks are commonly used by cyclists, 

while others are consumed by runners, skiers, or strength trainers. 

Once you segment the client’s website visitors by persona, you can then 

create targeted campaigns, conversion funnels, and ongoing marketing 

that recommend the right products to the right visitors. Cool, right?

By combining product interest segmentation along with persona 

segmentation, your marketing campaigns can deliver a personalized 

buying experience to every inbound visitor.

For Business-To-Business (B2B) clients, you may want to segment their 

website’s audience by use-case interest, product interest, or by persona. 

Ideally, you can segment the client’s audience using all three types of 

segmentation:

1.  Who are the buyer personas your client sells to? 

2.  Which products are their customers interested in? 

3.  Are the majority of their visitors new or returning visitors?

If your client is in a less competitive market or is introducing an 

innovative product to a market where customers need more education 

on how to use the product, then segmenting an audience by use case 

lets you personalize a company’s marketing by creating targeted 

campaigns, pages and ads that present the product and its features as  

a full solution for a specific use case.

On the other hand, if the client operates in a more competitive market, 

where the customer already understands the need for the product and 

how it works, then segmenting by product interest, gives you the ability 

to create targeted campaigns showing how a product is better than its 

competitors, along with incentives to try out the product.

Creating segments for each persona enables marketers to speak to the 

unique challenges those personas experience, and how a product or 

service can help to overcome those challenges.

As mentioned above, from a marketing standpoint, the ideal position 

a company can be in is having their audience segmented by multiple 

forms of segmentation.

Once you’ve defined these visitor segments for the client, you’ll want to 

highlight them in your finished conversion audit, so the client can see 

that you truly understand who their customers are and why they buy.
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Having a deep understanding of your client’s customers builds trust 

and credibility, which can give your agency a significant competitive 

advantage over other agencies that don’t invest the time needed to 

understand the client’s business fully.

Note: One of the best positions an agency can be in is to 

understand a client’s customers better than the client understands 

their customers. Clients typically gravitate towards the agency 

they believe will deliver the best results, and understanding the 

company’s customers is a key part of making this happen.

Step 4: Highlight visitor paths to conversion goals
After you’ve defined the visitor segments for your client’s website, you 

can start highlighting paths visitors take to achieve your client’s primary 

conversion goals, whether that’s generating a lead or making a sale.

You can also show which pages people visit before becoming a lead or 

purchasing a product, and in what order.

Insights like these help you establish the baseline conversion process 

your client already has in place and sets a solid foundation you can 

build upon.

Step 5: Show how to optimize paths to conversion goals
The next step is showing how you can optimize the paths visitors take 

to reach a specific conversion goal.

You could do this in two ways:

1.  Make a list of ideas for campaigns you can implement 

to improve conversion rates. This is usually the best 

approach if you’re planning to offer conversion audits for 

free to generate new client leads.

2.  You can visualize the visitor paths to each conversion goal, 

and show at which step of the path you would implement 

specific campaigns or CTAs to improve conversions. This 

step requires a more considerable investment of time and 

effort, and therefore, it may only make sense when you’re 

charging for the conversion audit. The primary benefit of 

visualizing the paths for potential clients is to help them 

gain a better understanding of how you plan to improve 

their conversion results.

Step 6: Present additional conversion opportunities 
Once you’ve presented your primary recommendations and ways your 

agency can improve the client’s conversion funnel, the next step is to  

show the client that there’s much more your agency can do to help them 

acquire more customers and grow their sales revenue. In other words,  

your initial optimizations are only the beginning.

These additional recommendations give new clients an idea of what  

can be achieved when they invest in a long-term working relationship  

with your agency. Doing this also helps build a better case for why they  

should sign up for your monthly retainer service instead of just hiring 

your agency for a one-off project.

We recommend that you call this section of the conversion audit:  

More Conversion Opportunities.

In this part, we’ll gather insights from your client’s Google Analytics account, 

and share ideas of conversion campaigns you can create to convert more of 

your client’s visitors into leads, customers and repeat buyers.

Here are a few insights you can pull from Google Analytics that can 

help you come up with ideas of additional conversion opportunities to 

recommend to your new client.



Performing an audit for your clients   3332

 ▪ General website performance metrics

 ◦ Number of new users

 ◦ Bounce rate

 ◦ Number of sessions per user

 ◦ Average number of pages viewed per session

 ◦ Session duration

 ▪ Traffic insights

 ◦ Most visited landing pages

 ◦ Top traffic channels

 ◦ Top traffic sources

 ◦ Top campaigns driving traffic to the site

 ▪ Audience insights

 ◦ Percentage of new vs returning visitors

 ◦ Numbers of visitors by device type

 ◦ Number of visitors by country and city

 ◦ Number of visitors by age groups and gender

 ▪ Browsing insights by audience segments

 ◦ Top pages visited by returning visitors

 ◦ Top pages visited by visitors from traffic channels

 ◦ Top pages visited by visitors on mobile devices

Note: Using the Website Summary Template1 in Google Data 

Studio makes gathering these insights from your client’s GA 

account simple and fast.

Step 7: Proving your case
One of the last sections in your conversion audit, before you present 

your services and give new clients a chance to hire you, is to show proof 

that you can deliver the results your agency is promising.

This section of the conversion audit is your opportunity to highlight your 

best case studies. Ideally, they’ll be case studies that are similar, or at least 

relevant, to the client’s business for which you’re performing the audit.

You can also list other wins and results you’ve achieved for clients, such 

as the conversion rates of specific CTAs and campaigns.

Step 8: Introduce services and packages
In the final section of the conversion audit, you’ll pitch your client on 

why they should work with you and your agency.

In this section, you should sell your client on the following:

 ▪ Working with your team: Highlight your experience, 

unique attributes, and why working with your agency is 

the best choice.

 ▪ Your process: Show how your process is a better 

experience and how it delivers better results than the 

average agency. This is also a perfect time to remind 

clients of how your work helps to build a conversion 

marketing flywheel that fuels continuous growth for 

your clients.

 ▪ Your additional services: Help clients see all the ways 

you can work together to grow their business faster - 

with less effort on their part.

 ▪ Your service packages

While some agencies only offer custom quotes for clients, we highly 

recommend offering 2 or 3 pre-defined service packages to your clients.
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The goal with the first package is to offer a way new or more price-

sensitive prospects can begin working with you.

As mentioned earlier, before we started ConvertFlow, the agency we 

ran offered an entry-level service that gave clients an easy way to begin 

their working relationship with us. It also allowed us to build trust and 

opened the door for upsell/cross-sell offers.

As we built trust with our clients, we saw their price sensitivity decrease, 

and their confidence in our team’s work increase. This added trust 

allowed us to increase the client’s value and grow our revenue by 

working with them on different projects or services that extended 

beyond the entry-level service.

The goal with the second package is to present a packaged or 

productized solution that could be a better fit for larger clients with  

more budget, or clients looking for a more comprehensive solution. 

This comprehensive package can also be used to set a high frame of 

reference that makes your entry-level service look more affordable and 

a better value to smaller clients. This package can also give you a chance 

to present a third, more premium package for custom work.

The purpose of the third package is to present an option for more custom 

work. Use the first two packages to establish your rates for packaged or 

productized services that are more limited in scope. Doing this also shows 

that you have a streamlined process for delivering results, while the third 

package can be used to justify a higher rate for custom projects.

As you know, custom projects introduce a higher level of complexity, 

back and forth with clients, and, therefore, can sometimes be less 

profitable for an agency. This is why an agency should try to charge 

more for this level of service. We’ve seen agencies build in a 10, 20, 

 or even a 30% buffer for these types of customized projects to help 

cover cost overruns.

1 https://pages.convertflow.com/website-summary-report-template
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Getting your clients set up

Getting your clients set up for your conversion  
marketing services
Once the client signs your agency’s contract, everyone is ready and 

excited to get things going. After all, both parties are looking forward  

to this new, potentially profitable relationship.

But beware! Even though everything may seem great because you and 

the client are optimistic about the future of working together, this fresh, 

new relationship is actually at risk of going sour and putting a quick end 

to this new stream of income.

That’s why the way the next few weeks and months play out will either 

make or break the relationship with your new client.

The success of your client relationships and the services you provide 

them will largely depend on how well your clients get onboarded.  

That’s why, if you hope to retain clients, it’s crucial you implement a 

client onboarding process that sets up you and your agency for success.

Bad client onboarding can lead to a misunderstanding of what’s to be 

delivered and when, clients being unreachable for weeks, a frustrating 

experience, a client doubting their decision to hire your agency, and 

quite possibly, a client relationship that quickly comes to an end.
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On the other hand, a good client onboarding process makes the 

 next action steps clear. It sets realistic expectations of deliverable 

and due dates. 

A robust onboarding process drives faster results and helps assure 

clients they made the right choice when they hired your agency and 

signed that retainer agreement.

In the following section, we’ll cover the essential steps your agency 

needs to take to eliminate roadblocks and gain the freedom to run 

with delivering conversion marketing services that get your clients 

positive results.

Schedule a kickoff call
Within 24 hours of a client signing the contract, you need to send them 

an email designed to jumpstart the onboarding process and drive them to 

a page where they can schedule a kickoff call within seven business days.

Make sure to request additional times when the client is available 

 if none of the open time slots on your calendar work for them.

The first onboarding email should include an outline of the agenda 

you’ll follow on the kickoff call, as well as the team members who 

should attend.

You’ll use the kickoff call to set or confirm goals, assuming that goals 

were established during the conversion audit. You can also review 

the scope of work, timelines, roles, and responsibilities, along with 

the next action steps.

In addition to getting everyone on the same page when it comes to 

how your services will be delivered, you can take advantage of this call 

to gain a deeper understanding of your client’s business and to collect 

extra data that’ll improve your ability to deliver outstanding results  

for your client.

Identify key contacts
Ideally, during the kickoff call, you can identify the company’s key team 

members who you’ll be collaborating with during your work.

If not, you should send a follow-up email to the client requesting the 

names and contact information of the key contacts you’ll be interacting 

with as your working relationship develops.

Add website sub-account in ConvertFlow
In your ConvertFlow account, you can manage multiple website 

dashboards. These dashboards can be for different brands, companies, 

or clients with which you’re using ConvertFlow. Each website has its 

own ConvertFlow script, CTAs, campaigns, contacts, etc.

To add a new website sub-account, visit your account’s websites page, 

click  New Website +   and you’ll be able to define the root domain of 

your new website.
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Invite key contacts to ConvertFlow
ConvertFlow was built from the ground up for marketing teams and 

agencies, so as an owner of an account, you can quickly invite other 

users to your account and control their level of access.

EXAMPLES

 ▪ Admins can invite collaborators and clients. They can  

also manage billing.

 ▪ Collaborators can access every website in the account, 

without account admin permissions.

 ▪ Client users can access only the websites the admins  

have designated.

If you want clients to collaborate with your agency actively, we 

recommend you invite the key contacts you’ve deemed necessary  

to make your part of the workflow easier.

Have clients integrate their tools
Before going live with ConvertFlow on your client’s website, we 

recommend having them integrate their email marketing service (ESP).

You can give them instructions to visit their website dashboard and click 

through to  Settings > Integrations  to find their ESP/CRM. Then, they can 

follow the simple instructions provided to connect with their ESP.

They can also add other integrations such as analytics tools and their 

CMS to make sure ConvertFlow is integrated with their marketing stack.

Install ConvertFlow script on client’s website
It’s important to note that ConvertFlow will only track visitors and display 

CTAs on websites after the tracking script has been successfully installed.

Each website dashboard comes with its own tracking script, which can 

be accessed by clicking  Settings > Install Code . 

After clicking  Settings > Install Code , you can copy your websites’ 

tracking script. For best performance, the script should be placed in  

the <head> tags of the website.
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For your reference, here are some quick tutorials on installing 

ConvertFlow on popular website CMS:

 ▪ Google Tag Manager – How to install ConvertFlow 1

 ▪ WordPress – How to install ConvertFlow2

 ▪ Shopify – How to install ConvertFlow3

 ▪ Segment – How to install ConvertFlow4

If you’re working with a client’s web developer, we recommend you 

invite this person as a client collaborator on the website and send them 

the appropriate instructions to install the ConvertFlow script on their 

website.

1 https://help.convertflow.com/article/180-google-tag-manager-how-to-install-convertflow

2 https://help.convertflow.com/article/120-how-to-integrate-convertflow-with-wordpress

3 https://help.convertflow.com/article/178-shopify-how-to-install-convertflow

4 https://help.convertflow.com/article/234-how-to-install-convertflow-through-segment
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Strategizing campaigns

How to map out conversion campaigns
Once you and the client are clear about their goals and agree on how 

you are going to help them achieve those goals, the next step is to map 

out the campaigns and conversion funnel. Doing this will help achieve 

the desired conversion results you’re optimizing for.

Note: If you need help developing your conversion strategy, 

check out our Conversion Playbook for B2B1 and our Conversion 

Playbook For Ecommerce2 to get funnel maps and ConvertFlow’s 

top conversion tactics for B2B and Ecommerce.

Use a tool like Canva or Miro to map out your conversion funnels
As marketers, we all have our own processes for planning out 

campaigns. For example, you may prefer to plan out your marketing 

campaigns using mind-mapping tools, docs, kanban boards, calendars, 

or to-do lists.

For this process, we recommend using a mind-mapping or workflow 

visualization tool to map out your conversion campaigns. This way, it’s 

easier for clients to understand when you share campaigns with them.
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Miro

Miro describes its product as an online collaborative whiteboarding 

platform to bring teams together. We found that it’s an excellent 

solution for mapping out campaigns, designing visual representations 

of conversion funnels, workflows, and more.It’s easy to share with 

clients and team members. And they can leave valuable feedback via 

comments, notes, and chat.

Canva

Canva is a simple design tool that allows anyone to design and 

publish their work in a variety of formats. If you prefer to display the 

campaigns you map out in a well-designed, branded layout, Canva 

could be the right solution for you. However, as of this writing, their 

design tool isn’t as intuitive when it comes to designing a flowchart that 

connects your campaigns. The good news is; they continually make 

improvements to the Canva app.

Share funnels with your team or clients to get feedback
Both Miro and Canva allow you to share conversion funnel maps with 

your clients and collaborators via share links. You can also collect useful 

feedback from your team and clients.

Get client approval
After getting feedback from your clients, it’s time to get the final 

approval you need to start building conversion campaigns for them.

For this step, we recommend sending a follow-up email with a list of 

their suggestions, along with a request for approval to move forward 

with building the campaigns.

Sending this follow-up email lets clients know that you’ve taken their 

suggestions and feedback into consideration. It also shows that you are 

on the same page before moving to the next stage of the project.

1 https://www.convertflow.com/courses/b2b-conversion-marketing-playbook
2 https://www.convertflow.com/courses/ecommerce-conversion-marketing-playbook
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Launching client campaigns

Create and launch conversion campaigns
So you’ve got the go-ahead from your client. Congrats!

Now is when the fun work begins.

The time has come to launch your client’s first conversion campaigns.

See this as a chance to flex your marketing muscles, and use everything 

you know about launching a well-crafted campaign that generates 

impressive results for your clients. A successful campaign that helps 

to secure the next client payment, and, hopefully, makes people rave 

about you to their colleagues.

After all of your planning, this is when the rubber meets the road.

Ready? Let’s get going!

The 5W framework for launching conversion campaigns
People are visiting websites every day and not taking the next step.

The truth is, unless they have a compelling reason to take the next step, 

why should they?

If you’re not hooking website visitors with something that pulls them in 

and gives them a reason to take the next step, then the majority of people 



Launching client campaigns   5150

visiting a website won’t take action. They’ll leave as soon as something else 

grabs their attention.

If you want to boost website conversion rates and generate more leads 

and customers for your business, and your clients, your conversion 

campaigns need to command people’s attention.

That’s why when we’re launching a campaign on ConvertFlow’s website, 

we use a framework called the Five Ws to show the right message to the 

right person at the right time.

Here’s how it works.

Whenever you’re launching a hook on your website, answer these five  

W questions.

1.  Who are you engaging?

2.  Why are you engaging them?

3.  What is your message?

4.  Where are you engaging them?

5.  When will you engage them?

Let’s start at the top.

1. Who are you engaging?

To engage people on your website with a campaign that commands 

attention, let’s think about the kind of person you’re targeting.

Where is she coming from?

She may have discovered your site from a Google search? Or maybe she 

landed on your site from Facebook or another social media network? 

Or perhaps she just saw a blog post or ad you’re promoting, which then 

led her to your website.

Knowing which websites are referring visitors to your website allows 

you to deploy a campaign that’s relevant to the referring site and to 

what people’s intent might be when visiting your website.

For example, if your visitors are coming from Google, we can assume 

they’re searching for information and are possibly looking to educate 

themselves about the product they’re thinking of buying. Or, they’re 

looking for information to help them achieve a specific outcome.

When these visitors who are coming from a search engine land on your 

website, we can safely assume they need specific information, so they 

can take the next step.

That’s why we want to hook them with a call-to-action that guides them 

to the information they’re looking for. The idea is to create a relevant 

way to get people landing on your website to take action and drive them 

to the pages, or the next steps of your funnel.

Another significant factor to consider when targeting visitors is 

recognizing who the visitor is: 

 ▪ Are they a new visitor, or a returning visitor? 

 ▪ Are they a subscriber? 

 ▪ Are they already a customer or user of your product?

Knowing who is visiting your website helps you to personalize the call-

to-action and show the right campaign to the right person. This means 

targeting visitors based on what’s most relevant to who they are and 

what their current relationship is with your business.

If the person landing on your site is a new visitor, you may want to 

segment him by engaging him with a survey that collects data on him. 

Based on his response to the survey, ConvertFlow guides the visitor to the 

information or products that are most relevant to what interests him.
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If the person on your website is already an email subscriber, then you 

might want to direct him to content or products that will help him 

move towards becoming a customer.

For example, if the visitor is subscribed to your blog and you know 

which posts she has read or which videos she has watched, you may 

want the hook to guide her to relevant content or products based on 

what she has read or watched on your website?

If the visitor is an existing lead in your CRM, maybe the hook you 

should show him is a CTA to schedule a consultation, join a webinar,  

or to talk with a sales rep who helps him buy your product or service?

On the other hand, if he’s a free user of your product, you’ll want to 

show him a hook with a call-to-action (offer) to start a trial of your full 

product or upgrade to a paid plan.

Knowing the type of people who are visiting your website is probably 

the most crucial factor in targeting them with a relevant hook that 

converts high, and drives them to move to the next step in your funnel.

2. Why are you engaging these visitors?

Once you know whom you’re targeting on your site, the next question 

to answer is, why are you engaging them?

For example: If you know the visitor is stuck on a particular step in  

your sales funnel, the reason why you’re engaging her is to help her  

take the next step in the funnel.

Let’s say you run an e-commerce store, and the last step a visitor  

took was visiting your product page and adding a product to her  

cart; however, she left your site without buying anything.

In this scenario, the reason you would engage her with a hook  

the next time she visits your website is to take the next step and 

complete her order.

Let’s run through a different scenario.

Let’s say you’re targeting visitors who registered for a webinar, but they 

didn’t purchase your product.

The next time they visit your website, you would want to engage those 

visitors with a call-to-action to purchase your product or get a special 

deal if they buy your product before the promotion ends.

By answering the question why you’re engaging specific visitors, you can 

clearly define the goal you want those visitors to achieve. This, of course, 

helps you create a campaign based on the visitor’s prior actions.

3. What is your message?

Now that we know who your visitors are and why we want to engage 

them, the next question we need to answer is, what will be your 

campaign’s message?

If you already have data on your visitors, such as the topics they’re 

interested in, which products they’ve purchased, or are interested  

in buying; then you can weave this information into the messaging  

of your campaign.

It’s good to think of the next message in your campaign as a follow up  

to the last action the visitor took.

So ask yourself, what can I say that takes into account what the visitor did 

last, and what will guide her to taking the next step?

Your message should be clear, concise, and have a persuasive call-to-action.

4. Where are you going to engage visitors?

After you’ve determined what message you’re going to engage people with 

next, it’s time to decide where on your site you’re going to engage them.

 ▪ Are you going to engage visitors when they first land on 

your homepage?
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 ▪ Are you going to engage them while they’re reading 

blog posts?

 ▪ Are you going to engage them when they’re checking 

out a product page?

 ▪ Are you going to engage them when they’re exploring 

your pricing page?

Knowing where you are going to engage visitors is important because the 

message and the overall goal of your hook should take into account the 

content of the page someone is currently on, if you want it to be relevant.

For example, if people are visiting your pricing page, it’s likely that 

promoting a relevant blog post isn’t the best hook to show them, 

because it is a distraction from the action you want the visitor to take.

Your campaign might be more effective if it’s designed to help them 

make a buying decision and overcome any objections they may have. 

For example, the campaign on your pricing page could promote 

scheduling a consultation or a demo with your team so you can answer 

any questions prospects have before buying.

Taking into account where on your website you’re going to  

engage visitors also helps you identify what type of campaign you  

need to show them.

5. When will you engage your website visitors?

Converting visitors with the right message at the right time requires 

more than just knowing whom you’re engaging, why you’re engaging 

them, and knowing the message you’ll use to engage them. You also 

have to get the timing right.

In other words, the timing of your conversion campaign can have  

a significant impact on your conversion rates.

Well-timed campaigns can lead to higher conversion rates.

Poorly-timed campaigns can lead to annoyed visitors.

If your call-to-action slides up as soon as a visitor lands on a web page, 

before he has a chance to get a feel for the content on the page, chances 

are, he’s going to get annoyed and leave the page.

On the other hand, if you engage visitors as they scroll down your  

blog content and while taking the next step, or when learning more  

is relevant to them, you can make nudging visitors to take action  

a seamless experience.

Some other examples of hooking your visitors at the right time are:

1.  Considering the timing of a campaign such as a  

webinar or a Cyber Monday promotion, and only 

showing calls-to-action for that specific campaign 

during the time the campaign is active.

2.  Triggering a CTA once visitors reach a section of  

your product or services page that qualifies them  

as being interested enough to learn more about taking 

the next step.

3.  Using an exit call-to-action to engage visitors who 

added a product to their shopping cart and are about 

to abandon the site without buying. This is an excellent 

opportunity to create urgency and offer a special 

discount or time-sensitive incentive for buying now 

rather than later.

“ Knowing the type of people who are visiting your 
website is probably the most crucial factor in targeting 
them with a relevant hook that converts high, and 
drives them to move to the next step in your funnel. ”
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How to create and launch conversion campaigns in ConvertFlow
As a ConvertFlow user, you can create a wide variety of content to place 

on your website or your client’s. Some examples are popups, forms, 

surveys, buttons, quizzes, sticky bars, landing pages, and more.

To simplify things, we’ll refer to all these as calls-to-action, or CTAs.

Call-to-action (CTA) is a marketing term used extensively

in advertising and selling. It refers to any device designed to

prompt an immediate response or encourage an immediate sale.

–  Wikipedia

Create

Creating a new CTA in ConvertFlow is fast and easy. From your website’s 

dashboard, head to the Calls-To-Action page, and click  New CTA +

From here, you’ll be able to see ConvertFlow’s top CTA template categories. 

You can click on a template category, and discover a variety of related 

templates you can use to launch your next campaign.

Or, you can click  See Templates   and see all of ConvertFlow’s featured 

templates in the template gallery. 

Here, you can apply filters on the left sidebar to help you find the 

perfect template for your next campaign. Using these filters, you can 

sort through the templates by CTA type, category and industry.

As of this writing, you’ll find 5 different CTA types in ConvertFlow:

 ▪ Embedded CTAs – These are inline content such as 

forms, buttons, page sections, content boxes, sidebar, 

etc. You can use these in your homepage form, blog 

subscribe CTA, navigation CTA or a full-width footer 

section, and anywhere they make sense to use.

 ▪ Hook Popups – These are polite popups that appear 

in the corner of the screen when you set them to 

trigger. They are perfect for surveys, on-site messages, 

newsletter opt-ins, and more.
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 ▪ Overlay Popups – Overlays are more visually-

commanding popups that take over the visitor’s screen, 

only when you set them to trigger. Use overlay popups 

carefully to make offers to the right visitors on your 

website. Display them only to people who won’t be 

turned off by a more interruptive CTA.

 ▪ Sticky Bars – Like hook CTAs, sticky bars are polite 

and can appear from the top or the bottom of the 

browser window to make an offer, prompt action, or 

simply deliver a relevant message.

 ▪ Landing Pages – Chances are, the most content-rich type 

of CTAs you’ll be making are landing pages. These are full 

pages built in ConvertFlow; they can even have dedicated 

URLs, generate leads, make offers, guide visitors down 

multi-step sales funnels, and more with beautifully-

designed pages crafted in ConvertFlow without coding.

Found a template you like? Great! See a preview by hovering your 

mouse over the template and clicking  Preview   If you’d like, you can 

also try out a real version of that CTA in the preview window. 

Personalize

Once you choose a template, you’ll be taken to the CTA builder.  

In the builder, you can personalize your CTA by adjusting content, 

styling sections, adding elements, building forms, surveys, and more.

To learn how to use the builder, head to the lesson on the CTA builder 

in the ConvertFlow 101 course1.

With your favorite email service provider connected to ConvertFlow, 

now you can quickly map your surveys and form custom fields to the 

existing custom fields in your email provider.

After that’s done, segment your new leads into the right lists, tags,  

and sequences by adding automations specific to your email provider. 

That’s right; you can do all that without leaving ConvertFlow’s builder.
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Need more than one step? Turn any CTA into a multi-step funnel by 

clicking  Add step   to add another step to your CTA. This way, you 

can provide website visitors with a more interactive experience that 

keeps them engaged and guides them each step of the way.

By using multiple steps in your CTAs, you can create:

 ▪ Multi-step forms

 ▪ Multi-step questionnaires and surveys

 ▪ Multi-step quizzes

 ▪ Multi-page funnels

 ▪ Interactive content experiences

Moreover, by using ConvertFlow’s conditional logic rules, you can send 

your visitors down personalized paths and display different outcomes 

based on who they are and how they respond.

And by adding merge tags to your content, you can increase 

engagement throughout your CTA, as well as greet subscribers when 

they return to your website.

Launch

Once you’ve finished personalizing your CTA, preview it, and test it out.

After that, go to the launch page and define which visitor segments will 

see this CTA. You can easily add targeting conditions for page URLs, 

contact segments in your email service provider, visit history, and more.

Once you’re done with that, click the activation switch to launch your 

CTA, and confirm that your new CTA appears live on the website.
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After your CTA is engaging visitors, head back to the CTA Overview 

page, where you can see insightful reports showing how your new CTA 

is converting and how far people are progressing in your campaign.

Using ConvertFlow’s split-testing tools, you can quickly duplicate 

variants and experiment with your CTA to make it convert even higher.

As you build more CTAs, you can streamline your workflow even more 

by using ConvertFlow’s advanced campaign tools2.

Group CTAs together and schedule them to launch using broadcasts 

campaigns. Learn more about broadcasts3.

Or, if you’d like, map out your entire customer journey using flows, 

which is ConvertFlow’s campaign builder for lifecycle personalization. 

Learn more about flows4.

Whether you’re embedding a form for your new content upgrade, 

nudging visitors to your new e-commerce promotion with a sticky 

bar, or building out an entire landing page funnel for your business, 

ConvertFlow’s all-in-one platform for converting website visitors gives 

you the power to create and launch your campaigns faster and easier 

than ever before.

And what’s best is you can do it all - without coding or developers.

Ready to get started? 

Go ahead. Create your first call-to-action, and start converting visitors 

on your client’s website today!

Share CTAs with the client and get approval to launch
Before launching the CTAs you’ve created, you can share them with 

your client or other stakeholders to get their feedback and approval.  

To share previews of your CTAs, just copy the URLs of the preview  

page of your CTAs and share them with whoever needs to see them.

Note: Your clients need to be logged-in to view the CTA previews.
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Ideally, the client will have a staging version of their website where you 

can launch and test CTAs before adding them to the live production 

website. If they don’t have a staging site, then sharing the links to the 

preview page will do the job.

Once you’ve got the go-ahead from your client, launch away!

1 https://www.convertflow.com/courses/convertflow-101-getting-started

2 https://www.convertflow.com/campaigns

3 https://help.convertflow.com/article/215-broadcasts-launching-high-priority-cta-campaigns

4 https://help.convertflow.com/article/216-flows-defining-lifecycle-stages-and-conversion-goals
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Optimizing campaigns

How to build a growth machine (and get paid for it)
Let’s face it, not everything we do is going to work.

As marketers, we need to get comfortable with knowing our first shot at  

a new campaign or marketing idea may not generate the results we want.

But that’s okay! The first test helps establish a baseline result we can 

optimize and improve upon by testing out new ideas.

Clients who are new to marketing may not like that things don’t work  

as planned on the first try. But hey, that’s life. 

If they plan to be successful at marketing, they’ll need to understand 

that good results come from trial and error. Sometimes they’ll get the 

results they want, other times they won’t.

The good news is, by conducting marketing experiments, we can collect 

more data, learn what worked and what didn’t. Through this process, we 

get better at testing data-driven marketing ideas that are more likely to 

achieve a company’s desired outcomes.

If your clients are new to marketing, you may want to share that 

perspective with them to prepare (or inoculate) them in case your first 

projects don’t generate the exact results they want. On the other hand, 
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if they’re relatively experienced, they usually know what to expect  

and understand the value of marketing experiments.

This next chapter is about optimization. And although we’re going 

to show you how to optimize campaigns and funnels, we’re also 

going to zoom out to get a bird’s eye view of the bigger opportunity 

optimization creates for your clients and your agency.

Building a growth machine through optimization
Many people and companies looking to grow online quickly are 

frequently looking for the next tactic, strategy, or channel to grow  

their business.

If you’ve ever explored online marketing communities, you may 

have noticed that lots of marketers, startups, and small businesses are 

looking for a silver bullet that can deliver transformational results. 

You know what I’m talking about. The people who are looking for a 

silver bullet that can magically unlock hockey stick growth with little  

or no investment in time, money, or effort.

Brian Balfour 1, founder at Reforge and former VP of Growth at 

HubSpot, once said, “People who tend to focus on tactics first tend 

to also look for silver bullets. They jump around to the newest and 

greatest tactic or channel they heard of, searching for the pot of gold 

at the end of the rainbow, rather than putting in the time to learn from 

experiments and make smart decisions based on those learnings. They 

scratch the surface in a bunch of different areas, but never drill deep 

enough to find the oil.”

Brian is also known for advising new companies to “Stop looking for 

tactics first and start focusing on establishing a growth process.”

Once your clients have been onboarded and set up with initial 

conversion campaigns that put a process in place for capturing leads 

and driving sales, you’ll be in a better position to help them establish  

an ongoing process for driving growth through optimization.

What this means is that every month (or the frequency you choose), 

you’ll generate a new campaign or series of conversion ideas. Then, 

you’ll test these ideas, analyze the results, and use what you’ve learned 

to drive more growth by repeating the cycle.

The benefit for your clients is they’ll have a scalable, predictable, and 

repeatable process for driving growth for their business.

So what’s the benefit for you?

Upselling opportunities that increase your agency’s revenue
If you haven’t already established a recurring retainer service for new 

and existing clients, you now have a chance to offer ongoing conversion 

marketing services to them and increase client value.

As we mentioned in Chapter One, some of the strategic mistakes that 

prevent agencies from growing are:

 ▪ Project-based work makes up most of the revenue.

 ▪ The service offerings aren’t an existing monthly or 

weekly recurring activity for clients.

 ▪ The service offerings don’t provide natural upsell and 

cross-sell opportunities.

By establishing an ongoing retainer service for your clients that installs 

this optimization process into their marketing, you can grow your 

agency in new and profitable ways. 

EXAMPLES

 ▪ You can get paid monthly to brainstorm campaign 

ideas, test them, and analyze the results.
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 ▪ You can position your agency as a strategic partner for 

your client and catalyst for growth.

 ▪ You can install a weekly or monthly recurring activity 

for your clients that creates a continuous demand for 

your services.

 ▪ You’ll have natural opportunities to upsell and cross-

sell clients on additional, project-based, or retainer 

services. You can also charge for extra billable hours.

Now that it’s clear how optimization as a service can drive growth 

for both your clients and your agency, let’s dive into how to execute 

optimization as part of your conversion marketing services.

How to optimize your client’s conversion marketing
The proven process we recommend for optimizing your client’s 

marketing has been modeled after a testing framework popularized 

 by Sean Ellis of GrowthHackers.com. A similar process is also being 

used by some of today’s fastest-growing technology companies.

Fortunately, the process is pretty straightforward:

1.  Set goals for the marketing metrics  

you and your client want to achieve

2.  List ideas to test

3.  Prioritize tests based on score

4.  Pick a test(s)

5.  Run the test

6.  Review results

Let’s start at the top.

1) Set goals
During this initial step, you’ll want to work with your clients to 

understand their priorities, challenges, and company-wide objectives. 

Doing this helps to establish marketing goals that are aligned with the 

overall direction of the company.

What is their top-level goal?

First and foremost, you’ll want to define their top-level goal. This should 

be a goal everyone working to grow the company can rally around.

EXAMPLES

 ▪ For e-commerce companies, the goal may be 

increasing this month’s total revenue.

 ▪ For B2B companies, it might be increasing annually 

contracted revenue.

 ▪ For SaaS companies, it could be increasing monthly 

recurring revenue (MRR) or annual recurring revenue (ARR).

What are the levers?

Once you’ve defined their top-level goal, the next step is to define the 

levers affecting your ability to impact that top-level goal.

As an example, let’s do a simple breakdown of the levers for an 

e-commerce company:

 ▪ Ad Spend ÷ Cost Per Click  

= Number of Visitors To Product Page

 ▪ Number of Visitors × Add To Cart Click-Through Rate   

= Number of Visitors Added Products to Cart
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 ▪ Number of Visitors Added Products to Cart × Checkout 

Conversion Rate 

= Number of Sales

 ▪ Number of Sales × Average Order Value 

= Total Revenue

Remember, this is a simplified breakdown of the levers for an 

ecommerce company. Once you dig into a company’s process, you’ll 

uncover other factors that contribute to revenue. 

Some examples are; average order value, average number of items 

added to cart, customer acquisition cost, payback period, etc.

Choose a metric to improve

The next step is to choose a metric you and your team can improve 

within a specific time frame.

When choosing this metric, it’s good to ask yourself, what’s the highest 

impact area we can affect with the limited resources we’ve been given?

Asking this question will force you to consider your constraints, such as 

resources, your client’s budget, and what your agency can deliver to the 

client, while still generating a profit. You’ll also need to consider how 

long it’ll take for clients to see results (and hopefully, ROI!).

If you’re providing conversion marketing services without providing 

the other services needed for filling the company’s funnel or optimizing 

the full funnel, the metrics you choose should be related to what you 

can impact by optimizing their website.

Many agencies prefer this approach as they don’t have to develop 

or hire in-house expertise for generating traffic. Furthermore, they 

don’t need access to the tools being used further down the funnel. 

Structuring their services in this way lets them simplify and streamline 

their workflow, while still providing high-ROI services to their clients.

Set a goal for your metric

To set the goal you want to achieve for a specific metric; you’ll first  

need to establish a baseline.

To do this, you’ll usually want to work with your client and their analytics 

tools to understand what the weekly or monthly average is for this metric. 

To account for spikes and uncommon events that may increase or 

decrease the performance of the metric, you’ll want to calculate an 

average for that metric over the last one to four months.

With the baseline established, it’s time to set your goal.

Ask yourself and your client, what do you think you can get this 

number to?

Using a system popularized by Google, called Objectives and Key 

Results (OKRs), HubSpot’s teams set objectives or goals. Then, they 

define key results that allow them to see if they’re on track to  

reaching that goal.

Timeframe:

Objective (Qualitative):

 ▪ Key result 1 (Quantitative): Measurable goal #1

 ◦ This key result is a goal you could reach 90% of the time

 ▪ Key result 2 (Quantitative): Measurable goal #2

 ◦ This key result is a goal you could reach 50% of the time

 ▪ Key result 3 (Quantitative): Measurable goal #3

 ◦ This key result is a goal you could reach 10% of the time

Here’s an example of what an objective and key results may look like  

for an ecommerce marketing team.
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Timeframe: 30-90 days 

Objective (Qualitative): Increase shopping cart conversion rate

 ▪ Key result #1: 

 ◦ Achieve shopping cart conversion rate of 20%

 ▪ Key result #2: 

 ◦ Achieve shopping cart conversion rate of 50%

 ▪ Key result #3: 

 ◦ Achieve shopping cart conversion rate of 80%

2) List ideas to test
Once you choose the metric you want to improve and set a goal, start 

to consider what you can do that can affect the growth of that number 

over time?

This process gets you thinking about and evaluating the inputs affecting 

the chosen metric.

You can think of these inputs as micro-levers or a micro-funnel.

Break down the levers affecting your primary metric to small enough 

parameters that having an impact on the goal becomes attainable.

Again, you’ll want to brainstorm inputs, not outputs.

EXAMPLE

Step 1 conversion  ×  step 2 conversion  ×  step 3 conversion   

= Lead capture rate 

Remember, you want to establish a baseline for each of these levers.

Once you have the baseline, list your ideas for tests that can improve 

each lever in a spreadsheet.

Here’s our Growth Experiments template. Feel free to copy and use it 

for listing and prioritizing your own marketing ideas.

As recommended by Brian Balfour of Reforge, here are four ways  

to come up with new marketing ideas:

 ▪ Observe – How are others doing it? Look at competitors, 

as well as outside of the immediate product space. Walk 

through this process together.

 ▪ Question – Brainstorm with questions. Why? What is... 

What if... What about... How do we do more of…

 ▪ Associate – Connect the dots between unrelated things. 

For example, ask yourself, what if our lead capture 

process were more like choosing from a list of episodes 

to watch on Netflix?

 ▪ Network – Build your network of experts. Build 

relationships with experts in branding, traffic channels, 

user experience design, software developers, etc.  

in different industries. Tap into the knowledge of  

groups through masterminds, local events, and more. 

Many times, the ideas that can drive the most growth  

for a business come from modeling a process in a 

different industry.

Look at qualitative data

Gather insights from your client’s team, user surveys, support tickets, 

and screen recordings using tools like Hotjar or Fullstory.

Look at quantitative data

Look at analytics and reporting tools. Your goal is to ask questions about 

why quantitative data is as it is while pulling insights from qualitative 

data to come up with ideas to test.
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To get the ideas flowing, here a few types of experiments you can use 

ConvertFlow to run:

 ▪ Split Testing

 ▪ Cohort Testing

 ▪ Promote campaigns via new visitor paths

 ▪ Create new campaigns for visitor segments at each 

stage of the funnel

 ▪ Create micro-segments based on behavior, survey 

responses, intent, etc.

 ▪ Create new campaigns for micro-visitor segments

3) Prioritize ideas
Now that you’ve got the ideas flowing, and hopefully after a coffee-

fueled brainstorming session (who knows, maybe tea is your thing?), 

you’ve got a long list of marketing ideas you can test.

Now, the challenge is... picking one. Which idea do you start with?

To prioritize your tests, you can use a scoring method commonly used 

in the growth marketing community. It’s called ICE.

ICE stands for:

Impact: How impactful do I expect this test to be?

Confidence: How sure am I that this test will prove  

my hypothesis?

Ease: How easily can I launch this test?

To get the final ICE score for a marketing test, you grade each criterion 

from one to ten. The average presented is the ICE score. When scoring 

each criterion, one represents the worst, and ten represents the best.

Anuj Adhiya, the author of Growth Hacking For Dummies, refers to the 

ICE scoring method as a minimum viable prioritization framework.

As he puts it, “The ICE score is not intended to be the perfect system for 

prioritizing individual ideas. It’s actually a system of relative prioritization.”

He continues “The goal is to prevent you from being bogged down in 

trying to fine-tune the score too much. Think of the ICE Score as  

a minimum viable prioritization framework. It’s not objectively perfect, 

but it’s good enough to get the job done.”

The ICE score is designed for speed. It allows teams to quickly choose 

which ideas to test, and make decisions based on data gathered from 

tests, rather than intuition.

For ConvertFlow, we’ve adapted this method to include scalability as 

a factor in determining the final score, which helps us focus on testing 

ideas with longer-term results, rather than short term results.

We also use percentages for each criterion, instead of the numbers 1 

through 10. This is because when scoring impact, we like to use an actual 

percentage for the positive impact or growth we think a marketing idea 

can have on a metric.

The final score is still an average falling in between the numbers 1 to 10.

You can get access to our template2 for running Growth Experiments.

Note: You’ll notice that we’ve renamed the Confidence criteria as 

Probability. We feel this helps reduce the ego factor when scoring 

these criteria. The idea is to prevent inflating the scoring.
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Score your ideas 

Here are a few questions to help move you through this process:

 ▪ What’s your hypothesis for the idea?

 ◦ Let’s get scientific! - Use a hypothesis to help you 

define the impact of your test. For example:  

If successful, [metric] will increase by [impact], 

because of [assumptions].

 ◦ Doing this helps you think about your tests in a 

more structured way. Plus, it gives them more 

context.

 ▪ What’s the predicted growth impact on a metric?

 ◦ If successful, by what percentage do you think your 

test will increase [metric]?

 ▪ What’s the probability the impact will be achieved?

 ◦ From 0% to 30% is low.

 ◦ From 31% to 70% is medium.

 ◦ From 71% to 100% is high.

 ▪ What’s the ease of running this test?

 ◦ 10% being really easy.

 ◦ 90% being really hard.

 ▪ What’s the scalability of this test?

 ◦ Is it repeatable?

 ◦ 0% being not scalable

 ◦ 100% being very scalable

 ▪ What are the resources involved in running this test?

 ◦ Which teams will you have to involve?  

(For example; Marketing, sales, engineering)

 ▪ (Optional) What’s the estimated investment/budget you 

or your client would need to run this test?

 ◦ If the work involved is not included with your 

monthly retainer service, a quick way to come up 

with an estimated investment is to multiply your 

billable hourly rate by the number of hours you 

think it’ll take to run this test.

4) Choose an idea to test
After you’ve scored your marketing ideas properly, the highest  

priority ideas should have risen to the top.

If they haven’t, all you need to do is click the filter button     

in Google Sheets (or Excel).

Then, you’ll want to sort your final score column from Z-A. This 

column will show your highest scoring ideas at the top.

Once you’ve picked an idea, you’ll need to design the test.

Design the test

While designing your experiment, avoid thinking of the most elaborate, 

resource-intensive way to see if your marketing idea is successful or not.
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Doing this is a sure way to burn through a client’s marketing budget, 

and lose their buy-in on future experiments. This, of course, assumes 

your first test doesn’t produce a positive outcome.

That’s why ideally, you want to design a minimum viable test using  

a Google Doc that you can share with your client. It’s a good way your 

client can leave useful feedback.

So, what’s the minimum viable test for your marketing idea?

When designing the test, you’ll want to optimize for:

 ▪ Efficiency – What’s the least resource-intensive way 

to run the test, and gain insights that’ll help determine 

whether to invest more resources or move on to the 

next experiment?

 ▪ Validity – To validate whether the test can have the 

impact your team predicts, you need to define the 

controls (factors that don’t change) and the amount  

of data that needs to be collected.

In this doc, make sure to include your hypothesis, along with the 

possible impact you think the idea can have on the metric you’re  

trying to improve.

When the doc is ready to share, present your marketing idea and  

test to the client. This way, you can get their input before running it.

5) Test your idea
This step is pretty simple. Just get sh*t done.

When using ConvertFlow to test your marketing, conversion, or campaign 

ideas, you can speed up your team’s workflow by starting with one of our 

professionally-designed campaign templates. Or, if you prefer, you can 

create your own templates.

Another advantage of ConvertFlow is that it makes targeting the  

right audience on your website and launching your campaign like  

a walk in the park.

When running your tests, be sure to allow for enough time to gather  

a reasonable amount of data. This way, you can determine whether  

to double down on your marketing idea or move on to the next one.

6) Review results
Once you’ve run your test and gathered sufficient data on how it 

performed, take a few minutes to answer the following questions:

 ▪ What was the impact?

 ◦ Did the test improve or not improve the metric?

 ◦ How close to the predicted impact did the  

test achieve?

 ▪ Should you double down on the idea or move on?

 ◦ If you choose to double down, what’s an ideal 

version of this marketing idea? 

 ▪ Why?

 ◦ Why did the test get the results it got?

 ◦ Why should you double down or move on  

to a different test?

Once you’ve refined the ideal version, start iterating towards the idea  

by doing more tests/experiments.

On the other hand, if you decide to move on to the next marketing 

idea, take what you’ve learned and use it to brainstorm more ideas  

you can test.
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7) Repeat
Congrats on your running your first test!

Regardless of how well your first test performed, you just walked 

through your first optimization and established a process for 

brainstorming marketing ideas, designing tests, and presenting  

your ideas to your clients.

Going through a process like this helps establish you as an integral part 

of your client’s strategic planning process. It also helps to position your 

agency as a catalyst for growth.

After running your first optimization, rinse and repeat the same process.

One of the primary ways many of the best marketing teams  are able  

to drive incredible growth for their clients is that they’ve developed  

a process to test ideas fast, and learn what works, in less time.

1 https://brianbalfour.com/essays/growth-process-first-tactics-second

2 https://pages.convertflow.com/growth-experiments-template
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Growing your agency 
faster with ConvertFlow

After running an agency in the past and after working with hundreds 

of agencies through ConvertFlow, we intimately understand the 

challenges agencies face when trying to grow. That’s why we built 

ConvertFlow from the ground up for agencies wanting to generate 

more ROI for their clients, streamline their workflow, and offer more 

scalable services.

Thanks for reading this guide and for allowing us to show you more 

ways you and your team can use conversion marketing to generate 

more predictable growth for your agency and your clients.

Through ConvertFlow, we work with thousands of marketers, 

freelancers, consultants, and agency owners like you. Our mission 

is to help marketers navigate these obstacles and drive faster, more 

profitable growth for your business, and for the clients you serve.

ConvertFlow is not only a platform our customers love; it’s an ever-

evolving partnership marketers and agencies can leverage to grow  

their businesses now and in the years to come.
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Become a ConvertFlow partner today
ConvertFlow’s Partner Program is thoughtfully designed to provide 

you with the professional tools, training, and support you need to land 

more clients, streamline your services, and scale your business.

We’re helping consultants, freelancers, and agencies play a pivotal role 

in helping businesses succeed through conversion marketing while 

turning their websites and their clients’ websites into finely-tuned 

growth machines.

You can learn more about becoming a ConvertFlow Partner by visiting 

ConvertFlow.com/partners.

By becoming a ConvertFlow partner, you’ll get everything you need  

to add conversion marketing to the services your agency offers.

As an active partner, you can use our client onboarding kits, customize 

our marketing assets and sales material for your agency, and access  

the in-depth product training you need to be up and running in a 

matter of days.

While we’re sure you’ll love the resources and support that come with 

being a ConvertFlow Partner, we also want you to see a positive impact 

on your revenue, as soon as possible.

As a ConvertFlow Partner, you’ll be able to:

Land more clients for your agency
Acquire more clients for your agency by offering new conversion 

marketing services and by using our lead generation and sales funnel 

templates for agencies.

Increase client retention by generating better results for your clients
Show ROI on your services and the impact you are having on your clients’ 

lead generation and sales by creating targeted conversion campaigns.

Streamline your workflow and services
Build all of your clients’ campaigns from one platform, without coding. 

Templatize your work, manage multiple clients, and integrate with the 

business tools your clients use.

Earn more recurring revenue
Get paid monthly by clients for ongoing campaign management 

services and earn recurring commissions when you sign up new clients 

that have their own ConvertFlow accounts.

Unlock new channels for agency growth
Generate more leads by creating campaign templates for ConvertFlow’s 

marketing community. Get matched with potential clients who need 

help from a ConvertFlow expert. And increase your exposure to our 

audience of thousands of businesses through win-win co-marketing 

opportunities.

Through these opportunities, our goal is to empower ConvertFlow 

Partners to pursue their dreams, and find success in growing their 

agencies. 

With more than 10,000 companies using ConvertFlow for conversion 

marketing and lead generation, the opportunity to find success within 

our partner ecosystem is always expanding.

We sincerely hope you’ll seize this unique opportunity and become our 

next ConvertFlow Partner.

To your success,

Ethan Denney and The ConvertFlow Team
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