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GYRO

GROW YOUR REMODEL OUTFIT

This playbook was created by
TryGyro.com, a team dedicated to helping
remodelers grow smarter, stronger businesses without
wasting time or money. We designed it for leaders
and teams in the remodeling and design industry with

practical strategies that drive real results.




@ Chapter in Brief

Chapter 09

Conversion Rate
Optimization
(CRO) for
Remodelers

Driving traffic to your remodeling website is only half the
battle—the real payoff comes from converting visitors into
leads. Conversion Rate Optimization (CRO) removes friction
and adds persuasive elements so more people call, fill out a
form, or book a consultation. Even small improvements can
double your leads without increasing ad spend.

For remodelers, CRO means treating your site
like a 24/7 salesperson: using clear calls-to-
action, simple forms, lead magnets, live chat,

and mobile-friendly features like click-to-call.

By refining these elements, you plug leaks in your marketing
funnel, maximize every advertising dollar, and build trust—
leading to more calls, consultations, and booked projects.




What You Will Learn in Chapter Nine c

Small Tweaks, Big Impact
R i o rmore leads doubling

a 2% conversion rate to 4% is like doubling your ad budget
without spending extra.

CTAs That Guide Action

Prominent, action-oriented calls to action (“Get My Free
Quote”) placed above the fold and repeated across long
SEECERCNIEVISitors always know the next step:

Frictionless Contact Forms

Slatelae el =midEae iAol (3—-4 fields max) drastically improve

submission rates. Pair with click-to-call options and trust signals
like testimonials for added lift.

Lead Magnets § Instant Engagement

Offer value (cost guides, design checklists) to capture early-stage
browsers, and use live chat/text for instant answers—meeting

homeowners the [aalelaal=lgii e Elelia il

Test, Track § Continuously Improve

Use analytics, heatmaps, and A/B testing to identify leaks
in your funnel. CRO is ongoing so optimize CTAs, layouts,

and messaging quarterly to|[i==s8 el elian sitaler
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Conversion Rate Optimization
(CRO) for Remodelers

onverting curious website visitors into actual leads is the crucial bridge between

marketing and revenue. You might get 1,000 people a month clicking through to your

remodeling site, but if only a handful ever reach out, that traffic isn’t doing you much
good. This is where Conversion Rate Optimization (CRO) comes in — the art and science
of nudging more visitors to take that next step (call, submit a form, book a consult, etc.).
Even modest improvements here can have an outsized impact: if you double your website’s
conversion rate from, say, 2% to 4%, you’ve effectively doubled your leads without spending
an extra dollar on advertising. In the competitive remodeling business, that can mean tens
of thousands in additional project revenue just from tweaking how you capture interest.

CRO for remodelers is all about making it easy and compelling for prospective clients to
contact you. Remember, your website isn’t just a brochure — it's a 24/7 salesperson that
should be actively guiding visitors toward becoming clients. In this chapter, we’'ll explore how
to fine-tune that salesperson, covering clear calls to action, streamlined forms, juicy lead
magnets, and on-the-spot engagement tools like live chat. By the end, you’ll see how small
changes — a button here, a form field there — can dramatically boost the inquiries coming
through your digital door. Let’s turn more of those clicks into calls and consultations!



Chapter 09

Q

Turning Clicks into Clients:
Why CRO Matters

You've invested in driving traffic through
SEQ, social media, and online ads; now CRO
makes sure that investment pays off. Think
of your website as a funnel: at the top, lots
of visitors pour in, and at the bottom, a few
precious leads drip out. A leaky or constricted
funnel means missed opportunities. Many
remodelers are shocked to find that the
majority of their site visitors leave without a
trace — not because they weren’t interested,
but because something (or nothing) on the
site failed to prompt them to act. CRO is
about plugging those leaks and smoothing
the path.

Why does this matter so much? First, more
conversions = more leads = more jobs. It’s far
easier and cheaper to increase conversion
on your existing traffic than to double your
traffic. If 100 people visit your site and 5
contact you, that's a 5% conversion rate. If
you can bump that to 10 people (10%), you
just doubled your leads. That could mean the
difference between a light schedule and a
packed one for your crew. Second, a website
optimized for conversion also tends to deliver
a better user experience — it provides the
information people need and directs them
where they want to go without frustration.
Happy visitors translate into higher trust and
confidence in your business. Finally, a well-
converting site makes your marketing much
more efficient. Money spent on Google or
Facebook ads goes further when your site
itself is doing a great job turning clicks into
inquiries. Without CRO, it’s like pouring more
water into a bucket full of holes.

At Grow Your Remodel Outfit (GYRO), we've
seen firsthand how powerful CRO can be. In
our client work, we often find that remodelers
have plenty of interested visitors, but their
websites don't encourage engagement. In
one case, simply adding a prominent “Get a
Free Quote” button to every page (instead of

burying the contact link) led to a 30% jump
in inquiries almost overnight. In another, we
helped a contractor replace a cumbersome
12-field form with a quick 4-field version and
watched their form submissions surge. The
lesson: small tweaks can yield big results.
That’s why our Megaphone program always
audits conversion elements — doubling your
conversion rate is essentially like doubling
your advertising budget’s effectiveness, and
it costs very little by comparison.

So, what are the key elements of CRO for a
remodeling business? Let’s break down the
components that will make your website a
lead-generation machine.
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Clear Calls to Action: Guide

the Next Step

A call to action (CTA) is usually a button or
headline that tells the visitor what to do next
— and you’d be amazed how often it's missing
or unclear on small business websites. Don’t
assume a potential client will dig around to
find how to contact you; you need to shine
a spotlight on it. A strong CTA answers the
visitor’s unspoken question, “Okay, | like
what | see... how do | take this further?” For
a remodeler, the

CTA

might be
“Get a Free Estimate,” or “Request a Quote.”

“Schedule a Consultation,”

Use action-oriented language that speaks
to their needs. For example, “Get a Free
Estimate” is more enticing than a generic
“Contact Us” — it promises value (a free
estimate) and uses an action verb.

Equally important is placement and design
of CTAs. The golden rule is to have a clear
call to action visible as early as possible
on your page - ideally above the fold (the
portion of the webpage visible without
scrolling). If a visitor lands on your homepage
and immediately sees a gorgeous photo of
a remodel and a big friendly button that
says “Book My Free Consultation,” they
instantly know how to proceed. On the flip
side, if your CTA is hidden in a menu or only
on a separate Contact page, you're relying
on them to hunt for it. Don't make them
work; make it obvious. In fact, web usability
studies show that elements presented high
on the page get the most attention — one
study found that content visible without
scrolling captures about 57% of user viewing
time on a page. It pays to put your primary
conversion point front and center.

Consider having multiple CTAs on longer
pages. Let’s say you have a portfolio page
showing beautiful before-and-after photos
of your projects. A visitor might scroll

through and be impressed by your work.
Don't make them scroll all the way back
up to contact you - strategically place a
CTA button partway down (“Love what you
see? Get an estimate on your project”) and
again at the bottom of the page. Wherever a
visitor might feel convinced or inspired, give
them the means to act right then and there.
This way, no matter where they are in their
decision process (just browsing vs. ready to
talk), there’s an easy-to-find next step.

Design-wise, make your CTAs stand out. Use
a contrasting color for buttons that isn’t used
much elsewhere on the page so they pop
visually. Ensure the text on the button is large
and legible. Add a bit of padding (whitespace)
around it so it doesn't feel crowded by
other content. On mobile, your CTA button
should be a big, tappable element — often a
bar across the bottom of the screen saying
“Tap to Call Us for a Free Quote” or similar.
The easier it is to spot and click, the more
people will do it. It sounds simple, but many
contractor sites fail here with understated or
poorly placed CTAs. Don’t be shy: think of a
CTA as politely but confidently saying to your
visitor, “Let’s talk about your project — click
here to get started”

One more tip: personalize or localize your
CTAs when appropriate. For example,
“Schedule Your Free Denver Kitchen
Consultation” can resonate more with a local
visitor than a generic line — it subtly says,
“hey, we serve your area” Just be careful
not to make the text too long; clarity trumps
cleverness. The main goal is that at a glance,
anyone on your site knows exactly how to
take the next step, and you’'ve made that
step as appealing as possible.
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Streamline Your Contact
Forms (Reduce Friction)

When a homeowner clicks that “Get a Quote”
button, what do they encounter? If its a
long, complex form asking for everything
from their mailing address to how they
heard about you and the square footage
of their attic — you may lose them. On the
web, every extra hurdle or distraction can
cost you conversions. Conversion Rate
Optimization often boils down to removing
friction: simplifying and smoothing out the
process of contacting you.

Keep forms short and sweet. The goal of an
initial contact form is to start a conversation,
not to capture every detail of the project
upfront. Name, contact info (phone and/or
email), and a brief description of what they
need (or even just a dropdown to select a
service type) is usually plenty. You can gather
the nitty-gritty later when you speak with
them. Why is shorter better? Because each
additional required field gives someone one
more chance to shrug and say “eh, | don’t
feel like filling this out” In fact, marketing
data backs this up - one analysis found
that reducing the number of form fields
from four to three boosted conversions
by nearly **50%**". That's huge! It means
many people who would have bailed on a
longer form went ahead and submitted the
shorter one. The takeaway: ask only for what
you truly need to follow up effectively. For a
remodeling inquiry, that’s basically a way to
contact them and a general idea of what they
want. You can even make the “message” or
project description optional; some folks will
write a novella about their dream project,
others will leave it blank — and that’s okay.

Beyond length, consider form design and
usability. Use clear labels for each field (“Your
Name,” “Email Address,” etc.), and if your
form is on a dedicated page, include a brief
encouraging note above it like “Contact us

today for a free, no-obligation consultation.
We’'ll respond within 24 hours” This reassures
them what will happen after they submit.
Make the submit button say something
active like “Get My Free Quote” or “Send My
Request” instead of a dull “Submit” It’s a
minor detail, but a more inviting button can
improve click rates (people psychologically
respond to the implied benefit in “Get My
Quote”). Also, ensure the form actually works
flawlessly on all devices — test it on your
phone, tablet, different browsers. Few things
kill conversions like a buggy form that errors
out or is impossible to use on mobile.

Speaking of mobile, optimize for mobile
users at every step. If a potential client is on
their phone (as many are in the evenings or
weekends browsing ideas), a cumbersome
form is a deal-breaker. Use large, easy-to-tap
fields and buttons. If possible, enable autofill
for name/email fields to let the device fill
them in. Avoid any elements that don't work
on mobile (some older date-pickers or fancy
dropdowns can be problematic). Mobile
users often prefer an even quicker path: a
tap-to-call link. If your form is on a mobile
page, consider also writing “— or just call us
now at [###-###-####] — and make that
number a one-tap call link. Many phones
will do this automatically if you format it as
a phone number. Why? Because sometimes
it's easier for the user to just talk to a human
for a minute than to type on a tiny screen.
And if they choose to call, hey, that’s still a
conversion! In fact, research shows that a
significant portion of people would rather
call a local service provider: roughly 60% of
consumers prefer to contact businesses by
phone after finding them online? The last
thing you want is to hide your phone number
or make it hard to call - if a homeowner is
in that 60% and can’t easily dial you, they’ll
likely move on to the next contractor.
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Reducing friction also means avoiding
unnecessary barriers. For example, captchas
(those “I'm not a robot” checks) can deter
users — no one likes clicking traffic light
images or typing weird text. If spam is a
huge issue, use the simplest spam filter you
can (many forms can use invisible spam
protection or a simple question like “What
is 2+2?”). But if you don’'t get a lot of spam,
consider removing captchas entirely for the
sake of user-friendliness. Similarly, don’t
force people to create an account or log in
(some DIY website builders accidentally have
this in place — make sure yours doesn’t). The
mantra is make it easy: every click, every
keystroke you save the user increases the
odds they’ll reach out.

Lastly, build trust right into the contact
process. Someone filling out a form or
considering calling is taking a step of faith
— they’re saying “Okay, | trust you enough to
possibly do business.” You can reinforce that
by sprinkling a few trust signals near your
form. This isn't about adding another step,
just enhancing the page’s credibility. For
instance, alongside the form you might have
a short testimonial: “The best decision we

made was contacting [Your Company]. Our
kitchen is now our favorite room!” — Jane S”
Or an icon showing your BBB A+ rating or
Houzz “Best of” award. These little cues can
reassure a hesitant prospect at the exact
moment of conversion. There’s evidence to
support this effect: one study found that
adding social proof (like a testimonial or
usage statistic) to landing pages increased
conversions by as much as 26%. The principle
is simple — people feel safer reaching out
when they see that others have had a good
experience with you.

In  summary, make contacting you a
frictionless experience. A visitor shouldnt
have to think twice about how to get in touch
or dread a tedious form. By streamlining your
contact forms and process, you're saying to
the potential client, “We respect your time
and we're ready to help - just drop us a
line and it’s easy from here” Reducing even
small annoyances can significantly boost
the percentage of visitors who convert into
leads.

Offer Value Upfront: Lead
Magnets that Entice

Not everyone who lands on your site is ready
to have a one-on-one conversation with a
remodeler. Some are in the early research
phase — browsing for ideas, figuring out
budgeting, or just daydreaming about a
future project. These people might not fill
out a “Request a Quote” form yet, but that
doesn’t mean you should let them slip away
without atrace. Enter the lead magnet. A lead
magnet is a free resource or incentive you
offer visitors in exchange for their contact
information (usually an email address). It's a
classic win-win: they get something useful,
and you get a way to keep in touch and
nurture the relationship.

For remodelers, think of content that
would be genuinely helpful to homeowners
planning a renovation. The key is to leverage
your expertise to create something of value.
Here are a few lead magnet ideas that work
well in the home improvement space:

Remodeling Cost Guide or Budget
Checklist: Money is top-of-mind for anyone
planning a remodel. An e-book or PDF that
outlines typical cost ranges for projects (e.g.
“2025 Kitchen Remodeling Cost Guide”) or
a checklist of budgeting tips can be very
enticing. Homeowners often search for cost
info; if you offer a well-organized guide,
they’ll gladly trade an email for it.
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“Planning Your Remodel” Workbook: This
could be a step-by-step worksheet that
helps people gather their ideas, define their
priorities, and understand the remodeling
process. It might include sections for listing
must-haves vs. nice-to-haves, a timeline
planner, or questions to ask contractors. It
positions your company as a helpful advisor
before they even hire anyone.

Design Inspiration Guide or Trend Report:
Perhaps a PDF lookbook of the latest design
trends, or “10 Modern Kitchen Ideas for 2025”
with lots of photos (ideally of your own
projects or curated well). This attracts those
in the dreaming stage and subtly showcases
your design sensibility.

Free Email Course or Tips Series: For
example, “5 Days to a Better Bathroom -
Email Series” where each day you send a
short email lesson on aspects of bathroom
remodeling (layout, materials, lighting,
budgeting, etc.). This not only gets their email
but keeps them engaged over a week and
builds trust through repeated contact.

Coupon or Special Offer: Sometimes a
more direct incentive works — e.g., “Get $500
off your project” or a seasonal promotion,
delivered to them as a certificate when
they provide contact info. (Just ensure any
offer is sustainable for you and genuine, not
gimmicky.)

When you present a lead magnet on your site,
make it prominent and clear. For instance:
“Download Our Free Kitchen Remodel Cost
Guide” with a short blurb (“Wondering what
your dream kitchen might cost? Our expert
guide breaks down costs for materials, labor,
and design options, so you can plan with
confidence.”) and a simple email capture
form. That’s inviting and immediately signals
the value they’ll get. According to marketing
research, leveraging lead magnets is one
of the most effective ways to convert cold
visitors into warm leads - it gives them a
reason to engage even if they’re not ready for
a sales conversation. One internet marketing
guide specifically for home services

businesses emphasizes that an enticing lead
magnet can dramatically increase your sign-
ups and keep prospects in your pipeline®.

A hidden benefit of lead magnets: they filter
in more serious prospects. Someone who
downloads your 20-page Kitchen Guide
is likely more invested in a future kitchen
project than someone who just clicks around
a couple of photos. By seeing who downloads
and maybe even following up (“Hi, thanks
for grabbing our guide - let us know if you
have any questions!”), you can identify and
cultivate the highest-intent visitors. Plus, now
you have their email, which means you can
continue to market to them through email
newsletters or drip campaigns, keeping your
company top-of-mind until they’re ready to
start getting quotes. We’'ll talk more about
nurturing leads in the CRM chapter, but it all
starts with that initial hook.

A few tips for creating a great lead magnet:
make it truly valuable and relevant (dont
just throw together a fluffy sales brochure
— focus on education and insights), keep it
professionally designed (it should reflect
the quality of your brand - if design isnt
your forte, templates or freelance help can
elevate the look), and ensure it's easy to
deliver. “Easy to deliver” means once they fill
the form, the next step is seamless: either
an instant download or an email in their
inbox within minutes. Any delay or confusion
here can sour the goodwill you just built.
Fortunately, plenty of tools can automate
lead magnet delivery.

In practice, lead magnets not only boost
conversion rates but also enhance your
credibility. You’re demonstrating that you
understand homeowners’ needs and are
willing to help them before asking for
anything. This builds reciprocity - the
psychological principle that if you give
someone something of value, they feel more
inclined to return the favor, perhaps by giving
you their business. GYRO often encourages
clients to deploy at least one strong lead
magnet on their site. We've seen results like
a stagnant email list growing by hundreds of
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local homeowner contacts in a few months,
all thanks to a single well-placed ebook offer.
Those contacts then turn into consultations
down the line. It's the epitome of “give to
get” in marketing.

Bottom line: If you don’t have a lead magnet
working for you yet, brainstorm one that fits
your specialty and audience. It might feel
like extra work to create a guide or checklist,
but imagine having a “virtual assistant” on

your site that tirelessly trades valuable info
for prospect emails all day, every day. That’s
what a good lead magnet is — a conversion
workhorse operating in the background,
steadily growing your pool of potential
clients.

Instant Engagement: Live
Chat and Quick Response

We live in an era of instant gratification.
When a prospective client has a question
or a spark of interest, being able to engage
right at that moment can dramatically
increase your chances of winning the lead.
That's why live chat has become such a
powerful conversion tool for businesses of
all types, including remodelers. Live chat
(or even a chatbot) on your website gives
visitors a way to get immediate answers or
start a conversation without the formality
of a phone call or the delay of an email. It’s
like having a salesperson on the showroom
floor ready to greet someone — except the
showroom is your website, and the greeter
is a little chat box saying, “Hi there, have any
questions?”.

How does this help with conversion? For
one, it captures people who might otherwise
leave with unanswered questions. Imagine
a homeowner browsing your gallery who
wonders, “Do they also do flooring? | only see
kitchens here.” If there’s a chat, they can ask
and get a prompt answer: “Yes, we handle
flooring as part of remodels — can | get your
name and number to discuss your project?”
Boom, you’ve turned an anonymous visitor
into an identified lead. Moreover, chat allows
you to engage shy visitors — those who
aren't ready to commit to a call or think
their question might be too small. It lowers
the barrier by being a casual, no-pressure

way to interact. Many modern consumers,
especially younger ones, actually prefer
messaging over calls for initial contact. By
offering that channel, you’re catering to their
comfort zone.

To implement live chat effectively, consider
these best practices:

Be responsive. There’s nothing worse than a
chat window that says “Typically replies in a
few hours” or, even worse, no reply at all after
someone types “Hello?”. If you add live chat,
make sure you or someone on your team (or
an answering service) can monitor it during
business hours. The whole point is quick
engagement. If you can’t always be available,
you can set up a chatbot or an offline
message like “We’re away at the moment,
but leave your question and email — we'll
get back to you ASAP” That’s still better than
nothing, though real-time response is king.

Use a friendly, proactive greeting. Many
chat tools let you have a message pop up
after a visitor has been on the site for, say,
30 seconds. Something like, “Hil Have a
question about remodeling or want to chat
about your project? We're here to help.” Keep
it light and helpful. Users should feel it’s
there if they need it, but not pressured. (And
always give an easy option to close the chat
— don’t annoy those who aren’t interested.)
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Collect info when appropriate. The ultimate
goal is still to get contact details or schedule
a follow-up. So if someone engages in chat,
be personable and answer their questions,
but also look for the right moment to say,
“It sounds like you have a great project in
mind. Would you like to schedule a quick call
or free consult? | can grab your number and
have our project specialist call you.” Even if
they’re not ready for that, try to at least get an
email (“I can send you some info on similar
projects we’ve done, what'’s a good email for
you?”). Every chat conversation should aim
to gently move the visitor down the funnel.

Integrate with mobile. Many chats can
also interface with Facebook Messenger or
text messaging. For instance, some small
businesses use Facebook’s chat widget
which allows the conversation to continue
in Messenger even after the person leaves
the site. This is handy - it means you have a
persistent way to follow up. Also ensure the
chat icon isn’t intrusive on mobile screens
and that the typing interface is user-friendly
on a phone.

Now, pair live chat with the broader concept
of speedy response, even outside your
website. If someone does fill a form or
emails you, responding quickly is a form of
conversion optimization too - it converts
leads to appointments. We've touched on
this elsewhere, but it's worth repeating:
studies show that leads go cold incredibly
fast. In fact, 78% of customers end up
doing business with the first company that
responds to them* In other words, if a
homeowner contacts you and one of your
competitors around the same time, the race
is on — whoever speaks to them first often
wins by default. Consumers interpret fast
response as professionalism and reliability.
It's an instant trust-builder. Conversely, if
they submit your form and hear crickets for
two days, they've probably moved on (or
even forgotten they contacted you).

Live chat gives you an edge in this speed
game by engaging people immediately as

they’re browsing. But even for traditional
inquiries, you should aim to follow up ASAP
— if possible, within minutes, not hours. This
might mean setting up notifications on your
phone for new form submissions or using a
CRM that alerts you. Some remodelers worry
about seeming too eager, but trust us, no
one ever complained “Ugh, that contractor
got back to me too quickly” Promptness
wins praise. As a bonus, quick response
prevents the prospect from continuing to
shop around. Once you’ve engaged them,
they’re mentally investing time in you, which
makes them less likely to keep calling down
a list of Google results.

If youre a one-person show and cant
always answer immediately, consider at
least an automated acknowledgement: e.g,,
an instant email or text saying “Thanks for
contacting [Your Company]! We've received
your request and will get back to you within
[X] minutes/hours. In the meantime, check
out our portfolio here [link]” This buys you
a bit of time and reassures the lead that
you’ve got their inquiry. But do follow up
as promised - an autoresponder is not a
substitute for a real reply.

One more modern trick: click-to-call and
text. We mentioned making your phone
number clickable; you can also integrate
a “Text us” option if you have a business
texting solution. There are services that
let you receive texts on your business line
or a designated number. Some prospects
(especially younger ones) may shoot a text
asking “Do you guys do garage conversions?”
or something — that’'s an easy lead-in that
you can then escalate to a call or meeting.
The overarching principle here is to meet
your prospects where they are and strike
while the iron’s hot. If they’re on your site
at 9pm and have a question, live chat or a
quick text back might lock in an appointment
before they sleep on it.

At GYRO, we’ve seen contractors significantly
boost conversions by embracing these
real-time channels. Part of our Megaphone
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strategy is ensuring a lead never waits long
to hear from you. For example, we help
clients set up text-alert systems so that
even if an inquiry comes in after hours, a
polite message goes out right away saying
someone will be in touch first thing in the

morning. It's about responsiveness. When
you respond faster and more helpfully than
your competitors, you win trust and you win
business - it’s as simple as that.

The Mobile Experience:
Click-to-Call Convenience

We've touched on mobile throughout this
chapter, but it deserves a special emphasis.
A huge chunk of your website visitors are
likely on smartphones — perhaps researching
while watching TV or standing in their soon-
to-be-renovated kitchen. For these users,
optimizing for conversion means making
it effortless to reach you via phone. Mobile
users can, of course, fill forms or use chat,
but many prefer the directness of a call
(especially for something as involved as
a remodel). Ensuring a seamless mobile
experience can significantly raise your
conversion rate.

First, as mentioned, make your phone
number prominent and clickable. Typically,
placing your phone number at the top of your
mobile site (in the header) and again on the
contact page is wise. A common approach
is a fixed banner or button at the bottom of
the screen on mobile that says “Call for a
Free Estimate” — when tapped, it dials your
number. This one-tap-call feature removes
the friction of copying or manually dialing
the number. Given that mobile searchers
often want immediate results, a tap-to-call
CTA can capture impulse leads. Google’s
own research has noted that a significant
percentage of local mobile searches result
in phone calls. And as we saw, 60% of
customers prefer calling after finding a
business online — many of those presumably
are on their cell when they decide that.

Also, double-check that any web forms or
chat widgets work nicely on smaller screens

(no cut-off fields or weird scrolling issues).
There’s a saying in CRO: “Mobile first” Even
if your site was built on desktop, evaluate
it from a smartphone perspective for
conversion tasks. Is the text large enough
to read without pinching and zooming? Are
buttons big enough to tap with a thumb?
Is important info (like your CTA, phone,
lead magnet offer) near the top or do users
have to scroll past a huge image to find it?
Simplify layouts for mobile where you can.
Sometimes that means stacking elements
vertically that were side-by-side on desktop,
removing any non-essential images or
autoplay videos that could slow things down,
and so on. Remember, mobile users are
often multitasking or on the go — you have
to grab and keep their attention with clarity
and speed.

Page speed in particular plays into mobile
conversion. A slow-loading page is death
to conversion; people will bail if it takes
more than a few seconds. Make sure your
site is optimized (image file sizes, caching,
etc.) so that when someone on cellular data
clicks your link, they aren’t left staring at a
loading spinner. Fast sites simply convert
better. Google PageSpeed Insights or similar
tools can flag issues if you’re unsure. But at
minimum, compress those beautiful project
photos so they don’t take ages to load.

Another mobile-specific tip: consider using
SMS follow-ups for form contacts. For
example, when someone submits aform and
provides a phone number, you might have an
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automated SMS (in addition to email) that
says, “Hi, this is John from XYZ Remodeling —
we got your inquiry. Can we text you here to
chat more about your project?” Some people
respond faster to texts than emails or might
even prefer to continue the conversation that
way initially. It's all about being flexible to
how the customer wants to communicate.
Just be mindful and professional with text
etiquette (no late-night messages, etc,
unless they initiate).

To drive home the importance of catering
to mobile users, consider this scenario:
A homeowner is out on a Saturday, sees
a beautiful kitchen at an open house, and
thinks “I really need to redo mine” They grab
their phone, search “kitchen remodelers
near me,” skim a few sites. One site, yours,
immediately shows a clickable number and a
friendly “call us now.” Another site is cluttered,

Continuously

with tiny text and no obvious phone number.
Which do you think gets the call? It's almost
a rhetorical question. We're going to assume
by now your site is the former!

In summary, optimizing for mobile conversion
isn't optional - it’'s standard. The convenience
of a direct call on mobile, combined with
a smooth mobile web experience, can
dramatically increase the chances that
smartphone visitors convert. And since
mobile often accounts for more than half
of web traffic these days, that's a lot of
potential leads on the line. If your site makes
a great impression on their phone, you're
likely already ahead of many competitors
who treat mobile as an afterthought.

Test and Improve

Conversion optimization isnt a one-and-
done task — it’s an ongoing process of tuning
and refining. The good news is you dont
have to reinvent your site every month;
rather, it's about a mindset of continuous
improvement. Install analytics (if you haven't
already from earlier chapters) and keep an
eye on your conversion metrics. How many
form fills did you get this week? How many
calls came through your website (you might
track this via a dedicated number or call
tracking software)? Did the new “Free Guide”
lead magnet you launched result in a bump
in inquiries?

If you see certain pages with lots of traffic but
low conversion, that’'s an opportunity. Maybe
your Services page gets hits but has no
strong CTA - add one and see what happens.
Perhaps your homepage gets people clicking
onthe “Our Work” gallery but they never make
it to Contact — maybe embed a contact form
or a “Get a Quote” banner right on the gallery

page to catch them while they’re inspired.
These kinds of tweaks can be tested one by
one. In more advanced cases, you can run
A/B tests — showing half your visitors one
version of a page (say, with a green “Book
Consultation” button) and the other half a
slightly different version (maybe an orange
button or a different headline) to see which
yields more conversions. There are tools like
Google Optimize (free) or others to do this
without needing two separate websites. For
many small tweaks, though, common sense
and observing user behavior is enough to
guide improvements.

Speaking of user behavior, consider
qualitative feedback too. Tools like Hotjar
can show heatmaps (where people click or
scroll) or even record anonymized sessions
so you can watch how someone navigates
your site. You might discover, for instance,
that lots of users click on a project photo
thinking it will enlarge, but it doesn’t — that
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might frustrate them and cause drop-off. Or
you might notice no one is scrolling to the
bottom of a certain page where your contact
form lives — indicating you should move that
form up. It’s fascinating what you can learn
by seeing your site through a visitor’s eyes.
Also, if you ever have a client mention “I
had trouble finding X on your website,” take
that as golden feedback and fix the issue for
future visitors.

One areato pay attentiontoisyour messaging.
The words you use on CTA buttons, headlines,
and lead forms can make a difference. We
already talked about using active language
in CTAs. You might experiment with different
phrasing. Maybe “Get a Quote” feels too
salesy to some, and you try “Ask an Expert”
or “Get Remodeling Advice” The latter might
attract those who are earlier in their process.
Or maybe “Schedule a Consultation” implies a
longer commitment, and you test “Schedule
a 15-Minute Call” to see if the specificity and
lower time ask encourages more people.
There’s no one-size-fits-all answer; testing
is how you find what resonates with your
audience.

Also, leverage what’'s working. If you
notice, for example, that your “Cost Guide”
download is getting tons of requests, while
the “Newsletter Signup” in your footer gets
none, put more effort and prominence into
the winner. Or if 80% of your contacts choose
the “Call Now” option over filling the form,
perhaps emphasize phone calls as your
main CTA on mobile and even on desktop
(“We love to chat about projects — call us for
an immediate consult”). The idea is to meet
users where they’re converting the most and
remove any distractions or lesser channels
that aren’t performing.

One thing we emphasize at GYRO is that
all these digital marketing pieces we've
been covering must work together. CRO
improvements amplify the effect of your
SEO, content, and ads. But conversely, data
from your various channels can inspire CRO

changes. For instance, if your Google Ads
landing page is converting really well, study
it — what about its layout or copy could
you mirror on your main site pages? Or if
you find that people coming from Houzz (a
design-savvy audience) convert higher when
you show more photos upfront, you might
tweak your homepage to have a big project
gallery visible immediately. Use insights from
analytics and user behavior as a feedback
loop to refine your site.

As we wrap up this chapter on conversion
optimization, think of your website as a
living, breathing entity — one that can always
be improved with a little attention and care.
Regularly auditing it from a customer’s
perspective is healthy. Set a reminder
perhaps each quarter to review your site and
forms: Is everything working? Could anything
be simpler? What's the latest question
prospects have been asking — and can |
preemptively answer it on the site? This kind
of periodic tune-up keeps your conversion
rate trending upward.

Most importantly, celebrate the wins. It
can be really satisfying to implement a
change and then see your lead numbers
climb. Maybe you’ll experience the thrill of
opening your email one day to find two new
inquiries instead of the usual one, or ten chat
interactions in a week where before there
were zero. Each of those is a real homeowner
who might not have connected with you if
not for the improvements you made. That’s
the magic of CRO - it tangibly grows your
business by maximizing the potential of
every website visitor you worked so hard to
get.

Before moving on, let’'s quickly recap the
essentials: ensure you have prominent,
compelling calls to action; eliminate needless
barriers in your contact process; offer value
upfront to engage early-stage visitors; use
tools like live chat to capture hot leads in the
moment; and always keep the mobile user
in mind. By doing all of this, you're rolling
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out the red carpet for your website visitors —
making them feel welcome, understood, and
guided toward a decision to work with you.

one can tank them). So, having optimized
your site to capture leads, we'll now ensure
that what people see about you on Google,

Yelp, and other platforms reinforces those
conversion efforts. Get ready to learn how to
cultivate and manage online reviews to build
rock-solid trust with prospects — a crucial
step in converting more and more of those
leads into actual remodeling projects.

In the next chapter, we'll dive deeper into
something we've touched on here as a
conversion influencer: your online reputation.
Your website can say you’re great, but what
really convinces people are the voices
of other customers through reviews and
testimonials. A stellar digital reputation can
skyrocket your conversion rates (and a poor
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Endnotes:

1. WPForms — “101+ Unbelievable Online Form Statistics & Facts for 2024 WPForms.com, updated 4 March 2024. — Notably cites that reducing the number of
form fields from 4 to 3 can increase form conversion rates by almost 50%, underscoring the value of simplifying contact forms for better conversions. (Source:
QuickSprout study via WPForms)

2. Nextiva — “40 VolIP Statistics & Trends for 2025 Nextiva Blog, 2024. — Notes that after finding a local business online, 60% of consumers prefer to contact the
business by phone (versus email or forms), highlighting the importance of prominently featuring click-to-call options for mobile users 16. (Original data via BrightLocal
consumer survey)

3. Electric Marketing Group — “10 Effective Lead Magnet Ideas for Home Services Businesses”” ElectricMarketingGroup.com, 8 Aug 2023. - Emphasizes the power
of lead magnets in home services marketing, providing examples like e-books, checklists, and video tutorials as incentives to capture prospect contact info and
position your company as a helpful authority.

4. LeanData - “The Modern Rules of Lead Response Time”” LeanData Blog, 22 Jun 2021. - Highlights the critical stat that 78% of customers buy from the first
company to respond to their inquiry, reinforcing the need for speedy follow-up and tools like live chat or immediate callbacks to convert leads before competitors
do.
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GROW YOUR REMODEL OUTFIT

This playbook was brought to you by
Grow Your Remodel Outfit (GYRO). At GYRO, we believe
that remodelers deserve a growth system, as strong as
the homes they build. We partner with organizations and
individuals to turn their brand, website, and reputation into a

steady pipeline of qualified projects.

For more resources, insights, and support, visit us at
TryGyro.com or connect with us on LinkedIn, Instagram,
and Facebook. Together, let's make remodeling growth

sustainable, profitable, and impactful.
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