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Payge H. Kerman, 
president of Wink Digital.

“A conversion path is a set of actions an anonymous user 
takes to get from when their interest is piqued until a sale 
is closed. Oftentimes, this concept can be visualized when 
tracking the steps through e-commerce websites, but it 
largely applies across all industries. When a user first 
engages with a website or sales process, a successful 
conversion path will guide the user’s intended behavior 
through a series of micro-interactions, CTAs, easy 
purchasing options, and a reward. In the most concrete 
terms: a conversion path consists of a compelling offer, a 
call-to-action, a strongly written and designed landing 
page, and a thank-you confirmation.”



CONVERSION PATHS ARE NOT
SALES TACTICS

Sometimes conversion paths can be confused 

with sales tactics, landing pages, and other 

promotional materials that lead to conversions.

The main difference is that conversion paths are

many steps, time consuming, and often highly

calculated and strategic for your brand based on 

user activity and behavior.
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TYPES OF CONVERSION PATHS
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There are dozens of paths that someone can take to be converted as a customer.
An ad may sway some people. Another group with previously interacted or
purchased products from the brand may click through a newsletter or email blast.



Others can search for brands organically. Tools like Google Analytics can help you
find all the different paths your customers have targeted. The following example
does not represent all other conversion paths, but it is some of the most common
ones that Google Analytics can identify.



THREE STAGES OF 
A CONVERSION 

PATH
Conversion paths can look
different from website to the
next, but most follow the same
general direction, sometimes
referred to as the "website
conversion funnel." With the
right design and language, you
should be able to successfully
convert your users through the
stages and send a confirmation
email in the final stages.
All conversion paths need to
be tailored to the specific
needs of your brand, but there
are three steps to success.
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Crazy Egg



CoSchedule







WHY CONVERSION PATHS 
IMPORTANT IN MARKETING?

Simply put, a brand cannot exist without its customers. 

In short, brands are taking every opportunity to turn

people in their social media, Google search, and even 

email inboxes from prospects to paid customers. The

only way to do this is with a conversion path. The

conversion pass is one way to increase brand 

awareness. 

If users experience your brand seamlessly, they will 

probably spread the word. 

The conversion path is essential for your brand to grow 

and make money. 

The translation path shows what works and what 

doesn't. 

The conversion pass tells you more about the 

customers you have and the people you want to attract.



CONVERSION PATH

Whatever definition you stick to, the meaning of a
conversion path is very simple-a business needs leads 
to keep it going. A well-defined and optimized 
translation path facilitates this process by drawing
the user's attention to becoming a lead. When properly 
configured, the conversion path can also set a stage to 
encourage leads to become customers or influencers.



What is website conversion?
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CONVERSION PATH VS SALES FUNNEL

Conversion channels and the

process of reaching sales

goals are sometimes used

interchangeably, but there are

some important differences

between the two.



DIFFERENCE BETWEEN C.P. AND S.F.

The biggest difference is that the conversion 

channel is part of the sales target achievement 

process. In addition, the sales target reaching 

process can include multiple conversion 

channels. The conversion path is at the top of 

the goal-achieving process because the goal of 

the conversion path is to turn the user into a lead. 

If people reach the middle of the funnel and the 

end of the funnel, they are already qualified leads.

Another difference is that if you think of the

conversion path as just a step that occurs 

before the conversion, you can start the 

conversion path before the lead reaches the 

sales goal achievement process.
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PARTS OF A CONVERSION PATH
INBOUND METHODOLOGY SPECIFIES 
DISTINCT PARTS FOR A CONVERSION 
PATH THEY ARE: 

1. OFFER

Users need to have a reason to 

become a lead. That’s your offer. It’s 

something of value that your business 

provides in exchange for the user’s 

information. 



PARTS OF A CONVERSION PATH

2. Call to Action

The call to action gives users a 

directive on how to take advantage of 

the offer. It should compel them to 

stay on the path to becoming a lead. 



3. LANDING PAGE

Once the user clicks on the call to 

action they should be taken to a 

landing page. A landing page is 

designed with an express purpose of 

allowing users to exchange their 

information for the offer. 
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CALL TO ACTION (CTA)

Your Call to Action (CTA) to promote offers,
including webpages, social media, blogs, email
campaigns, advertising, and more. The
important thing is to get someone to take
action. Everything you create digitally needs to
be associated with the action you want your
prospects to take. This action is your CTA.
Use client’s journey to map the most relevant
locations and add CTA for related offers.



CALL TO ACTION (CTA)

Your goal is to include relevant offers and targets where the visitor is most likely to land during
the buyer's entire itinerary, regardless of whether the visitor has just begun the initial survey or 
is in the industry. It is to place a phrase that encourages the action of becoming. -
Manufacturing process. 
In other words, right content, right place, right time. 
For example, if you're just starting to think about buying a new car, it's unlikely that a hard cell to 
buy a new luxury sedan within the next two weeks will drive you into action. First, you need to 
educate yourself so that you can understand your needs, compare different manufacturers and 
models, and decide which car best suits your specific needs.



CALL TO ACTION WORDS 
AND PHRASES

There are various words and phrases that you
can use to create horrifying action calls, but
action verbs such as login, registration, phone,
subscription, purchase, donation, order, share,
follow, download, click here. Always takes
precedence. One of the most useful psychological
tactics to get people to take immediate action is
to add a sense of urgency and fear of miss.

Example:
• Buy now before supplies run out

• Limited quantities available!
• Offer expires on Christmas

• Reserve your spot now!



Why does a CTA matter?

Why is CTA important?
As mentioned earlier, strategic CTA can help you grow
your sales while expanding your customer base.
However, it is not always enough to know the effect on
the surface. We need to dig deeper into the real case to
understand how CTA can do for our business.

First, it helps to get the attention of web users within a
second. Most visitors stay close to less than 59 seconds
to see what to look for. Without the right CA, you lose
the opportunity to hold the CA for a long time.
Conversely, combining the right messages with the
right movements on the website at the right time is
essential to getting people out of the browsing trance
and taking action. Second, it helps target and transform
online users based on their intentions.



Second, it helps target and transform online users
based on their intentions.
Intentional targeting and transformation is the use of
associated CTA to provide intent about what the end
user or prospect really needs at the moment. There are
several factors to consider when assigning a CTA to a
job.

• Who they are
• The content of the page a visitor is on
• Where are they coming from
• What intent is indicated by their behavior on 

your website



https://www.clearvoice.com/blog/what-is-a-conversion-path/
https://blog.hubspot.com/marketing/how-conversion-paths-work-faq
https://mixpanel.com/blog/conversion-path/
https://www.demandgen.com/conversion-paths-the-yellow-brick-road-of-
converting-unknown-prospects-to-leads/
https://www.clearvoice.com/blog/what-is-a-conversion-path/
https://en.wikipedia.org/wiki/Call_to_action_(marketing)
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