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Executive Summary 

As an inbound marketer, we all know the importance of blogging.  It is one of the pillars of the 

inbound strategy.  When done correctly, a consistent blog fulfills many important roles, not the 

least of which is SEO and social engagement.  However, what about conversion content?  This is 

the your most valuable and informative content; what someone is willing to part with their 

contact info to access.  This premium (or freemium) content represents an inbound marketer’s 

holy grail: Leads. 

Premium content is presented often as a case study, tip sheet or how-to guide.  However, over 

time, working with companies and websites on their content strategy, we’ve indentified one of 

the most easy-to-miss, straightforward, effective yet controversial download strategies: Price. 

In the following two case studies, Affordablelanguageservices.com and SportCourtEast.com, we 

demonstrate with examples and empirical data the levels of success you can achieve when 

pricing downloads are introduced onto a website.   Use these examples as a guide for your own 

website’s inbound marketing download implementation. 

  



Case Study #1: AffordableLanguageServices.com 

AffordableLanguageServices.com (ALS) is a language translation company targeting primarily 

businesses, manufacturers and medical entities such as hospitals.  When they sought out 

Optimize 3.0 they had been on the Hubspot platform for three months.  The results were not 

overwhelming.  They were thinking of churning off the service.  We engaged with them to 

analyze how we could improve their conversion rates.   

What We Found 

Using Hubspot’s Sources tools we quickly isolates their issues.  Their conversion rate was sorely 

lacking and this was directly related to a dearth of conversion opportunities on their site.   

 

Only 41 leads from 18,433 visits for a conversion rate of .2%.  A major issue. 

Strategy 

After discussing the types of buyers that ALS targets we determined that while not industry 

standard, they could create a Price Chart for common and rare translations on a cost per word 

basis.  We decided not to put this onto the website directly, but as a download so that we could 

capture leads.   

We followed these steps: 

- Build price chart as a download 

- Build landing page  

- Optimize landing page for price related terms 



- Make the price chart as prominent as possible on every page and the home page 

- Support price chart with blog post(s) 

- Added a discount offer to the workflow (since we know these leads are price conscious) 

- Add to newsletter update 

Pricing Chart Landing Page http://www.affordablelanguageservices.com/translation-costs/:  

 

Results 

The price chart went live in mid February 2013 and has garnered 256 total submissions as of 

mid July 2013 with a 14% conversion rate.   

 

http://www.affordablelanguageservices.com/translation-costs/


 

Overall conversions were up significantly: 

 

We added Price Chart landing page right into the main navigtion to give it prominence 

throughout the site. 

 

We created and optimized a blog posts as well as the landing page with specific “Price” and 

“Fees” related terms: 

 



 

 

 

Finally, since we know that these leads are interested in price, we added a discount offer to the 

email workflow:   



 

Conclusion: Overall, the ALS price chart was a resounding success.  With over 300 leads we are 

still seeing positive results.  



Case Study #2: SportCourtEast.com 

Sport Court East (SCE) is a provider and installer of Sport Court game court flooring for 

residential and commercial buyers.   These are particularly high end items, not unlike installing 

a pool.  Like ALS, the time commitment needed to update and manage Hubspot was difficult for 

an owner who gets pulled in many different directions.  Via referral, SCE sought out Opitmize 

3.0 to see if they could improve their inbound marketing results. 

What We Found 

Low conversions overall and a particularly disturbing downward trend in conversions during 

SCE’s busiest Spring selling season.  Without much time to salvage the selling season we needed 

to figure out how to reverse this negative trend. 

 

 

Strategy 

One of the biggest issues facing SCE is that many of their competitors provide a lower cost 

product.  SCE was losing the price dialog online.  We devised a plan to address that head on: 

Control the cost conversation.   To do that we decided to buck industry practice and address 

sport flooring cost head on and regain the cost conversation. 

We followed these steps: 

- Build price chart as a download 

- Design a pricing landing page 



- Optimize landing page for price related terms 

- Make the price chart as prominent as possible on every page and the home page 

- Increase blogging to offset declines in organic search 

- Add price chart to newsletter update 

Landing Page http://www.sportcourteast.com/sport-court-cost:  

 

Results 

The price chart contains a range of info about the SCE installation and pricing.  The owner o f 

the company wanted to show how the many factors that go into the purchase of sports 

flooring.  This includes elements beyond the various types of sports flooring such as site 

excavation.  The pricing chart is live June 3rd, 2013 and after 50 days has 87 submissions.  The 

conversion rate of the pricing chart is running at 25%.   

http://www.sportcourteast.com/sport-court-cost


 

 

In the first 50 days after launch SCE had 87 submissions for their price chart.  The previous best 

50 day submission rate was 35 – more than doubling the submission rate. 

 

 

We optimized the price chart landing page for “cost” related keywords: 



 

 

Promoted the price chart landing page right in the main nav: 

 

Conclusion: The Price Chart was a bold decision for SCE.  It bucked the industry trend and 

managed to gain back some control over the price dialog online.  With a 25% conversion rate it 

is apparent that many buyers are curious about what their product costs.   

Bonus: 

Create smart buttons that offer discount to leads that have downloaded the price chart upon 

site revisit 

Create workflows with discount offer to the price conscious  



Conclusion 

Price is at the forefront of all buying decisions.  As a result they are also part of a buyer’s search 

strategy.  We’re programmed to seek out what product and service costs.  It’s increasingly 

important to own the conversation about price for your services.  If giving this information 

away on your website is too sensitive, simply create a download and turn these price shoppers 

into leads.  Support the landing page with SEO optimization related to cost and price since 

these are easy wins.  Be sure to blog about price and cost.  Don’t hide your price landing page - 

prominently place it in the main navigation of the site.  As you can see from these case studies 

herein, these strategies will drive qualified visits to your site.  



About Optimize 3.0 
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