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Executive Snapshot

Target market: Canada

Compliant Clinic Pages is in an early commercial growth phase, combining e-commerce and lead generation for
Canadian dental clinics. The primary win is strong initial purchase revenue ($94,661 sitewide, GA4) and a clear

productized offer ladder, with paid search (google / cpc) as the top acquisition driver. The next focus is optimizing

funnel drop-off between product views and checkout, and improving mobile performance to unlock further

conversion gains.
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Channel & Acquisition Pulse

Paid search (google / cpc) is the dominant acquisition channel, driving 2,436
sessions and a session conversion rate of 3.70%. Email/newsletter shows the highest
session conversion rate at 4.90% but lower volume (730 sessions). Organic search
(google / organic) and direct traffic provide moderate volume but lower conversion
efficiency. Paid social (linkedin.com / paid-social) and referral channels are present
but underperforming in both volume and conversion rate.
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Channel Efficiency Matrix (Volume vs. Conversion)
CHANNEL (SOURCE/MEDIUM) CATEGORY SESSIONS SESSION CONV. RATE
google / cpc Invest 2,436 3.70%
email / newsletter Optimize 730 4.90%
google / organic Monitor 1,675 2.50%
(direct) / (none) Monitor 1,198 210%
linkedin.com / paid-social Optimize 841 1.70%
bing / cpc Monitor 361 2.90%

dentistryiqg.com / referral Monitor 202 1.80%



Conversion & UX Health

Sitewide session conversion rate (GA4): 2.94%. Funnel data shows strong product
view engagement (6,710 product views from 7,444 sessions), but significant drop-off
at add-to-cart (794) and further at begin checkout (389). Lead generation paths are
active, with 163 form starts and 86 form submits, indicating both e-commerce and
lead-gen journeys are functional. Mobile conversion rate (segment): 2.10%, trailing
desktop (3.40%), suggesting mobile UX or speed friction.
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Mobile Device . . .
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SEO & Technical Radar

Organic search visibility is emerging, with 1,122 clicks and 44,070 impressions (GSC)
in the period. Sitemap is present (12 paths), supporting crawlability. Desktop Core
Web Vitals are strong (LCP 1.7s, INP 94ms), but mobile needs improvement (LCP
2.9s, status: needs_improvement), especially on product/funnel pages. Site exposes
clear product and offer pages, with crawlable content and meta data.

Technical & Organic Defects

DESCRIPTION CATEGORY IMPACT
Mobile Core Web Vitals LCP at 2.9s (needs improvement Performance / Medium
on image-heavy product/funnel pages) UX

Organic search CTR is low relative to impressions (1,122 Organic Medium
clicks from 44,070 impressions, GSC) Visibility

Sitemap present with 12 paths; ongoing monitoring of Indexing / Low
indexing required as new assets are added Sitemap

Content & Demand Opportunities

Content strategy should focus on high-value dental service keywords and pain
points, leveraging productized assets (e.g., implant landing pages, compliance audits)
and Canadian privacy positioning. GSC impressions (44,070) indicate untapped
demand, especially for service-specific landing pages and compliance-focused
content. Email nurture and lead magnets can further capture and convert paid and
organic traffic.

Content & Demand Opportunities
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Product Ladder & Monetization Opportunities

The offer ladder is structured around productized assets for dental clinics: entry
audits, high-converting landing pages, compliance reviews, lead-gen funnels, and
nurture email sequences. The core offer is a managed destination page with a
recurring monthly license ($349/month), supported by one-off assets and audits.

Offer Ladder
DETECTED OFFER / RECOMMENDED
STAGE SIGNAL STRATEGIC ROLE OPTIMIZATION
Low-barrier
Comprehensive Google diagnostic to Bundle with landing
Entry Offer Ads Clinic Audit ($299 attract clinics page or compliance

CAD) already investing
in paid traffic.

audit for higher AOV.



DETECTED OFFER /
STAGE SIGNAL STRATEGIC ROLE

Recurring revenue
anchor; delivers
ongoing value and
retention.

Managed Destination
Core Offer Page ($349/month,
setup fee waived)

Landing Pages (Dental
Implant, Emergency
Expansion Dental, Clear Aligners),
Offer Compliance Audit,
Copywriting Pack,
Email Sequence

Upsell/cross-sell
to clinics post-
audit or after initial
destination page
deployment.

Drives predictable

R . .
ecu‘rrlng / Monthly License for MRR and long-
Retainer Managed Page term client
Opportunity ($349/month) .
retention.

Next-Steps Kanban

RECOMMENDED
OPTIMIZATION

Highlight setup fee
waiver and
managed
compliance in all
paid/organic
campaigns.

Create bundles or
campaign-specific
packages to
increase multi-asset
adoption.

Introduce annual
commitment
incentives or add-on
support tiers.

Prioritize funnel optimization and mobile UX improvements to reduce drop-off and

unlock higher conversion rates, while expanding content and campaign-specific

landing pages to capture more demand. Support with ongoing technical monitoring

and analytics refinement.

Action Items & Recommendations
DESCRIPTION CATEGORY EFFORT

Redesign product pages and
CTAs to improve add-to-cart rate Conversion Medium
(currently 12% of product views).

Optimize mobile page speed and
UX on image-heavy funnel pages
(mobile LCP 2.9s, needs
improvement).

Tech Medium

IMPACT COST
High Medium
Medium Low



DESCRIPTION CATEGORY

Expand content targeting high-
value dental services and

. . . Content
compliance topics, using blog
posts and landing pages.
Bundle entry audit with landing
page or compliance audit to
Product

increase average order value and
cross-sell adoption.

EFFORT

Medium

Low

IMPACT

Medium

Medium

COST

Low

Low



