
The Visitor Value Blueprint
The 9-Word Secret to Scaling Any Business — Without More Traffic



Why Most Businesses Hit a Growth 
Ceiling
Most business owners facing a plateau do the same thing: go looking for more traffic. More ads. 
More content. More platforms. More hustle. But traffic has never been the real problem. The problem 
is what happens after someone arrives.

Here's the truth that changes everything:

Traffic flows to whoever values it most.

If a visitor to your page is worth $5 to you and $3 to your competitor, you can outbid them at every 
turn. You get the customers. They stagnate. It's that simple — and that ruthless.

This report is built around one principle and one formula that the fastest-scaling businesses in the 
world quietly organize around. Once you see it, you can't unsee it.



The Nine-Word Secret

Make more money per 
visitor than all your 

competitors.
That's it. Nine words. Everything else in this report is about how to actually do it. This principle is 
called Visitor Value — and when you optimize for it, growth stops feeling like a grind and starts 
feeling almost automatic.

More Revenue Per 
Visit
Extract maximum value 
from every person who 
lands on your page.

Outbid Any 
Competitor
When your visitor is worth 
more, you win the traffic 
auction every time.

Automatic Growth
Optimize Visitor Value and 
scaling stops feeling like a 
grind.



The Formula

Visitor Value = Conversion Rate (CVR) × Lifetime Customer Profit (LCP)

Conversion Rate (CVR)

How many people buy divided by how many 
people showed up. If 100 people visit and 10 
buy, that's a 10% CVR. Track this for your 
overall business, individual funnels, and each 
traffic source separately — they can vary 
wildly.

Lifetime Customer Profit (LCP)

The total profit one customer generates over 
time. Measure it across multiple windows: 3 
months, 6 months, 1 year, 2 years, 3 years. This 
tells you how long it takes to break even on a 
new customer — and how aggressively you 
can afford to grow.

A higher conversion rate isn't always better. There's a real tradeoff between getting more 
people to buy versus getting buyers to spend more. Both sides of the formula matter 
equally.



Step 1: Get Customers to Spend More 
Upfront
The single fastest way to increase Visitor Value is to increase how much the average customer 
spends on their first order. You're not just competing against businesses in your category — on 
platforms like Meta, you're competing against every advertiser on the planet. Whoever can 
profitably spend the most per visitor wins the traffic.

1

Raise Your Prices
If you're selling a quality 
product and telling a 
compelling story, you likely 
have more pricing power 
than you think. Premium 
brands consistently out-
scale discount brands 
because extra margin 
funds the marketing that 
reinforces the premium — 
a flywheel that compounds 
over time.

2

Never Let a 
Customer Buy Just 
One
Offer multi-unit options 
with modest discounts at 
each tier (e.g., 1 unit / 3 
units / 6 units). Even high-
ticket physical products 
routinely see average 
orders above two units 
when this structure is in 
place. If multi-unit packs 
don't fit, use bundles of 
complementary items 
instead.

3

Add Pre- and Post-
Purchase Upsells
Before checkout, offer 
more of what the customer 
already chose — not 
something different, just 
more. After checkout, once 
the first purchase is locked 
in, offer the best deal in 
your store. Post-purchase 
offers aren't public, so you 
can price them 
aggressively while keeping 
them highly profitable.



Step 2: Build a Page That Converts
Higher prices and better offers only work if your page can close the sale. Most pages fail not 
because of design, but because they answer the wrong questions. Every high-converting page does 
five things consistently.

Answer "What's 
in it for me?" 
Immediately
Your headline exists for 
one reason: to state the 
single biggest honest 
benefit your product 
delivers. Visitors don't 
care about your brand 
or your story — they 
want to know what it 
does for them.

List Benefits, Not 
Features
Write down every 
meaningful thing your 
product does for a 
customer — saves 
time, improves health, 
builds confidence. Pick 
the most compelling for 
your headline and use 
the rest in supporting 
copy.

Back Every 
Benefit With Facts
General claims get 
ignored. Specific facts 
get believed. Don't say 
"low acidity" — say the 
exact pH level. Don't 
say "rigorously tested" 
— say what you test for 
and how many toxins. 
Specificity equals 
credibility.

Provide 
Overwhelming 
Proof
Written testimonials, 
star ratings, video 
reviews, customer 
photos with names and 
locations, media 
mentions, awards — 
you almost can't have 
too much. People want 
to believe your product 
will help them. Proof 
gives them permission 
to.

Eliminate Risk 
Entirely
A standard 30-day 
guarantee is a floor, not 
a ceiling. Think about 
the specific risks 
you're asking a 
customer to take and 
eliminate them directly. 
The stronger the 
guarantee, the more 
sales you'll gain — and 
if your product is 
genuinely good, you'll 
gain far more in 
conversions than you'll 
lose in refunds.



Step 3: Build Persona-Based Pages to 
Scale on Any Platform
Here's what separates businesses that plateau from those that keep scaling: once your core page is 
optimized, don't start over for each audience — duplicate it and change 20%.

The biggest platforms today will find almost any type of buyer you want. But when someone clicks 
an ad speaking directly to them, they expect a page that continues that conversation. A generic 
page breaks the connection. A persona-matched page closes it.

What to Change
The headline, a few bullet 
points, and a handful of 
testimonials from customers 
like them. That's it. The rest 
of the page stays the same.

Real-World Example
One ad might speak to 
people managing a specific 
health condition. Another 
might target fitness 
enthusiasts. Same product. 
Same core page. Slightly 
different language in the 
right places. Each version 
feels personal to the reader 
— because it is.

The Result
This is how the fastest-
scaling brands run multiple 
audiences simultaneously 
without rebuilding 
everything from scratch. 
Scale without chaos.



Step 4: Use One Ratio to Know When 
to Scale
Once you have sales coming in, there's only one number that actually tells you whether to spend 
more or pull back:

CAC vs. LCP — Customer Acquisition Cost vs. Lifetime Customer Profit

When to Scale

If it costs you $100 to acquire a customer and 
that customer generates $100 or more in 
gross profit within your target window — 
scale. Acquire as many customers as you can, 
as fast as you can.

When to Fix First

If your LCP is below your CAC, fix the offer 
before spending another dollar on traffic. Set 
your target window based on your cash 
position — early-stage businesses might need 
to break even within 60 days; more established 
ones might comfortably wait 12 months or 
longer.

If someone offered you a guaranteed $3 return for every $1 you gave them within 18 months, how 
many dollars would you hand over? All of them. That's exactly what a strong CAC:LCP ratio is — 
a machine you keep feeding because you know what comes out the other side.



Putting It All Together
The businesses that scale fastest aren't the ones with the best product, the biggest ad budget, or 
the most creative marketing. They're the ones that extract more value from every visitor than 
anyone else in their market. When Visitor Value goes up, everything gets easier — you can afford 
more traffic, out-spend competitors, and grow without chaos.

Your Starting Checklist

01

Calculate your current Visitor Value (CVR × 
estimated LCP) and compare it to what traffic 
actually costs on your primary platform.

02

Add multi-unit or bundle options if you don't 
have them, plus at least one pre-purchase and 
one post-purchase upsell.

03

Audit your page against the five conversion 
criteria: benefit headline, specific benefits, 
factual proof, overwhelming social proof, and a 
strong guarantee.

04

Identify 2–3 buyer personas for persona-based 
page variations, then track your CAC vs. LCP 
monthly and set a clear break-even target.

It's not about working harder. It's about making each visitor worth more.



Go Deeper
You've seen the framework. You know the formula. Now it's time to put it into practice — step by 
step, metric by metric, page by page.

The Formula
Visitor Value = CVR × LCP. Know your 
numbers before spending another dollar on 
traffic.

The Levers
Raise prices, add multi-unit offers, and stack 
pre- and post-purchase upsells to maximize 
upfront revenue.

The Page
Benefit headline, specific proof, 
overwhelming social validation, and a risk-
eliminating guarantee.

The Scale Signal
When LCP ≥ CAC within your target window, 
feed the machine. That's the only signal you 
need.

Want to go deeper on any of these steps? Get in touch →

https://mattc.com/growth

