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Executive Summary 
The audit evaluates how effectively the S-Collective website communicates its value, 

establishes trust, and converts visitors into inquiries. The audit does not focus solely on the 
visual design alone, but on the clarity, positioning, and conversion performance of the current 
website. 

Overall, the site reflects strong craftsmanship and a premium brand presence. However, 
several high-impact performance metrics are not being utilized—resulting in missed 
opportunities to showcase services, establish potential clients' trust, and to guide visitors on the 
site towards their next steps. 

The Audits Focus 
This review centers on three core areas: 

●​ Clarity — How quickly first-time visitors understand what S-Collective does, who it 
serves, and why it matters 

●​ Trust — How early credibility, expertise, and proof are communicated to reduce 
hesitation 

●​ Conversion — How effectively the site guides users toward meaningful actions (calls, 
bookings, quote requests, or inquiries) 

 

What The Audit Is (and Is Not) 

This audit is: 

●​ A strategic review of website messaging, structure, and user flow 
●​ Focused on business outcomes, lead generation, and customer confidence 
●​ Designed to support decision-making and prioritize improvements​

 

This audit is not: 

●​ A full website redesign or rebuild 
●​ A critique of visual taste or brand style 
●​ A set of final design or development specifications 

 
3 



 

How to Use This Document (Recommended) 
Use this audit in three phases: 

1.​ Start with the Executive Summary:​
 Review the high-level findings and the few “highest impact” items first.​
 

2.​ Review the Priority Recommendations:​
 These are the changes most likely to improve clarity, trust, and inquiries with the least 
effort.​
 

3.​ Use the Detailed Findings as Reference:​
 The page-by-page notes are intended to support implementation discussions with your 
internal team or developer.​
 

If helpful, this document can also act as a roadmap to sequence improvements over time (quick 
wins first, deeper upgrades next). 
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Website Purpose & Audience 
S-Collective serves multiple customer segments within the luxury, performance, and motorsport 
space. While these audiences arrive with different goals, they all share the same core 
expectations: expertise, trust, quality, clarity, and professional authority. 

Based on the services offered and insights from our discussion, the website’s primary 
role is to: 

●​ Generate high-quality inquiries​
 

●​ Clearly explain services and specialties​
 

●​ Demonstrate technical credibility​
 

●​ Establish trust quickly with new visitors​
 

The website should position S-Collective as a premium, motorsport-influenced shop with 
exceptional attention to detail and a highly capable team. 

The site’s content, structure, and user flow should reinforce these objectives—reducing friction, 
improving clarity, and guiding visitors toward the right service with confidence. 

 

Primary Audiences 
●​ Exotic & Luxury Performance Owners​

 

●​ Track-Day Drivers & Motorsport Enthusiasts​
 

●​ New Car Owners & Enthusiasts​
 

●​ Vehicle Protection & General Automotive Service Customers 
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What These Audiences Need From the Website 
Across all customer groups, visitors are looking for: 

●​ Confidence in the shop’s expertise and workmanship​
 

●​ Clear understanding of services without friction​
 

●​ Proof of quality (results, experience, reputation)​
 

●​ A sense of professionalism and authority​
 

●​ An easy, obvious path to contact or booking 

 

What the Website Must Do 
To meet these needs, the website must: 

●​ Drive qualified inquiries​
 

●​ Explain services clearly and efficiently​
 

●​ Communicate premium and motorsport brand positioning​
 

●​ Reduce friction—especially on mobile​
 

●​ Show real proof: results, before/afters, technical skill, and experience 
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Homepage & Hero Section Audit 

Overall Assessment 
The homepage makes a strong first visual impression through high-quality automotive videos 
and premium styling. However, several critical opportunities are being missed in terms of clarity, 
trust-building, and conversion. 

For new site visitors, the homepage does not immediately answer three essential 
questions upon loading: 

●​ What does S-Collective do? 
 

●​ Who is it for? 
 

●​ What should I do next?​
 

As a result, visitors may admire the visuals, but will often leave the website without engaging in 
next steps. 

 

Hero Section: Messaging & Calls-to-Action 
The hero section is visually compelling but lacks clear messaging and direction. 

Key Observations: 

●​ The hero video does not clearly explain S-Collective’s services or specialties 
●​ There is no primary or secondary call-to-action visible on first load 
●​ Visitors can easily watch without understanding how to engage​

 

Impact: 

Without a clear value proposition and 
visible next step, first-time visitors are left 
to scroll or self-navigate, increasing friction 
and reducing conversion rates. 
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Value Proposition Clarity 
Current messaging emphasizes a premium tone but remains vague for new visitors. 

Key Observations: 
●​ Phrases such as “Redefining Luxury Car Care” sound aspirational but do not explain 

how or why S-Collective is different 
 

●​ First-time visitors must scroll to understand services and capabilities​
 

Impact: 

When the hero section does not clearly communicate what the business does within the first few 
seconds, many users disengage without exploring further. 

 

Recommended Hero Direction 
The hero section should prioritize clarity first, and visuals second. 

A more effective structure would: 

●​ Clearly state what S-Collective does and who it serves 
 

●​ Highlight the blend of performance, protection, and motorsport expertise 
 

●​ Present a clear primary action (e.g., Request a Quote) 
 

●​ Support both high-intent users and casual browsers​
 

Once the messaging hierarchy is established, video elements can be reintroduced without 
compromising readability or usability. A single, cinematic looping video is recommended over 
multiple manually selectable clips; to reduce friction and confusion. 

 

Reference:​
Nielsen Norman Group — “First Impressions Matter: The Importance of the Homepage”​
https://www.nngroup.com/articles/first-impressions-human-automaticity/?utm_source=chatgpt.co
m 

Nielsen Norman Group – Trust Signals on Websites​
https://www.nngroup.com/articles/trustworthy-design/ 
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Social Proof & Trust Hierarchy 
S-Collective has strong trust assets, including recognizable partner and brand logos. However, 
the current placement limits their effectiveness. 

Key Observations: 
●​ Trust signals appear lower on the page 

 

●​ Users must scroll or interact to discover credibility indicators​
 

Impact: 

Trust signals are most effective immediately following the hero section, as visitors are deciding 
whether to continue exploring. Delayed validation increases hesitation—especially for 
high-value, high-trust services. 

 
9 



 

 

 

Service Discovery & Carousels 
Core services are currently presented within a horizontal carousel. 

Key Observations: 
●​ Users must interact to see the full range of services 

 

●​ It is unclear how many services are offered 
 

●​ High-value offerings may never be seen 
 
 
Reference: 
Nielsen Norman Group – “Carousel Interaction”​
https://www.nngroup.com/articles/carousels/ 

Baymard Institute – “Homepage UX Best Practices”​
https://baymard.com/blog/homepage-usability 
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Impact: 

For a service-driven business, hiding primary offerings behind manual interactions by the site 
guest increases cognitive load and reduces clarity. Visitors should be able to scan all core 
services quickly, without clicking. 

A static, scannable service grid is recommended for primary discovery, with more dynamic 
layouts reserved for deeper storytelling further down the page or on individual service pages. 
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Conversion Paths & Contact Options 
While inquiry forms exist on the service pages, the homepage does not provide a direct 
conversion opportunity. 

Key Observations: 
●​ No homepage-level inquiry or contact mechanism 

 

●​ Primary navigation CTA lacks sufficient visibility 
 

●​ High-intent users must navigate deeper to take action 
 

 

Impact: 

This creates unnecessary friction and increases the likelihood of drop-off from users who are 
ready to inquire immediately. 
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Recommended Conversion Enhancements 
To better align the homepage with business goals, the following approaches are 
recommended: 

Homepage-Level Inquiry Options: 
●​ A lightweight inquiry module above or just below the hero 

 

●​ Minimal fields (name, contact method, service interest) 
 

●​ Clear CTA such as Request a Quote or Request a Service​
 

This captures high-intent users without overwhelming casual browsers. 

Secondary Conversion Options: 
●​ Slide-in or modal forms for secondary engagement 

 

●​ Inline inquiry prompts within relevant homepage sections​
 

These patterns are commonly used by premium service brands to balance elegance with 
performance. 
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Visual Hierarchy & Readability 
The overall visual style is premium and appropriate, but key actions and messages compete 
with the dark background and subtle styling. 

Recommendation: 

Introduce clearer visual hierarchy for: 

●​ Headlines 

●​ Calls-to-action 
 

●​ Section transitions​
 

Alternating lighter sections or stronger contrast can improve usability while preserving the luxury 
aesthetic. 

 

Summary 
The homepage successfully conveys premium craftsmanship but underperforms as a 

conversion and communication tool. By clarifying the hero section, establishing trust earlier, 
simplifying service discovery, and introducing clearer conversion paths, the homepage can more 
effectively turn interest into inquiries—without sacrificing brand identity. 
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Full Site Structure Audit 

Overall Assessment 
The current site structure communicates the large variety of S-Collective’s services, but 

it does not consistently guide visitors toward the shop’s most important outcomes: 
understanding core services quickly and initiating contact. 

Several high-value pages are buried, unrelated categories are grouped together, and 
primary conversion actions are not surfaced consistently. As a result, users are required to 
self-navigate rather than being guided—creating friction and missed opportunities for inquiries. 

A more intentional hierarchy will improve clarity, reinforce premium positioning, and 
increase conversions. 

 

Key Structural Findings 

1. High-Value Services Are Not Prioritized 

Core revenue-driving services—such as PPF, Tint, Paint Correction, Ceramic Coating, 
Upholstery, and Vehicle Sourcing/Selling—are primarily accessed through dropdowns or sliders 
rather than being clearly surfaced. 

This makes it harder for first-time visitors to quickly understand what S-Collective specializes in 
and where to start. 

Impact: 

High-intent users may miss relevant services or disengage before reaching a conversion 
point. 

2. Unrelated Categories Increase Cognitive Load 

Certain categories combine unrelated intents: 

●​ Marine and Residential services sit alongside automotive services 
 

●​ Merchandise is grouped with high-ticket vehicle acquisition services​
 

While these offerings may be intentional, their current grouping can blur brand focus and 
weaken the premium, motorsport-forward identity. 
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Impact: 

Visitors may hesitate or feel uncertain about what the business primarily specializes in. 

3. Important Pages Require Too Many Interactions 
●​ Services are often hidden behind carousels or multiple clicks 

 

●​ Conversion actions (calls, forms, “Start Your Build”) are not consistently visible 
 

●​ Legal and administrative pages appear in the main navigation 
 

●​ Racing and Builds content feels disconnected rather than part of a guided journey​
 

Impact: 

Every additional interaction increases drop-off, especially on mobile. 

4. Internal Linking Is Minimal 

Pages rarely guide users forward to: 

●​ Related services 

●​ Proof of expertise 
 

●​ Contact or booking actions​
 

Impact: 

This limits both conversion flow and organic search performance. 

5. Page Depth Is Too High for Conversions 

Users frequently require three or more interactions to reach a service or contact form. 

Best practice for high-intent services is one to two steps maximum. 

 

 

 

6. SEO Structure Is Underdeveloped 

The site currently lacks a strong structural SEO foundation: 
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●​ No central service hub 
 

●​ Limited cross-linking between related services 
 

●​ Thin or fragmented service content 
 

●​ No clear topical hierarchy 
 

●​ Missed opportunities for local search targeting​
 

Impact: 

The site underperforms in organic discovery for high-intent searches. 

7. No Guided User Journey 

There is no clearly recommended path such as:​
​ Home → Understand Services → See Proof → Contact / Book 

Impact: 

Visitors must determine their own route, which increases bounce rate and reduces 
confidence. 

 

Growth Opportunities Beyond Structure 

Blog & Content Strategy: 

Adding a dedicated blog section would support: 

●​ Local SEO and organic traffic growth 
 

●​ Education for high-intent customers 
 

●​ Long-term authority building​
 

This content can also be repurposed across YouTube, Instagram, and social platforms. 

 

Video & Social Integration: 

Strategic integration of existing content can increase trust and engagement: 
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●​ Embedded YouTube videos on service pages 
 

●​ Instagram content integrated into homepage or Builds 
 

●​ Dynamic content to keep pages fresh and credible 
 

 

Summary 
The site structure would benefit from simplification, clearer hierarchy, and stronger 

conversion pathways. By clearly communicating high-value services, reducing friction, and 
guiding users more intentionally, S-Collective can create a premium, confidence-building 
experience that drives more qualified inquiries. 

 

Implementation Notes (For Internal Team / Web Partner) 
●​ Consolidate services into a primary Service Hub 

 

●​ Reduce carousel dependency for service discovery 
 

●​ Move legal/admin pages to the footer 
 

●​ Introduce consistent conversion CTAs across key pages 
 

●​ Establish topical SEO hierarchy (e.g., Services → PPF → Ceramic Coating) 
 

●​ Implement internal linking between services, proof, and contact actions 

 

 

 

 

 

 

 
18 



 

Global Navigation Evaluation 

Overall Impression 
The current navigation communicates the large variety of S-Collective’s offerings, but it 

does not clearly guide new visitors toward the shop’s core services or recommended next steps. 

Multiple unrelated items are presented at the same hierarchy level, creating cognitive 
load and forcing users to self-navigate. As a result, clarity is reduced, key services are harder to 
find, and conversion opportunities are missed. 

A clearer hierarchy and stronger prioritization would improve usability, reinforce premium 
positioning, and increase inquiries.​
​
Current Navigation:​

 

 

Key Navigation Findings 

1. Core Services Are Not Clearly Prioritized 

While Automotive Services are present, high-value offerings are visually competing with 
unrelated categories. This makes it difficult for first-time visitors to quickly understand what 
S-Collective specializes in. 

Impact: 

High-intent users may hesitate or disengage before reaching the appropriate service or 
contact point. 

2. Mixed User Intent Creates Confusion 

Several navigation groupings combine unrelated user goals: 

●​ Automotive services are grouped alongside non-automotive offerings 
 

●​ Vehicle acquisition services are mixed with merchandise 
 

●​ Legal and administrative pages appear alongside conversion-focused pages​
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Impact: 

When user intent is unclear, confidence drops and navigation becomes slower and more 
frustrating—especially for new visitors. 

3. Primary Call-to-Action Lacks Clarity and Emphasis 

The main CTA (“Start Your Build”) is present, but: 

●​ It blends in visually with standard navigation items 

●​ It does not clearly communicate what happens next 
 

●​ It competes with too many equal-weight links​
 

Impact: 

Visitors are not clearly guided toward the most important action: starting a conversation. 

4. Mobile Navigation Increases Friction 

On mobile: 

●​ Key actions are hidden behind menus 

●​ Services require multiple taps to reach 
 

●​ There is no immediate “Call” or “Request Quote” option​
 

Impact: 

This creates unnecessary friction for mobile users, who represent a significant portion of 
high-intent traffic. 
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Navigation Improvement Opportunities 
A revised navigation structure should focus on: 

●​ Reducing top-level clutter 
 

●​ Separating unrelated user intents 
 

●​ Giving priority to automotive services 
 

●​ Introducing a clear, visually distinct primary CTA 
 

●​ Moving low-priority and administrative pages to the footer​
 

 

Recommended Navigation Direction 
The revised navigation introduces a clearer hierarchy and more intentional grouping, making it 
easier for visitors to scan, understand, and act. 

Key Improvements: 
●​ Consolidated service categories for faster comprehension 

 

●​ Clear separation between services, vehicle transactions, and merchandise 
 

●​ A primary conversion CTA (e.g., Request a Quote) 
 

●​ A secondary high-intent CTA (phone number) 
 

●​ Cleaner navigation that aligns with premium automotive service brands​
 

This structure reduces cognitive load, improves conversion paths, and strengthens brand clarity. 
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Conceptual Navigation Structure 
Primary Navigation: 
 

├── Automotive Services 
│     ├── Paint Protection Film (PPF) 
│     ├── Window Tint 
│     ├── Paint Correction 
│     ├── Ceramic Coating 
│     ├── Mobile Detailing 
│     ├── Maintenance 
│     ├── Performance Modification 
│     └── Interior Upholstery 
│ 
 ── Specialty Services 
│     ├── Marine 
│     └── Residential 
│ 
├── Vehicles 
│     ├── Vehicles for Sale 
│     ├── Source a Vehicle 
│     └── Sell Your Vehicle 
│ 
├── Racing 
│     ├── Track Support 
│     ├── Driver Development 
│     └── Racing Program 
│      
│ 
├── Build Gallery 
│ 
├── Company 
│     ├── About Us 
│     ├── Events 
│     └── Merch 
│ 
└── [ CTA: Request a Quote] 

 
Legal pages and warranties should be moved to the footer. 
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Solution: 
The revised navigation reduces horizontal clutter by consolidating services into a single parent 
category, allowing for improved readability and clearer user pathways. Primary and secondary 
calls-to-action have been introduced to support conversion goals, while maintaining access to 
utility actions such as the shopping cart. This structure balances discoverability, SEO, and 
usability without sacrificing brand clarity. 

​
​
Revised Navigation:

 

 

Summary 
The existing navigation makes it difficult for new visitors to immediately understand 

S-Collective’s focus or identify the next best action. A clearer hierarchy, stronger CTA emphasis, 
and intent-based grouping would create a more intuitive experience—one that reflects the 
brand’s premium positioning and supports higher conversion rates. 

​
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Conversion Structure & Visual Hierarchy 
Opportunities 

This section outlines opportunities to improve conversion clarity, user flow, and visual 
hierarchy across the S-Collective website. These recommendations focus on structure and 
intent capture, not aesthetic preference, and are designed to support existing services and 
brand positioning without requiring a full redesign. 

 

Why This Matters 
S-Collective operates in a high-trust, high-consideration environment. Users often browse 
multiple services, compare options, and evaluate credibility before reaching out. 

In this context: 

●​ Clear visual hierarchy guides attention 
 

●​ Timely calls-to-action reduce friction 
 

●​ Section differentiation improves scanability 
 

●​ Subtle visual cues help users understand where they are and what to do next​
 

The goal of the following recommendations is to make conversion paths easier to recognize and 
act on, while preserving the premium tone of the brand. 

 

1.​Controlled Use of Color to Support Hierarchy 

Current State: 

The website relies heavily on a black-and-white visual system. While this reinforces a serious, 
premium tone, it limits the ability to: 

●​ Differentiate sections 
 

●​ Emphasize key actions 
 

●​ Create clear visual hierarchy between informational and actionable areas 
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Visual Reference (Illustrative Example):​

 

Example illustrating how controlled accent color can be used to separate a functional section 
and emphasize a call-to-action without altering overall brand tone. 

Opportunity: 

Introduce controlled, intentional use of accent color to support hierarchy and action. 

Key principles: 

●​ Color should signal function, not decoration​
 

●​ Accent color should be reserved for: 
○​ Calls-to-action 
○​ Service highlights 
○​ Conversion modules​

 

This is not a recommendation for rebranding, but for selective emphasis to improve clarity and 
flow. 

Why It Matters: 

When used sparingly, color: 

●​ Draws attention to decision points 
●​ Improves scannability for first-time visitors 
●​ Helps users understand where action is expected 
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2.​Mid-Page Conversion Modules (Form Placement) 

Current State: 

The primary inquiry form currently lives in the footer. This places the main conversion 
action: 

●​ After significant scrolling 
 

●​ After high commitment from the user​
 

This structure assumes strong intent before offering an action path. 

Opportunity: 

Introduce contextual, mid-page conversion modules aligned with specific services or user 
motivations. 

Visual Reference (Mid-Page Conversion Module): 

 

Illustrative example of a contextual, mid-page conversion module that aligns the call-to-action 
with user intent rather than relying solely on footer placement. 

Example use cases: 

●​ Track preparation 
 

●​ Racing support 
 

●​ Mobile detailing​
 

These modules act as early intent capture points, allowing users to engage at the moment their 
interest peaks. 

 
26 



 

Why It Matters: 
●​ Reduces cognitive load 

 

●​ Captures intent earlier in the journey 
 

●​ Aligns action with context, not location​
 

This approach does not replace the footer form—it complements it. 

 

3.​Service Highlight Sections (Targeted CTAs) 

Current State: 

Some services with broad appeal—such as mobile detailing—are presented alongside more 
specialized offerings, which can dilute visibility. 

Opportunity: 

Use distinct service highlight sections to surface high-accessibility services with clear value 
propositions and calls-to-action. 

 

Effective characteristics include: 

●​ Visual separation from surrounding content 
 

●​ Clear service promise 
 

●​ Simple, direct CTA​
 

These sections help users quickly identify services that match their needs without navigating 
deeper pages. 
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Why It Matters: 
●​ Improves service discovery 

 

●​ Supports geographic and convenience-based intent 
 

●​ Reduces friction for first-time visitors​
 

 

4. Visual Flow & Section Separation 

Current State: 

Several pages rely on long, continuous content stacks with minimal visual separation.  

This can make it harder for users to: 

●​ Understand page structure at a glance 
 

●​ Track progress while scrolling 
 

●​ Identify transitions between topics​
 

Opportunity: 

Introduce subtle structural elements to support flow, such as: 

●​ Section dividers 
 

●​ Background shifts 
 

●​ Linear elements that guide vertical movement​
 

These elements should remain understated and functional, reinforcing navigation rather than 
drawing attention to themselves. 

Why It Matters 
●​ Improves readability and scan behavior 

 

●​ Clarifies section boundaries 
 

●​ Supports a smoother scroll experience 
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​

Summary 
These recommendations focus on conversion clarity and user flow, not visual 

preference. By introducing: 

●​ Controlled color usage 
 

●​ Mid-page conversion modules 
 

●​ Targeted service highlights 
 

●​ Clear section separation​
 

S-Collective can improve engagement and inquiry rates while maintaining a premium, 
performance-driven brand presence. 
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Technical Performance Audit 

Overview 
Technical performance directly affects user experience, mobile usability, and conversion 

rates. Even the most visually polished website will lose potential customers if it loads slowly, 
feels unresponsive, or creates friction during navigation. 

This audit reviews the site’s current technical performance with a focus on speed, 
stability, and mobile experience, identifying improvements that can increase engagement, 
reduce bounce rate, and support lead generation—without requiring a redesign. 

 

Summary 
●​ Desktop performance is strong and not a primary concern 

 

●​ Mobile performance is the key issue, with slow load times impacting usability 
 

●​ The site’s visual quality is high, but heavy assets (video, images, scripts) are slowing 
down the experience for mobile users 

 

●​ These issues are fixable through optimization, not a rebuild​
 

Improving mobile performance will directly support conversions, search visibility, and perceived 
professionalism. 

 

Mobile Performance Findings 

Mobile Hero Video Load Time: 

On mobile data connections, hero videos take approximately 5–8 seconds to appear. 

This can cause: 

●​ Users to believe the site is broken 
 

●​ Increased bounce rates 
 

●​ Lower engagement from first-time visitors​
 

 
30 



 

Mobile users expect content to appear almost immediately. Long delays significantly increase 
abandonment, especially for new visitors. 

 

Recommended Video Optimization: 

Hero videos are visually impactful, but they are treated by search engines as page-load content. 
When oversized, they slow down the entire page. 

Recommended best practices: 

●​ Use a static poster image while video loads 
 

●​ Compress videos aggressively 
 

●​ Avoid multiple hero videos or video carousels 
 

●​ Target 3–5 MB max, per hero video​
 

This preserves visual quality while improving speed, usability, and SEO performance. 

 

Performance Benchmarks (Hero Video) 
Use Case Recommended Size Notes 

Background hero loop (5–10s) 1–3 MB Best practice 

High-end marketing hero ≤5 MB Only if well compressed 

Autoplay above-the-fold ≤3 MB Strongly recommended 

Anything above 8–10 MB Avoid High SEO & UX risk 

Current implementation loads approximately 80 MB of video assets on mobile, which 
significantly impacts load speed. 
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Website Performance Testing Methodology 
Performance testing was conducted using Google PageSpeed Insights, which evaluates 
real-world user experience and Google’s Core Web Vitals. 

This tool is widely trusted because: 

●​ It uses Google Lighthouse 
 

●​ It reflects actual Google ranking signals 
 

●​ It is respected by developers and stakeholders​
 

Testing includes: 

●​ Performance 
 

●​ Accessibility 
 

●​ Best Practices 
 

●​ SEO 
 

●​ Separate mobile and desktop analysis​
 

 

Performance Score Summary 

Desktop Performance: 
●​ Strong overall performance 

 

●​ Fast load times 
 

●​ Smooth interaction 

Desktop users generally experience a polished, responsive site. 
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Mobile Performance: 

Mobile performance scores indicate slower load times and heavier asset delivery. 

Key mobile metrics show: 

●​ Slow initial content visibility 
 

●​ Delayed hero content loading 
 

●​ Higher risk of drop-off during page load​
 

This is especially important because mobile users represent the majority of modern web traffic. 

 

Key Mobile Metrics (Simplified) 
Metric Current Recommended Why It Matters 

First Contentful Paint ~7.3s <1.8s When users see content 

Largest Contentful 
Paint 

~16.6s <2.5s When hero fully loads 

Total Blocking Time ~220ms <200ms Responsiveness 

Speed Index ~7.3s <3.4s Perceived speed 

When a page feels slow to load or respond, users are far more likely to abandon it. 

 

 

 

 

 

 

 
33 



 

Primary Performance Issues Identified 
1.​ Large, Unoptimized Images​

High-resolution images are served without sufficient compression or modern formats, 
impacting mobile load time.​
 

2.​ Render-Blocking Scripts​
Scripts delay visible content from loading, particularly on slower mobile devices.​
 

3.​ Excessive Page Complexity​
The page structure is heavier than necessary, increasing render time.​
 

4.​ Unused Code​
JavaScript and CSS load even when not immediately needed.​
 

5.​ Heavy Hero Animations​
Video and animation effects look premium but are costly on mobile without adaptive 
delivery.​
 

 

Consultant Recommendation (High-Level) 
The site does not need a redesign to improve performance. 

It needs targeted technical optimization focused on: 

●​ Mobile-first delivery 
 

●​ Asset efficiency 
 

●​ Load prioritization​
 

These changes preserve brand identity while improving speed, usability, and conversions. 
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Optimization Roadmap (Developer-Ready) 

High Priority (Immediate Impact): 
●​ Compress and resize hero and service images 

 

●​ Serve images in WebP or AVIF formats 
 

●​ Lazy-load offscreen content 
 

●​ Defer non-critical scripts 
 

●​ Remove unused CSS and JavaScript​
 

Medium Priority (Structural Improvements): 
●​ Optimize hero video delivery with mobile fallbacks 

 

●​ Reduce unnecessary page complexity 
 

●​ Load third-party scripts conditionally 
 

●​ Improve font loading behavior​
 

 

SEO & Accessibility Enhancements: 
●​ Ensure all images include descriptive alt text 

 

●​ Improve heading hierarchy (H1 → H2 → H3) 
 

●​ Add missing meta descriptions 
 

●​ Improve contrast and focus states for accessibility 

These changes support both usability and search performance. 

 

Why This Matters for the Business: 
●​ Faster sites convert better 

 

●​ Mobile users are less patient 
 

●​ Google factors performance into rankings 
 

●​ Premium brands are expected to feel fast and polished​
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Summary 
Improving technical performance directly supports lead generation, booking behavior, 

and brand perception.This performance audit establishes a baseline. Once optimization is 
implemented, follow-up testing can be performed to measure improvements and validate ROI. 
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Growth Opportunities: Content & Video 
Strategy 

This section outlines opportunities to strengthen S-Collective’s online presence through 
strategic use of content and video on their website. These recommendations are designed to 
support long-term visibility, credibility, and lead generation—without requiring immediate 
redesigns, heavy development work, or increased operational burden. 

The goal is not “more content,” but more effective use of content S-Collective already 
produces or is well positioned to create. 

 

Why Content Matters for a Business Like S-Collective 
S-Collective operates in a high-consideration, trust-driven market.  

Customers are not making impulse decisions—they are evaluating: 

●​ Expertise 
 

●​ Process quality 
 

●​ Risk reduction 
 

●​ Long-term value​
 

Content plays a critical role in this decision-making process by: 

●​ Establishing authority before first contact 
 

●​ Educating potential customers 
 

●​ Supporting organic search visibility 
 

●​ Reinforcing trust before a call or inquiry​
 

S-Collective already has strong visual assets and high-quality video production. The opportunity 
lies in organizing, surfacing, and reusing that content more intentionally across the website. 

 

 

 
37 



 

1.​Blog Content (SEO + Education) 

Current State: 
●​ No dedicated blog or insights section 

 

●​ Service pages carry the majority of SEO responsibility 
 

●​ Educational content is limited to select pages​
 

Opportunity: 

Introduce a lightweight blog or “Insights” section focused on education, ownership guidance, 
and expectation-setting, rather than promotional content. 

 

Visual Reference (Illustrative Example):

 

Illustrative example of an on-site content preview module that surfaces educational and 
behind-the-scenes content to reinforce authority and trust. Shown for structural reference only. 
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High-value focus areas include: 

●​ Service education (PPF, ceramic coating, tint, maintenance) 
 

●​ Ownership guidance for performance and premium vehicles 
 

●​ Track and race preparation fundamentals 
 

●​ “What to expect” explanations for first-time clients​
 

This content supports: 

●​ Organic search visibility 
 

●​ Customer confidence 
 

●​ Shorter, more efficient sales conversations​
 

Example Topics: 
●​ PPF vs. Ceramic Coating: Which Is Right for Your Vehicle? 

 

●​ What to Expect When Preparing a Car for Track Use 
 

●​ How to Protect a New Performance Vehicle 
 

●​ Common Myths About Paint Protection Film​
 

Consultant Note:​
Content does not need to be frequent to be effective. Even 1–2 high-quality posts per month can 
meaningfully improve long-term search presence and trust signals when written with intent. 

 

2.​YouTube Video Integration (Authority & Trust) 

Current State: 
●​ High-quality video content exists or is being produced 

 

●​ Videos are not systematically integrated into the website 
 

●​ Video use is primarily episodic (project completion) 

Opportunity: 

Use video as supporting context, not decoration. 
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Rather than only showcasing finished vehicles, S-Collective can increase trust by highlighting 
process, expertise, and decision-making. 

 

Recommended placements: 

●​ Service pages – short process or expectation-setting videos 
 

●​ Racing page – support, coaching, and preparation workflows 
 

●​ Blog posts – embedded video paired with written explanation 
 

●​ Homepage – selectively, with performance considerations​
 

High-Performing Video Types: 
●​ Service walkthroughs (“What happens during a ceramic coating”) 

 

●​ Process explanations and behind-the-scenes work 
 

●​ Before/after with expert commentary 
 

●​ Racing support and coaching overviews 
 

●​ Short educational segments from staff​
 

Video humanizes the brand and reduces hesitation—especially for premium services where 
trust and clarity matter more than speed. 

 

3.​Instagram Content as Social Proof (Optional) 

Current State: 
●​ Strong Instagram presence 

 

●​ Content not actively leveraged on the website​
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Opportunity: 

Selective use of Instagram content can reinforce: 

●​ Ongoing activity 
 

●​ Relevance within the enthusiast community 
 

●​ Real-world proof of work​
 

Important Considerations—any Instagram integration should be: 

●​ Curated (not a raw live feed) 
 

●​ Performance-optimized 
 

●​ Secondary to primary conversion goals​
 

In many cases, a static “Featured Work” or “Latest Projects” section outperforms live feeds while 
maintaining brand control and load performance. 

 

4.​Racing Content as a Differentiator 
S-Collective’s racing involvement is a major differentiator that many competitors cannot 
replicate. 

Currently, the racing section functions more as a showcase than an onboarding pathway. 

Opportunity: 

Use racing content to: 

●​ Educate prospective clients 
 

●​ Explain the process of getting involved 
 

●​ Reduce uncertainty around participation and support​
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High-value content themes include: 

●​ Race weekend recaps 
 

●​ Driver coaching explanations 
 

●​ Track support breakdowns 
 

●​ Build progression stories​
 

 

This content: 

●​ Builds credibility 
 

●​ Attracts a highly qualified audience 
 

●​ Reinforces expertise beyond standard automotive services​
 

 

5.​Content as a Conversion Support Tool 
Content should not replace conversion paths—it should support them. 

Best-practice flow: 

●​ Educational content builds trust 
 

●​ Trust reduces friction 
 

●​ Reduced friction increases inquiries​
 

When structured correctly, content shortens the decision cycle rather than delaying it. 
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Summary 
S-Collective already has strong visual assets, high-quality video production, and deep 

expertise. The primary growth opportunity lies in organizing and deploying content more 
intentionally to: 

●​ Support SEO 
 

●​ Build authority 
 

●​ Reinforce trust 
 

●​ Strengthen existing conversion paths​
 

These recommendations are optional, scalable, and modular. They can be implemented 
gradually based on internal capacity, priorities, and timing—without disrupting the current site 
structure. 

Consultant Note:​
This section outlines growth opportunities, not required changes. Prioritization should be guided 
by business goals, internal bandwidth, and near-term focus areas. 
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Racing Page Audit 
Executive Summary 
The current Racing page presents S-Collective’s motorsport credibility and visual presence well, 
but functions more as a promotional showcase than a guided conversion experience. Visitors 
are shown what S-Collective does, but not clearly who the Racing program is for, how to 
engage, or what the next step should be. Given the high-commitment nature of racing 
services—education, coaching, and track support—this page represents a major opportunity to 
introduce clearer conversion, segment different customer types, and establish a structured path 
from interest to inquiry without compromising the brand’s premium feel. 

When evaluating how S-Collective’s Racing services should be presented online, it’s important 
to understand how different segments of the motorsport industry communicate value, guide 
customers, and create trust. 

Rather than reinventing the wheel, this audit draws from established best practices across 
three key tiers of the racing and driver development space; 

●​ Tier 1: Manufacturer-Driven Racing Experiences 
●​ Tier 2: Racing Schools & Driving Academies 
●​ Tier 3: Boutique Motorsport Shops (S-Collective’s Space) 
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Tier 1: Manufacturer-Driven Racing Experiences 
Major manufacturers such as Toyota, Porsche, and Audi invest heavily in experience-based 
racing programs. These programs are designed and marketed by large, specialized agencies 
with deep knowledge of luxury branding, motorsport storytelling, and customer psychology. 

Key characteristics of these programs: 

●​ Strong emphasis on experience and emotion 
●​ Clear onboarding journeys for participants 
●​ Premium visual design and storytelling 
●​ Clear separation between education, experience, and advanced participation 
●​ High cost aligned with high expectations​

 

These sites are not just informational — they are designed to immerse visitors and guide them 
through a defined journey. Every page clearly communicates who the program is for, what the 
experience looks like, and how to take the next step. 

They set the benchmark for clarity and confidence, but also rely heavily on brand authority 
rather than user experience to carry that trust. 

 

Tier 2: Racing Schools & Driving Academies 
Established racing schools such as Skip Barber, ProFormance Racing School, and Monticello 
Motor Club represent the educational backbone of the motorsport industry. 

Common traits of these sites include: 

●​ Strong emphasis on credibility and history 
●​ Clear educational pathways and programs 
●​ More academic, structured layouts 
●​ Less focus on visual storytelling 
●​ Clear expectations and progression models​

 

These websites are effective because they explain complex offerings in a structured, 
understandable way. However, they often lack the emotional impact and premium visual 
experience seen in manufacturer-driven programs. 
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Tier 3: Boutique Motorsport Shops (S-Collective’s Space) 
S-Collective operates in a third, highly important tier: boutique motorsport shops that support 
drivers at multiple stages — from education and coaching to full trackside support. 

This space often suffers from: 

●​ Limited marketing 
●​ Overly technical language 
●​ “Poster-style” pages without clear onboarding and conversions 
●​ Services listed without structured guidance 
●​ Heavy reliance on insider knowledge​

 

As a result, many boutique motorsport websites underperform not because of lack of expertise, 
but because they do not clearly communicate their value or guide visitors effectively. 

 

The Opportunity for S-Collective 
This gap creates a significant opportunity. 

By adopting the clarity and onboarding discipline of racing schools, combined with the 
confidence and polish of manufacturer-driven experiences — while staying true to 
S-Collective’s identity as a hands-on motorsport operation — the Racing section of the site can 
become a competitive advantage rather than just a portfolio page. 

S-Collective does not need to mimic large manufacturers or present itself as a racing school. 
Instead, the goal is to: 

●​ Clearly guide different types of racing customers 
●​ Explain complex services in simple, structured terms 
●​ Build confidence before asking for commitment 
●​ Present racing as a journey, not a wall of information​
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Why This Matters 
Racing services represent a high-commitment decision. Visitors need to understand: 

●​ Where they fit as a customer 
●​ What is expected of them 
●​ What support they will receive 
●​ How to take the next step​

 

By learning from proven leaders across the industry and applying those principles at a boutique 
scale, S-Collective can present its Racing program with the same confidence and clarity as 
much larger organizations — without losing its identity. 

 

Competitor Reference Table  
Racing Program Inspiration & Reference Overview 
The following examples were reviewed to understand how different racing organizations 
structure, explain, and convert high-commitment services—not to replicate design styles. 
 

Category Example Brands 
Reviewed 

What They Do Well Key Takeaway for 
S-Collective 

Manufacturer 
Experiences 

Porsche Experience, 
Audi Driving Experience 

Strong storytelling, 
premium presentation, 
clear journey from 
interest to participation 

High-end polish and clear 
onboarding build 
confidence before 
conversion 

Racing Schools & 
Academies 

Skip Barber, 
ProFormance Racing 
School, Monticello 
Motor Club 

Structured programs, 
clear progression, 
education-first language 

Clear steps reduce 
intimidation and help 
drivers understand where 
they fit 

Boutique Motorsport 
Shops 

JDP Racing, Manthey 
Racing, Black Forest 
Racing, ACI 
Motorsports 

Hands-on services, real 
expertise, direct access 

Expertise must be 
explained clearly to avoid 
confusion for new drivers 

The goal is to understand how successful racing programs explain complex services in a way 
that feels approachable, trustworthy, and intentional.  
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https://experience.porsche.com/en/track/track-experience/about-track-experience
https://www.audi.de/de/audi-driving-experience-en/
https://www.skipbarber.com/
https://proformanceracingschool.com/
https://proformanceracingschool.com/
https://www.monticellomotorclub.com/private-instruction/
https://www.monticellomotorclub.com/private-instruction/
https://www.jdpracing.com/our-work
https://www.manthey-racing.com/services-motorsport
https://www.manthey-racing.com/services-motorsport
https://www.blackforestracing.com/index.php/track-support
https://www.blackforestracing.com/index.php/track-support
https://www.acimotorsports.com/services/coaching
https://www.acimotorsports.com/services/coaching


 

Basic Outline Page Infrastructure 
1. Clear Entry Point  

What many large programs do well:​
 They immediately explain what the experience is and who it’s for. 

How this applies to S-Collective:​
 Instead of presenting everything at once, the Racing page should first help visitors understand: 

●​ That there are different ways to engage 
●​ That not all racing customers are the same 
●​ That S-Collective supports drivers at different stages​

 

This reduces confusion and makes the page feel intentional rather than overwhelming. 

 

2. Guided Path Selection 

What racing schools do well:​
 They don’t assume experience — they guide drivers into the right program. 

How this applies to S-Collective:​
 The Racing page should clearly present two paths: 

●​ Driver Development & Coaching 
●​ Track Support & Race Services​

 

Visitors should be able to immediately recognize which path fits them, instead of trying to 
interpret technical language or scroll through everything. 

This is especially important for newer drivers who may feel intimidated. 
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3. Process Over Promotion 

What manufacturer experiences do well:​
 They focus on the journey, not just the end result. 

How this applies to S-Collective:​
 Rather than listing services all at once, race offerings should be explained as a process: 

●​ How drivers get started 
●​ How support works 
●​ What the experience looks like over time​

 

This turns racing from a “confusion” into something understandable. 

 

4. Confidence Without Overpromising 

What boutique shops often struggle with:​
 They rely heavily on insider knowledge and assume visitors already understand racing. 

How this applies to S-Collective:​
 S-Collective’s expertise is a strength, but it should be communicated in a way that: 

●​ Builds confidence 
●​ Avoids jargon overload 
●​ Explains value without overselling​

 

The goal is to make racing feel achievable, not exclusive. 

5. Clear Next Steps (Conversion Without Pressure) 

What the best programs do:​
 They always make the next step obvious. 

How this applies to S-Collective:​
 Every racing path should end with a clear, appropriate call-to-action: 

●​ Educational paths → friendly, low-pressure inquiry 
●​ Track support paths → more direct, professional inquiry​

 

This aligns expectations before the conversation even starts. 
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Why This Approach Works 
●​ Racing is a high-commitment decision 
●​ People need clarity before confidence 
●​ Confidence leads to better inquiries 
●​ Better inquiries lead to better clients​

 

This approach helps S-Collective compete above its weight, using the mindset of larger 
programs while staying authentic to who they are. 
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Summary & Next Steps 
This audit identified a set of opportunities to improve clarity, conversion flow, and trust 

reinforcement across the S-Collective website. The findings are not intended to suggest that the 
current site is ineffective, but rather to highlight areas where structure, hierarchy, and intent 
capture can be strengthened to better support the business as it grows. 

Across the review, several consistent themes emerged: 

●​ High-value services are present but not always surfaced with appropriate priority 
 

●​ Conversion paths exist but often appear late in the user journey 
 

●​ Strong visual and content assets are underutilized on-site 
 

●​ Authority and differentiation—especially around racing and process—can be 
communicated more clearly​
 

Individually, these items are incremental. Collectively, they represent an opportunity to reduce 
friction, shorten decision cycles, and increase confidence for prospective clients. 

 

Key Takeaways 
At a high level, the most impactful opportunities fall into three categories: 

1.​ Structural Clarity 

Improving how services, navigation, and sections are organized helps users understand what 
S-Collective does and where to go next without unnecessary exploration. 

2.​ Conversion Visibility 

Introducing clearer, earlier, and more contextual calls-to-action—especially around high-intent 
services—allows users to engage at the moment interest peaks rather than at the end of the 
page. 

3.​ Authority & Trust Reinforcement 

Better on-site use of educational content, process-based video, and racing expertise 
strengthens credibility and reduces hesitation before inquiry. 

 

 
51 



 

Suggested Prioritization Approach 
Not all recommendations need to be addressed at once. A phased approach allows 
improvements to be implemented without disrupting existing workflows. 

A practical prioritization sequence may include: 

1.​ High-impact, low-effort changes:​
 

○​ Navigation clarity 
○​ CTA visibility 
○​ Form placement adjustments​

 
2.​ Structural improvements:​

 
○​ Service hierarchy refinement 
○​ Mid-page conversion modules 
○​ Footer optimization​

 
3.​ Growth-oriented enhancements:​

 
○​ Content previews 
○​ Video integration 
○​ Racing content expansion 

This approach allows measurable gains while maintaining operational flexibility. 

Next Steps 
The recommendations outlined in this audit are intended to support informed decision-making 
rather than prescribe immediate action. 

Suggested next steps include: 

●​ Internal review of findings and alignment with near-term business goals 
 

●​ Selection of priority items based on capacity and timing 
 

●​ Coordination with existing development resources as needed 
 

●​ Validation of changes through real user behavior and inquiry patterns​
 

This audit can serve as a reference framework as future updates or initiatives are planned. 
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Consultant Note: 
This document is designed to provide clarity and direction, not obligation. The value of the audit 
lies in helping S-Collective decide what to address, when to address it, and why—ensuring that 
future effort and investment are applied intentionally. 
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