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INTRODUCTION

WHY THIS GUIDE?

There are few other things that create a first impression the way a strategically de-
signed landing page can. Many companies, some of them profiled within these pag-
es, have seen their conversion rates and profits soar thanks to a properly created
landing page.

But landing pages are about much more than just creating a simple design and slap-
ping up an email subscription form or download button. They’re about carefully
combining just enough persuasive content to get the reader’s attention, while com-
bining it with an unbeatable offer and a “visually digestible” design.

But is it really that simple?



WHO IS THIS GUIDE FOR?

If your site’s landing pages are suffering from poor pay-per-click performance,
you’re not getting customers to click past the first page or you just want the abso-
lute truth on what really works — today so that you can start optimizing, testing,
tracking and reaping the benefits — this is the guide for you. Whether you’re a small
business owner just getting started or the head of a Fortune 500 corporation’s mar-
keting team who needs real insights that get results — you’ll love this guide.

HOW TO USE THIS GUIDE

In the following chapters, we’ll break down the entire process of creating stellar
landing pages from scratch. We’ll cover everything from what a landing page is and
how it fits into your marketing campaigns, to troubleshooting and what actions

to take if your landing page isn’t performing well. You'll also get valuable tips and
tools, as well as in-depth profiles on companies from a wide variety of industries —
and how they put their landing pages to use.

CHAPTER ONE

How Landing Pages Fit into Your Marketing Arsenal

In the first chapter, we'll cover what landing pages are and what they can and cannot do.

Some marketers will use landing pages as a “crutch” for a lackluster campaign, when
the blame truly lies with the lack of preparedness, expertise or even the platform being
used. We'll also cover the differences between landing pages and search engine optimi-
zation as these two methodologies typically go hand-in-hand.

TAKE ME TO CHAPTER ONE >



CHAPTER TWO

How to Read Your Audiences’ Minds

In the second chapter, we'll look at the planning that goes behind the creation of some
of the most successful landing pages. You’'ll learn how to become effortlessly “in tune”
with what your audience wants (even if they can’t tell you themselves!) and how to deter-
mine what, exactly should be tested when it comes to analyzing your landing pages for

the best possible results.
You'll also learn about the different types of landing pages — and when to use each
one. Plus, we’ll cover what a winning landing page looks like piece by piece, so that

you can break off and start creating your own — confident in the knowledge that
you're putting all of the pieces together the right way — right from the start.

TAKE ME TO CHAPTER TWO >

CHAPTER THREE

Optimizing Traffic for Higher Conversions

TAKE ME TO CHAPTER THREE




CHAPTER FOUR

In chapter four, we’ll look at your visitors themselves — since all the traffic in the
world won’t convert unless you're targeting your landing pages to the right people.
And “right people” will be different for every industry — and even every web page.
You'll find out exactly how to get their attention and their action — whether you want
them to sign up for your newsletter, download your e-book or make a purchase.

We'll also cover the most common mistakes that even expert marketers make when
crafting their landing page copy. You'll discover what really drives people to click,
and how to optimize every step in the path you're leading them on.

>

CHAPTER FIVE

In chapter five, we'll cover one of the most crucial, but often overlooked areas of land-
ing pages — testing. Most books and guides will give you the advice that you need to
be testing, but they don’t tell you how, or what to test. This chapter changes all that.
We'll talk about the right way to go about testing, how to accurately measure your re-

sults, how to use those results to springboard off other tests and much more.

TAKE ME TO CHAPTER FIVE >




CHAPTER SIX

Read. Review. React.

Chapter six is all about results — how to read them, how to act on them accordingly,
and even what to do when your landing page tests fail. But don’t worry — because
even the most well-intentioned, data-backed tests sometimes go over like a lead bal-
loon with your viewers. But you can learn an astonishing amount about them just
by doing these tests, and the more you know, the further ahead of your competition
you’ll be.

TAKE ME TO CHAPTER SIX >

CHAPTER SEVEN

Tools of the Trade

Finally, chapter seven will cover some of the best design, testing, tracking and
tweaking tools available for landing pages. Even if you consider yourself “technol-
ogy-challenged”, these tools will make setting up and monitoring your landing
pages as easy as possible. This means you have no excuse not to start learning what
motivates your customers to take action — and then giving it to them.

>

LET'S GET
STATRTED!

DOWNLOAD




MIII]N

WRITTEN BY NEIL PATEL & SHERICE JACOB

CHAPTER ONE

How Landing Pages Fit Into Your Marketing Arsenal

Alanding page, simply put, is any page that gets traffic from anywhere other than
the same pages on your site — hence the name landing. It’s most commonly asso-
ciated with pay-per-click ads like Google Adwords, where you can drive traffic to a
specific URL that has been designed to receive those visitors. We’ll talk more about
Adwords in chapter three, but for now — it’s back to basics.

The problem with most landing pages is that they’re created around broad catego-
ries like “jeans” instead of being more specifically focused like “women’s skinny
Jeans’ or “juniors bootcut jeans”. These days, people intuitively understand
that when searching the web, the site whose description most closely matches their
search is likely to be the winner. And when you’re paying for clicks — you're losing
money every time a customer goes elsewhere.



DOES KEYWORD RELEVANCY MATTER?

You may think that once you've caught the user’s attention (and their click) with a
highly targeted ad — that your job is done. Retailer California Closets wanted to test
this theory out for themselves. Would an ad-specific landing page outper-
form a more generic one?

HERE IS THE AD-SPECIFIC PAGE: HERE IS THE GENERIC PAGE:

CALIFORNIA CLOSETS Call 866.488.2 CALIFORNIA CLOSETS Call 866.488.27

eed. Want. Love. Need. Want. Love.

T —= e
You've Arrived. 1 Clean. Bright. Organized. ' Co |
Get organized with the best. e Schedule your free design V.
Call or click today. consultation today. Closet
s i ﬂ T Organization

'

el

Although it’s unclear what the original ad text was, one could theorize that it was
“get organized” — which then leads people directly into the site with organization
tips and products.

The ad-specific landing page outperformed the generic page by increas-
ing lead form submissions by 115%

With this in mind, a landing page is generally your first and only opportunity to
make a first impression with your customer. It’s your chance to start a conversation,
ask a question, invite discussion and welcome clicks on into your site. For many
sites, particularly those in high-competition areas, it may be your only chance to
reel in a visitor and convince them that your offer is worth their time and attention.

That means you simply can’t afford to get it wrong.

Fortunately, setting up and using landing pages in your overall marketing plan is
relatively easy. It’s just a matter of creating a web page that combines all the compo-
nents needed to make a page successful for your specific customer.

Of course, entire books have been written on the subject, and it’s still very much an
evolving science. But this guide will work hard to dispel the myths, lift up your con-
version rates, and get you on the right track.



Is My Home Pace a Landing Page?

It is if your visitors type in your URL directly. But this is likely because they’re famil-
iar with your brand and site already — not that they just happened upon your site
mysteriously. Typically, your home page is a more broad, generic introduction to
what you have to offer, rather than being narrowly focused to one particular topic.

Many marketers mistakenly direct pay-per-click traffic to their home page, think-

ing that their visitors will “figure out” where they want to go. Bad news — they
won’t. There’s just too much competition, too many opportunities to comparison :
shop, and limited time to do so. And all these reasons are why we create landing

pages — to simplify and streamline the entire process.
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Why Should | Use Landing Pages?

Landing pages let you narrow your focus and remove the clutter
from your pages that could distract your visitor from taking the action
you want them to take. It allows you greater control to direct them and
help them find what they’re looking for much faster — and this, in turn
can ripple out to affect your search engine rankings too.

Even if people have landed on your page and know exactly what they’re looking for —
they want to take the quickest action possible to get results. This was exactly what Time
Doctor, a productivity software tool wanted to test in their own landing page. They
created a long, detailed page which covered all the major features of their program (see
screenshot) and tested it against a much shorter, single “screen-width” page:

The shorter version converted

See exactly where time is spent in your business
36% more customers than the

Track your time. Track your team's time, Know EXACTLY what is REALLY going on.

Create an Account and worth noting that not all short
"Time Doctor does See Where Time is Spent

longer version. However, it’s

copy pages will outperform

everything we
dreamed of and more!”

oo Mot Conds their longer counterparts.
Depending on the item being
sold — a higher price-point
product would likely have re-
quired a more in depth show-

case of features and benefits.




50 What Does This Mean for My Search Engine Ranking?

Since search engines like Google are all about relevancy, they want
people to find what they’re looking for. If your site does a good job
of that in a straightforward way, then chances are, you'll steadily
outrank your competitors for being the answer to the searcher’s
needs — it’s a win-win!

Good landing pages, in turn, can improve your conversion rate — which is the per-
centage of visitors that ultimately took the action you wanted. These people have
been converted from visitors to interested shoppers to potential buyers and hopeful-
ly, lifelong customers.

<;> Landing pages are like signposts that direct buyers at each stage to
take that next all-important step.

When is the Best Time to Use a Landing Page?

Not all pages are cut out to be landing pages. That’s why, ideally you’ll want
to use them:

» As destinations in your pay-per-click ads
Create a different landing page for each keyword and group so that you can test,
track and see how each one performs.

» To create anticipation about a product launch
Landing pages are a great way to promote a “coming soon” teaser — even if
the product isn’t finished yet.

» To segment your offers
No single offer will appeal to everyone. Some people prefer printable coupons,
while others would rather redeem promo codes online. Landing pages can help
you steer visitors exactly where you want.

» To segment your audience
Just like your offers, not every visitor should be directed to a generic “one-
size-fits-all” landing page. Attract different groups with pages tailored specif-
ically to them and their needs.



How Do Landing Pages Fit In with Other Online Marketing Strategies?

Landing pages aren’t meant to replace any other forms of marketing, but rather add
to them.

Unlike most other marketing strategies, however, landing pages follow a keep-it-
simple approach. When it comes to design, content and other aspects of a page —
less is more. This means that it’s not uncommon to see landing pages with the entire
site navigation stripped away so that few elements remain on the page.

We'll discuss the exact anatomy of a winning landing page further on
in the chapter — but for now, it’s important to understand the role that
landing pages play in your overall marketing plan:

LANDING PAGES AND SEARCH ENGINE OPTIMIZATION (SEO)
Landing pages are designed to go hand-in-hand with search engine optimiza-
tion. Any optimization strategies that you employ across your site should also
be used on your landing pages as they can only benefit from it.

LANDING PAGES AND PAY-PER-CLICK (PPC) ADVERTISING
Landing pages and Pay-Per-Click advertising go together perfectly, and landing
pages being used as destinations for PPC ads are one of their most common
and most popular uses. But you should also know that landing pages can be
used just as successfully with organic search engine rankings — they’re not re-
served solely for paid ads.

LANDING PAGES AND CONVERSION RATE OPTIMIZATION (CRO)
' . It’s a very common misconception that conversion optimization (the act of
getting your customers to take the action you want them to take on your site) is
done solely by landing pages. Conversion optimization involves many more
aspects — but landing pages are a strategic part, and just one of the ways you
can convince customers to come further into your site and interact with it.

LANDING PAGES AND SOCIAL MEDIA MARKETING
Landing pages also work well with social media, and many businesses have
one or more pages for their fans on Facebook, Twitter and other social sites

e they frequent.

As you'll see, landing pages give you an easy way to create a customized des-
tination for every customer segment, marketing campaign, special offer or
pay-per-click add. As such, they’re immensely powerful.

But, as with all great marketing strategies, there are some things that they
can and cannot do. Let’s take a closer look:



Landing Pages are NOT:
s LONG SALES LETTERS

“NAME SQUEEZE” PAGES

A ONCE-AND-DONE STRATEGY
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Gase Study:

HERE WAS THE ORIGINAL PAGE: (SOURCE: WHICHTESTWON)
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The updated Confidis landing page without navigation, images or support links




SEQ vs. Landing Pages

Search engine optimization is a component of landing pages — but it isn’t designed

to compete with them. Now that Google is hiding keyword data — marketers can no
longer put as much of an emphasis on keyword research as they once did. Now, the
strategy shifts from pure optimization to pure intent.

“WHAT DID THE CUSTOMER HAVE IN MIND WHEN THEY FOUND OUR PAGE?"

The first step, therefore is to bridge the gap between what the user’s intent is, ver-
sus your landing page. As an example, someone searching for “cheap flights

to Paris” may only be in the starting phases of planning their vacation, whereas
someone searching for “cheap flights to Paris from Denver in May” may
have their calendar all planned out and might optionally be looking for car rentals,
hotels and activities to do during that time.

That’s the difference — and power — of intent.

Once the user determines that your page most closely matches their question or
issue — they’ll give you a click. But your job isn’t finished yet.

SCANNING FOR VISUAL CLUES

Web users are, by nature, “scanners” rather than readers.
They don’t have time to read all that content you worked so hard
on writing. They want to know — at—a—glance, whether or not
your page is going to meet their expectations. They're also se-
cretly judging you, asking themselves, “Can I trust this ad-
vice? Is it safe? What else should I know about this?”

Matching Headlines with Search Queries

your landing page conversion rate and your search engine optimiza-
tion is to match headlines with your user’s search query.

k}l One of the most important steps that you can take to improve both

In this example from Search Engine Watch, the search phrase was best health insur-
ance plans for single men. The resulting first ranked entry was the Ask Men website,
with the title “best health insurance plans”.

This communicates two points — that the site is a recognized authority and it likely
has the answer the user is searching for. It’s also easy to visually scan and under-
stand within seconds — all things that searchers want:



15 MELUION READERS WOR DWIDE
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The AskMen homepage explores the best insurance plans for single men
— its headline is right on target with the searcher’s query

The page above could do with a lot less clutter — but considering that their galleries
and advertising are the biggest money-makers for the site, rather than the articles,
it still does a good job balancing out the user’s inquiry with what it needs to keep
earning profit.

Now that you understand how landing pages are different from other marketing
methods — the question you should be asking is “what do my users want from
my landing page?” They won't readily tell you, but enough marketing tests and
psychological profiles have been done to tell us which types of pages typically per-
form best no matter what the user is looking for:

HEADLINES WITH DIRECTION

Users want to be told where to go, what to do, and how to do it. That’s why the best
performing landing pages have a clear, concise headline that immediately speaks
to the reader’s wants, fears or needs. Here’s just such a headline from Carelogger, a
diabetes tracking system that instantly addresses the user’s concerns:

Maintain your Optimal Health, by keeping
tabs on your diabetes.

Record your OBlood Glucose & Nutrition 4 Medication and more ..

Anyone struggling with diabetes wants to keep themselves in better shape and keep
their blood sugar on target— and by highlighting what it tracks, as well as the words
“Optimal Health”, Carelogger was able to increase their conversion rate by 31%
because they matched their headline to what their audience wanted.




CLEAR, CONCISE LANGUAGE

The Encyclopedia Britannica was able to boost their conversion rates by an aston-
ishing 103% just by adapting their copy to include everyday language which includ-
ed bullet points that highlighted the best reasons to buy now:

Britannica Book
of the Year® 2012

Whether you need background on a recent event, the demographics

of a country or a sports statistic - you'll find it all here. (Events of

Key Benefits
» Keep Informed on developments sweeping the globe
> Enjoy reoding this beautifully bound collector’s plece

> Be confident that what you read is occurate, with information written by
Beitannica’s expert contributors

Apple’s marketing team are masters at “less is more” when it comes to selling
some of their most powerful benefits. How would you describe something as com-
plex as Siri in just a few words?

7~ |
| . -
€ On May 19 remind me
: | n's §'s birthday 9
. Sar for 19

Siri

Use your voice to send

Saturday
May 2012

messages, set reminders,
search for information
and more.

One sentence. Unlimited possibilities.

FOCUS ON THE CUSTOMER

People visiting your landing pages want to know that they’re import-
ant and valued. Using self-centered language like “I”” and “we” gives
the impression that you only care about yourself or your business/
solutions rather than the customer.



Email management service AwayFind once used the headline “Let us find ur-
gent messages” — but in a test, they replaced it with “Let urgent emails

cut through the clutter and find YOU”. Not only does this sound much less
“stalker-ish” and give less of an impression that the company decides what’s ur-
gent or not — but it puts the user in a position of control and convenience.

Checking email every 5 minutes? Stop!

Get AWAY from your inbox — let urgent emails cut
through the clutter and FIND you._.instantly.

enler your emai

Try it Free

As a result, AwayFind increased signups by 91% — a remarkable achievement by

any measurement.

Be Trustworthy

Adding security seals, such as what Mint.com employs on their page, ensures
that your personal and financial data is safe with them — and that they have the
third-party credentials to back up their promise:

Quick and secure sign up.

(1) Create a Mint account in seconds.
(2) Securely connect your accounts in just minutes.
(3) See everything in one place with one password.

Mint only “reads” your information. No one can move your
money in Mint-not even you.

Learn more about security. > Qs @:::.:; rrusre




summary

Landing pages are designed as a springboard for users to step fur-
ther into your site. They do this by being relevant and focused on a
single point — such as the user’s search inquiry. They are most com-
monly associated with pay-per-click pages such as Google Adwords
but are certainly not limited to that platform.

Using landing pages is all about maximizing your return on invest-
ment for each customer. The more specific, simple and streamlined a
page is, the more likely the user will take the desired action.

Ideally, landing pages should be used to segment your offers, your
users, as destination pages for your pay per click ads, and/or as a way
to create anticipation about a product event (and encourage users to

sign up as the event comes closer).

There are certain things that landing pages are not built to do —
mainly act as long-form sales letter or simple name-squeeze pages.
Your landing page is essentially the “welcome mat” that draws
visitors into the rest of your site. Provided that you have a captivat-
ing offer that resonates well with them, you're digitally encouraging
them to walk through the front door.

Some of the best converting landing pages embody the philosophy of

“less is more”. It’'s common to remove superfluous graphics, nav-
igation, testimonials and even customer support options to help the
user focus on a single action you want them to take.

Search engine optimization isn’t meant to replace landing pages or vice
versa. SEO adds to landing pages, and when done right, landing pages
can in turn increase relevancy in the eyes of the search engine and po-
tentially increase your rankings.

Users have certain expectations you must fulfill if you want them to

take the next step, mainly: a headline that matches their inquiry,

clear, easily-understandable language, a focus on their needs and the
elements of trust and credibility in choosing to do business with you.

These are the main ingredients customers are looking for when they land on your
pages. And, they want all of these things in a fast-loading, easy-to-browse, and us-
er-friendly environment.

Not when you apply the strategies we’ll learn in
Chapter 2. Targeting your customer is just as important as targeting your pages
to meet their expectations. Bring in the wrong type of customer and no matter how
good your pages are, they won’t convert.




That’s why, in chapter 2, we’ll be learning about your target market, including cre-
ating personas that you can use for various “test runs” of your landing pages to
determine that you're including the information customers are seeking. You’ll also
learn about the different components that make up a landing page, and how to use
them for best results.

Finally, we’ll jump into one of the most important aspects of landing page design
and development — testing and tracking. This part is vital to ensuring that you’re
making the right decisions with all of the available data, so that as you gain more
and more insight about your buyers, you’ll be able to make changes that encourage
even more interaction and higher conversion rates.

TAKE ME TO TAKE ME TO
THE INTRO | CHAPTER TWO

DOWNLOAD
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CHAPTER TWO

How to Read Your Audiences Minds

One of the most crucial facets to a successful landing page is the target custom-
er. After all, if you aren’t getting the right people to come to your pages in the first
place, all your efforts might as well go up in smoke.

Since we can’t yet (legally!) read people’s minds, marketers have come up with a
shortcut — personas.

Personas are digital profiles of your best customers — the ideal visitor you want
to have take a specific action on your site. Many personas are based around demo-
graphics — gender, age range, education, monthly disposable income, etc



But this kind of classification is far too restrictive — who’s to say that only women
under 40 with young children and a master’s degree are all going to flock to your
product? While you can tailor your marketing efforts toward a certain kind of per-
sona, it’s short sighted to think that this is the only strategy you need to amplify
your landing pages’ messages.

Instead, consider psychographics — segmenting your audience accord-
ing to deeper, more meaningful points including:

» Aspirations — what they hope to achieve or dream of doing

» Attitudes — Their perspective and how they feel about specific ideas

» Lifestyles — Their choices relating to health, wealth, family and work

» Opinions — Their point of view on a potentially controversial matter

“But I’'m just selling !”” People don’t really have an opinion or an aspira-

tion about things like that, do they? Whatever you're selling — you can position it to
where it makes a statement about a buyer’s attitude, lifestyle, opinion or aspiration.

Making Green by Going Green

Case in point — green energy. It’s a hot topic — environmentally, finan-
cially and politically. Supporting these initiatives, to the detriment of
other traditional energy production efforts (fossil fuels) makes a state-
ment about the person taking that action, no matter which classic de-
mographic they fit into — for example:

Aspirations —
“I dream of making the planet a cleaner, more energy-efficient place”

Attitudes —
“I feel that clean energy will boost job prospects and benefit the economy”

Lifestyles —
“I believe there’s money to be made in the green energy sector”

Opinions —
“I think more people should be investing in greener solutions”

Notice how psychographics starts with more intangible points like “I dream, I
think, I feel”. While it’s harder to pin down these emotions and beliefs into tan-
gible, measurable things — you can see how Green Guide, one company promoting
“green investments” did it with their page:



The Green Guide

Where Ethics and Inno

™

Hear The Truth About Investing in
Renewable Energy in 2010

A record $100 Billion was invested in renewable energy last year.
The FREE Green Guide report shows you who's getling the money,
who's getting more, and how you can get involved.

Get the FREE Green Guide report Now!

Discover tried, tested, and proven insider strategies
that will put you ahead of the pack.
A FREE report available for immediate download

Did you know there is a hidden technology that may make solar panels

obsolete?

In 2009. $70 Billion was invested in renewable energy programs by the

United States alone

And get this.

Fill Out This Form and Get Your
Copy of the Green Guide

Al fields required
FirstName
Last Name

Email
Phone

Select Country...

Get the FREE
Green Guide Now!

We Value Your Privacy

This is their original landing page, focused on investing in renewable energy solu-

tions. It was tested against the page below:

...this money
exchanges

for pollution...

The Green Guide

Where Ethics and Innovalion Mest™

@

A record $100 billion was invested into the renewable energy
sector last year. ]

Trillions will be spent to secure our Planet's future...
and all resources are on the table. Oil, Natural Gas,
Solar, Wind. Fortunes stand to be made.

Follow the money trail. Now is the time

to get involved.

In our FREE report we reveal everything you need

to get you started. Leading industry experts reveal
tried, tested, and proven insider strategies

that will put you ahead of the pack.
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We also invite you to download our
other FREE quides to investing
in Renewable Energy:

> Investing in Solar Power

> Investing in Forestation

By the year 2020, few sectors of the global
economy will have changed as much as energy.
Security of supply, diminishing conventional
resources and environmental concerns have
moved renewable energy from the margins of
the energy industry to the heart of national
energy strategies.
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Not surprisingly, the first landing page outperformed the second — by a whopping

91%. It’s simpler, to-the-point layout spoke precisely to the kind of person they

wanted to attract: investors. These are people who want the truth — proven, tested

strategies made by industry experts. They want to get started today



All of these buzzwords stick out in the copy — things that appeal to the persona of
people Green Guide is trying to attract — “Fortunes stand to be made” “Get
Involved”. “Put You Ahead of the Pack”.

HERE'S ANOTHER EXAMPLE OF THIS PRACTICE AT WORK:

Try to Beat My Score

Gamers are a class unto themselves, which is why GameGround
— a social app that awards players with points as they progress
through different games, wanted to test a radical landing page re-
design — specifically they wanted to increase Facebook sign-ins.

HERE WAS THE FIRST PAGE THEY TESTED:

COMPLETE MISSIONS AND DISCOVER WHAT'S NEXT IN MAHJONGG

plEesw

vi
{gﬂ';* Complete the “Qin Dynasty” mission in Makjongg + 40
§08+44 Dimensions. Score ateast 100,00

”";“ Compmeme China Syndrome™ mission in Mahjongg

Oi
Ise GameGround to connect, enhance, [ 5
and share your gaming experience.

T— .» ¥ :
X Complelelhe Potstickers™ mission in Mahjongg
GET STARTED . i3 —

f Sign in with Facebook

\ “"0 Complallme Tao of Sieve” mission in Mahjongg
Nu i

(Note, the Get Started/Sign In with Facebook buttons are actually one large button)

AND HERE IS THE VARIATION THEY TESTED IT AGAINST:

facebouk

Other Facebook Games Other Supported Games Check it out

Cutyville
o, 1 your own city from
< the _| up
E B 1

Sydney Shark
- you try 1o

Ready to power up your GMIng expenence?
Check out aur video to see what's in store!




Now, using personas and psychographics while looking at both of these
landing pages, we can deduce that:

» These people enjoy playing games and earning rewards for playing

» They are social and use Facebook to connect/play with friends

» They are competitive in nature and like a challenge

Between these two, the first landing page outperformed the
second by an incredible 203% — and once you start optimiz-

ing landing pages, it’s easy to see why: The first page specif-
ically targets Mahjongg players, shows the “missions” and

the points they can earn, and lets them start connecting to
Facebook right away. At this point, they probably don’t care
about what other games (Facebook or otherwise) are support-
ed — they just want to jump in and start playing!




Setting Conversion Goals

All this talk about landing page optimization won’t do you any good unless you can
correctly analyze what actions your visitors are taking (and whether they’re taking
any actions at all!). Setting conversion goals through your analytics program is one
way to do that.

Since many people use Google Analytics starting out, it’s simplest to start there.
There are tons of features in Google Analytics, ranging from events, to triggers to
funnels and more — so it’s easy to see why so many people simply copy and paste
the code on their website and never bother to log back in again to check their stats.

All Goals ~
Google Analytics

Overview

(Goal7 Completions) ~ vS. (Goalé Completions)

@ (Goal7 Completions) (Goal6é Completions)
160

e

~~— e

80

VAV 6,349 Goal Completions

An example of conversion goals in Google Analytics

The good news is that you can set several conversion goals and see how many were
completed, and how often. It doesn’t just have to be recording a click on the call-to-
action button on your landing page.

You can measure:

» Email newsletter subscriptions

» Downloads of an ebook

» Time spent on site or number of pages viewed
» Shares on social media accounts

» Live chat connections with staff

» Successful form completions




There are four goal types in Google Analytics:

URL Destination
Lets you set a “success URL” that counts as a conversion if the user
reached a specific page (like a thank you or download page).

(W

Visit Duration
Lets you set a timeframe that the user spent on your site as an indica-
tor of a successful conversion.

Page/Visit

Is similar to the above, only it counts the number of pages per visit.
This is particularly important for long forms such as when signing up
for insurance or other information-heavy requests.

Event Tracking
This is perhaps the most powerful, yet least understood options when

it comes to conversion goals. Here, you can specify a certain event
— like a “trigger” that, when it happens, denotes a successful con-
version. For example, if someone downloaded or opened a PDF file,
viewed your video or shared your page link on Facebook — those
would all count as successful event-based conversions.

For the purpose of your landing page, you'll likely either use URL destination, or the
more advanced Event Tracking to measure your conversion goals.

But once you've set them up, you're only half-way done. That’s because you can then
measure these conversion goals against the search traffic you're getting.

For instance, you could see:

» Which referrer (other site URL) brings you the highest converting traffic
» Which search engine brings you the highest converting traffic

» Which keywords bring you the highest converting traffic

And remember, you can have multiple goals and sets within each goal — so if you
wanted to split test two distinct landing pages to see which one resulted in more
video views — you can simply create an event-based conversion goal for the video
and split test both pages as a set.

We'll get into split testing more in chapter five, but for now, you can start testing
and tracking with steps that can be accurately measured, so you’ll know precisely
what changes have the greatest impact.



How to Analyze Data to Determine What Should Be Tested




Landing Page Prioritization Chart

One of the best ways to determine which items on your landing page optimization

list get the most attention first is to make a prioritization chart. Just assign each
task a level from 0-10 and add up each row. The higher the priority score, the soon-
er you should test it:

Landing Page  Test Duration Ease of Business Priority

Test

Test Idea #1
Test Idea #2
Test Idea #3
Test Idea #4

(0-10)

How long the test will last. Short tests should score higher than lon-
ger tests.

Easy tests should score higher than more difficult or
time-consuming tests.

How much will this test affect the bottom line? Since your landing
page directly ties in with your call-to-action, and thus getting leads or
prospects into your sales funnel, the higher numbers have the great-
est impact.

How much will it cost you to promote this landing page? If your
landing page shows up in organic search engine rankings, your cost
of advertising would be 0. If, however, you're using pay-per-click,
your cost goes up according to your approximate bid.

This chart is designed to help you immediately launch with ideas that will bring you
the greatest returns, and stop settling for miniscule changes that would barely regis-
ter as a blip on the radar in your visitors’ minds.




No matter how you style it, all great landing pages have a few things in common.
Let’s take a look at the highest converting elements and what they mean:

NICELANDINGPAGE COM

NICELANDINGPAGE.COM ‘ > LINK | LINK | LINK | LINK | LINK

@ - A NICE LOOKING HEADLINE @

A SECONDARY HEADLINE

‘ s Lorem ipsum dolor sit amet, consectetur adipisicing et

+ Sod do clusmod tempor Incididunt ut labhdee ot dolore

s U preen ad minim venlam, guis nostrud exprcitation

oo 1 vow: (IED @)

!

¥
A TESTIMONIAL! MORE INFORMATION

CONSISTENT MESSAGE BETWEEN AD HEADLINE & LANDING PAGE HEADLINE
For example, if someone searched for “blue widgets”, your landing page has a far better
chance of converting if the headline mentions “blue widgets”.

THE SECONDARY HEADLINE LEADS INTO THE CONTENT
This section needs to compel the user to continue reading. Short, sweet and to-the-point,
it should give a clear reason that speaks to the user’s fear, worry or question.

PERFECT GRAMMAR

This is not the place to be sloppy — with spelling mistakes or grammatical errors. Not only
does it make you look like an amateur, but it also gives the impression that your site isn’t
trustworthy or credible.

TRUST SIGNALS

Testimonials, security seals and other badges that show that the user will have a satisfac-
tory shopping experience doing business. These all feed right back in to the impression
they first generate on whether or not your company is worth doing business with.



STRONG CALL-TO-ACTION
Download, Free, Get, Create and other options have been shown to perform better than
weaker words like “Try”. Stronger language and active verbs compel people to act.

BUTTONS THAT STAND OUT
The button needs to be able to catch the user’s eye, so make it distinctively different than
the rest of the color scheme on your page, to make it stand out and be noticed.

A LACK OF LINKS

Keeping users on the landing page and moving them through the call-to-action should be
your primary goal. Linking out to other sites or other pages of your own site that aren’t tied
into the landing page can distract the user from taking the action you want them to take.

IMAGES AND VIDEO RELATE TO CONTENT
Adding images and video that give customers a quick understanding of the product/ser-
vice or explain the basics can all bolster the message.

FIT THE MESSAGE WITHIN THE FIRST 1/3RD OF SCREEN SPACE
This is known as “above the fold” and greatly increases the chance that visitors will

take action, since they don’t have to scroll.

Should My Landing Page Fit Into My Design?

It makes logical sense to consider that a landing page should fit in with your existing
design — except with certain elements (such as navigation and other distractions) re-
moved. But what if the landing page template is radically different from your design
— will that help or hurt your conversion rate?

That’s what computer manufacturer Dell wanted to find out. In the following PPC
landing page, Dell hoped to attract leads for professionals seeking information
about medical device tablets. Most business to consumer companies will tell you
that a distinctly design landing page similar to the drawing above will generate

a greater response, but Dell’s target audience in this case was B2B consumers —
where impressions matter and professionalism counts.

SO WHICH WON ULTIMATELY WON THEM OVER?



ORIGINAL DESIGN-BASED LANDING PAGE STANDALONE LANDING PAGE

obile Medical Computing
§ W
B O Getsuarted ]

Speak 1o a Dell expert about mobile
" medical solutions

20000 100 5 15.500000 YOur SCOME 1w Rogitie fow s Compiets B S See a0 & Oul Epet il oot you

How Can we halp you?

Clinical Efficiency

Greater eficiency means more tme with Datients

Dulls Mot G Comyuting Selon wilh 1naS & deaspoed 13 reduce N - 2 @ Continue
. - . . v \
. ’ »
<A\ +
q

Enhance clinical productivity and mobility

If you chose the second version, you'd be correct — as the standalone landing page
design increased leads by an incredible 320%. This simply goes to show that sim-
ple, clear and concise pages win over bulky, text-heavy versions.

Types of Landing Pages

THERE ARE SIX MAIN TYPES OF LANDING PAGES.
LET'S LOOK AT EACH ONE IN GREATER DETAIL AND HOW THEY WORK:

Click-Through



JCD REPAIR

Did Your iPhone Screen Have A Rough
Night Out?

We can't cure a hangover, but we can
make your iPhone look brand new in less
than 1 hour. For half of what the other
guys charge.

* All iPhone 4 & 45 models, black or white

* Price includes parts, labor & warranty

« Schedule an appointment today and leave the rest
to us

Read about our In-parson procass of owr mall-in service,

Price: $79 pius sates tax and/or retum shippé

JCD REPAIR

(45 - all otferiogs -> Szaen Beaeis

iPhone 4 or 4S Screen Repair

Our Promise: Fixed Fast. Fixed Right.

Cracked WPhone 4 or IPhone 457 Need 1t fixed quickly? Want
to make sure it's done right? This is the repair you want,

* Full-Service Repair. Incdudes parts, labor & warranty.
* Done Quickly. Fixed in under an hour,

* All iPhone 4 & 4S Models, ATAT, Verizon & Sprint.
Black or white. All different storage capacities,

* It's Simple. Schedule an appointment and get us your
phone - we take care of everything from there.

Read about our In-person process or our mall-in service.

Price: $79 pius sales tax and/or return shipping*
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MOm. Trusted Senior Living Advisors Search this site

Find Senior Housing Senior Living Advisors Resources Testimonials About Us

» Browse by: Senior Living Assisted Living Independent Living Nursing Homes Care Homes Alzheimer's Care

Find Senior Living Near You

“You can trust A Place for Mom

@ Compare costs and services 1o help you.*

@ Get FREE guidance
@ Get detailed community reports

Enter Location

City, State or Zip

Select Housling Type

I'm Iooklng for... :I Joan Lunden Partners with A Place for Mom

Read more about Joan Lunden and A Place for Mom. Talk to a Senior
Living Advisor Today!

Need help? Call (877) 311-6099

Connecting Families to the Right Senior Care About Us

We help seniors and families ke yours make informed decisions, save » Helping families find assisted living and
time, and feel less alone as they search for senior housing and senior senior care since 2000.

care. From finding the right nursing home or assisted iving community to « Trusted advisors to more than 200,000
researching Veteran's benefits and financing senior care, we'll be with you families each year.

each step of the way. AN at no cost fo you!

Ehe NewockTimes N @

a Questions? Call Now (866) 344-8005
place

MOM. Trusted Senior Living Advisors Search this site
Find Senior Housing Senior Living Advisors Resources Testimonials About Us

» Browse by: Senior Living Assisted Living Independent Living Nursing Homes Care Homes Alzheimer's Care

Find Senior Living Near You

@ Compare costs and services
@ Simplify your search
@ Get an insider’s view on communities

“You can trust A Place for Mom
fo heip you."

Enter Location

City, State or

Select Housing Type

I'm looking f Search Joan Lunden Partners with A Place for Mom

Read more about Joan Lunden and A Place for Mom. Talk to a Senior
Living Advisor Today!
Need help? Call (877) 311-6099

Connecting Families to the Right Senior Care About Us
We help seniors and families like yours make informed decisions, save « Helping families find assisted living and
time, and feel less alone as they search for senior housing and senior senior care since 2000,
care. From finding the right nursing home or assisted living community to « Trusted advisors to more than 200,000
researching Veteran's benefits and financing senior care, we'll be with you families each year.
©each step of the way. All af no cost o you!

« Talk to a Senior Living Advisor EheNewlJorkEimes AN @
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WHICH ONE OF THESE PAGES WOULD YOU BE MOST LIKELY TO CLICK ON?

PHILIPS

sense and simplicity

Service update

A reminder to change your brush head

Your Philips Somcare tocthbrush helps you mamtan healthy
gums and a brighter smie, But for best results, you need to
make sure your brush head is replaced every three months.
Thes emad from Sonicare Updates makes it easier.

More about Philips Sonicare

Blue bristle technology

Being busy makes it easy to forget when's the nght time
to replace your brush head. With Sonicare reminder
bristies, Ife Just got easier. The blue bristie technology
means the reminder bristhes will go from blue to
transparent - telkng you when t's tme make the change,

Now kids needn’t miss out
on the Sonicare

experience.
Another bp is to replace your brush head with the change

of seasons. So Spning, Summer, Autumn or Winter, you'l
automatically know the time is nght,

Start early for healthy teeth
and gums for life.

A friendly reminder to change your brush head — but
also learn about good oral hygiene for kids, and the
technology behind the toothbrush

Microsite

Reminde

| Change with
PO the seasons

hke a change for a healthier mouth.

ast more plaque.
You Con 00 U, Bt your Drudh Basd i st deng O A fdw Bruih

Peod con remave up 2 20% racre pladus TN O0e Wi three moaths
o rormal e

Ueng Qenune Sonicare Brah 2aals wih owr 0000 rvidat 1 Uw bet
Wiy te Selutr O ChnCally proves retuts.

Fegiace your Drush hasd every ) masths ang eryor & Coan you Can
fos!

Register your prodect

A more concentrated version offering a reminder and a
discount

3
\}

W

A more concentrated version offering a reminder and a discount




Product Detail

HERE WAS THE ORIGINAL DESIGN:

My Eyes May Roll...

Sx7 Folded Greeting Card
Edit Cover

$3.48 \Volume discount

We can address, stamp and mad your cards on any
date you choose

(e HESSace

So don't you ever think | dont see these
things in you. 'Cause | do. | shweys do




My Eyes May Roll...

5x7 Folded Greeting Card
Edit Cover

$3.49 Volume discount

We can address, stamp and mail your cards on any
date you choose.
Sare wy et may oll
from bime Lo time Change any (or all) of the words or get a different
bat they always message from the Halimark Library.

come back around

o sex you for -
sk ey . R— Message
i So don't you ever think | don't see these

A broth Lller things in you. ‘Cause | do. | always do.
A prodecior

Afsther and & frend m

Which Landing Page Type Should | Choose?

There is no one right choice or wrong choice. The type of landing page you choose
should be a reflection of your business goals and your testing priorities. You can
even incorporate the best elements from several varieties to create your own unique
style and test that! A product detail page that also happens to be viral and mo-
bile-friendly — why not?

In the next chapter, we’ll be looking at how to drive qualified traffic to your landing
pages — since once you have the ideal visitor in mind, it’s time to convince them
that your page is worth their time. Landing pages wither on the vine if not for qual-
ified traffic — so we’ll be looking at to bring that traffic in,
and get it to convert!

DOWNLOAD

TAKE ME TO PDF TAKE ME TO
CHAPTER ONE CHAPTER THREE
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CHAPTER THREE

Optimizing Traffic for Higher Conversions

The best-designed landing page in the world won’t do you any good without the tar-
geted visitors to use it. We've already discussed how to pinpoint who those visitors
are — now, how do you reach them?

There are a wide variety of traffic methods out there — some, like on-page optimi-
zation, are nearly as old as the web itself. Others are more recent. You don’t have to
use all these methods, but rather read the descriptions and case studies to choose
the one that you feel would work best for your business goals.

LET'S TAKE A CLOSER LOOK AT SOME OF THE BEST-PERFORMING
TRAFFIC SOURCES AND HOW TO LEVERAGE THEM TO BENEFIT YOUR
LANDING PAGES.



PPC/Paid Ads -

\/

the first to pioneer such a system — OpenText was, back in 1996. It quickly

Pay Per Click ads were made hugely popular by Google — but they weren’t
shuffled its paid listings after user outcry that paying for ads online was cross- C

ing the line. OpenText even highlighted its paid ads so that searchers could
see the difference between them (sound familiar?)

A Brief History

In the late 1990s to early 2000s, major search engines (at the time) like Yahoo decid-
ed to charge an express fee to review and optionally accept or decline your site for
listing in their search engine. At this time, you could still submit your site for free,
but paid-to-review would attempt to shortcut the process by getting a human being
to actually determine if your site “qualified”.

What made a site qualify? This was a grey area at best. There
were no set standards or reasoning behind why one site would

be listed, and another wasn’t. Many business owners whose sites
were declined felt that their competitors had an inside track or had

somehow caused the editor’s ruling to be skewed in their favor.

Needless to say, many perfectly good quality sites were declined, leading to signif-
icant negative online press for sites like Yahoo — so monetizing the search engine
this way clearly wasn’t working.

Google Introduces Quality Scoring

Google was the first search engine to change all of this — with its Quality Score. No
longer were sites in the top of the rankings simply because they had the most links.

Adwords was originally launched as a cost-per-impression paid advertising solution
at this time, with the top bidder being not only the site that threw the most money
at Google, but also the one that had several other relevancy factors.

Google won'’t say precisely what these factors are, but its own algorithms
are made up of a “secret sauce” of combinations that determine how
well a site will rank. Quality scoring factors have changed over time, but
it’s still a significant indicator of a site’s ad campaign success or failure.

After a brief stint as pay-per-impression, Google figured out that people would rather
pay more to get their ad clicked on, rather than simply viewed. With the average ad
costing 60 cents per click and millions of searches done per day — you do the math.

Not surprisingly, Yahoo and Bing also followed suit with ad networks
of their own.




50 How Do You Get Traffic?

Entire books can (and have) been written on getting the most from pay per click —
but the idea all boils down to one simple question:

HOW MUCH IS EACH CLICK WORTH TO YOU?

No one can answer this for you, except you — so factor in things like:

» Your average order value

» Your profit

» Your conversion rate (how many clicks ultimately become customers). You'll at least have some
knowledge of this from setting up conversion goals in an earlier chapter.

Getting started with Google Adwords, which currently has the lion’s share of the
market when it comes to pay-per-click ads, means that you’ll also have to under-
stand and monitor things like:

» The best possible keywords to use for your ad(s) (more on that below)

» Houw to split test your ads and determine which ones perform best

» How to determine the likelihood that your ad will be clicked (first place is not always the best!)
» How well your ad copy converts, and so on...

It’s worth noting that you can also choose to have your Google ads shown on Google’s Display
Network, which will not only show your ads across Google itself, but also on its network of part-
ner sites — equaling more exposure for your landing pages.

What’s more, Adwords has become more than just the common text ads you see on — it has
evolved to cover image ads, video and mobile as well, giving you a wide variety of options to
choose from.

Choosing Keywords Carefully

Your keywords form the backbone of your PPC ad campaign — so choosing them
wisely requires some research on your part. Fortunately, Google is at the ready with
keyword suggestions, including how often they’re searched and how much approxi-
mate competition you’ll be facing.

The most important thing to remember about keywords is that the
more specific the search, the greater the likelihood that the user is
ready to buy. They’ll type in longer words and phrases (known as
“long tail” keywords). The shorter keywords are often the ones with
more competition, so targeting longer words and phrases is your op-
portunity to spend less, reach more and work smarter, not harder.




HIGH COST
& COMPETITION 1 Word Phrases

‘shoes”

2-3 Word Phrases

“mens shoes”

More Descriptive Phrases

‘red Nike mens running shoes"’

LOW PROBABILITY
OF CONVERSION

An example of a long tail search

Now, the more specific searches will also mean that you’ll get less clicks overall
(because let’s face it, how many people are searching for men’s red Nike running shoes
right this minute?), but those that you do get will be highly targeted and in a buying
state of mind.

And even after you've crafted a high quality, compelling ad to get the user to click —
you're still not done, because this is where your landing pages will come into play.
So how can you create a persuasive ad that gets clicks, and how do you make sure
things flow seamlessly from the ad to the landing page?

Getting Started with PPC

The first step is to create an account with Adwords, Bing Adcenter, or your chosen
PPC network. Once your account is created, you have to decide which portion of the
network you want your ads shown on — just search or third party sites, or both?

O All available sites (Recommended for new advertisers)
® Let me choose...
Search  [¥] Google search
[JSearch partners (requires Google search)
Display [Display Network (2)
Relevant pages across the entire network 2)
Relevant pages only on the placements, audiences, and topics | manage 2

Q Your ads won't show on search partners.

Your ads won't show on Google's Display Network. Leam more

Save Cancel




Google has recently released a “Display Select” option to replace
the entire Display Network as a whole, because advertisers were
choosing to opt out of the display network because of the question-
able quality of sites included in it. This allows you, the advertiser, to
more accurately pinpoint the types of sites that more closely match
your target audience.

According to Google, initial tests with the Display Select network showed that “ad-
vertisers, on average, could see a 35% higher click-through rate and a
35% lower cost per customer purchase”.

In any case, it’s absolutely crucial that you include Adwords conversion tracking.

This lets you see conversion data for all the sites that are sending you traffic.

Impr. CTR Avg. CPC Cost Avg. Pos Conv. Rate Cost/Conv.

457,916 2.82% £6.13 £7912542 25 3.67% £167.27

800,311 1.41% £227 £25549.03 23 1.03% £220.22

312980 2.63% £3.37 £27,733.51 23 1.14% £294.98

103,025 3.15% £535 £17.34434 20 3.58% £149.52

88,212 296% £548 £14302.17 20 6.09% £89.95

61,175 1.80% £1.78 £1,965.79 19 0.36% £490.88

24992 3.25% £253 £2055.44 1.7 1.11% £228.38

39,601 1.58% £252 £157768 1.7 1.12% £225.38

You can then use this information to exclude poorly performing sites (similar to
how you can exclude specific keywords from showing your ads). Under Display
Network > Placements, you’ll find a tab where you can exclude specific sites:

=) Automatic placements

Manage placemant and bid Exclude placements See details ~ Fiter » Columns «

Sites Campaign Ad group Clicks Impr.




Ad Sizes

It’s also important that you incorporate a variety of Mobile leaderboard: 320 x 50
banner ad sizes for use across the Adwords display Banner- 468 x 60

network. The most common ones are: Leaderboard: 728 x 90
Square: 250 x 250
Small square: 200 x 200

Large rectangle: 336 x 280
Inline rectangle: 300 x 250
Skyscraper: 120 x 600
Wide skyscraper: 160 x 600

Ad Groups

From here, you can create specific ad groups targeting each
theme or keyword group that you want to use to drive traf-

fic to your landing pages. You can also split test different ad
groups to see which ads perform best. Within these ad groups,
you can also choose to display your address, user ratings of

your company, or an image of a specific product.

Tips for Getting the Most Out of PPC

ﬁ? There are a few ways that you can squeeze every last ounce
V‘ of promotional juice from your Adwords budget:

4)

» Set a daily budget rather than a total budget (otherwise you could see your PPC

budget drained within a _few days depending on your settings!)

» Use exact match phrases [ n brackets] wherever possible to attract people
searching for that specific item. For instance, i ike mens running shoes] versus
nike mens running shoes.

» Ifyou have a physical storefront, add the Call and Map extensions to your ads to
incorporate rich media through mobile and Google maps to allow people one-
click access to driving directions and other features.

» Set aside a specific time when your target audience is most likely to be online,
and use that time to show your ads.

» Ifyou don’t already have a Google Plus account, create one and incorporate the
Google Plus button into your PPC ad.

» Leverage Google’s own remarketing tool for improved conversion rates. This
lets your ad show on network sites (right down to the specific product being
viewed), even long after the customer has left your site. It’s a great way to reel
them back in with deals, a gentle reminder of what they viewed, and more.

Not sure what to test on your new PPC landing pages? Here are a few case studies
and examples you can learn from.



Inlin Forms vs. Self-Segmentation
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Geographic Targeting

Beyond self-segmentation, you can also choose to target users by geographic loca-
tion. Nationwide Insurance decided to target its landing pages based on the user’s
location. The results were a conclusive and significant uplift in conversions.

2066335743

Get an online Call a Representative
£

AUTO QUOT

[ oo+ [ & DT

[=j Nationwide'

Protection That Won't
Leave You Out in the Cold.

Get an Auto Quote Now from Nationwide.

Get an online

AUTO QUOTE




Fortunately, you can geo-target your ads in Google Adwords by country, specific

areas within a country, or even a specific radius. Depending on what you're selling,
a more personalized approach shows that you understand your customers and their
specific needs.

Speaking of personalization — how far should it go? What if you could target land-
ing page ads to people with certain job titles? That’s what Marketo wanted to find
out when it ran this test. It created two versions of an ad — with a title of

“WHY YOU SHOULD CARE ABOUT INBOUND MARKETING”.

-t
Marketo
THE CMO GUIDE TO
INBOUND MARKETING

DOWNLOAD NOW

Why You Should Care About
Inbound Marketing

VERSUS “WHY CMOS SHOULD CARE ABOUT INBOUND MARKETING":

-] -
Marketo oo
THE CMO GUIDE TO
INBOUND MARKETING —

DOWNLOAD NOW

Why Should CMOs Care About
Inbound Marketing?

Did people respond more favorably to the title or to the “You” aspect? As it turns
out — the “You” version increased click-throughs by 7% — which only serves to
demonstrate that, even if the email marketing software got it wrong, and you're
NOT a CMO — you can still benefit from learning about inbound marketing, so it
becomes a win-win for both the company and the individual clicking the ad.




Left vs. Right

Even the smallest thing can make the biggest impression when it comes to landing
page ads. Here’s one from Hyland, which tested the exact same content — but only
switched the image placement.

The first version showed the text/image to the left, with the download report field
on the right, while the other landing page reversed the placement:

OnBase

Gartner, Inc's Magic Quadrant for ic Quadrant for

Enterpri. . Inc's Magi
Prise Contant Managemant E:{;?::ise Gontent Management

If you think that “best practices” dictate that opt-in forms should always go on
the right — you’d be wrong in this case — since the left-aligned form field increased
opt-ins by 11% — with no other options changed on the page.

Now, does this mean that you should now suddenly change your opt-in form fields
to all be left-aligned instead? No — the answer is to test and see what works best in
your unique situation. Best practices are just that — best practices in that particular
instance, for that particular company.

|- | So now that you know how to better create an uninterrupted

[ rove | flow between your ads and your landing pages — what can you
E o E do to optimize the landing pages themselves? You already know
g how a landing page should ideally be structured, but are there
any search engine tips and tricks to improve your rankings

overall and boost your quality score?

AS IT TURNS OUT — MOST DEFINITELY.




Un-Page Optimization Factors

To help your ads convert better, there are also several on-page optimization factors
to consider. Take, for example, this hypothetical web page about chocolate donuts:

” " .. WHAT DO YOU NOTICE?
The Perfectly Opt]m]zed Page » There’s a strong H1 headline

(for the example keyword phrase "chocolate donuts”)

using the targeted keyword
There’s a relevant image with
Meta Description: Mary's Bakery's chocolate donuts are possibly the most accompanying alt text to de_

delicious, perfectly formed, flawlessly chocolately donuts ever made,

Page Title: Chocolate Donuts | Mary's Bakery >

scribe it.
» The image filename contains
H1 Headline: the keywords that the page

Chocolate Donuts from Mary's Bakery

hopes to rank for
Image Filename: BodyText: » Body text incorporates the

chocolate-donuts.jpg chocolate donuts

targeted keyword and close

5 donuts varia tiOnS

Photo of Donuts
(with Alt Attribute):
Chocolate Donuts

chocolate donuts__

/ \

Now, keep in mind that the example above isn’t a landing page in the strictest sense
(there’s no call to action, for example), but it still incorporates the kind of on-page op-
timization factors that Google and other search engines are looking for.

Landing pages incorporate many of these features, but they also have several other
points that can bolster their rankings:

SEO-Friendly URLs (Permalinks)

Long gone are the days of long, ugly strings of code in URLs. Why would someone
visit www . yoursite.com/shoes/0098838d9rrxb13492/0080472342188/
when a URL like www . yoursite.com/shoes/nike/mens/running/ seems to
fit their needs more accurately?

If you're using a content management system like Wordpress, you can
automatically create keyword rich page names through its system of
Permalinks. These are just different ways that the content management
program will link to individual posts or pages of content.

And whether you're running a blog or an e-commerce store, having URLSs with key-
words in them will more than likely rank your page higher than random computer
URL gibberish that only your inventory database understands:



Mens Running Shoes. Men | Shipped Free at Zappos
WWWw.Zappos.com/mens-running-shoes ~

‘mens running shoes and Men™ we found 1632 items! .... Nike Flex Experience Run 2
558.50 $65.00 Rated: 4 stars! SALE! Nike - Flex Experience Run 2 Nike ...

An example of a search engine friendly URL at Zappos

Men's Running Shoes - Nike, Saucony, ASICS | DICK'S Sporting ...
www.dickssportinggoods.com/family/index jsp?categoryld=4418011 ~

Shop a wide variety of men’s best running shoes at Dick's Sporting Goods. Pick up the
latest pair of men’s running shoes from top brands such as Nike, Saucony, ...

A not-so-friendly URL for the same search at Dick’s Sporting Goods

Rich Multimedia

Incorporating rich multimedia — such as videos or even
colorful charts and graphs can make a significant differ-
ence in improving your landing page’s on page optimization
factors. People’s eyes are magnetically attracted to beautiful
images — so professional-grade videography or crisp, easy-
to-scan graphics can increase the time the user spends on
the page, interacting with your promotional materials.

Page Loading Speed

Loading speed is another issue that affects ranking. The faster
your page loads, the more likely users are going to stay and engage
with it. A slower loading page will cause visitors to leave on ac-

count of having to wait.

If you're serving up a lot of images, multimedia or other heavy, slower loading el-

ements on your page, it may pay to invest in a CDN or Content Delivery Network.
Rather than having one set of pages on one server which people connect to and wait
to download on their own computers, a CDN makes multiple, synched versions of
your content available at different data servers around the world, serving the one
that is geographically closest to the requestor (the visitor) so that page load time is
faster. Because cost of bandwidth is also a factor, CDNs generally choose an option
that is both geographically close and relatively inexpensive to deliver.



Long Tail Keywords

Here again, long tail, specific keywords are a factor in how well
your page can rank. By using these keywords in your text in a
way that looks and reads natural to a human being, you are send-
ing the search engine signals that this information is both specif-

ic and valuable.

By incorporating related keywords such as the year, “reviews”, “guides”, “walk-

throughs” and “tutorial”, you’ll also be letting search engines know that your
site is a credible, information-rich source of details for visitors. And because search
engines thrive on relevancy, the longer users stay on your page, the more that it
counts as a “vote” toward your site being a legitimate source of information for
that inquiry. A win-win for both you and the search engine!

Page Content Length

Finally, page content length is another factor — although ideally,
— the longer the page, the more informative the search engines sees
it as, landing pages don’t always have this luxury. That’s why, as a
next step into your site and thus, your sales funnel, you may want
to provide a longer, more detailed description of what the customer
is actually getting after they move past the landing page itself.

Dther Types of Advertising

Solo/Native ads Facebook ads
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Getting Started with Native Ads

There are a handful of ad networks specializing in native ad displays — most notably:

>

>
>

Which Types of Ads

There are several types of native ads out there — ranging from blog posts to videos.
A study was done to determine which types of native ads were most effective ac-

cording to publishers — these were the results:

Most Effective Forms of Native Advertising, According to Publishers

9% of respondents
November 2013

Blogs

Articles

Top format for
brands and

Videos agencies

Facebook
Infographics

Tweets




If you decide to promote through native ads, there are a few points to keep in mind
to make it as successful as possible, without leaving your potential customers feeling
like they’ve been betrayed by a slick promotion-disguised-as-content:

Remember, you're writing to be genuinely helpful and laser-focused on
your audience. Think more in terms of content that provides value rath-

er than advertising that provides content.

O Your content should blend in easily with the advertiser on whose site it’s
m appearing. As with any other content marketing objective, your job is
to entertain, enlighten, educate and engage. Find out what your adver-
tiser’s goals are for their own site, and align yours to fit in with those
goals, while still marketing yourself.

The line between native advertising and actual articles can be blurry at
best. For some consumers, this crosses the line of trust that they have es-
tablished with the magazine or site you're advertising on. Ask the adver-
tiser what they do (and what you can do) to make certain that you're not

crossing that line in their readers’ minds.

Native Advertising &

The Telegraph ran a newspaper-style banner ad with two different layout styles.
Which do you think got the highest click-through rate?

PROMOTIONS

b_

Telegraph Selected - Worried about your
exclusive daily deals heart?

Join to receive an To help maintain a
exclusive offer eachday  healthy heart get your
on something to see, free Heart Matters pack
do or buy in London from British Heart

Win a holiday to San Diego
Foundation

Check out our fantastic interactive map and enter the
San Diego holiday competition

Morex»

A full-page ad promoting a contest A “Sponsored Features”
to win a trip to San Diego daily deals split ad

The single item, slideshow-style ad greatly outperformed the split-style ad (exact
numbers were withheld but they were promised as being very impressive!). Not only
does this force the user to pay attention to a single area, but also reads less like an
ad, and more like a featured story embedded within the day’s news.




Ads

By far the area of Facebook that gets the most attention is the News Feed. In the

case of Facebook mobile, there’s not even a sidebar on the right, so any ads that
would ordinarily appear there get no love from mobile users — and considering that

more than standard desktop ads — that’s a lot of
potential going right down the drain.

The first step to advertising on Facebook is to have an account with
them. Creating a is different than a personal ac-
count in that there are no individual profiles and business accounts
can manage separate pages. You can have a business account on
Facebook with or without a separate personal account.

Your new business account can fit one of six choices. Choose the one that most accu-
rately represents your company:

Then just click to start using Facebook’s advertising tools.

You'll first choose your ad format before you create a campaign. The “What would
you like to do?” section offers several choices, including:

& !

Get More Page Likes Promote Page Posts See Advanced Options




» Getting more page likes

» Promoting page posts

» Attracting new users

» Increasing attendance (for an event)
» Custom ad options (advanced)

There are currently 24 different types of advertising available on Facebook
Fortunately, the site does a good job of walking you through the different types by
letting you make the choices that make sense for your advertising goals. The first
choice you’ll need to make is to decide whether or not your ad should be shown as
the “voice of the company” or through the “voice of a friend”.

Ads Sponsored stories
Voice of business Voice of friend

«

Ads can be customized to display the precise message you want, while attracting

the type of audience you're looking for, while Sponsored Stories are messages from
friends and fans that demonstrate how they engage with the company. You can
choose to promote these types of stories, thereby increasing the chances that others
will see them.

From here, you have a number of options — some of which are illustrated below

(images source: SocialBakers)

Types of Facebook Ads — Voice of Business

For businesses that choose the typical “ad” style of Facebook advertisement versus
Sponsored Stories, there are a variety of sub-categories to choose from. Let’s look at
the benefits and types of each one.

simple Ads Page Post Text Ad

Jasper's Market

We're really excited for the new type of fruit we h
in...visit us to find out what it is!

ike - Comment - Share - a few seconds ago




Probably one of the simplest types of ads — these can appear on the sidebar (desktop
ads) or in the newsfeed (mobile ads) with varying results. Sidebar ads are limited to
90 characters, while newsfeed ads feature up to 500. Similarly, advertisers can use
this type of format to also promote videos, images or links rather than just text.

Best Used For: customer acquisition, brand awareness, increasing page likes.

Page Like Ad

Jasper's Market

Picnic on the beach?
Ripe, fresh blueberries
are waiting for you at
Jasper's Market!

Another standard style of Facebook ad, this style is most commonly used to increase
page likes. Keep in mind that ad text is limited to 9o characters, so having a strong
call to action which increases the likelihood of a “like” is very important here.

Best Used For: Customer acquisition, page likes.

Domain Ad

Similar to a Page Like ad, except clicking it takes you to the
site’s domain rather than the Facebook page. Titles are lim-

ited to 20 characters and text to 9o characters. Fortunately,
you can conduct a variety of A/B split tests using a combi-
nation of images, titles and text to determine which type of

domain ad best resonates with your target audience.

Offer Ad

|l Buy one package of strawberries, get the second
one free! Includes a recipe for jam!

vt =] Resend Offer - 2 claimed

ke  Comment « Share - M

A very popular choice for giveaways, the offer ad is limited to 9o characters and is
ideal for reaching out to your target audience with a coupon or discount that may
not be available anywhere else.

Best Used For: customer acquisition, branding and loyalty, customer retention.



Duestion Ad

Jasper's Market asked: What fruit would you like us to start
carrying?

Lychees

_| | Dragon Fruit

_| | Pomegranates

Pluots

A straightforward survey-style ad which lets businesses do basic market research
with their target audience. Polls will only show the first three answers, unless
they’re in the news feed which will show four at most. Sidebar ads will show either
two or three questions depending on the range of answers.

Best Used For: Market research, customer insights.

Event Ad

AP You and Maxine Schlein like Jasper's E.vent ?ds LB S0
B Market. right sidebar placement as op-
posed to the newsfeed as you
get 90 characters of text, versus
a simple title / event date / lo-
z cation / time information that
Come meet the farmers

4 .
QS} that supply us with such would appearin the neysieed:

RELATED POST

Jasper's Market Farmers' Market —
on September 22 at Jasper's Market.

incredible produce.
Best Used For: Event aware-

Like - Join ness, customer acquisition.

Recipe Generator This type of ad is ideal if you're
A Get recipes for Jasper's promoting a Facebook app,
Market's newest and you want to encourage
produce! users to download and install
it (by clicking the “Use Now”
link). This type of ad is also
limited to 90 characters.

Best Used For: Increasing engagement, customer loyalty.



Mobile App Install Ad

If you want to promote your mobile app (dif-
ferent than a Facebook app), the mobile app
install ad is ideal. The image is taken directly

|- Status /@) Photo 9. checkIn

from the app store, and there’s a 160 charac-

Like - Comment

ter limit — so choose your words wisely!

3 ) Best Used For: Mobile customer
Tiny Village engagement.

Build your very own prehistoric village where you

raise dinos, harvest resources and visit friends

Games - Simulation + Sponsored

Install Now

sponsored Results

Top Hit Sponsored results helps
Jasper's Market put your page front and
1 1 Willow Road, Menlo Park, California 94025 .

9 | : center of any queries the

g il
sponsored user types in Facebook’s

BN jasper's Coffee House search box.
J Love the coffee at Jasper's Market? Check our page for daily spe

Best Used For: Brand
People awareness, customer ac-
J Ha o_ono g

5 oy quisition, page likes.

San Frandsco, California




Types of Facebook Ads; “Uoice of Friend” or Sponsored Stories

SocialBakers

Page Like

Maxine Schlein likes Jasper's Market.
Jasper's Market
Food/Crocery

jessica Shambora and 21 other friends also like t|

9 Find More Pages - 30 seconds ago - @&

Best Used For

Page Post

Maxine Schiein likes Jasper's Market's album Cheese Fest 2010
@Y Jasper's Market

el Jasper’s is excited to celebrate the world of cheese this
September,

Best Used For

[ unlae Comment
@ - Sponsored




Survey Question

Maxine Schlein answered What's your favorite thing to m
our produce? with Blueberry Tart.

1 | Biueberry Tart M-
0
_| | Apple Pie
71 | Fresh salsa | -

+ Add an answer... \

Best Used For

Dffer Claim
- Maxine Schlein claimed an offer from Jasper's Market

Buy one package of strawberries, get the
free! Includes a recipe for jam!

EJ Get Offer - 2 claimed

Like - Comment - Share Offer - Tuesday at 1:15pm - i - @&

Best Used For

Event

Maxine Schilein is going to Farmers’
Market — Saturday, September 22 at
11:00am at Jasper's Market.

View - Leave - Invite friends

Best Used For




Check-In

| [5) status | [@ Photo @ Checkln

- Maxine Schiein
it 3:09¢ n Mer (

Everything looks fresh and delicious! — at
Jasper's Market,

Like - Comment )4

Best Used For

Game Played

Carol Pal plays Triple Town.
& Triple Town

Lex Arquette, Tom Occhino and S friends played th

Play Came

B 7 minutesago . @& . &

Best Used For




I=,) Status Photo } £, CheckIn

- Maxine Schlein

| can't wait to try these! Best Used For

Recipe Generator

Like -+ Comment

Domain-Based

Jasper's Spotlight: Quick and easy recipes

New recipes for the season every day - based on the
produce we have in stock. You'll impress all your
friends at the next dinner party.

Share - Saturday at 12:42pm - %¢ - Sponsored

Best Used For




Next Steps: Choosing Your Demographic,
Setting Pricing & Scheduling Your Ad

The next steps in getting your ad ready for prime time are to select your ideal demo-
graphic. You can target by countries, age range, gender, exact interests, broad cate-
gories of interests, the person’s connections and their friends:

Location: Audience

2,511,600 cecce

who Ive in the Urstex

e mae
ave gradua

0 are in the brox

Interests:

ategones:

nections:

Facebook will also give you an estimate of how many people (approximately) match
your desired campaign traits.

Beyond this step, you'll then be asked to schedule and pay for your ad:

Campagn and Budget

New Campaign Name:

Campaxgn Budget:

Campaign Schedule: ® Run my campagn ¢

Set a start and end date

Optimisation: Your bid wil be optimised to get more Likes on your Page

Pnang:

You can give your campaign a name or use an existing campaign if you’d like to split

test two campaigns to see which one performs better. You can also set a budget and
schedule a start/end date, or continuously run the ad.




Tips for Creating Your First Facebook Ad

When creating your first ad, it’s best to start with your existing fans and create a
simple free offer that gives them something valuable in exchange for their name and
email address. Not only will it show how many people claimed the offer, but you can
also turn the offer into a promoted post via your Page wall settings and pin it to the
top of your wall for added exposure:

L The Kickass Life with David Wood posted an offer.
w Yesterday @

Download a FREE COPY of David Wood's
fantastic training - Mindset: Your KEY to
Success!

4 Get Offer - 317 claimed

Like - Comment - Share

An important note to make here is that you should choose your text carefully — Any
image-based ad can have a text overlay, but the text can’t take up more than 20% of
the total ad image itself. Going over this limit will mean that your ad won’t be ap-
proved for showing in the news feed.

What If | Don't Have Any Fans Yet?

If you're just starting to build out your Facebook page — you can place a simple
“Like” ad. In the case of these ads, they do appear to work well in the right sidebar
as opposed to just the news feed.

These ads will let people like your page and help you build up a
community of friends and followers. This is a great opportunity to
leverage that professional-grade video you've been holding on to,
as new fans want a quick introduction and will always have a “awho
are you and why should I pay attention to you” mindset
over anything else.




Creating Your Facebook Ad

When crafting your ad, you want to carefully consider the image used and the mes-
sage you're trying to convey. One safe school program tested two different versions
of a Facebook ad to see which one would get greater response:

S.A.F.E TEAM on Be PART of the
Campus SOLUTION

Family /Community involvement reduces
engagement at individual gropout rates because
schools to increase personal [l students Attend, Attach,
responsibility, safety, and Achieve and Attain goals at
educational success. school. Learn more!

The second ad increased click-throughs by a whopping 2,666% (no, that’s not a mis-
print!) — and here’s likely the reason why:

It invites parents and the community to be part of the solution, while letting them
know how their involvement benefits students. Plus, a call to action to “Learn
More” invites engagement right from the start. Remember, you have limited space
in which to add text, so choose your words carefully!

with Facebook Ads

So you’ve got your promoted post, sponsored story or like ads set up — and you’re
ready to start reeling in potential customers to your landing pages. One of the ways to
quickly build up traffic is to target your ads using a Facebook feature called

. This lets you upload your email list or list of your customers’ mobile phone
numbers and then precisely target those customers through Facebook.

As an added bonus, when you select custom audiences in
Facebook’s ad management dashboard, you can also choose
Lookalike Audiences, which will help you reach out to people
who are similar to your custom audience in terms of things
like their knowledge of the brand, their geographic location,

similar offers they’ve claimed, etc.




Once you've built up a solid fan base of 5,000 or more followers, you should start
seeing your cost-per-click going down, and your conversion rates going up when
you precisely target fans with ads.

But how do you create that engagement to begin with? Here are a few ways to build
up your community:

powerful quotes from people who are leading the pack in your industry
are always a hit. Plus, they provide much-needed inspiration or motiva-
tion to followers.

Maybe you have a crazy client story that started out a real nightmare
and ended up becoming wildly successful? With their permission, of
course, you could share this story and invite your followers to share
their own experiences.

This is always a _fun way to pass a little time (and Facebook users are all
about fun!) so encouraging them to caption an interesting or funny pho-

to or fill-in-the-blank is sure to get a larger number of responses.

‘ Just finished the first draft of your new ebook or video? Ask customers if

they’d like a preview copy in exchange for a like! This is also a valuable
way to get feedback from the very people you're trying to reach.

In other words, why should they pay attention, let alone participate in
what you're sharing? If you don’t know the answer — neither do they!

So there you have it — the quickest ways to start getting targeted traffic to your
landing pages. But all that targeted traffic won’t convert as well unless you’ve
matched up the ad with your landing page. You already know about how to layout,
prioritize tests and now even advertise to get people to your pages — so what should
actually go on the pages themselves?

In other words, how do you make a landing page that sells without the pressure?

That’s what we’ll be looking at in chapter four, which is all about visitor psychology
and understanding not just what makes people click, but drives the underlying mo-
tivation that encourages them to interact with your landing pages in the first place.

That being said, there are some fascinating insights here that you won’t want to be
without — keep reading for all the juicy details.
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CHAPTER FOUR

What Makes a Visitor Convert?

So far, we’ve covered a lot of ground on optimizing landing pages, despite not having

focused very much on the creation of the page itself. This is often where an inordinate

amount of time is spent — tweaking little aesthetic details and such — when the real

bulk of your time should be spend on the person making the decision to click.

Oftentimes with landing pages, people put a great deal of emphasis on the product

or service being sold, when the truth is — it’s actually a very small part of the overall

picture, particularly when you’re just starting to create your landing pages.

Push aside all those lists of features, benefits, “reasons why” and other

details for a moment. The only important thing to focus on right now is

see your offer the way your prospect sees it:

» What (unanswered) questions do they have about the product, the person or the
company behind the product?

» What past experience(s) do they have with similar products?

» What points about your product or offer are the most appealing to them?

» How can the product take them from where they are now, to where they want to be?



The Benefit Myth

One of the biggest misconceptions in writing to address all these issues are that if
you simply display a list of benefits, the customer will be eating out of your hand.
After all — benefits are a powerful motivator, right?

NOT EXACTLY.

And I realize that’s contrary to probably everything you've ever read about online
marketing or copywriting.

Because benefits alone can’t power the sale beyond the landing page. You have to
have a motivator — a proverbial kick in the digital pants to get the prospect unstuck
and actively (not passively) engaged with your offer, and a laundry list of benefits
isn’t going to cut it.

You've got to give them something beyond the offer itself something intangible but
powerful. And the way you do that is by understanding what the root motivations
are that cause people to act:

rear is a Powerful Motivator

Fear — the need for safety, security, care and shelter powers many of our core deci-
sions. The “what if’s” start to seep into our minds and create all kinds of unfortu-
nate scenarios — none of which we want to see happen.

All you have to do to see fear as a motivator in action is to turn on the evening news
— there’s fear about the job market, fear about the stock market, the list goes on and
on... Closer to home, we fear losing the ones we love, paying the rent/mortgage on
time, or whether or not we're doing this thing called “life” the right way.

Many landing pages hint at fear by pushing all the prospect’s
pain buttons. It’s best to be careful with this motivator though, as
it’s very much like playing with fire. Too little fear, and the user
doesn’t take your offer seriously (“that could never happen to
me!”) Too much fear, and the negativity jars their focus away

i

Case in point — United Agencies West conducted an email subject line test in the

from what you have to say.

hopes of increasing open rates. They tested a fear based versus a “how-to” based
subject line. Which one would you be more likely to click?

$20 MILLION DOLLAR HOMES BURNED TO THE GROUND
OR

PROTECT YOUR HOME FROM WILD FIRES
BRUSH FIRE SEASON IS COMING



The first subject line, about $20,000,000 homes burned to the ground, increased
leads by 65% for the insurer. Prospects rationalize that if million-dollar-mansions
aren’t protected from brush fires, chances are their home isn’t either — and it moti-
vates them to not only see the potential damage, but also protect themselves from it.

The best way to create a fear-based motivator in your landing page is to ask your-
self — what is the deepest, most unspoken fear that my customer really has about
my offer? Is it the fear that things ultimately won’t work out? That they’ll never get
something (or someone) back? That they’ll lose or fail?

Whatever the answer is — how does your product address and calm that
fear, specifically? What would make the customer shift from a mood of
uncertainty and anxiety to one of calm hopefulness and confidence?

Urgency is a Powerful Motivator

The need to act quickly is another strong motivator. However, most landing pages mis-
use urgency terribly — in the sense that “there are only 10 copies of this e-book
left” when we all know that it’s a digital good and you have an unlimited supply.

DON'T BE THAT KIND OF MARKETER.

Not only does it cheapen your offer, but it also positions you as
a fly-by-night cash-grabber who sets artificial limits where there
shouldn’t be any. Had this been 1997 and e-books were new and
novel, it may have been a sleek practice — but now it only serves
to make you look dumb.

Instead, leverage urgency not in terms of time, but in terms of what will happen if
the user doesn’t act right now. What might they be missing out on by choosing to
take no action at all? That kind of thought could even potentially lead to the fear
motivator above.

We humans like our comfort zone and are none too keen to step out of it. By push-
ing the boundaries and showing life (or a great offer) passing us by, we’re urged to

step up and claim it. Some sites, like Groupon, use both time and offer urgency to

create compelling deals:

GROUPON ,..... » You have X hours/minutes/seconds left
ive Buying Power tO buy

» X number of your friends or other peo-
Today's Deal: 53% Off Pet Grooming, 0
Toys & More at Downtown Pet Spa ple have already bought this deal (what

are they getting that I'm not?)

» X number of coupons have already been
sold out of Y available




So you see, not only do they use time itself as a motivator, but also the sense that
“you’ll be left out” if you don’t act now.

The Disney Vault is another example of this practice at work:

Returning To The Vault reaturep TiTLES

Periodically, Disney films will be made available and then put in the vault for several
years, until it is re-released (usually in another format, such as Blu-Ray or 3D).

Although they could technically make and sell an unlimited number of movies, they
voluntarily choose to limit the amount of time a specific movie is available, thus
increasing its scarcity and in turn, its value. Thanks to the internet, people have
bought up several copies of movies headed to the vault, and then resold them on
auction sites like eBay for an extraordinary amount of money when they’re no lon-
ger available in stores.

What If I'm Selling a Digital Product?

In both cases because they’re selling tangible items, they can successfully set a limit
on the number of coupons or movie availability. For digital products, most people
assume that there will always be an unlimited number available, so it’s worth testing
your landing page’s urgent call to action to kindle whatever issue caused the user to
search for and find your page in the first place.
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Case in point
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It's All About Relevance

Fortunately, optimizing at each stage for the most relevancy not only has a great
ripple effect on your search engine rankings, but also ensures that your visitor finds
themselves nodding affirmatively to everything you're writing — as if you wrote it
just for them. And that’s exactly the kind of impression you want to convey!




the Sales Funnel

With landing page optimization, it’s time to take a serious look at your sales fun-
nel and where visitors may be slipping through the cracks. The typical sales funnel
looks something like this:

AWARENESS

\ 4
\ 4
\ 4
A 4
v

Having landing pages for each step of the process is vital to capturing the largest
share of targeted customers no matter where they are in the buying process:

At this point, the potential customer is just learning about your brand or your site.
Maybe they heard about you through another blog or link. They don’t have an opin-
ion one way or the other about you. The goal of your landing page should therefore
be to demonstrate your expertise in a way that can benefit them and help them with
their question, concern or frustration.

Leveraging any existing trust that the customer has
(8 brought with them from the referring site (for example, if
it’s a well-known news site or a leader in your industry) can
be definite plus, since that built-in authority carries over subconsciously and gives
you a much warmer reception with the prospect than if they had simply found you
through a search engine.




By this point, the customer has heard of you and may be in the market for your of-
fer, but they haven’t started to seriously weigh the pros or cons or decide either way.
So far, however, your headline or your ad has captured their attention — so you now
need to build it up with bullet points that are easy to scan and pull the customer
deeper into your site.

” Your landing page could entice them to do this through a free trial
\\ (“no credit card required” is a great confidence booster here), a down-
load or some other high quality giveaway that gives them just enough
ﬂ information to whet their appetite and take them through to the next
stage, which is...

The prospect has learned about you, and they’re interested in what you
have to offer, so at this point they’re seriously considering doing busi-
ness with you or otherwise taking the action you want. So far, it has
been green lights all the way — so your landing page will need to carry

on these feelings by mentioning any security/service/transaction safety seals, your
guarantee and any other points that will make them more comfortable and confident.

At this point, the customer knows that you’re the one they want to do
business with. They may be looking to make sure their decision is a
valid one — so your landing page for this segment should incorporate
testimonials that convince them to take that coveted action.

Be sure to let them know what happens after they order, as many ‘thank you’ pag-
es fail to do more than just thank the customer. Do this BEFORE the thank you
page. Answer questions like:

How soon will my order be shipped?

Ifit’s a digital product, how do I download it?
What should I do if I have questions?

What if I need to cancel my order?

How do I get started with it? Is there a tutorial?

These things will put their purchasing mind at ease and give them some direction as
they proceed to the next step, which is:




The customer has moved on from deciding to take action,
and is actively comparing your solution to others in the mar-
ket. This is the point at which you want to handle compari-

sons very carefully.

Oftentimes companies will bash their competitors in a one-to-one comparison
chart, but this can backfire — since, if the prospect has tried the competitor, it may
be perceived as an insult to their decision — and that can in turn hurt the confidence
you’ve worked hard to build up to this point.

A better idea is not to compare or compete on things like features, but to share what
makes your solution stand out. Here again, easily scanned bullet points with “just
the facts” will let customers know not only how you're different, but will do so
without you ever having to mention your competition.

The final step — and the one everybody wants more of — the pur-

D) chase! You've worked hard up to this point, crafting landing pages
I =1 that get the prospect to learn about, compare, decide and ultimate-
ly move forward with an order.

Now is the time to deliver on the promises you made back at the Intent section of
the funnel — going beyond the “thank you” page to keep the customer informed
and education every step of the way, so that they will hopefully find themselves
among the glowing testimonials that you've presented to other visitors who are still
in the “just looking” phase.




Now that you understand how to create landing pages for each stage of the sales

funnel, you’ll need to make sure that your keywords and paid ads reflect the phrases
customers in each stage of the process.

Let’s say for example that your site reviews mobile phones, and you want to encour-
age customers to click through your ads, check out the reviews, and ultimately buy
the right phone for their needs.

To do this, you can create a simple PPC ad testing matrix with keywords and ad
ideas to split test for each type of landing page (see below).

For Awareness and Interest — Your keywords and ads will need to be broad-
er and include information such as the best phones for , (current year) smart
phone reviews and more. At this point, people aren’t sure which model will suit
their needs, but they need to decide whether they want a phone for work, play or
family — and what kinds of features they want in it.

For Consideration and Intent — Visitors likely already know what features they
want in a phone, so at this point they’re looking for reviews, comparison charts, ver-
sus for specific models, pros and cons and any potential issues to watch for.

For Evaluation and Purchase — The buyer has spoken.They now want to know
who has their favorite model in stock for the best price, fastest shipping or even
no-hassle returns if they don’t like it. Specific pricing and customer store ratings
(via rich snippets in Google) will go a long way toward creating ads that convert.

SALES FUNNEL STEP

AWARENESS

INTEREST

CONSIDERATION

INTENT

EVALUATION

PURCHASE
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yourlabels/) (7] 877-299-7744

Shapes ~ Products+ Customize~ Order Artwork + Samples Contact ~

Get an Instant Online Quote
o Select a shape and size:

- Selecta shape - - —-Selectasize—- ~

Click here to view our library of special shapes

Q Select a material and coating:

- Selecta material — - -~ Selecta Coating ~
Need Help Choosing? Need Help Choosing?

9 How many labels will you need?

o How many versions or designs?

The more graphics-heavy lead generation form

If you thought that plain forms always won out over their more aesthetically-pleasing
counterparts, in this case, you'd be incorrect. The graphical form actually converted
better — with 23% more completed form submissions than its plainer variation.

Of course, this wasn’t a true split test, since several things were changed including
the step numbers, the instant quote button and the images at the right. It would
have been interesting to see whether or not each change would have had a marked
effect (increase or decrease) on the form submission rate.

It’s worth noting that an architectural school had the opposite effect on their land-
ing page form. They created two versions — one highlighting student work to in-
crease the odds that prospective students would submit an interest form, and an-
other without the link to student work:



NEWSCHOOL OF ARCHITECURE+ DESIGN NEWSCHOOL OF ARCHITECTURE + DESIGN

Request Information ‘ TUITION + FINANCIAL AD
“Indicates required fleld -‘
ACADEMIC INFORMATION .
‘ﬁ Request Information
Program 1 =
5 B | Ak 03 reguned fed
Progron 2 & ACADEMIC INFORMATION
[Intended Stert Date =] Highest Level of Education =]]

High School Gradustion Year * ﬂ' Contact Us

NewSchool of Architecture +
Design

CONTACT INFORMATION 1240 F Steet nded Start Date =J|| Highest Lirved of Educoten =)
San Diego, CA 92101

|First Neme J[Last Name &M‘- (800)430-7081 Contact Us

Mewschoo of Arclltachee «

—~ Deragn
[Address 1 J[Adxess 2 CONTACT INFORMATION 13007 Sret
San Dwga, CASIDY
Phoss: (BO0)400- TOH
Omate

Unted States = ][Lou!

City * |[Sete =||[zip Code * - J[raaess 2

T G

Alternate Phone H Fhone Type ;l]

Email Address

The plain Request Information landing page The student work galleries request information form

The version without a link to student galleries increased form submissions by nearly
57% — proving that the less distractions you incorporate on your landing page, the
better. In this case, while it may have been an interesting link to prospective stu-
dents to browse the work of others at their potential university — the request infor-
mation form simply wasn’t the right place for it.

THE BOTTOM LINE? IT'S ALWAYS WORTH TESTING TO SEE WHAT
YOUR VISITORS RESPOND TO.

Optimize Your Emails

Even if a subscription form isn’t part of your landing page, optimizing your emails
to speak directly to your subscribers is an important step in proper landing page
optimization. There are all kinds of segmentation options to consider, and depend-
ing on the email marketing software you're using, there may be more sophisticated
branching and if/then options to truly narrow down specific users and their goals —
for example:




Behavioral Seamentation

You can segment your lists depending on the actions a user took while on your
site. For instance, if they spent X amount of time on your pages or visited Y pages,
they’re in more of a buying or information-gathering mode than someone who just
haphazardly came across your site from a simple search.

This can, in turn, help you understand where each user falls in the sales funnel, and
craft emails that correspond to their location in the decision-making process.

DOWNLOAD B2B marketing platform Bizo ran an email split test to encourage
downloads of a whitepaper on their services. They split the test be-
tween a more marketing-focused design vs. a plainer “article style”.

FIRST IS THE MARKETING-STYLE DESIGN:

T

]: iz : load Now
Business Audience Marketing

PRIMING THE PIPELINE: ‘

Driving Awareness, Conversions, and Sales

|| | [Priming the Pipeine:
‘ Dreiving Awarenoss, Conversions & Salos. ‘i‘

According to the latest research from BtoB Magazine, B2B sales cycles are growing longer
and more unpredictable. What's more, a large majority (81 percent) of marketers are dealing with
multiple decision-makers during the sales process, adding to the complexity.

How can you ensure that your marketing mix is keeping your brand in front of the right audience
and meeting the ever-growing needs of your sales pipeline?

“Priming the Pipeline: Driving Awareness, Conversions, and Sales" offers the latest research on
the evolving B2B sales cycle, and deep insight into how leading marketers can use branding,
online targeting, and full-funnel marketing to drive leads and sales.

This must-have resource covers:

The challenge and unpredictability of the evolving B2B sales cycle

The top priorities for today's online marketers including branding and lead generation
The biggest obstacles to meeting the needs of today's B2B prospects—and how to
overcome these challenges

The variety of online marketing tactics available and how to effectively measure their
impact

Download Now

Bizo’s marketing style design email

Notice how this version maintains common best practices, including putting an im-
age and the download now button above the fold, plus making the headline a more
dynamic color — compare this to the second version:
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Priming the Pipeline:
Driving Awareness, Conversions, and Sales

According to the latest research from BtoB Magazine, B2B sales cycles are growing longer
and more unpredictable. What's more, a large majority (81 percent) of marketers are dealing with
multiple decision-makers during the sales process, adding to the complexity.

How can you ensure that your marketing mix is keeping your brand in front of the right audience
and meeting the ever-growing needs of your sales pipeline?

“Priming the Pipeline: Driving Awareness. Conversions, and Sales" offers the latest research on
the evolving B2B sales cycle, and deep insight into how leading marketers can use branding,

online targeting, and full-funnel marketing to drive leads and sales.

This must-have resource covers:

The challenge and unpredictability of the evolving
B2B sales cycle

The top priorities for today's online marketers
including branding and lead generation

The biggest obstacles to meeting the needs of
today's B2B prospects—and how to overcome
these challenges

The variety of online marketing tactics available
and how to effectively measure their impact

Here the layout is much plainer, the headline blends in more with the content, and
the download button and image are below the fold. Which email would you
choose to download the product from?

Would you be surprised to learn that the second variation beat the first by increas-
ing whitepaper downloads by 63%? That’s no small feat — but it’s also surprising,
since the first email takes into account all the “best practices” we hear about —
above the fold, large call-to-action, product image, noticeable headline, etc.

This just proves yet again, that even though you have a hunch that one creative will
outperform another — that you should always test and have your audience decide. In
this case, when marketing emails look a bit too much like marketing, customers opted
not to click through because they didn’t want to feel like they were being ‘sold’ to.



Job Title Segmentation

Another method of segmenting users is by job title. A CEO is going to have different
needs and expectations than someone working in the sales department. As such, if
you're attracting a broad base of users, it’s a good idea to email them periodically
and let them know that you want to connect with them and make sure you’re send-
ing them information that they find useful and actionable.

With this in mind, it’s easy to create a simple survey with a
few specific questions such as their job title, industry and
other non-personal questions (no asking how much money

they make or their highest level of education — unless it’s direct-

ly related to your industry, they would likely rather not say).

ASK ONLY THE QUESTIONS YOU NEED TO GET THE ANSWERS YOU
NEED AND NOTHING ELSE.

Social Media Seqmentation

With the explosion of Facebook, Pinterest, Twitter, LinkedIn and other social net-
works, email list management programs have had to scramble to offer more seg-
mentation options through these channels. If a user came to you through Facebook,
for example, they may be more interested in visual emails that share stories as op-
posed to a user coming from Twitter, who might expect more quotable snippets.

Even beyond how they found your list are their own interests as influencers and
participants in their own respective social media spheres. Klout has done a good job
creating categories that most social media participants fit into, and turned it into a
matrix, where there is no one “right” way to interact and engage:
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Observer
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Broadcaster
You broadcast great content.
that spreads like wildfire.
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You are exploring the social
web & making it work for you.
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probably by moving up soon.
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Thought

Leader

People look to you to help.
them understand the day's

developments in your industry
Sharing relevant news/opinions,
you know what’s important
& your audience values that.

Socializer
You are the hub of the social
: find o t's nl

You connect people &
readlly share your social
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Although you shouldn’t segment your social media-based email marketing list from
this chart, it will give you a good idea of the different types of users you’ll encounter
and how to converse with them.

A Note on Personal Involvement. .
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Although it’s a tiny part of your overall landing page optimization plan, your call
to action button is nevertheless one of the most powerful elements on the page.
Done right, call-to-action button optimization can have a staggering affect on click-

throughs and conversion rates — to the tune of 30% or more.

Use Actionable Language

Just like with copy optimization, your landing page button should use action-orient-
ed language and include a reference on what it is the customer is getting — for ex-
ample “Download Your Free Email Marketing Template Now — Instant

Access” is far more compelling than “Learn More”.
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The button at the bottom on the left version
reads “Find Out More” versus the button at
the bottom on the right version, which reads
“Click Here for More Info”

And just in case you think your cus-

tomers won’t care what your call-to-
action button says, just look at a test
run by Monarch, in the U.K.

The “Click Here for More
Information” version got 97%
more clicks and 16% more page views
than the generic “Find out More”
version.

Admittedly, they could have used
more actionable, dynamic word-

ing rather than testing between the
weak and all-too-common “Find
Out More” vs. “Learn More”, but
nevertheless, the most interesting
finding here was that people really
will scroll all the way to the bottom of
a page and decide to take action (or
not), based on how persuasive that
call to action is.




Align Your Action with the Offer

One of the most common mistakes people make when optimizing
their call to action is failing to align it with the offer itself. For ex-
ample, if you're giving away a free course on how to improve your
dating skills, you don’t want to refer to it as an ebook in the copy

— otherwise there’s a disconnect between what you're offering,
and what your copy says you're offering.

In the copy itself, make it abundantly clear what people will get as a result of click-
ing that button. How will their lives be improved? How will their business efforts
pay off? How soon can they get started? These are all questions that can be an-
swered in the single sentence that compels them to click the call to action button.

Optimizing the Button

The button itself shouldn’t be overlooked either. Make it look
like a button — give it depth with gradients, drop-shadows or
both. Incorporate words that denote urgency such as “now?” or
“starting today”.

Another common mistake is to make your call-to-action area blend in with your
website. While you can use the same elements of your existing color scheme, it’s a
good idea to give your button and the background of the page area where your offer
is, enough contrast to where they immediately draw the eye in to read more.

Pitchbox, an online marketing and optimization platform, ran a split test for two
calls-to-action — one featuring “Join Our Private Beta” and another “By
Imvitation Only”

The call-to-action button itself also tied in with the offer command:
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Now available by invitation only




The “Now Available by Invitation Only” version increased sign-ups by over
273% — likely because it sounds more exclusive, whereas ‘“join our private beta
— we need your help” comes off as desperate and begging.

A beta can also mean, especially to more technical users, that the product is still under
construction and may not be trustworthy or may still be full of errors and other issues.

Don't Forget to Test!

It may sound strange to test your call-to-action — after all, it’s just a sentence or two
and a button, right? But as you've seen from the Monarch example, unusual and
sometimes surprising results can come from testing different elements — ranging
from button color to the actual text used on the button.

Once you have your message and all the elements that go into your landing page
properly optimized — it’s time for the tests. These tests are often the make-or-break
point for landing page optimization, since many people start with small tests that
don’t really move the conversion needle much, and then get discouraged when their
conversion rate barely changes.

Fortunately, in the next chapter, we’ll be looking at how to craft landing page opti-
mization hypothesis on what to test, how to measure results, what area of the page
can gift you larger lifts in conversions and click-through rates, and much more.

TAKE ME TO TAKE ME TO
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CHAPTER FIVE

Putting Your Skills to the Test

Tests are the backbone of landing page optimization — after all, if you don’t test,
you won’t know how to further refine your pages so that they continue to convert
well. You learned how to set conversion goals in a previous chapter, so now it’s time
to take that baseline data and create some testing hypotheses.



Testing Hypotheses

Rather than testing based on your “gut instinct”, you'll ideally want to test based
on what your website data is showing you. For example, if you use eye-tracking heat
maps and you see that a great deal of visitors are leaving the page before they get to
your lead generation form further down, it’s a good idea to test moving that form
above the fold to see if it increases engagement.

Other tests might include changing the call-to-action, the headline on the form or
even what the form is offering in exchange for a name and email address.

It's Not All About Conversions

Many conversion rate optimization professionals will talk solely about increasing
conversion rates, and we’ve talked about it considerably in this guide — but that
shouldn’t be your only focus. What you truly want are more sales — either greater
revenue per purchase or a higher order volume — and those are the kinds of conver-
sions you’ll want to look at boosting. Remember, click-throughs and subscriptions
can only take you so far.

Now, before we jump into the tests themselves, there are a few instances that you
should know of where testing will actually hurt your marketing efforts before you're
even out of the gate. The first is, understandably, if your site is still under construc-
tion or your web host has a planned outage. If only a few people can get through
successfully, it will skew your testing data and give you an incorrect result.

A second issue is if you've just launched your site and you're still trying to get traffic:

If you're not even getting a successful 10 conversion goals a day, it’s best to wait un-
til you have more traffic before going ahead.

That’s because landing page optimization and the conversion optimization that
comes with it are all about statistics and probability. Not having the sheer numbers
needed to be able to make an informed decision will just cut all your efforts short. If
your analytics graph looks like this, work on traffic first, optimization second.

Finally, there’s the rare case of seasonal traffic skewing results: Here’s an Alexa
ranking showing 1800Flowers and their relative traffic around Mother’s Day (May,
in the U.S).



Daily Global Rank Trend
1800flowers.com
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In the days leading up to and even after Mother’s day, you have some
very different segments of users coming to the site. Before the big day,
you have the planners — the people who want to ensure their gift is af-
fordable and nicely package. Right up to and following the holiday, you
have the last-minute shoppers who are rushing around to find a good
gift for mom before the deadline. They don’t care (as much about) how
neatly the product is arranged or how much it costs — they just want it
to get there on time.

So as you might imagine, you've got two different subsets of shoppers placing an
emphasis on two very different features at two different times. This wouldn’t be the
time to try a hot new marketing tactic or make tweaks to the site — it’s the biggest
shopping season of the year for your business, and your customers need to know
that they can count on you and not be surprised by sudden changes.

With those things being said though, if your site doesn’t match any of these issues,
it’s a safe bet that you can start optimizing your landing pages right away and see
noticeable improvements in a relatively short amount of time. Let’s start by taking a
look at the first step — determining which pages to test.

Selecting the Rioht Page to Test

The first area to analyze is the page itself. To find poorly converting pages, you'll
want to note things such as the bounce rate or the conversion rate (from the conver-
sion goals we set earlier).

To find your bounce rate in Google analytics, go to Content > Site Content >
Landing Pages — then click on Comparison View from the icons at the top.

Finally, choose Bounce Rate (compared to site average) from the drop down menu:



— Now, keep in mind that a high bounce rate
advanced | B | @ | £ | % [ isn’t always a bad thing. If you have a user
Bounce Rate = [P — manual on your site that deals with trouble-
— shooting or instructions, for example, a user
may find exactly what they need, print it out
and leave the page. But if you have a call-to-

r1 0.27% action and aren’t getting many people past

P15.83%

25 74% q that click — it’s time to take a serious look at

F the bounce rate.
10.02%

An example of bounce rates
in Google Analytics

Beyond the bounce rate, you can also consider points from analytics
including:

» Average Visit Duration (how long are people staying on the page?)

» % New Visits (how many people are brand new visitors?)

Avoid the HiPPOs

One surprising reason behind a lack of proper landing page
optimization (which usually manifests itself at this point) is
the HiPPO — or the Highest Paid Person’s Opinion. Maybe
your marketing manager or VP is reluctant to run tests be-
cause they don’t want to alienate visitors by showing them a

remarkably different version of a specific page, for example.

Fortunately, you can overcome this objection and get everyone on board if you

limit the sample size of the landing page optimization tests you're running. Most
split-testing software will let you serve your optimized pages to X number of visitors
— so making sure you have a proper sample size to split test between is important.
Plus, this way, it will also relieve some of the anxiety your team’s HiPPOs are feeling
about new marketing initiatives.

So once you've discovered the poorer performers from among your pages, it’s time
to put them in for an overhaul.
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WITH THIS IN MIND, THE MOST COMMON AREAS OF A LANDING PAGE
TO TEST INCLUDE:
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Donate a Cell Phone Today!

Donate a cell phone to support a cause important to YOU! It's EASY and FREE.
Print out a Free USPS Pre-paid Shipping Label OR We'll send you a Free USPS Pre-paid Envelope (1 envelope holds 2 phones)

Please select a cause OR Please select a cause

_ Children _ Children

Other Cause: Other Cause:

Please note:

Please only send cell phones.

Chargers are not required and can be recycled locally.lf you have a large
amount of phones to donate, please contact us and we will send you a
USPS Priority Mail label or FEDEX label, depending on amount.

The original cell phone donation form

Donate a Cell Phone Today!

Donate a cell phone to support a cause important to YOU! It's EASY and FREE. > View the benefits of donating!

Either: Or:
Print out a Free USPS Pre-paid Shipping We'll send you a Free USPS Pre-paid
Label Envelope (1 envelope holds 2 phones).

PRINT A FREE

USPS PRE-PAID SHIPPING LABEL

Please select a cause
| Children

Other Cause:

Get My Postage Label!

Please note:

Please only send cell phones.

Chargers are not required and can be recycled locally.!f you have a large
amount of phones 1o donate, please contact us and we will send you a
USPS Priority Mail label or FEDEX label, depending on amount.

Get My Free Envelope!

The updated donation form

53% increase in donations
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v There is absolutely no way that you can lose, except by not taking up the
free 30-day trial of Crazy Egg. We personally guarantee that you've ...and 50,000+ small businesses and
never tried anything like it. enfrepr v worldwide!
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by 216%

selecting How to Measure Results

There are two common ways to measure results, depending on what you’re testing
and how much traffic you're getting. The most common method, and the simplest
one to get started, is the A/B split test. There’s also multivariate testing, which is
more complicated, but if you have a lot of website traffic, can give you more results
in less time. This graphic (source) illustrates the different types of tests:

© A8 Testing © Muttivariate Testing

Tests one whole page against another, with one Tests multiple elements on a page against each
distinct change to a single element between the other in different combinations, i.e, different
two, i.e. a different headline. headlines AND different buttons,

A/B Split

This is the most common method of testing landing pages and lets you compare two
different versions of a page (ideally with a single thing changed) against each other to
see which one converts best. If you change too many things on the competing land-
ing page, it will be difficult for you to tell which change actually increased the con-
version, which is why it’s best to change one thing at a time.

To set up an A/B split test using freely available tools, you can
use . This is like split testing on
steroids — and it’s free.

If you're already using Google Analytics (remember the conversion goals we set up
earlier?) then you’ll be glad to know that Content Experiments can be found in the
same area. Simply login to your Google account, go to the Behavior section, and
click on Experiments in the sidebar.




If you've created content experiments before, you'll see your current experiments
here. If this is your first time, you’ll want to click the Create Experiment button.

There are several simple form fields to fill out when you create an
experiment:

— Give it a name you can easily track and remember-.

— This is the goal or outcome you want. You
can use this to analyze existing analytics metrics or ecommerce metrics, or cre-
ate a new goal entirely.

— How much of your site’s traffic do
you want to leverage in this experiment? The higher the number, the quicker
you'll see results.

— Do you want to be notified by
email if there are major shifts in your experimental test? (the answer to this is YES!)

— What is the least amount of time
you want your content experiment to run? During this time, Google Analytics
will not declare a certain page as a “winner”, since you want to reach statisti-
cal significance with your numbers.

— How sure do you want to be that a certain page is
the winner? Keep in mind, a higher number here will take longer, but it will also
increase the certainty with which you know that a page increases conversions,
sales or signups.

Once you've filled out all these sections, you’ll be taken to a page that looks like this

(image ).

Original Page Urls wind
Web page to experiment
httpf = online-behavior.com

Name for the page
Original

Consolidate experiment for other content reports

Variation 1
Web page to experiment
httptl = online-behavior.com/analytics

Name for the page

Variation 1

Defining the pages for an A/B split test




What’s interesting here, is that you can add up to five different variations — so if
you want to change five different elements on your landing pages and pit them all
against each other, this will give you that option. You'll also see thumbnails of the
pages you want to test, helping you to be sure you're testing the right pages against
each other.

You'll then be taken to a step wherein you can either implement the code yourself, or
send an email to your webmaster and have them do it for you. Google will also take
the extra step of validating that your code is working. If it isn’t, you’ll get an error
message. You can skip validation, but it’s recommended that you not skip it (particu-
larly if you're getting an error) since there’s some kind of disconnect between your site
and the content experiments code — and that could skew your testing results.

You'll then be taken to a success page if everything checks out:

Confirm Experiment Start

L4 Experiment launched!
What's next?

= All of your site's visitors will be included in the experiment, and see either the original page or
one of the variations.

= After we collect data for 24-48 hours, you'l start seeing data in this experiment's report.
When we have enough data, we'll also show you which page is performing best.

Go to experiments list

Success! Your A/B split test has launched

Once your experiment is running, you’ll see these options:

— The conversion rate of the landing pages, based on the
criteria you specify as a “conversion”.

— Turn off one or more of the variation landing pages that
you're testing against.

— This particular option is very valuable — it lets you see how
a specific landing page is performing for a certain segment of your audience.




e % of total experiment visits : 100.00%
Explorer

Conversions Site Usage Goal Set1 Goal Set2 Goal Set3 Goal Set 4

Experiment running - no winner yet

Conversion Rate ~ VS. Select a metric

@ Original
100%

® Variation 1 @ Variation2 @ Variation 3

Jan 2012 Feb 2012 Mar 2012

Apr2012

Primary Dimension: Variation

Plot Rows

Experiment
Visits

Variation
® Original
@ Variation 2

@ Varniation 3

® Vanation 1

Conversions

Ecommerce

Day Week Month

May 2012

Conversion

Rate v

52.31%

55.711%

46.88%

2.97%

331 visits
161 days of data

100% visitors included

Status:

No winner yet -
Experiment still running

Probabillity of
Outperforming
Original

Compare to
Original

0% 0.00%
66.11%
25.14%

0.00%

An example of a split test using multiple variations

As you run more tests, your tests and their results will remain visible in your

Content Experiments dashboard:

o referer_testhas finished View report

e prodest has Snished View report

o OrigNoGASnippet has finished View report

Create experiment

Expeniment Name Status Details

OrigGASnippet @ Running

Setup

Google Store Step 3

TagTest Setup

Revalidation ¢ Running

Visits

45115

Ready to run

419,570

Q

Start Date End Date

May 9, 2012 Still running

Apr 5, 2012 Still running

From your content experiments dashboard, you can also see the status of different tests

Multivariate

Multivariate testing is more complicated than your typical A/B split test, but has

the potential to give you results even faster — particularly if you want to test several

elements on one page at a time.

Multivariate simply means that there are many variables be-

ing tested at once. It’s possible to do a type of multivariate
testing following the same steps above with Google Content
Experiments, in that you can test multiple pages with a single

element changed among each one, however it may not give you

the control or the results you want.




The truth is, it’s very difficult to honestly recommend multivariate testing unless

you're getting massive amounts of traffic where you’ll see gains (or losses) in a rel-

atively short amount of time. For most sites just starting out, the premise of multi-
variate testing sounds great (more testing results in less time!) but the truth is, your
results will have very little statistical significance in the time it takes to actually
reach the numbers you want.

With that being said, if you want to set up a true multivariate test, you can do so us-
ing web analytics services such as or

Why is a section on creating value down in the “how to” section of setting up, test-
ing and tracking landing pages? Because in the midst of all the code, technology and
tools, the core reason of why people visit a site and elect to stay is all in the value
you’re creating — and it’s easy to forget that part.

But the real question is — how do you define something intangible like “value’?

What Is a Value Proposition?

A value proposition, at its core, is your promise of delivering value (such as having a
problem solved) to your customer. This is typically done through your headline, your
subheadline and your first three bullet points. You can also add a visual to convey
things that limited words cannot.

There are three major types of value propositions — including:
» Giving your customers reasons to buy from you, instead of your competitors

(delivering value based on your differentiation from everyone else).

» Delivery of specific benefits (by a quantifiable amount — i.e. “You'll lose XX Ibs by the
New Year or it’s FREE).

» Shares how your product or service will solve the customer’s problem in a way
that’s relevant to them.

Perhaps most importantly — this is not the time to use marketing jargon.
Your customers don’t care if your “solution” has “synergy” and offers a “col-
laborative experience” to “streamline” their “sales cycle”.

Imagine that your value proposition is your elevator speech — your
30 seconds or less to tell someone exactly what it is you do (and
why they should care). Could you imagine telling them using
any of the terms above?




Didn’t think so.

This is why, when creating a value proposition — you have to use the words your
customer would use. Tell people what you do in their language, not yours. It all boils
down to three distinct answers:

» What are you selling?

» Who are you selling it to?

» Why should they care?

In one landing page test, Sytropin, makers of an HGH (human growth hormone)
spray, wanted to test which landing page would increase their sales — except that they
changed numerous points on the landing page (so a multivariate test would likely have

been a better option here, since it wasn't clear what specific option increased sales).

The first version features a happy, fit couple along with the product image, together
with different benefits in the subheadline, and more text, along with clear, notice-
able sub-headlines, while the second one features a peaceful waterfall together with
the product image and more checkmark bullet-points rather than several para-
graphs of text.

There were definitely a lot of changes to consider between both of these tests...but
which one do you feel communicated more value overall to the customer?
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The first version, with the happy couple and sub-headline outperformed the water-
fall version by turning nearly 85% more visitors into buyers. The traffic source, of-
fer, the product itself, and the copy beyond the subheadline all remained the same.

Why do you think this version converted so much better? Here are a

few ideas to think about:

» Noticeable guarantee — Positioned to the right of the copy immediately at-
tracts the eye as opposed to the guarantee being lost in the sidebar

» FDA approved — carries a much higher weight and confidence level among
U.S. shoppers

» Guarantee — Specific timeframe (90 days) versus satisfaction guaranteed.

These are all points to consider when crafting your value proposition — as they are
all facets that matter to consumers who are interested in this type of product. What
sorts of statements would your own customers identify with? What would strength-
en their confidence in buying from you?



What a Vialue Proposition is NOT:

With that point being said, many people think they instantly “get it” and jump
right in crafting their value proposition with gusto — but you should know that a

value proposition is NOT the same as:

» A slogan — It’s not meant to be cute, catchy or clever
» A hype-fest- It’s not an opportunity to seize on how great you are

» A positioning statement — like the “number one, doctor-recommended

brand”

Here’s a perfect example of a great value statement from Shopify — makers of web-

based shopping cart and ecommerce software:

USE SHOPIFY TO CREATE YOUR ONLINE STORE

Everything You Need to Start Selling Onfine — Today

This is also not an opportunity to dance around the
issue or problem that you solve. Customers don’t
want to have to guess — or get half way through
signing up or checking out to learn that your service

isn’t right for them.

Another test that involved using copy to increase
perceived value came from an Australian e-com-

merce site known as Deals Direct.

)\ shopify

An example of a solid value proposition

The first version included a background overlay under the “Your Shopping
Cart” text, along with text that informed customers of the site’s security and pay-
ment options. It also included links to information about the site’s online safety as

well as its return policy:
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The second variation (with the different headline — View Cart) explained how cus-
tomers can check out. It did not include information about online safety or returns.
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As you might have guessed, the first version, with an emphasis on secure shopping,
accepted payment methods and return policies, outperformed the first by increasing
completed purchases by nearly 3.60%. That may not sound like much, but on a
large ecommerece site like this, added hundreds of thousands of dollars to the com-
pany’s bottom line.
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What's Next?

Now that you know how to set up landing page tests, it’s time to let them run. Once

you’ve got data coming in, the next step will be to properly analyze it. This is often
a place where people make mistakes. There are a few common pitfalls that plague
even the most beautifully designed and structured landing pages.

In the next chapter, we’ll take a closer look at how to evaluate your landing page
results, and what to do if your conversions go stagnant. You’ll also learn about com-
mon issues that can hinder your landing page tests, and how to correct them so you
can get back on track quickly.
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CHAPTER SIX

Read. Review. React.

When analyzing your landing pages, there are going to be four major categories
you’ll want to look at in your analytics:

dounce Rate

We've already covered the bounce rate quite a bit, but if your
bounce rate is 75% or higher, it’s a clear indicator that visitors ar-
en’t finding what they’re looking for on your pages. There could be
a disconnect between your ad copy and your landing page, for ex-
ample — one promises one thing and the result delivers something
I I I entirely different.




lIser Behavior

User behavior can give you some interesting insights that pure data alone won't.
For example, you might know what keywords you're targeting and how many visi-
tors you're getting to click on your ads — but user behavior, either through an on-

line testing service like usertesting.com or mouseflow.com or a heatmap service like
CrazyEgg.com will show you precisely what the user’s actions were and where they
might have gotten hung up in the process.

Understanding user behavior is crucial to uncovering any un-
foreseen bottlenecks in your landing pages that could be keep-
ing users from progressing to the next page. These could be as
serious as technical errors or as simple as “muddy” content
that isn’t clear on what the offer is, or why the user should care
(see “Creating a Value Proposition” at the end of chapter 5).

raffic Segment Variance

This is just a fancy way of saying “traffic that comes from
different referrers.” For example, users that are coming from
Twitter may expect something short, sweet and to-the-point,
whereas users from Facebook or Google+ may be looking for a
more informative article. Understanding your traffic segments,
where they’re coming from and what they expect can give you in-
valuable information on crafting landing pages that look as if they
were custom built just for that particular users’ needs.

Gonversion Rate

We've also covered conversion rate quite a bit in this

guide, but looking at your analytics will let you com-
pare two pages side by side to see which has the higher
conversion rate, and what element on the page might

be causing that increase. In some cases, your conver-
sion rate might also drop as a result of changes. The

only way to know what works is to test and track!



How to Conduct a Landing Page Analysis

Analyzing your landing pages is about much more than looking at the four catego-

ries above and making a decision. Granted, each of the points above does play a

role in how well your landing page does its job, but to truly see how your pages are

performing, it’s wise to start with the right data.

First, you'll want to see how your landing pages are converting based on organ-

ic search results. In Google Analytics, navigate to Content > Site Content > *
Landing Pages. / \
In our case, we just want to see how landing pages performed based on organic

searches, so we’ll want to filter out paid search traffic. From the Advanced Segments

section, choose “Non Paid Search Traffic”.

Then, sort by visits to see which landing pages attracted the most traffic from organ-
ic search. As a “secondary dimension” you can also see which keyword users
typed in to arrive at your landing page:

Primary Dimension: Landing Page Other ~

CSecondarydlmension '}rﬁyoe Default ~
- _

-
Landing Py |

» Traffic Sources

Source

v Visitors
City

| Continent

D Display as alphabetical list

An example of a landing page with “keyword”
as the secondary dimension ( )

Remember that it’s also entirely possible that the same landing page will come up
when different keywords are used.

Here again, bounce rate can come into play. Notice in the image below that landing
pages 4, 9 and 10 have lower bounce rates while 2 and 6 have higher ones. You’ll
want to consider the differences between your specific landing pages to determine
what could be causing these points of friction with your users. We've also addressed
some of the more common issues in this chapter.



Gonducting a Link Analysis

While it’s true that most landing pages don’t (or shouldn’t) contain links, that doesn’t
mean that you can’t link to them from other pages in your site to give them some

much needed organic SEO exposure.

Traditionally, we were taught that incorporating keywords in your
link text was the way to go, and to put links in our site footer to en-
courage the search engine robots to delve deeper into our site map

and index all our luscious pages.

These days, search engines have evolved and adapted — and while linking still mat-
ters (perhaps now more than ever), the way to go about it to make sure your landing
pages benefit from maximum optimization clout is a bit different than you might
expect. For example:

» If you have two or more anchor links on your landing page, only the first one
carries any kind of “link juice” in it.

» External links from other sites provide more optimization clout than internal
links (that means you can get rid of the overstuffed site footer!).

» Anchor text links are more valuable than alt-text-added image links.
» The higher a link appears in the HTML code, the more valuable it appears to be.

» With that in mind, links in the body of the website have more value than links in
the header, sidebar or footer.

» Linking to highly-relevant content is far more beneficial than just throwing out
a link to something that may or may not be truly relevant to the user’s query.

What About Gooole Hummingbird?

MORE IMPORTANTLY, WHAT DOES IT MEAN FOR YOUR LANDING PAGES?




landing pages?

specific




Keyword Data

Around the same time as Hummingbird was rolled out to all Google searches,
many SEO professionals started noticing that keyword data became 100% “secure
search” oriented — meaning it was hidden from marketing and analytics tools.
Users’ keyword searches went from a few “not provided” queries, to complete
“keyword blindness”.

Across all tracked sites Average % (not provided) Google Traffic

Live (not provided) counter "o’
81.47%
5%
Google enabled (not provided)
1087 days ago %

{not provided) will hit 100% on
14th November 2013

Keyword (not provided) from Google Traffic (.

Google searches now redirect users to a secure Google site for their results pages
— effectively rendering organic keyword research as we know it extinct. Of course,
Matt Cutts, a Google engineer, essentially told SEO professionals not to panic —
that, so long as they concentrated on delivering a good experience, they’d continue
to succeed in the search engines.

Paid search users were also not affected, since paid results still return the keywords
that users searched for to land on that specific ad or landing page.

Conversions by keyword / keyword tag
Keyword traffic patterns by URL
Long tail keyword traffic patterns

Overall organic search traffic by engine
Total conversions from organic traffic (by URL)
Search rankings for critical terms / page tags and types / keyword tag

So, essentially, the major measurements are still there — just the way they’re report-
ed has changed and shifted to meet the demands of an ever-increasing and techno-
logically-savvy audience.

So rather than trying to find out what keyword led someone to a particular page, the
question then becomes...




DID THE RESULT DELIVER ON THE USER’'S EXPECTATIONS —
AND IF NOT, HOW CAN WE MAKE IT BETTER?

That’s why continuing to analyze, refine and update your landing pages is so crucial

to the overall optimization and improvement strategy. It’s not a one-off thing... it’s a

continuing series of changes that lead to more of what you really want:

More conversions...more customers...more profits.

The days of easy keyword research are over — the emphasis has instead
shifted to smart keyword research. Of course, your analytics data is the
primary goldmine of potential long-tail keywords, but you can also use:
» Pay per Click and Paid Search Data

» Google Keyword Planner (formerly known as the Google Keyword Suggestion Tool)
» Third party tools such as SEMRush, Wordtracker, etc.)

In a sense, you can still uncover valuable keywords — you just have to dig a little
deeper to find them. For example, although you can’t see the keywords that are
driving people to come to your landing pages, you can correlate what they might be
searching for along with the keywords your landing page is trying to rank for and
make some informed decisions that way.

You can also still use Google Webmaster Tools to discern potential keyword
data, as well as Google trends to see if any major keyword/search shifts have oc-
curred within a specific timeframe.

Beyond the keywords themselves, it’s important to maintain the right focus when
determining what to optimize on your pages. Every conversion can be broken down
and categorized into two sections: macro conversions, and micro conversions.




Optimizing for Macro Gonversions

Many times when we talk about conversion optimization, it’s all too easy for profes-
sionals, even with the best of intentions, to get bogged down in testing all the little
things that can contribute to a slight conversion uptick.

These “little things” are known as micro conversions, and can include:
» Viewing a product page

» Proceeding to checkout

» Connecting via social media (following on Facebook/Twitter, etc.)

» Time spent on site over a certain amount

» Number of page views over a certain amount

facebook twiktker Google+ Linkedfl] Yol 3NRss

Sign up to our newsletter

Select gender: E SIGN UP

Newsletter subscription — an example of a micro conversion

" But Neil,
| Thought Those Were the Very Things We Wanted to Increase!™

They are — but they only lead to marginal increases overall. Instead, you want to
optimize for macro conversions.

These are the BIG things that lead to major conversion shifts over time — like:
» E-commerce order completion

» Paid membership sign up

» Contact form submission

» Phone call from a prospect

» Inquiry form submission (for lead generation)

These are the major drivers of conversion-based revenue — the bottom line that ev-
ery profitable website strives to increase.

You can think of macro conversions as large, revenue-boosting changes, while mi-
cro-conversions are like guideposts along the way.



How to Track Micro Conversions in Google Analytics
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How to Track Macro Gonversions in Google Analytics

This is a bit more involved as many macro conversion steps involve editing your web-
site’s source code to include the appropriate Google Analytics pieces that enable tracking,.

You can also add individual shopping cart tracking depending on what
goal you want to measure. For example:
>

>
>
>

Remember you’ll want to make optimization changes with the big, macro conver-
sions in mind — but don’t neglect the little things either!

So, let’s assume up to this point that you’ve done everything right. You've created true-
to-life personas of your ideal customers. You've diligently set your conversion goals.
You've created pages that are clean and clutter-free — but people still aren’t clicking.

Before you start wringing your hands in frustration, let’s take a closer look at some
of the most common reasons that conversions turn stagnant, along with examples
you can learn from.




Too Many Calls to Action
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Chase’s home page imploring users to learn more

Having too many calls to action is a sure sign that you've got a lot of products or
services that you know people will love — but you aren’t sure which one they’ll click
first, so why not introduce them to a little of everything?

It’s a well-intentioned goal but far too many links and far too many calls to ac-

tion will only backfire — causing the user to be distracted and spend an inordinate
amount of time trying to figure out which product or service it is they wanted in the
first place.

Although you ideally want a single call to action on the page, there will be times
when you need multiple calls-to-action. If that’s the case, you should emphasize the
main one by way of a color change and larger button, and de-emphasize the lesser
important actions:

p EMBER

COLLECT THE THINGS YOU LOVE

. ‘ . Dowrioad the
@ Mac App Store @& AppStore ‘ Free Trial

Company Support

Mac software Ember’s free trial button immediately attracts the eye with its con-
trasting color scheme as opposed to the App Store download buttons




Wrong Call to Action

This is the landing page equivalent of “what do you want me to do here?” You
may have a lot to say and a relatively small space to say it in. The wrong call to ac-
tion doesn’t give your prospect any motivating reason to want to click.

Even well-known companies struggle with this — especially if they have multiple
branches or product offerings. Check out Starbucks’ coffee gear site and see if
you can figure out what action it is they want you to take first:

STARBUCKS

coffeegeear

About Us | Partner Links | Affiiate Brands | Check Out | Search | FAQ | Archived Newsletters | Privacy Policy

BARISTAWEAR APPAREL LIFESTYLE MANAGER SERVICES E-GIFT CARD CLOSEOUTS

S, L

Registered Starbucks Partner: Please login o start shopping.
E-Mail Noed Heip?

_: Password:

LICENSED

CANADIAN @%‘%ﬁf .y s
PARTNERS: I+1 @ § | .
A .

Visit CoffeeGear Canada >>

Get special offers, discounts and the
latest news from CoffeeGear!

Lots of different directions (and distractions) for potential customers
landing on Starbucks’ coffee gear website

If your landing pages are guilty of this, one way to remedy it is to have a “New?
Start Here!” link with a little tour through the different areas of a site. This will
help new users get acclimated to what your site has to offer without overwhelming
them with choices. Otherwise, you can create individual landing pages — one for
each type of product that you sell. For example, different types of apparel, gift cards,
coffee deals, etc.



Too Much Text

This is a problem that plagues many landing pages — particularly if it’s not entirely
clear what their offer is about.

Check out this landing page for IBM’s DB2 database platform — and all the text on it:
DB2 database software

ndustry leading performancs scale and reliabiity on your
choxce of platform

D@2 Databass Software

60 duubsanm scltmare cffers wabonlty madng perlsimance scal e rekadsity on your h

Coraact IBM

Cormidiein; e ¥
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TmpEe—— I Recgeant & quon
B[ vak TR

What we offer it

DB2 for Linse. UNX and Windows DB2 for 208 Prbarity code: SOSESIN

\wxhawes B2 for 2

Try DB2 for Unux, UNIX and Windows for
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Fapeiance he wordd A alty T (NW
o

Caning the Financial benefits of DB2 10
for /OS5 performance
20 o o

The text is segmented well — but it doesn’t answer the core question:
Why should I care?

This is one of those cases where the landing page doesn’t answer the core question
on the customer’s mind — namely, why should I switch my current database soft-
ware for this? Or even, why should I pay attention to this offer at all? The headline
“industry leading performance, scale and reliability on your choice of
platform” is just a gaggle of marketing buzzwords with no real substance.

The first paragraph simply restates the headline while the sidebar encourages a
quote request, a free trial, and a case study (finally!) showing the benefits of the
platform. Although it’s understandable that database geeks can make out the alpha-
bet soup of content here, it doesn’t provide the user with any compelling reason to
switch, much less consider switching at all.

Title/Content Mismatch

Speaking of compelling reasons to do things, Lowes had about seven of them earlier
in the fall when most home improvement projects are in full swing. Upon entering
the homepage, the user was assaulted with a variety of discounts — everything from
doors and windows to water heaters and greenhouses.



This is a classic case of “throw everything at the landing page and hope
some of it sticks”.
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Shop Departments

For the record, I was looking for a generator...

I actually clicked on an ad to see a selection of generators they had on sale, when I
was presented with this page, and while discounts are almost always welcome — it
was the wrong place, the wrong time, and even the wrong page to be showing me.
Whenever you have a big disconnect like this, it’s almost certain that even if you
were offering “Free Money”, users would bounce right off again, not seeing an
answer to their inquiry.

Too Many Ads

This issue was more-so a problem when Google Adsense and paid text ads were
hot. Thankfully, the frenzy has died down some, but there are still sites, particularly
affiliate landing pages that will follow in the footsteps of discount-loving brands like
Lowes and throw a heap of ads at the user, hoping that they’ll get at least one click
from them.

What often happens here is similar to the issue of too many calls
to action. Rather than deciding on one path and taking it, the
user will leave the page completely. As with site navigation, re-

move ads from your landing page that could distract your user

— from taking the action you want.




T00 Much Information Requested

Lead generation sites are particularly guilty of this one — and it’s actu-

I &l ally understandable. In order to deliver the best possible service, they
need to know a lot about the person they’re hoping to reach out to. But

these days, people are leery of scams, spam and other issues, and don’t take kindly
to getting pressuring sales pitches from telemarketers.

So it’s easy to see why they don’t feel comfortable parting with much of their personal
information, even if they could save several hundred dollars on their car insurance.

If you're asking too much of users on your landing page, try to dial back what’s re-
ally required. Depending on what you're offering, this will vary. For highly personal
information that’s absolutely needed to deliver on your offer, you’ll want to incorpo-
rate secure form processing (ask your web host about setting this up) so that the infor-
mation they submit is fully encrypted, just as a payment transaction would be.

Beyond that, incorporate many well-known trust and authority seals to
\ showcase that you're serious about protecting your customers’ personal
information. See the section on trust seals in a previous chapter for some
of the better and more well-known options to choose from.

You should also try asking for more information at a later date, when you’ve earned
the customer’s trust (by providing valuable information to them over a period of time).
They may be more willing to part with a few more details than if you had just “met”.

Putting it All Together. ..

So far, we’ve looked at a wide variety of landing page techniques for getting the
most optimization out of every change you make. But this doesn’t mean you have to
do everything alone!

The good news is that there are plenty of tools, services and websites available to
help you with everything from creating landing pages, to setting up heat maps and
tracking your improvements over time. In the next chapter, we’ll look at some of the
best tools to help you accomplish these goals.
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CHAPTER SEVEN

Tools of The Trade

Many marketing professionals have the best of intentions when it comes to creating
landing pages, but sometimes their aspirations fall flat for one simple reason:

THEY DON'T KNOW WHERE TO START.

It’s all too easy to get bogged down in analytics, sales funnel creation, keyword re-
search, persona development...and forget about the core reason why you’re doing all
those things.

Thankfully, you don’t have to be a web designer, programmer or even have any HTML
or programming knowledge to create your landing pages. There are also tools beyond
Google analytics which can help you track and test your pages more efficiently.

LET'S TAKE A CLOSER LOOK AT EACH ONE AND HOW THEY CAN HELP:



Landing Page Builders

These are typically websites or web-based services that let you build a landing page
by using an HTML editor or drag-and-drop functionality. Some will give you a basic
editor with different landing page templates to choose from.

Unbounce

unb¢

Build, publish & A/B test landing pages without I|.T.

The landing page builder for marketers

BUILD A HIGH-CONVERTING LANDING PAGE NOW

®

BUILD A PAGE TEST & OPTIMIZE

PUBLISH IT

Unbounce is one of the most well-known landing page builders simply because it
was one of the first web-based services that allowed people to build and test landing
pages without relying on the IT department. Pricing starts at $49/month for sites
getting up to 5,000 visitors, but that’s where the features end for beginners.
More advanced accounts allow multiple users/clients, and integration with full mar-
keting platforms such as Salesforce or Hubspot.

On the bright side, you can test as many landing pages as you want, and Unbounce
offers a variety of templates for web-based, email and social media landing pages.




Instapage
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Instapage is a bit different than your typical landing page builder in that it does
come with a variety of templates for different uses (lead generation, click-through and
“coming soon” pages), but what sets it apart is that it learns based on the visitors that
come to your landing pages. You can view real-time analytical data and easily de-
termine the winners of your split tests, while tracking a variety of conversion types
from button and link clicks, to thank you pages and shopping cart checkouts.

Instapage also integrates with a variety of marketing tools and platforms, including:

» Google Analytics » Constant Contact
» Mouseflow » Facebook
» CrazyEgg » Google+
» Mailchimp > Twitter
» Aweber » Zoho
» And more

A free option is available if you’d like to try it out, and a Starter package makes land-
ing page creation and testing a bit easier on the wallet of startups and new entre-
preneurs. Real features like the aforementioned integrations start kicking in with
the Professional package at $79/month, but if you’d like to get landing pages up and
running quickly, it’s hard to beat the stylish templates that Instapage provides.



Launchrock

lawnchrock

A platform for launching new events.

launch

We Get Users

launch

Launchrock is not so much a landing page builder as it is a social and list-build-
ing placeholder. Combining “coming soon” pages with list building capabilities,
Launchrock also includes some interesting social features that encourage users

to share the page with others. For example, get X people to sign up, you'll get Y.

It also includes basic analytics and the ability to use your own domain name or a
Launchrock branded subdomain (yoursite.launchrock.com). You can customize the
page via the built-in HTML/CSS editor if you know how to code.

Launchrock is free and requires only an email address to get started.
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Originally focused on pay-per-click, Wordstream just recently announced its own
landing page builder which incorporates both landing page elements and a form
builder for lead generation and list building. Its page creator lets you add content,
choose different themes to split test and build your own form.

Although the basic setup is rather rudimentary for landing pages, some-
times simple is really what gets the job done. The form builder, however,
is where Wordstream’s landing page builder really shines:

With it, you can customize all aspects of your form, using a basic drag and drop
editor. The builder will walk you through the process of including a form header
(or not), as well as defining a call-to-action button and a thank you page, and then
making sure you have everything set up correctly so you can hit the ground run-
ning when you launch.

Company Name: Free Trial Landing Page
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Although the creation process is very straightforward, Wordstream also attempts to
offer “helpful” advice, such as incorporating the email form with the suggestion
that “our best practices suggest you should always include this field in
your form.”

It can be a bit too beginner-friendly for those of you who are advanced landing page
designers, but for those new to landing page creation without the development re-
sources to hire a web designer or full-time staff — the landing page builder elimi-
nates a lot of the frustration and obstacles that first-time optimizers face.
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Helpful suggestions from the landing page builder

It should be noted that Wordstream’s landing page builder only works with pay-per-
click campaigns, and doesn’t include all the bells and whistles of the other building
and testing packages, but what it does, it does extremely well as Wordstream has
become known for its PPC expertise over several years.

In order to use the landing page builder, you need to be a subscriber of
Wordstream’s PPC Advisor. Prices for this service vary depending on your needs.

Landing Page Testers/Trackers

While many landing page builders also include testing and tracking, they usually do
one or the other well, but not both. Of course, when you’re just starting out, it’s a
good idea to take advantage of free trials and see which service works best for your
needs. Here are a few of the most popular ones available for testing and tracking
your campaigns:
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is often touted as a good entry-level product for when you’re just starting
out and working toward upgrading to something bigger and better as your business
grows. But with prices starting at $17/month and a free 30 day trial period, it’s a
powerful product in its own right.

There are some limitations with the lower level packag-
es. For example, multivariate testing is not available at

the Bronze or Silver levels. It only becomes a feature at

the Gold level, which will set you back $359/month.

On the upside, Optimizely lets you conduct an unlimited number of tests and also
allows for mobile testing and personalization. Although you do get an unlimited
number of experiments, you can also edit these on-the-fly, but doing so will also
cause you to lose count of which version of which page you were working on. It
can also leave some things to be desired when it comes to integration with Google
Analytics, for example, it’s not able to segment custom data (like PPC traffic) or ad-
vanced analytics segments.

You can also tell Optimizely what you consider as “goal” points on your website
— ranging from email subscription to buying and checkout, and it will track those
items independently. Overall, it does a great job with a simple and intuitive user
interface and is ideal for those just starting to optimize their landing pages.



SHOW ME MY HEATMAP

crazyegg. Start Your 30-Day Free Tnal

Choose Crazy Egg heat maps when Google Analytics isn't enough ...
When your clients and C-levels need a snapshot of user behavior ...

Or when you're considering a website redesign or an A/B test

(Full Disclosure: CrazyEgg is owned by Neil Patel)

is the definitive heat map and visualization service to help you better un-
derstand how your website visitors are interacting with your landing pages. Reports
are available as “confetti” style, mouse clicks/movement tracking and scrolling
heat maps. This gives you an all in one picture to see where your visitors are engag-
ing with your pages (and where you could improve that engagement).

An example of a CrazyEgg click heatmap. Warmer colors indicate more activity

Although CrazyEgg doesn’t consider itself a landing page testing and tracking solu-
tion, it does take you beyond the core information that Google Analytics gives you to
show you actual user behavior on your landing pages. Pricing starts at $9/month for
up to 10,000 visitors with 10 active pages and daily reports available. A 30 day free
trial is also available.
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More than a tracking/testing service, Hubspot’s landing pages offer extremely cus-
tomizable elements that let you tailor each page to precisely match your customers’
needs. This lets you devise alternative segments for each “persona” you've created
— driving engagement and conversion rates even higher.

The packages are pricey ($200/month starting out) for first-time landing page op-
timizers, but larger companies and organizations will see the value built in to the
platform. Beyond its smart segmenting, Hubspot also offers a drag and drop landing
page builder and form builder. This is all in addition to its existing analytics, email
marketing, SEO and other platforms.
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If you’d like a more creative, hands-on approach to your landing pages, along with fill in
the blanks simplicity, Visual Website Optimizer is as good as it gets. Where this pack-
age really shines, however, is through its multivariate testing. It also offers behavioral
targeting and usability testing along with heat maps, so you can see precisely how your
visitors are interacting with your landing pages, and make changes accordingly.

You can also use the built-in WYSIWYG (what you see is what you get)
editor to make changes to your landing pages without any prior knowl-
edge of HTML, CSS or other types of coding. Results are reported in
real-time and as with Hubspot, you can create landing pages for spe-
cific segments of customers.

Pricing for all of these features is in the middle of all of the contenders, with the low-
est available package starting at $50/month. Still, it’s a good investment for an “all
in one” service where you don’t need the advanced features or tracking that other
products provide.
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Ion Interactive’s landing page testing solution, could set you back several thousand

per month, but it’s one of the most feature-packed options available, letting you
create multi-page microsites, different touch-points of engagement, and completely
scalable options with a variety of dynamic customizable options.

VISITORS If you'd like to take the service for a test drive, you can have
it “score” your page based on an in-house 13-point check-
o 5 o g : 5 :

° list. A free trial is also available, as is the opportunity to
schedule a demo.




Of course, once you've decided on the best building, testing and tracking solution,
there’s still work to be done. Before you formally launch your new landing pages, it’s
a good idea to get feedback and first impressions — not just from your marketing or
design team, but from real, actual people who will be using your site for the first time.

HERE ARE A FEW TOOLS THAT CAN HELP YOU DO JUST THAT.

Usability Tools

m USObii‘YTOOlS Home Features & Benefits Pricing Blog Login SignUp

Where UX meets Conversion ' = O == rent ook
Unlock the Potential Behind
Remote Research and Testing

C> Start your 14-day free trial!

Usability Tools are broken down into two sections — user interface

tools and conversion tools. Both are invaluable for optimizing your
landing pages. For example, through the user interface suite, you can
engage visitors through click-tracking (see where their attention goes),
try the Persona Creator, have them take a survey and more.

Through the conversion section, you can conduct a split test, test your forms, track
clicks and even record visitors’ interactions with your web page.

A 14 day trial is available and pricing depends on whether you need one package

or both. You can also choose to pay-as-you-go or buy a monthly or yearly package.
Although it doesn’t have the same robust testing options as a standalone split testing
system, Usability Tools is nevertheless a great way to get visitor feedback and insights
before you launch.
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Optimal Workshop actually consists of three different tools.
OptimalSort lets you see how users would sort your navigation and
content, while Treejack lets you find areas that could lead to page
abandonment when visitors can’t find what they’re looking for.

‘\\l Chalkmark lets you get first impressions from users when uploading
1 wireframes, screenshots or other “under construction” images.

Through these services, you can assign tasks to users to determine where they
would go in order to complete them. You can also get basic heat maps to see how
many users followed a certain route to complete the task.

You can buy any of the three services individually, or purchase the whole suite for
$1,990/year. A free plan with limited functionality and number of participants is
also available if you’d like to try before you buy.

Usabilla
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Usabilla allows you to immediately capture user feedback on any device, including
smartphones and tablets — a feature that sets it apart from most testing services.
Improvement is done via a simple feedback button which can be fully customized
and encourages the customer to help you improve your site by reporting bugs, asking
about features or just letting you know about the great shopping experience they had.

o Usabilla also lets you conduct targeted surveys and exit surveys to

determine why a customer may be leaving a page. They also offer a
service called Usabilla survey which is similar to other “first im-

ooo

pression” design testing services and lets visitors give you feedback

on everything from company names to wireframes and screenshots.

Pricing starts at $49/month and a free trial is available.
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is a usability testing service that works with both computers and iPad,
and provides confetti-style click heat maps along with specific tasks for users to
complete. Users can choose where they would be most likely to click, or choose to
skip the task if they cannot complete it.
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An example of an Intuition HQ task and test



You can also see approximately how long it took the user to complete the aforemen-
tioned task. Share the test online to encourage participation, and save the results

in a report to show your clients the importance of engagement and interactivity, as
well as specific areas that could benefit from changes. Intuition HQ is a definite tool
that belongs in the arsenal of any serious landing page designer.

A free account is available upon signup which lets you conduct a test with unlimited

questions, 350 participants, and up to 10 live tests. You can also see your results via
an iPad app (installed separately).

5 Second Test

fivesecondtest

What is the purpose of this page?

Imagine you want visitors to determine the point of a certain page.
What if they could only look at it for five seconds and then give you
their opinion? Five second test makes this possible and it’s incredi-

bly quick and easy to set up. Case in point — you can try a sample
test to see what a typical user would see. In my case, I was asked my first impres-
sions of an app named “WedSpot” and what I'd expect to find by using such an
app. It’s simple questions like these that can actually give you some invaluable in-
sights — and that for just five seconds of your users time.

It’s free to conduct and participate in user tests through Five Second test.



Other Helpful Tools
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summary

By now, you should have started, or be close to starting your landing page optimiza-
tion tests. You've learned how to research keywords, craft compelling personas, write
persuasive content, design and split test your pages. You’ve got a variety of tools to
help, and you should now be able to launch, track and update pages with ease.

You learned the difference between creating landing pages, and doing normal search
engine optimization. You discovered the different types of landing pages and when to
use each one for optimal results. You found out all of the best ways to get traffic and
how to create ads that magnetically target and “speak to” your ideal customers.

You learned how to do a landing page analysis and what facets to track should your

landing page tests grow stagnant or fail to perform. You now know how to trouble-
shoot pages for the most common pitfalls that cause them to fail, and get your test-
ing efforts back on the right foot again.

Remember that landing page optimization is not a once-and-done process — it’s a
continuing cycle of refining, improving and growing as you find out what best serves
your audience and builds your company while creating relationships with the very
people you want to reach. Landing page optimization, at its core, is a continual path
of growth and improvement, and is one of the few measurable website sciences that
can deliver a true return on investment.

From here, we encourage you to sign up for a few free trials to get to know the systems
and styles that work best for you and your business objectives. Put the tips and tech-
niques in this guide to work and evaluate the results with confidence. Keep an eye on
the big picture and try not to get bogged down in micro-conversion analysis paralysis.

The most important thing you can do is to take that all-important first step.
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