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Introduction
If you are like most business owners, you have invested a substantial amount of resources into
developing a website that you and your web designer believe will work for your business. The next
step is to get high quality traffic to visit your website through various means such as:

•
•
•
•
•
•
•
•

SEO
eMail Marketing
Pay Per Click Advertising
Content Marketing
Local Search
Social Media Marketing
Banners and Display Networks
And more traditional methods like Direct Mail

The Top Five Tools Used by (SMB’s)
Small and Medium Sized Businesses
for digital marketing were:
∙ Websites (86.6%)
∙ Social Media (77.3%)
∙ Email Marketing (65.8%)
∙ Video (54.6%)
∙ and SEO (53.8%)
Read more at http://goog.gl/1BLGIq

Now that you have the traffic coming to your website, the next question is…

How do I keep my web visitors from leaving before they buy anything?
If you have a visitor bounce rate over 50%, you are bleeding money. If visitors are not leaving you
contact information, downloading, calling or buying from your business via the website, you are
missing out on the whole idea of having a business website. Converting prospects into customers!
It is hard enough to get potential clients and business prospects to visit your website. Once they are
there, it is more important to convert visitors into sales or leads. Well that is what Conversion Rate
Optimization is all about. We do this by allowing the visitor to decide what they like and dislike using
statistical learning.
The following pages will highlight several elements a business can test on a landing page. Data is
then collected, analyzed and then you keep the design and content elements that performed the best
against the original. The process continues until you achieve your optimization goals.
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Your Home Page
Your website’s home page should not be considered “The Money Page” or your primary landing
page, especially if your business offers more than one product or service. That does not mean we
don’t work to improve that page. If visitors are bouncing from your home page, we have bigger
problems than improving conversions. Essentially, the home
page should be the traffic cop for your website. From here,
you want visitors to follow a certain path to a primary goal
using top level navigation, action buttons and textual links
within some body copy.
You can help visitors move onto the next step by providing
clear directions on what to do next and make those links easy
to find.

Identify Your Most Valuable Landing Pages
We are assuming you have a website analytics tool installed on your website. Most small and
medium sized businesses are using Google analytics so we will continue to reference that tool in
our examples. If you don’t have analytics installed, let’s get that script as soon as possible. Google’s
Analytics is currently free and let’s hope it stays that way.
Installing Google Analytics			

Using Google Analytics to Understand
Content Usage
Let’s now take a look at how your visitors consume your content.
Find the content metrics in your analytics tool and let’s discover
the most popular pages sorted by Unique PageViews.

With the exception of your home page and your contact us page, the next few pages on your top
10 list should be considered your most valuable landing pages. Of these pages, let’s understand
how visitors got to these pages, the time spent on the page and their exit path when leaving. Use
the Top Landing Pages report and add the secondary dimensions of “Source”. All this is very useful
information for conversion experiments.

# 3-5

/most-valued-pages

Google (organic)
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Which Pages Have The Most Potential for Improvement?
Of the 3-5 most valuable pages in terms of unique page views, let’s prioritize the most problematic
pages. Which ones have the higher bounce rates, the most exits, and relatively poor behavior
metrics? These problematic pages are where your website is bleeding the most and the pages that
should be addressed first.
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The Key Elements of a Great Landing Page

Image Credits to KISSmetrics
User intent will dictate the visitor’s behavior. It all depends on what the user needs and if their needs
are being fulfilled with the content on your page? There are some standards and best practices that if
followed, will help you create landing pages that win more conversions. Let’s understand these features
of a page first before we start laying out a new page to test for your website.
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The First Key Elements You Should Test
1.

Page Headlines and/or Value Proposition
Value propositions are the single most important element on your landing page
and we will spend more time on this subject on the following page. If the primary
traffic driver is a banner or PPC ad, then you should mirror the Ad Copy whenever
possible. Your visitor has expectations that must be met.

2.

Sub Headings and Supporting Statements
Get to the point and be sure you are clear. Don’t confuse the reader. Tell them
what is most important and invite them to read on in understandable and concise
language.

3.

Compelling Copy, Good Grammar, Written for the User
Keep your focus on the goal…tell them what they will get if they take your desired
action. Keep your ego and info about how great you are out of the copy…They
Don’t Care! It should be all about them here.

4.

Establishing Trust and Credibility
Testimonials, social proof, guarantees,
awards and recognition from 3rd parties help
visitors feel ok about the decision they are
about to make. You must help them feel
confident and trust you with some evidence.
If there is a purchase being made, security of
credit card transactions is VERY important.
Using Blue and Green colors help establish
trust and security.

5.

Components of Trust





Client Testimonials
Social Proof from Reviews
Guarantees
Recognition from 3rd party sites

Calls to Action
Tell them what to do with “Calls to Action”. The language here is very important
and very important to test different variables. Everything on this landing page
should lead the visitor taking this desired action. Next to the Value Proposition,
The Call to Action is the 2nd most important page element to optimize.

6.

Action Buttons That Scream “Click Me Now”
The use of buttons and colors on landing pages has become an art form. Deciding
what colors to test and button styles all depends on the other colors and shapes
on the page. Buy, Download, Free, Share are all examples of action words that
the visitor needs to know.
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7.

Minimize Navigation and Distractions
Try to remove anything that may distract your users from what you want them to
accomplish. You probably need a few links to relevant pages that support your
goals but minimize the navigation as much as possible. It is time to keep it simple.
If they are clicking away from the action…you lost their attention.

8.

Supporting Images and Video
Images and media should help support your goals for this page and even give
some additional direction. Keep the images relevant to the headings and the
desired action. Product images and picture of your client benefiting from your
service are good options.

9.

Everything Important Above The Fold
People are generally lazy and if they have to go looking for additional information
below the fold or on another page…you may be losing customers. Sure they know
how to scroll…they just don’t like to. Never have your primary call to action button
below the fold.

10. Test Everything
These are just the top elements and variations for each element that should be
tested. Let your visitors decide the content, colors and page flow they prefer the
most. A/B testing is a side by side experiment focused on one or two elements
at a time. Multi Variant tests can be run if you have several steps required in the
buying process.

Summary:
Optimize landing pages over time and let the visitor decide. Incremental positive changes lead to
substantial growth over time. You know too much about your business and you are not the actual
buyer. Therefore your thoughts and beliefs will probably interfere with what may be a different reality.
So it is important to be open-minded. Have fun with testing and see how your beliefs may be blocking
you from higher profits.
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What is A/B Testing?
A/B testing, or split testing, is where you simultaneous compare two - four pages against an original
page to see which one performs better. The experiment should only involve one or two elements at a
time. The visitor traffic is split into percentages based upon daily or weekly total traffic volumes.

A/B Testing

100% Traffic

40%

Original

30%

Test Page A

30%

Test Page B

For Example:
You will use Javascript and analytics code on each of the pages you or your designer has developed to
help split the traffic and measure the effectiveness of the alterations against the original. We set goals
and duration and allow the data to help us make intelligent decisions based on facts and behavior
metrics.
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The Value Proposition
Why is an Effective Value Proposition so Important?
Who makes the decision to stay or leave your website, you or your website visitor? Therefore a value
proposition that is customer centric must be the first thing they see. It must encourage them to stay and
continue reading. It is the MOST important thing for you to get right and requires some effort on your
part. Great statements of value written in the words your most valuable clients will use can propel your
website into a lead generation machine.

An effective value proposition states a promise of value your service or product will deliver.

It states how your prospects problems will be solved
It helps them visualize specific benefits they will receive
It differentiates you from your competition
It explains why they should buy from you

Your Value Proposition is the most important element to test on a webpage.
Most prospects will enter your website with a need and a desire to fill that need. The conversation in
their mind has already begun before they arrive at your webpage. They may have bounced around
to your competitors and left unsatisfied. Your Value Proposition should provide them hope that they
are now in the right place. It should be written in the language of your customers and bridges the gap
between the ongoing conversation in their mind and the solution you provide.

What are the Components of a Great Value Proposition?
If you have never created a Value Proposition, it is best to start with the following format and allow it to
develop over time.
• A Primary Headline:
1 short statement about the big benefit – Capture Their Attention
• A Supporting Statement:
An explanation of what a user will receive, who the best candidate is and why it will be useful
• 3-4 bullet points:
List the Key Benefits
• A Graphic:
An image that reinforces the main message. It must support the text and not steal away the
thunder.
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Here is an example of what we started with on our Lead Generation page:

It is best to use your clients and prospects own words. Therefore interviewing client’s who have
bought your products and folks that have not bought from you are great candidates to ask these types
of questions.

Types of Questions to Ask
What product of service do you feel we are selling?
Who are the people in your company that would make the decisions to
buy these products or services?
What results would you expect to receive from what we offer?
What makes our services stand out over the competition?
I’m sure you can add a few more to the list but don’t overdo it.
For testing purposes, let’s break the whole value proposition into its parts:

1)
2)
3)
4)

The Primary Heading
Sub heading or supporting statement
The Benefits
The Graphic that supports the Value Proposition

We promised you a list of 17 elements for you to test in your next content experiment. We have given
you 10 so far. Here are a couple more elements to test in the Value Proposition.

11. Font Family and Attributes
12. Position and Layout of the Headings and Buttons
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The “Call to Action”
What do you want your visitor to do? “The Call” is nothing more than a request.
To do what? Take some type of action. In most cases, the action is to click a button, fill out a form,
download a file, test something out for a limited time, etc.
Simple right? Not really.
Most web visitors require clear cut direction that removes any barriers or objections they may have to
taking this action. The words you use for this call to action should provide confidence, create a sense of
urgency and even imply that they may be “missing out” if they fail to take the next steps.
Here are a few unspoken questions or even objections to moving forward.

Is there a price benefit for taking immediate action?
What happens if I delay my decision?
What is the benefit to me personally?
What obligations to time and money are required of me, “the buyer”?
These questions exist in the visitor’s mind and should be addressed by the Call to Action.
You should be providing the reader with a compelling reason why they need to take action now. The
colors you use must be attention getting but not offensive to the eyes. The message you convey should
be very simple to understand.

Testing Calls to Action

13. The Call to Action Text
Action words such as buy, call, download, subscribe and donate give clear
direction but by themselves leave the visitor with too many questions unanswered.
“Buy Now and Save”, for example helps clarify the requested action.

14. Button Colors
Orange, Yellows, Reds and vibrant Greens are
great colors for buttons. The various shades
of these colors can be tested. You are looking
for an eye catching contrast to the background
color.

15. Copy Above and Below the Button
Creating a sense of urgency in the visitors mind is important for motivating a user
to act now. This language should be positioned above or below the actual action
button. Phrases like “while supplies last”, “for a limited time only” and receive a
“free [bonus] if you act now” can strengthen your call to action.
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16. Font Colors
The colors you use for copy should be easy to read. Therefore the color the text
sits on is just as important. Color usage throughout the page should be tested.

17. Remove Distractions
Less is more in this case. You don’t want to steal the focus away from the action
so please clear away anything that is unnecessary like a link to more info or a
banner advertising something other than the desired action.
FYI: REMOVE all AdWords or AdSense script from the areas around the Call to
Action.

There is always more to test. I was always taught to under promise and over deliver on client
expectations. So here are a few more elements we can add to our list.

18. Use of White Space
Whitespace improves readability of what you want consumers to see and read.
The space you use between graphics, text, margins and other elements is very
important to drawing attention to the important elements. Whitespace helps the
reader organize thoughts and can be used to guide the visitor to the next logical
step.

19. Testing Trust Elements
Building trust online comes in many forms. Adding a seal of approval or a link to
your page on the Better Business Bureau’s website can help build trust. Online
reviews and testimonials can help build trust. Adding a physical location and
sharing bio’s of the executive team can help build trust. The list is endless and we
can test them all to see what resonates the best.

20. Guarantees
21. Social Proof
22. Security Certificates
23. Recognition of Trust
24. Credibility with Compelling Content
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Conclusion
Everything about your website should portray your business credibility and remove any apprehension
from the consumer’s mind. All of these items you are testing above should speak to how trustworthy
your business is and the integrity in which you run this business. The First 50-100 words on the page
after the Value Proposition is your opportunity to instill confidence, meet expectations and overcome
any additional objections a buyer may have. In face to face selling, you can listen to the client’s
objection to buying and attempt to overcome them. Online, it is different. What we can do is add
information to our page that addresses some of the most common objections a buyer may have. One
of the most important things you can do to increase conversions is to test everything. If you are using
breadcrumbs to lead a buyer down your chosen path, it is important you remove the obstacles that they
may stumble over.

About the Author:
Tom Gilmour has been developing traditional marketing programs since
1991 and e-marketing programs since 1996…yes, before Google was
founded by Larry Page and Sergey Brin. In 2001 Tom joined Royal
Caribbean Ltd where he began enhancing his e-marketing skills with
web development consultations, content optimization, pay per click
advertising and several other forms of online marketing initiatives. After
almost 20 years serving the corporate marketing community, the past
three years he has turned his focus on his local business community
serving the online marketing needs of small and medium businesses in
the Philadelphia region as President of eXplorations Marketing.

More About e-xplorations Marketing
Marketing to your prospects and clients online should continue to evolve as your consumer habits
change. We believe that your website is still your most important marketing asset and should be
customized to engage your audience in a way that exceeds their expectations. Our team can help you
learn more about what your visitors expect of you, provide them with the tools and information they
seek and encourages them to return often. We do this through the process called Conversion Rate
Optimization.
Visit this page on our website http://e-xplorations.com/website-conversion for more information.
Better yet, contact us today to schedule a website evaluation.

(215) 240-1215
tgilmour@e-xplorations.com
Call

or email
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