A “High-Level” Look at LP Optimization

100%

Of the landing

page rules and
reminders you
need to convert
quality traffic.

You don’t always need a lot of word to convince people...
just a few of the right ones.
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If this sounds like a different way of saying the same thing, it is.
The need for multiple, unique landing pages bears repeating.
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Today’s consumers/clients value endorsements, reviews,
awards and other forms of “social proof.”
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There’s almost always room to improve when it comes to landing pages.
If you don’t understand standard deviation or chi-squared distribution,
skip ahead to #10.
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Headlines should be compelling, succinct, and perfectly alighed with the
copy that preceded the click. Otherwise, half of your leads will bounce.
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Decide which data points you really need
to collect, or risk losing leads.

Asking for a phone
number/permission to call
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Always create a unique landing page that is
specific to the offer you just made.
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Only 33% of companies create unique landing pages for all their new campaigns. Routing leads to
an existing, relevant webpage isn’t a total disaster, but it still dilutes targeted, cohesive
messaging/design. Routing leads to a homepage is a terrible idea. Yet 17% of businesses in this
survey did so anyway. And an estimated 44% of B2B leads are routed to homepages.

Your prospects should know exactly where you want them to click.
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The key component of an effective landing page is its CTA, or Call-to-Action.
You absolutely must have one, and it must follow these rules:

* Use gain-focused words vs. effort-focused words (get, view, see,

discover, enjoy, or play VS. submit, join, start, download, go, or
activate)

* Limit your CTA to 3-7 words
* Highlight CTAs with offsetting colors or buttons
* Repeat CTAs if body copy is necessarily long and requires

scrolling

* Preface your CTA with some explanation of value. Why is it

worthwhile to take action?

*GET* VIEW* SEE* DISCOVER* ENJOY

The most common problem among businesses that don’t use
landing pages? They don’t have the knowledge or the time.

Sources: “Landing Page Handbook: HowTo Raise Comversions— Data and Design Guidelines,”
MarketingSherpa, 2005; http:/ fwwiw. taglineguru. comsurveyd S html;

http://blog hubspot.com/blog/tabid /6207 /bid/6745/3-Form-FieldsThat-Kill-Landing-Page-
Conversion-Rates. aspx

http:/www. marketingscoop.com/Article_Tools/Siverpop_Landingpaze pdf;

http://blog. hubspot.com/blog/tabid /6307 /bid/3 2565 W hy-Landing-Pazes-Are-an-
Indispensable-Part-of-Marketing aspx; http;/ 'www hubspot.com/marketing-
resources/marketing-statistics/; http:/ 'www. safesitecertified org);

http:/ fwww. mequoda.comarticles/ landing-pages/S-tipsfor-increasing-conversion-rates/;
Marketingsherpa Landing Paze Handbook, 2™ aedition




