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What is a
Landing Page?

A Landing page is where visitors land after clicking
on an email link, a search engine result, a banner ad,
or manually type in a specific advertised address.

Key Points:

* It may be the Home page... but not necessarily

* There may, or may not be navigation to other pages

* There should be a specific objective with minimal distractions.
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ix Steps of Landing
Page Design

Step #1: Define Success Step #2: Define your Customer

e Transactions e |t’'s NOT about YOU!

e Lead Generation e Create an ideal customer profile
e Branding/Education e May have multiple profiles

e Relationship Building e Prioritize customer profiles

Membership Registration Don’t try to appeal too broadly

e Viral Marketing (you will target no one)
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Presenter
Presentation Notes
www.mywebsite.com/products/electronics/gps
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ix Steps of Landing
Page Design

Step #3: Selecting Domains Step #4: Wireframing

e Unique Landing Page URL? e List all the page elements

Personal URL (PURL)? e Create a layout sketch

Multiple Vanity URLs? Wireframe before Copy

e Easy to remember? e Consider general size & placement

e Easy to spell? e Consider the fold
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Presentation Notes
MyWebsite.com/categories/electronics/gps

Better yet….

www.myGPSstore.com


Six Steps of Landing
Page Design

Step #5: Copywritting Step #6: Testing & Tweaking

e Headlines: Should refer to the place e Set up a schedule to examine and
the visitor just came from adjust to the metrics

e Call to action: Test matching this with e Should match your original goals:
the headline -Transactions

-Lead Generation
-Branding/Education
-Relationship Building
-Membership Registration
-Viral Marketing

e Body copy: Only 20% of visitors will
actually read this... still has to be
good.
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Scrolling, Paging & the Fold

Put enough content above the fold (text and images)
so that the visitor can decide to stay or leave

®» Do NOT make text-copy columns too wide or fonts too small
just to keep content above the fold.

®» 10-12 point or larger fonts / no more than 50-60 characters
(including spaces) across.

®» Women ages 34-45 are more likely to scroll, read more info and
click onto additional pages than men.

®» Above-the-fold info must contain enough convincing data to will
over the short attention span visitors.


Presenter
Presentation Notes

Don’t put 10 lbs of fertilizer in a 5lbs bag!


Navigation Bars

Navigation on a landing page can present a distraction
and do more harm than good

®» You will have plenty of opportunity to tell the your
customers how wonderful you are.

®» Would you tell an attractive stranger your life history
when you are just trying to get them to agree to a
first date.

®» The objective is to not encourage the visitor to
wander “off-point”
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Landing Pages

with Links

Design Tips for Landing Pages with links to other pages:

-

-

B
B
B

Eliminate any clicks to irrelevant pages or advertisers
Minimize font size of links to privacy and legal information
Make the ENTIRE area around a link clickable

Make the first 3 words of a link descriptive

Make your Hero shot clickable and open in a separate
window of information so the visitor does not loose

the main landing page
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Presentation Notes
Think of it as a funnel. Giving a visitor chances to wonder off-point is like having a series of leaks in your funnel


Color choices affect: Reading Comprehension

Copy: Black text on a white background

Headlines: Large enough to be readable in most
colors, so largely irrelevant.

Hotlinks: Blue until clicked and then turns purplish.

Designer colors are OK...but test first....

Branding Colors: OK if branding is more important
than copy.
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Presentation Notes
Colors may appear different on different monitors (like TVs in a department store)

Internet safe colors


Typeface Fonts

Rules to follow for Easy-to-Read type:

5

-

Make copy as easy to read as possible. Many visitors will bail just
because the page “looks like work”.

Use 10 point or larger font. Consider a larger size if you are
targeting children, elderly, or if you have very long copy.

Captions, form field names, legal and some tech-specs can
be smaller.

Smaller texts promotes slower reading and a drop-off in
comprehension.
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Typeface Fonts

MORE Rules to follow for Easy-to-Read type:

5

Text should never run more than 52-60 characters across the
screen. People can’t comfortably read long wide columns.

Keep columns at a fixed width (no liquid designs)
Use “Web-safe fonts” to control the appearance of the page.

With the possible exception of one-line headlines, all text
should be flush left and NOT centered.

Headlines should be significantly larger and possibly bolder.
Sub-headlines should be close to body copy size and bold
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Presentation Notes
Web Safe Fonts: http://www.efuse.com/Design/web_fonts_basics.html#WebSafeFonts 


Typeface Fonts

Common online Type Design Mistakes:

Sample #1: Multi-line headline with each line centered

Multi-line text of any size is very hard to read
because the human eye looks for the
beginning of a line over to the left and we
expect it to be in the same place ever time. If
it isn't we have to adjust
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Typeface Fonts

Common online Type Design Mistakes:

Sample #2: 9 Point of Smaller Verdana in Gray:

The average person over the age of 40 will not have an easy time reading this.
This is one of the most popular font/size combinations online. Higher rez
monitors can make the font look even smaller.
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Typeface Fonts

Common online Type Design Mistakes:

Sample #3: Column wider than 65 characters across:

Using a liquid design instead of a static design makes it harder for you to maintain control of the appearance
of your page. On higher screen resolutions the column will expand (and get shorter). Is it any wonder that
newspaper and magazines use narrow columns?
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Typeface Fonts

Common online Type Design Mistakes:

Sample #4: White body copy on black background:

Perhaps art directors line white copy on black back-
grounds because they never actually read the copy so

they don’t expect any one else to. Sometimes it might
look cool...but it still doesn’t convert well.
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Typeface Fonts

Common online Type Design Mistakes:

Sample #5: Bold for Verbal Emphasis (Not Readability):

The average person over the age of 40 will not have
an easy time reading this. This is one of the most
popular font/size combinations online. Higher rez
monitors can make the font look even smaller.
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Typeface Fonts

Common online Type Design Mistakes:

Sample #6: Paragraphs longer than 4 % Lines:

He is going to speak to the Elite Coaching clients and give an
introduction to the movement of spinal corrective care in the
profession and CBP. This is a phenomenal opportunity to
hear one of the professions foremost leaders fighting for you
in the political and insurance arenas. It is because of efforts
of dedicated individuals like Dr. Deed that gives us the
opportunities we have in practice. Please come to the New
Orleans seminar early on Friday and give Dr. Deed Harrison
the respect he deserves.
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Typeface Fonts

Common online Type Design Mistakes:

Sample #7: Pros that should be a Bullet List:

Some common mistakes that designers make when writing text
include Multi-line headline with each line centered, 9 Point of
Smaller Verdana in Gray, Column wider than 65 characters across,
White body copy on black background, Bold for Verbal Emphasis
(Not Readability), and Paragraphs longer than 4 % Lines

-OR-

Some common mistakes that designers make when writing text include:
Multi-line headline with each line centered
9 Point of Smaller Verdana in Gray
Columns wider than 65 characters across
White body copy on black background
Bold for Verbal Emphasis (Not Readability)
Paragraphs longer than 4 % Lines

y ¥yv yvwvy
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®
How many elements should be on a page?

As many as necessary... no more no less....

» Logo » Forms with descriptive tags

» Hero Shot, which may be clickable » Descriptive tagline

» Conversion button or link » Security and trust icons

» Headline » Testimonials (text, audio, video)
» Quick offer explanation » Technical specifications

» Longer product or Service explanation » Guarantees

» Links to more information » Rich media

» Deadlines » Copyright /Legal (at bottom)


Presenter
Presentation Notes
Try to minimize everything… but do what has to be done…
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Data and Case Studies prove conclusively that trust icons do make

a difference in conversions

®» Multiple icons may help

®» Place icons above the fold and at critical decision points

®» Consider using the space around your logo to identify it

with a trust image and slogan e
% Kelley Blue Book

&7 THETRUSTED RESOURCE
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Video on Landing Pages |22

DIRECTOR __

CAMERA

Rule #i:

NEVER start playing the video automatically when the visitor
arrives on the Landing Page!!!

®» Visitor might be in the work place and might bail as soon
as unexpected sounds start blaring from their computer

|II

® No one likes a “commercial” forced on them

®» The visitor just may not be prepared. They may want to
scan the page before investing in the video, or simply
adjust their speaker volume.
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Video on Landing Pages |22

DIRECTOR __

CAMERA

Two scenarios where video works well:
#1: As Seenon TV

®» The purpose is not to sell, but to brand and reassure the
visitor that they are in the right place

®» Use a shorter version (30-seconds or less) than the original
TV version ‘

®» Typically works best on the
top left side of the page
or in a featured area
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Presenter
Presentation Notes
Remind people that we are big enough that you have seen us before.


Video on Landing Pages |~

DIRECTOR __

CAMERA

Two scenarios where video works well:
#2: Testimonials

®» Amateur videos work well because they are believable

Testimonials
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Avatars & Spokesmode

ur site

SitePQI ) What does y«c

Enable your site

£

Sit back, relax and we will
show you how it works.

* Communicate with impact
* Enrich the user experience

7

* Engage visitors
e Stand out

Success stories &g

MySitePal Login

T L

Watch Intro Movie

No credit card required.

Starting at

$9.95

per month
Get started &

To Order, Call tell free at
888.712-3868

Myt itionSh
Lirary

3 Bottles of
WEIGHT SCIENCE™

Complete Body Makeover eBook

{2 54%.00 valse)

Regular Cost SH6+52

oy 589.97

WEIGHT SCIENCE™
Hatural support for Weight Loss
&0 Capsules

Lose weight with the techniques used by
John Spencer Ellis to train the stars on the

Real Housewives of Orange County

j: Apple Clder

Vinegar

All natural weight management
formula with 750 myg of 100% certified
South Africen Hoodla Gordond to
control bunger, support cark
digestion and boost calorie burning
without harmful stimulsnts®

The Complete Body Makeaver is an incredible 120
page e-Book, a §49.00 value, that you'll get
abzolutely FREE when you buy 3 bottles of
WEIGHT SCIENCE™, You'll learn the same weight
loss technigues John wed to train the Real
Housewives of Orange County on their Brava
Hetwork TV show.**

Online Price $33.99
Flus Thigeming Il handling




Response Devices: Phone Numbers

Adding Phone Numbers to Landing Pages

B
B

-

Bigger is Better....don’t be shy

Some consumers just prefer to call

Some consumers just want to be reassured there is a
real person available (even if they never call)

Tip: put phone number on EVERY
page, not just the Landing page
or Contact page

Call toll-free 1-888-MATH-HELP
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A5 SEEN ON

coming in on the toll-free line.

Credit: MarketingSherpa Handbook

MATH MADEE 20/

Looking for some
help with algebra?

Many students strugagle with algebra through no fault of
their own. After all, algebra has its own unigue language
and set of rules. Nonetheless, the frustration experienced
by algebra students can result in a loss of self-confidence.

If your child is struggling with algebra, our Algebra Made
Easy video tutonal series can help pave the way to a good
grade. Created by a team of leading math educators,
Algebra Made Easy features a comprehensive, step-by-
step approach that simplifies complex concepts by
breaking them up into bite-size pieces, using high quality
color illustrations, and providing real-life examples.

The knowledge and sense of achievement that Algebra
Made Easy can bring to your child will pay big dividends for
years to come. Mot anly will it help your child earn a good
grade in algebra, but it will also lay a cnitical foundation for
future success, including college admissions.

Why not see for yourself?
To receive a free sample of the Algebra Made Easy tutorial,

just fill out the form on this page, or call us toll free at
1-888-MATH-HELP.

This landing page gets and average 12-15% conversion rate
from search engine traffic, with 10% of the conversions

Gall toll-free 1-888-MATH-HELP

Request Your
Free Sample Today

First Name

|

Last Name

|

Phone Number
|

E-Mail Addrass

|

What is the Grade lavel of the
student?

IChuuse OME... ;l
With which subject does the
studant need halp?

]Chun:a one... _:_f

Are you the parent or the
studant?

] Choosa one... ...'.j

If you are under 18, please
provide the name of one of
your parentst

|
m—

e per person/family.

v infarmation we collect
wnd will not disclose or

2 2003 Multimedia Tutorial Services; Inc,




Next to Headlines, button copy, color and shape as the
most important element on the page...

®» Test: Red vs. Gray... Round vs. Rectangular

®» Wording is important: “Buy Now” vs. “Try it Now”

® Different buttons work for different audiences

Click to qualify — It’s Free

Am | Eligible? Find Out Instantly!

®» Don’t get cute with the labels....say what you mean

<WSI



S Registration Forms

Shorter is better. Usually...

®» Be patient. Ask for only what you need... you will have more
chances to get the rest. Roughly 40% of visitors may answer a few

extra questions on the “Thank You” page

If you sign up now, we will also send you an
audio file titled, “2 Secrets That Can Guarantee
Better Compliance at the ROF.” This will
change the way you think of communicating to
your patients and running your practice.

P Name: |
: &

Email: |

®» Exception: When you want to pre-qualify leads because
there is a cost associated wit the next step of the process. %&WS]



Copy Tips...

» Use half the copy that you would use in printed material

®» Headline should exactly match the headline that got them there
» Stay on point.... Headline match Body Copy

®» Nothing more than needed...nothing less than needed

» Don’t waste valuable real-estate with “Welcome...”

» “You” and “Your” trumps “We” and “Our”

EWSI



Copy Tips...

» People read only the first few words of bullets and paragraphs
» People read the tops and bottoms of lists...not the middle

» Keep your first few paragraphs short and inviting

» Alternate long and short Paragraphs

®» Paragraphs shouldn't be longer that 4 or 5 lines long

®» Numerals have more impact than written numbers

EWSI



Long Copy vs. Short Copy

Long copy works well for....

» Expensive Products & Services

®» Money related products and services
®» Health related products and services
» Older consumers

» Reading related products

®» Technical products

EWSI



Campaign Killers!

% Too much text (some exceptions)

x Error pages, broken links and anything that does not work.

% Required fields (especially personal info & telephone numbers)
»® Reset buttons

¥ No email privacy information next to the email form

% Lack of communication choices

x Inadequate shipping & pricing information

¥ Too many links leading to too many destinations

<WSI



Success Factors...

» Keep the critical elements above the fold

» Fewer columns are better

®» Consider removing navigation (keep the visitor from straying)
®» You may need more landing pages....think “template”

» Bigger is Better (typeface thatis....)

®» Men like short pages... women like long pages

®» Influence the visitor with minimal distractions (/ead the eye)

EWSI



we simplify
the Internet

WSI

Download the Whitepaper at:

www.getWSlpowered.com/Landingpages
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