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Landing Page Design:
Common Mistakes & Tested Techniques

Introduction

[t@ not about Technology; it@ about PsychologyX
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That statement predates the Internet by a number of dées, yet it is as true today as it was back then.

A bit cynical? Perhaps, but let us not forget that in the Internet world people rarely stumble across a

website without actively searching for something. If you have what they are looking for, youtqob is

help them find it.

The problem is most websites are so ill conceived and poorly constructed that they are little more than
monuments to their owners.
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headlines, images and bullet points. Depending on the personality type of your visitor, you have

between 2 and 8 seconds to convince them to stay on your website and delve deeperTihteyitclick
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Internet.

Why are effective Landing Pages essential ?

A Landing page is where visitors land after clicking on an email link, a search engine result, a banner ad,
or manually typagin a specific advertised addieg\ctually making use of that tidbit of knowledge is a
little more complex.
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The scenario below illustrates that a mere 2% increase in conversion results in 240 additional customers
WITHOUT increasing traffic. Depending on the lifetime value of those new customers, that might be a
game changer for this particulaubiness.

Improve Sales by:
1. Increasing Traffic

2. Up-selling

3. Improving conversion rate

Visitors Conv. Rate Customers
12,000 1% 120
12,000 3% 360!!¢
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6 stepsto effective landing page design:

Sep 1: Define Quccess

In order to accomplish your goals, you have to know what they are. Is this an eCommerce website
focused on transactions? Is the purpose to generate leads, or is it &bauding or relationship

building or increasing your database through membership registration? A good marketer will often start
at the bottom of the sales funnel and work their way up to the point where the visitor first enters the
funnel.

Sep 2: Define your Qustomer
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easy for a visitor to leave and finchat they really want.
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name and age and marital status, etc. You may even have multiple profiles; just make sure that you
LINA2NRGAT S §KS Yigho apsedt ® Y00 rSangdifarentcastimei types, you will wind up

appealing to no one. Once you know WHO you are selling to, you can craft your message so that it

appeals to THEM.

Sep 3: Selecting Domains

Most businesses consider their Home page thaiding page. That may be perfectly acceptable in some
instances, but it is not always the best choice. Your landing page may be part of sit@i@osingle

LI 3S gAGK Ada 26y R2YIFIAY ylIYS® |, 2dz YAIKG cO2yaiRSN.
product or service. That is particularly effective when the domain will be visible such as on printed

material or other instances where the domain will be visible suamée®ponsored Links advertising

(pay-per-click).

Sep 4: Wireframing

Essentiallydé 41 SGOK¢ 2F GKS LI 3IS tlLe2dzid {GFNI o0& fAaldAYy
them out on a piece of paper taking up approximately the amount of space they will warrant. You
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spot on the page where most visitors will have to scroll down to see more).
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Sep 5: Copy writing

t S2LJX S Rgrgddion the et fthiey scan. They see headlines, bullet points and graphics.
Headlines should refer back to what the visitor was looking at before they landed on your page. Only
about 20% of your visitors will actually read the body copy... $tilis to be good (less is more).
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is almost certainly the one element on the page that you can be sure they will read.

Sep 6: Testing & Tweaking

This is not a spare time activity. It is something that should be scheduled at regular intervals. Examine
82dzNJ YSGUNRO&E YI1S AyONBYSyiGlt OKFIy3asSa F'yR NBSEIY
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your original goals (Transactions, Lead Generation, Branding/Education, Relationship Building,

Registrations, Viral marketing, etc.)

Key Qonsiderations

CKSNE A& I RAFFSNBYOS G6566SE&WNYSaBRHOPREAAJYSREARY
page pretty. A web marketer can make a web page pretty compelling. Although a list of tips is no

substitution for a weksavvy marketing professional, there are certain industry best practices that every
businest Oy dzaS Fa | 3IdzZARSEtAYS 2NJ aOKSO|l akKSSa¢ G2 |

Srolling, Paging & the Fold

Scrolling is the point on a web page where a visitor would have to scroll down to see the rest of the
page¥ (G KS @A aAil2 Nstgaicy, Qal wilk néveMdngeiozSsRow thém vilhat is below the
fold.

Do NOT make texdopy colunms too wide or fonts too smagllist to keep content above the
fold.

10-12 point or larger fonts ho more than 580 charactergincluding spacgsacross.

Women ages 345 are more likely to scroll, read more info aclick onto additional pages than
men.

Abovethe-fold info must contairenough convincing data to waler the short attention span
visitors.
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Navigation Bars

It is very tempting to make sutéat no information about your company is left out; however the truth
is that most people justdd@@ | NB | 4 (GKA&a LR2AYyGd YSSLI AY YAYR 6KI
contact information, you will have plenty of opportunities to educate thenyas build the relationship.

You will have plentyfaopportunity to tell yourcustomers how wonderful you are.

Would you tell an attragte stranger your life historyvhen you are just fing to get them to
agree to dirst date?

The objective isat not encourage the visitort@ I Y RSMNI2 & & 6 E

Landing Pages with Linksto Other Pages

Use discretion when providing links to other pages or websites from your landing page. You may be
tempting the visitor to wander offpoint. In some cases it may permissible or even desirable to offer
the visitor an opportunity to lean more as long as each link returns the visitor back to the sales funnel.

Eliminate any clicks to irrelevant pages or advertisers

Minimize font size of links to privacy and legal infiation

Make the ENTIRE area around a link clickable

Make the first 3 words of a link descriptive

Make your Hero shot ickable and open in a separaiéndow of infamation so the visitor does
not losethe main landing pagéHero Shot is a single pictureattells the story.

Qolor thoices

Believe it or not, color choices have remarkably little influence on the effectiveness of a landing page.
However poor color choice that impacts reading comprehension does have a negative effect. Keep in
mind that a higler percentage of the population than you probably realize is color blind and may have
trouble with the contrast of certain color combinations.

Copy Blackor dark)text on a white(or light)background

Headlines Large enough to be readable in most colas largely irrelevant.

HotlinksY . f dzS dzy GAf Of AO1 SR YR (KSy Gdz2N}Yy& LIzNLI A 2
Branding ColorsOK if branding is more important than copy.

Typeface Fonts
LG A& KFENR Sy2daAK G2 3ISGd + @GArairiz2NI G2 | Olddzrtte NB
ySOSaal NEd DSySNrftte avitt F2yd aAl Sa at221¢ o0Sidi

convenient design element. Howevefffective trumps petty every time.
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i=  Make copy easy to read as possitMany visitors will bail judted- dza S G KS LJ 3S af 221

g2 NJ €

== Use 10 point or larger font. Csidler a larger size if you at@rgeting children, adugt or if you
have very long copy

22 Captions, form fil names)egal and some techpecs can be smaller
Smaller texts promotes slower readingdaa dropoff in comprehension

22 Text should never run more dén 5260 characters across the screéenS 2 L S O y Qi 02 Y T2

read longor wide columns.
22 Keep columns & fixed width (no liquid designs)

2 asS &rSFS Fyaaég G2 O2y iNBf GKS | LIISIENIyOS 27F |

(http://www.efuse.com/Design/web_fonts_basics.html#WebSafeFonts

== With the possible exceptionf@ne-line headlines, all texdhould be flush left and NGEntered.

22 Headlines should be significéyntarger and possibly boldesulbheadlines should be close to

body copy size and bold

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

Note: Harder to read because the Human eye wants to return to the same point after each line.

Sample #2: 9 Point of Smaller Veranda 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.
Using small font sizes like this may make an nice convenient design element for the layout artist, but
functional trumps pretty every time.

Note: The block of textrmy look32 2 R 0 SOl dzaS aYIl £ £t SNI LINAYy G YI1Sa |y

small size and poor contrast make it hard to read.
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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?

Note: The human eye is trained to move from left to right only so far. Any farther and it requires a
conscious effort to continu get to the end of the line.

Sample #4: White body copy on black background:

Perhaps art directors like 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.

Note: We grow up reading dark print on a light background (school books, newspapers, etc.). The
contrast is better with dark over light.

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.

Note: Bold print is not necessarily more readable. In fact it can obstw@elifferent characteristics of
each letter that helps us quickly differentiate various words. Bold should be reserved for emphasis.
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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.

Note: DNR dzLJ @ 2 dzNJ LJ- NI} NI LIKa Ayid2 aK2NI Slaaife
O2YLINBKSYRZ Al I LIISINRAR (®nsdeBceledelSaa &2 NJ ¢

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 Veranda 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 Veranda 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

vy vy vyvYyy

Note: Which do you think is easier for you mind to organize and retamblock or the bullet8

Copyright © 2009 by Research and Management. All rights reserved.

Page8 of 15



Landing Page Design:
Common Mistakes & Tested Techniques

How many elements should be on a page?
¢tKS O2NNBOWGa I YIAYENI & aR®OS a4l NBX y2 Y2NB y2 fSaaxo

These are just some items that MAY go on a landing page. It is not meant to be a checklist of items that
should be on every lamag page.

Trust lcons

Data and Case Studies prove conclusively that trust icons do make a difference in convistsitiple

icons may help even more. Make sure you place the icons above the fold and at critical decisino points
such as fornsubmissions or transaction point in a
shoping cart.

Consider using the spaceoand your logo to identify ivith a

trust image and slogatiike the Kelley Blue Book logo to the right
Notice that Kelley Blue Book awarded themselves their own
trust icon,however it gives the appearance of an award or
certification.

Video on Landing pages

Video can be a powerful tool or an unwanted nusance depending on how it iSNE®EER start playing
the video automatically when the visitor arrives on the Landing Page!
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