
 

 

 

 

  

SEO Landing Pages 
How we achieved 548% more conversions without 

damaging organic traffic  

Landing page optimization and search engine optimization are 

two completely different entities. While optimizing to convince 

a human to take an action ς such as buy, or fill out a lead form ς 

can clearly increase your conversions, it may have an adverse 

affect on your SERP ranking. In this Web clinic transcript, Dr. 

Flint McGlaughlin teaches how to address this problem in the 

most profitable way possible. 
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SEO Landing Pages 
How we achieved 548% more 

conversions without damaging 

organic traffic 

 [Note: This Document is a transcript of our original Webclinic on SEO landing pages 

that aired June 15, 2011.] 

Dr. Flint McGlaughlin:  Good afternoon!  It's hard to believe, but we're at it again 

with research from another case study.  The topic is SEO landing pages, how we 

achieved a 548% gain without damaging organic rankings.  Time and time again, I'm 

approached by marketers who are struggling with the concept of optimizing the 

conversion rate of their key pages without damaging the organic search ranking.  

We're going to be talking about that in some depth.  We're going to show you the 

case study that kind of represents how we grapple with it.  And, if you want to 

comment back and forth to us, you can use this hashtag #webclinic. 

And, I'm joined today by John Powell, who is a Research Manager.  He's been on 

several of these calls beforŜΣ ŀƴŘ ŀƭǎƻ ōȅ !ŀǊƻƴ wƻǎŜƴǘƘŀƭΦ  !ŀǊƻƴ ǿƻǊƪŜŘ ŦƻǊΧǿƛǘƘƛƴ 

these labs, conducting research for many years, and now is the President of Thought 

Projects, and is an expert on the subject and can handle some of the deeper 

questions that you may want to drive that in from the audience. 

If you are an expert in SEO, then this clinic is not going to shock you, the latest new 

tactic that we discovered in our research.  That's not what this is about.  If you have a 

lot of expertise in that area, the only value derived from this clinic is that we're going 

to show you how we had to dance through and around the perimeters of a good 

search ranking to try and achieve a gain without losing that ranking.  And, we do not 

have all of the answers.  We do not have all of the answers, number one because the 

game changes regularly.  I have seen Aaron, who works in this field, frustrated day 

after day as the rules change at Google and within other engines.  But, what we have 

been able to do over and over then is produce a significant conversion lift without 

damaging the SEO rankings.  We have to do it with carts.  We have to do it in e-

commerce.  We have to do it in subscription.  And, I am going to share a case study 

with you now that will be the foundation of what we want to teach you.  As you see 

this study unfold, bear in mind also that we're going to be ending this session with a 

whole group of pages submitted by our audience, doing live optimization and 

http://www.marketingexperiments.com/search-optimization/seo-landing-pages.html
http://www.thoughtprojects.com/
http://www.thoughtprojects.com/
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discussing the implications from an SEO standpoint. 

Background and Test Design 
 

Experiment ID: REGonline SEO landing page test  

Location: MarketingExperiments Research Library  

Test Protocol Number: TP3055  

 

Research Notes:  

Background: Well-known news publication offering home delivery services via online 

registration  

Goal: To increase the amount of home delivery subscriptions  

Primary research question: Which page/process will generate the most subscriptions?  

Test Design: Which page/process will generate the most subscriptions 

 

Dr. Flint McGlaughlin: This is Test Protocol 3055.  It is a technology and media company specializing in 

online registrations and event management.  The goal was to increase the amount of leads generated 

online.  I'm sure many of us have the same goal.  And, if you're in B2C, and perhaps you're on the e-

commerce side or some other version of B2C, stand by because these principles are transferrable and 

will still apply to you.  But, for those of you in B2B, particularly B2C or B2B lead generation, you'll find 

this case study very germane. 
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Control 

 

Dr. Flint McGlaughlin: What you're going to look at now is the original landing page.  It's SEO-sensitive.  

It was designed to help them maintain high rankings, and you can see the brand, the organization.  They 

were gracious enough to allow us to use this case study from our research in this clinic, and we're very 

thankful for that.  And, pay close attention to the layout of the page.  Look at the headers.  For those of 

you with SEO background, think about what there might be on this page that helps it with its rakings.  

And, then let's go forward and look at the second part of this process. 
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Control (Step 2) 

 

Dr. Flint McGlaughlin: Here is step two.  So, we have two steps that have to be optimized.  I'm going to 

back up, step one and step two.  Now, I want to show you the treatment.  A lot of times, I ask the 

audience to give me some of the changes they would make.  And, what I want to do before we go any 

further is go back to this page and invite you to use Twitter or your Q&A function on the GoToMeeting 

console to tell us changes that you might make to improve the performance of this page and be 

sensitive to those changes from the standpoint of SEO.  Let me get some of your feedback.  So, Luke, go 

ahead and share that with me.  Luke is managing all of this production and there's a lot more to 

producing one of these Web clinics than you might know.  We're releasing a video very soon that goes 

behind the scenes and shows you the hundreds of hours and all of the people involved in prepping for 

something like this.  Here we go.  Too much friction on the form, says someone.  The headline sucks, 

says Mark.  Lesson, put boxes in the form, say Collin.  Change the call to action, Jackson.  Poor title, said 

someone else.  Include keywords in the headers, says Garcia.  Less form fields, Kathy.  Change the H, 

Elizabeth.  Why not show a form, says Rob.  The CTA.  The operative word in today's clinic, the new 

ƳŀǊƪŜǘƛƴƎ ǾƻŎŀōǳƭŀǊȅ ƻǊ ƭŜȄƛŎƻƴ ŀǇǇŜŀǊǎ ǘƻ ōŜ ǎǳŎƪǎΦ  {ƻƳŜƻƴŜ ǎŀȅǎ ǘƘŜ /¢! ǎǳŎƪǎΦ  5ƻƴΩǘ ŀǎƪ ǉǳŜǎǘƛƻƴǎ 

in the headline, says Norma.  Too much text, says Dominic.  No offer, says Eddie.  And, there is a lot 

more of your thoughts coming in. 

 

 

 

http://www.youtube.com/watch?v=_9T1aVEi1JI
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Treatment 

 

Dr. Flint McGlaughlin: Alright, let's think about those and then let's look at the treatment that we used.  

And, I'll just kind of walk you forward to the revised page.  Here is the revised page.  This is step one. 

 

 

 

 

 

 

 


