Quick Win Clinic (Part I): The 5 easiest
changes to make to your landing pages
right now

In this Web clinic transcript, Dr. Flint McGlaughlin and
fellow presenters from the MECLABS team discuss how to
employ customer logic to optimize your landing pages and
provide the five easiest changes you can make to improve
conversion right now.
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Quick Win Clinic (Part )

The 5 easiest changes to make to
your landing pages right now

[Note: This document is a transcript of a live Web clinic, “Quick Win Clinic (Part |):
The 5 easiest changes to make to your landing pages right now,” that originally
aired on April 25, 2012. A full video replay is also available.]

Dr. Flint McGlaughlin: Alright. Good afternoon. Here we are again. It is yet another
web clinic. | keep looking back over all of these years and it’s hard to believe that
we’ve done so many of these. Today, we're talking about a quick win, how to
achieve that in a short period of time. The five easiest changes to make to your
landing pages right now. We’ve done about 10,000 path tests and experiments.
We've recorded and analyzed, | think about five million phone calls. From all of that
research, we’re continually learning, refining our understanding, trying to get a
deeper grasp of why it is that people say yes to a given offer.

The problem is during all of this research we have marketers everywhere around
the world who are tasked with deadlines. They have got to get results, they have
to get them now, and even if they achieve them within a day or two they’re being
asked to achieve more. And, so there is this sort of frantic desire to keep moving
the needle that pushes and pulls at marketers worldwide. The goal of this clinic is
to help you find, to help you discover the fastest possible way to get a change. To
find a lift that could make a significant difference. From it, and actually
underscoring the whole thing is a series of critical principles. With the grasp of
those principles, you can use this over and over again throughout your career.

| am going to remind you that you can use hash tag Web Clinic to talk about this
clinic as everything unfolds. I'll be joined today by Brian Carroll. Brian’s probably
one of the leading experts in the world, in fact | know he is, when it comes to lead
generation optimization. His book, “Lead Generation for the Complex Sale,” is the
best seller of all time in that category. | am impressed with his depth of knowledge
and | learn from him regularly. Brian is flown in from our Minnesota offices and
he’s with us here in Florida today and so we took the advantage to get him on here
to help us as we talk about some of the pages that you’ve submitted.

Dr. Flint McGlaughlin: Bear this in mind. We're not just going to be learning, but
we're going to be applying these learnings live to the pages you, the audience,
submitted to us in advance of today’s session. Also, Zuzia is with us and Zuzia is a
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Research Manager who has worked on a number of our most important projects. She’s an expert in
optimization. She'll be working throughout the narrowcast to the broadcast with us as we look at
various pages and try to improve the performance.

This is critical and a bit different than some of our other sessions and the reason is that we’re building
up towards the Optimization Summit in Denver. | don’t know the dates. Does anybody on my staff want
to remind me of the dates? It’s going to be all about optimization. I'm not going to give you a
commercial for it, but we are going to be teaching there and in the process we’re going to teach part
two of this web clinic, we’re going to show you how you can take this and apply it, and many people are
going to be coming and joining us around the world where we’ll be taking their pages. We’ll be teaming
them up with analysts and scientists from our laboratory and helping them understand how to make this
come alive for them in their daily activities.

Experiment: Background and design

ExperimentID: Saxo Bank Forex Trading
Source: Optimization Summit Attendee, Michael Aagaard,
Online-TekstForfatter.dk

Research Notes:

Background: Denmark-based Saxo Bank sells access to a foreign exchange
trading platform.

Goal: To get visitors to sign up for a free trial

Primary Research Question: Which landing page will have the highest free
trial sign-up rate?

Test Design: A/B split test

Dr. Flint McGlaughlin: So, let me get started as always with a case study. This is an interesting study
because it was submitted to us by one of our own students. Someone who has gone through our
training, gone back and applied it in their own environment and | want to thank Michael Aagaard for
submitting this. When anyone submits one of these particular case studies, it goes through our validity
checks and the MECLABS analyst makes certain that we have accurate data. And then if it’s a solid study,
sometimes we can include that in our database or use it to teach you. And, Michael, you did a fine job of
taking these principles and applying them. He works with Denmark based Saxo Bank.
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Optimization Summit 2012

Michael
Aagaard

Meet Michael Aagaard at Optimization Summit
2012 in Denver.

You can attend his 30 Ideas in 30 Minutes session

with Adam Lapp (Associate Director, Optimization
and Strategy).

MECLABS.com/OptimizationSummit

Michael actually is going to be one of the speakers at the summit. He’s going to be teaching and working
with Adam Lapp. You've seen Adam on many of these calls, as he talks about what he’s learned and
what he’s applied in his own work there for the bank. And, | think the name of that session will be “30
Ideas in 30 Minutes".

Call for student work

If you, like Michael, have any tests you would like
to share with the MarketingExperimentsteam,
email us at:

Editor@MarketingExperiments.com

Dr. Flint McGlaughlin: And, yet one more slide, which is unusual for us, but we were inspired by
Michael’s case study, and if you have a case study that you think would be interesting to share with our
audience, or that you’d like us to examine, feel free to submit it to that address,
editor@marketingexperiments.com. We'll review it and see if it’s possible to include it in some of our
upcoming work. We're always looking for solid case studies. At the heart of everything we do is a desire
to help build a community of marketers who are inspiring each other and who are teaching each other
as we all work to get better at getting yes’s.

4 Copyright © 2012 MarketingExperiments. All rights reserved. Q_/ mar |<et | N g experimeni‘s


mailto:editor@marketingexperiments.com

Quick Win Clinic (PartI)

Experiment: Control

Control

ForexTrading.com

TRADING TERMS

FORDX SPOT & FORWARDS | SPREADS | MARGINS | ROLLOVERS | FORWARD OUTRIGHTS mE’éHAr
Can | help you? -
ForexTrading.com offers leveraged trading in up to 30 of the world’s most liquid currency pairs. Chat now
Why trade Forex with ForexTrading.com?

* Tight spreads. ForexTrading.com's EURUSD spread may go as low as 0.8 pips under normal
market conditions. We are very competitive on all the pairs we offer. ForexTrading.
Open an account with as little as $2,000 or equivalent. Exaeaple Forexy a.ding COn speends .

No commissions. You just pay the spread and carrying costs on your trades. There are no Select your forex pair(s) of interest and desired
additional commissions. base currency trade size from the drop-down

No minimum ticket fees. You only pay the spread and carrying costs on small trades. menus below to get the latest sample spreads on
Leverage the funds in your account up to 200 times. the ForexTrading.com account.
Deep liquidity. ForexTrading.com is powered by Saxo Bank, the award-winning global bank
renowned for aggregating liquidity from the world's leading forex dealers.

See the Notes on Sample Spreads for more

information.
Free Trial Account
Simply submit your details below to get a no risk, no obligation 21-day free trial.
Currency Pairs Amount
G10 %) 500,000
Name * Email *
Email will be verified CURRENCY PAIR SPREAD
AUDUSD
Phone * Postcode/ZIP 500,000 i
AUDJPY
500,000 Z2
Country (of residence) * Language * EURCHF 102
Please select +) (English T 500,000 :
EURGEP o
500,000 Gt
[ Accon aur
500,000 8

By clicking Trial Account, | agree to the Terms of Use and agree that ForexTrading.com Bank A/S or anyone in
the Saxo Bank Group may contact me via phone o e-mail with information on products and services and to EURNOK =
assist me in using any of the Saxo Bank Group offerings. 500,000

EURSEK

Why trade Forex? 500,000 7
» EURUSD
« It’s equally easy to trade in both rising and falling markets, so profits can be made 500,000 42
whichever the market direction.
« They are leveraged instruments, also known as they trade on margin, meaning you can 5“:50%’0 3
open trades in sizes multiple times larger than the funds you have in your account. ’
« Open all hours. The forex market is open all day from Monday morning Sydney time to GBPJPY 4
Friday night New York time. 500,000
Risk Warning Sm 5.3
Trading in leveraged instruments such as foreign exchange, also called margin trading, carries a NZDUSO
high level of risk to your capital with the possibility of losing more than your initial investment and 500,000 51
may not be suitable for all investors. Ensure you fully understand the risks involved and seek :
independent advice if necessary. Please read the full risk warning. e, o

Dr. Flint McGlaughlin: That leads me to the case study itself. You're looking at the control. This control
was submitted again by Michael Elgaard, and this is the page that he originally had to improve.
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Experiment: Treatment

Treatment

ForexTrading.com
TRADING TERMS

Get your free, no risk, no obligation $100,000 Forex

Trading Demo Account

Forextrading.com is powered by Saxo Bank's award-winning platform. Get a free 21-day trial
account with $100.000 simulation funding and experience the impact of leveraged trading with the
world’s most liquid currency pairs.

With the full live version you can open an account with as little as $2.000 and leverage the funds on Ly oLl
your account up to 200 times. Forextrading.com is very competitive on all pairs. Our EURUSD spread S ———————)

may go as low 0.8 pips under normal market conditions. There are no additional commissions. You =
Y @ pips e |

just pay the spread and carrying costs on your trades.

Try Forextrading.com with no risk and no obligation for 21 days.

Free, no-risk 21-day trial account
« §100,000 simulation funding « Full trading functionality, one-click trading
« No download or installation required « Easy to use interface. Drag-and-drop workspace

» Real-time free Forex and CFD quotes
ForexTrading.com sample spreads

Name * Email * Currency Pairs Amount
Email will be verified (1o 1+ 500,000 [
Phone * Postcode/ZIP
CURRENCY PAIR SPREAD
AUDUSD 5.9
500,000 .
Country (of residence) * Language * o
i
Please select * English H 500,000 7.9
D 500,000 102
EURGBP 49
By clicking Trial Account, | agree to the Terms of Use and agree that ForexTrading.com Bank A/S of anyone in 500,000 3
the Saxo Bank Group may contact me via phone or e-mail with information on products and services and to EURIPY
assist me in using any of the Saxo Bank Group offerings.
" ssing A petiering 500,000 8
= 57
Winner of 6 Euromoney FX Awards 2011 500,000
EURSEK 74
500,000
EURUSD
500,000 D
GBPCHF

Dr. Flint McGlaughlin: So, there is the page control and here is the treatment. Now, | think it’s
interesting that if you look at the two, they don’t seem, at least on the surface, to be dramatically
different. There is control. There is the treatment. And, sure, you can note certain changes.
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Experiment: Side-by-side

Control

ForexTrading.com

TRADING TERMS

FORKSPOT & FORWANDS | SPRADS | MARGHS | ROLLOVERS | FORWARD OUTRIGHTS

ForexTrading. com offers leveraged trading in up to 30 of the world's most liquid currency pairs.
Why trade Forex with ForexTrading.com?
« Tight spreads. ForexTrading.com's EURI s low as 0.8 pips under normal

market conditions. We are emympe(mvemllllhep.mwe ofer.
+ Open an account with as ltte as $2,000 or equivol
. : tou sk

your trades, There are 0o

additional comm
+ Nomiimu o icketfees. You only pey the soreed and carying cotson smalltrades.
o Leverage the funds i your sccount up 10200 imes.
© Deep iy, Fovn?

e o et HAGe ro o o o doten.

global bank

Free Trial Account
Simply submit your details below to get a no risk, no obligation 21-day free tria.

Name * Email -
Phone * Postcode/2IP

Country (o residence) - Language *

Please select T8 [tngish

Why trade Forex?
* s aqualy ey o trade i both rsing and faling markats, 50 profis can be made
0 bremser 4 4 Vi 0 G Mg, e Y e
‘open trades in sizes multiple times larger than the funds you have in your account.
* Gpen sl hours. The foex market s cpan sl dy rom Mondey moring
Friday night New York ti
Rlskwammq

 Sadeg, cares o
Hah e of vk Yo apmwm« s al

ke vlved and soek
ead the fll ik waring.

EVE'cHAf

Example ForexTrading.com spreads
Select your forex pairfs) of interest and desired
base carreccy iracsenfom the
to get the latest sample spreads o
account

the ForexTrading. com

S the Notes on Sample Spreds or more

nformi

Currency Pairs Amount
[50) %) 500000 3|
cumRpicy A o

woUD
500,000

Y
500,000
vRcw
500,000
EuRGep.
50,000
[y
500,000
EvRioK
500,000
cuRex
500,000
evRusD
500,000
o
500,000
e
500,000
Gepuso
500,000
AzDusD
500,000

ey
500,000

drop-down

Treatment

ForexTrading.com

TRADING TERMS

Get your free, no risk, no obligation $100,000 Forex
Trading Demo Account

Forextrading.com s powered by Saxo Bank's award-winning platform. Get a free 21-day trial
account with $100.000 simulation hmdmi and experience the impact of leveraged trading with the
world's most liquid currency pairs.

Y A W S i st vt s 52,000 & i s o o
your account up to 200 times. pe L pairs. Our

may go as low 0.8 pips under normal market eonctins. Thers are s s68cons commisine. o
just pay the spread and carrying costs on your trades.

Try Forextrading.com with no risk and no obligation for 21 days.
Free, norisk 21-day tral account
« $100,000 simulation funding

« No download or installation required
+ Real-time free Forex and CFD quotes.

« Full trading functionality, one-click trading
« Easy to use interface. Drag-and-drop workspace

Name * Email +

Phone * Postcode/ZIP

Country (of residence) * Language *
Please select #1 [Eenglish

of Use and agree th
th ink

Winner of 6 Euromoney FX Awards 2011

g @ETEEE

ForexTrading.com sample spresds

Currency Pairs

c10

AUDUSD
500,000

DY
500,000

EURCHF
500,000
EURGEP.
500,000
EURRPY
500,000

EURNOK
500,000

EURSEX

500,000
GBPCHF

%) 500,000

Amount

Dr. Flint McGlaughlin:

In fact, if you look at them side by side, you might see some in particular. But,

what was the differential in terms of performance? Was the treatment better than the control and, if

so, by how much? | will not keep you waiting.

Experiment: Results

99.4% Increase in conversion
|

The new page design improved the conversion rate by 99.4%

Version - Relative Difference | Confidence Interval

2.00%*

Control

Treatment

3.99%*

99.4%

IIII 99%

S ——

\/ What You Need to Understand: By making a few simple changes to
the page, the treatment was able to achieve a 99.4% higher

conversion rate.

* Conversion rates have been anonymized to protect Saxo Bank.

7 Copyright © 2012 MarketingExperiments. All rights reserved.

Y marketingexperiments



Quick Win Clinic (PartI)

Dr. Flint McGlaughlin:

| have a data set. Here it is, with a 99% confidence interval, validated by our

own science team, Michael and his treatment outperformed the control by 99.4%. Now, that s a
dramatic increase, and it leads to a question.

How different are these pages?

Control

ForexTrading.com

TRADING TERMS.

FORDXSPOT & FORWANDS | RDADE || MARGHE | ROLLOVERS | FORWARD OUTRIGHTS
ForexTrading. com offers leveraged trading in up to 30 of the world's most liquid currency pairs.
Why trade Forex with ForexTrading.com?

« Tight spreads. ForexTrading.
market conditions. We are very com;

low a3 0.8 pips under normal

Competitvean il the e we offr.

* Open an account with as littie as $2,000 or equivalent.

« No commissions. You just pay the spread and carrying costs on your trades. There are no
tional commissions.

2 Nominimu tickat fees. You oy ey e soreed and cnying coets oo sl rades.

. Leverage the funds i your sccount up to 20

« Deep liquidity. F: ng global bank
oo o itregatin iy from the wonds teadn fove destos

Free Trial Account
Simply submit your detals below to get a no risk, no obligation 21-day free trial.

Name * Email -

Phone * Postcode/2IP

Country (o resience) * Language *

Please select #) [ngisn ¥

Why trade Forex?
* 16 equalty esy o trade n both rsing and fallng markets, 0 rois can e made
whichever the
« They are levers 150 known as they trade on margin, meaning you ¢
e tasin i Sien kgl s Lager han T s you Revo b oot sccount
*+ Opan sl hour. Thefoex market s coan wl e rom ey moring Sycvey tin to
Friday night New York ti
Risk Warning
Trading in leveraged 3 trading, carries a
high level of risk to your capital with the possibility of losing more than your initial investment and
may not be suitable for all investors. Ensure you fully understand the risks involved and seek
independent advice if necessary. Please read the full risk warning.

LUVE'CHAT

ant mrp you?

Example ForexTrading.com spreads
Select your forex pairis) of interest and desired

base currency trade size
menus below to get the

the ForexTrading. com account.

See the Notes cn Sample Spreads for more

ForexTrading.com

TRADING TERMS
6:. Yy
Trading Demo Account
Forextrading.com is power

account wit
world's most liquid currency pairs.

Get your free, no risk, no obligation $100,000 Forex

red by Saxo Bank's award-winning platform. Get a free 21-day trial
$100.000 simulation funding and experience the impact of leveraged trading with the

Treatment

OGN v SHARE 4

your account up to 200 times.
from the drop-down
latest sample spreads on

ey o a3 Low 0.5 ppg unde norimel marhetcanditors: Thare are o sk onal Commmisions o0
just pay the spread and carrying costs on your trades.

Try Forextrading.com with no ris and no obligation for 21 days.

With the full live version you can open an e with as little as $2.000 and leverage the funds on
onall

pairs. Our

iformation.
Free, no-isk 21-day tria account
Gty PG | AR « $100,000 simulation funding « Full trading functionality, one-click trading
s 3 « No download or installation required « Easy to use interface. Drag-and-drop workspace
« Real-time free Forex and CFD quotes
ForexTrading.com sample spresds
Name * Email - Currency Pairs Amount
€ will be verifie G100 4] 500,000 73.
o [ m
AUDUSD
500,000 =
Country (of residence) * Language *
~ AUDIPY
Please select English 500,000 5
[Fn rccooer ) —
8 lcking Tral Account, 1 a9 toth Terms of Use 4nd agree thit ForexTrading com Bank AJS ot anyone 500,000 &y
; 1 products and senices and 10 P
500,000 o 500,000 '
ot EuRioK
500,000 500,000 )
euRsEx
500,000 500,000 &
a0
500,000 42
USDCAD. 500,000
500,000 caecH

X

IN CONVERSION J

Dr. Flint McGlaughlin: How different really are these pages? What were the primary changes? Are they
simple enough that you and | can take them and apply them in our own websites? How can we glean
the most from this experiment and from others like it?
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How different are these pages?

Control

€he New York Times
electronic edition

An exact digital replica of the printed paper.

Get all the news you
need to stay well-
informed with The New
York Times Electronic
Edition.

It's not a web site, but a
digital reproduction of
America's premier
newspaper! Every article,
color photograph and
advertisement is
automatically delivered to
your computer each
morning. It's there for you
to read offiine, anytime.

Experience the Electronic Edition today.
« Choose today's issue of a subscription option.
o Inorder to view The Times electronically, you'll be asked to
register ta download the free NewsStand reader software

Select Your Subscription Option

€ Sample today's paper FREE (one time only)

€ Mon - Fri: INTRO OFFER: 50% OFF first 8 weeks $12.50
 Sun only: INTRO OFFER: 50% OFF first 8 weeks $12.50
7 - day: INTRO OFFER: 50% OFF first 8 weeks $24.95

Leam More

Great reasons to try
the electronic edition

1. Portable.
o need to be online - read The Times
anytime, anywhere|

2. Easy to read.

Zoom in to articles, pictures and graphs.
to maximize your easy, comfortable
reading.

3. Convenient.

You can auto-schedule your electronic
delivery and have the newspaper
walting for you!

4. Efficient.

Keyword searches - gives you the
power to research any topic, person or
event instanty.

5. Compact.

Store past issues on your computer.
Fast, neat and highly compact means
to retain information for quick reference
later.

6. Organized.
Jump to article continuations with a
single click. Makes your reading

Treatment

€he New York Eimes
electronic edition

An exact digital replica of the printed paper.

Get all the news you
need to stay
well-informed with The
New York Times
Electronic Edition.

It's not a web site, but a
digital reproduction of
America's premier
newspaper! Every article,
color photoaraph and
advertisement is
automatically delivered to
your computer each
morning. It's there for you
10 read offline, anytime

Experience the Electronic Edition toda
+ Choose today's issue or a subscription option.
 In order to view The Times electronically, you'll be asked to
reqister to download the free NewsStand reater software:

Select Your Subscription Option
€ Mon - Fri: T - Day no risk” FREE trial
© Sun only: 7 - Day no risk” FREE trial
c7 7 - Day no risk” FREE trial

rm My Subscription [EENEINTIE

ing Windows? Please click hers for MacAnix support

i converience your credt cord wil be bilod $24.95 for B weeks: for
Friday or Sunday and $48.95 for 8 weeks of 7 day service. You

i( 541%

NEWSSTAND

Great reasons to try
the electronic edition

1. Portable.
No need to be online - read The Times
anytime, anywhere!

2. Easy to read.
Zoom in to articles, pictures and graphs
to maximize your easy, comfortable
reading

3. Convenient.

YOu can auto-schedule your electronic
delivery and have the newspaper
walting for you!

4. Efficient.

Keyword searches - gives you the
Ppower ta research any topic, person or
event Instantty.

5. Compact.

Store past issues on your computer
Fast, neat and highly compact means
to retain information for quick reference
later.

6. Organized.

Jump to article continuations with a
single click. Makes your reading
experience effortiess

7. Expect the World.

Allthe local, national and international
news from the winner of 90 Pulitzer
Prizes, far more than any other
newspaper.

IN CONVERSION

v

Dr. Flint McGlaughlin: Look at this other set of pages. Here's the New York Times. Look at the control.
Look at the treatment. Notice how similar they are and then look at the difference. A 541% increase in
conversion. The point I'd like to make is at least when it comes to the page itself, perhaps not the
thought sequence but the page itself, the change is very easy, very simple, and yet the results are
dramatic.

How different are these pages?

I I

Control | — { }:—
Create online registration forms with RegOnline

Create online registration forms with style

Treatment

active vrwor

Industry Leading Online

Registration Forms
Set up your free account

Cut your workload up to 64

Whan you creste caline regairatin forms with Regoniine. you can

|
548%

IN CONVERSION
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Dr. Flint McGlaughlin: Here's another. Look at this, two pages. There is some difference. You can see a

color difference, but really look. How much different is the copy or the design? It’s not that dramatic. It
wouldn’t be that hard to make this change, but it’s a 548% increase.

How different are these pages?

Control

F 100% WL % Satisfaction Guaranted

infoUSA.com &

ons asked'Lesrn More »»

more, all cleaned for duplicates and phone verified

Create You FREE infoUSA Account to Get instant access to
The Most Accurate Mailing Lists Available!

Trusted since 1972, infoUSA has compiled the most comprehensive databases in the Industry
including 210 million U.S. consumers, 14 million U.S. businesses, 13 million executives and

Setup your FREE access to infoUSA:

5 Search our business and consumer database

> Build a ist 24 hours a day, 7 days a week

> Preview and download mailing lists

5 Getexpert advice on how o most effectively turn leads
into sales

> Access our exclusive Resource Center which includes
FREE white papers

FirstName:

LastName:

Compary.

Emil QUALYS
Secure e

Phane:

What People Are Saying

'S a powertul tool for small
businesses to market like the big
quys.

Haydens

Sparta, New Jersey

Iwould recommend infoUSA to
anyone looking for speedy service,
accurate listings and great
customer senvice. Itis refreshing to
recelve a follow-up phone call
within a week, just to make sure
that | am satisfied.

Ruliter Auction & Realty Inc.
Hastings, Nebraska

s great, one-stop shopping.
There's no need to coordinate
between the mail house and the
printert

Habitat America

Annapolis, Maryland

Treatment

infogroup/infoUSA.com

The Most Accurate Mailing Lists Availablel

Setup your FREE access to infoUSA:

DMA" s (G

Trusted since 1972
infoUSA has compiled the most comprehensive databases including

210 million U.S. consumers, 14 million U.S. businesses, 13 million executives,
all cleaned for duplicates and phone verified

What People Are Saying

*) Search our business and consumer database

> Build a list 24 hours a day, 7 days a week

It's a powerful tool for small businesses to
market like the big guys

> Preview and download mailing lists Haydens

Sparta, New Jersey

> Get expert advice on how to most efiectively tum leads into sales

> Access our exclusive Resource Center which includes FREE white papers

FirstName:
LastName:
Company
Email

Phaone:

1 would recommend infoUSA to anyone
looking for speedy senice, accurate
fistings and great customer senice. Itis
refreshing to receive a folow-up phone call
within  week. just to make sure that | am
satisfied. !
Ruhter Auction & Realty Inc. |
Hastings, Nebraska |

QUALYS s gres,one-stop shopping Thers'sno |
need to coordinate between the mail

house and the printer!

Habitat America

Annapolis, Maryland

Get FREE Access

No
Difference

w infoUSA® Copywright 2009, 5711 S, 86th Circle Omaha, NE 68127 | Privacy Policy

Dr. Flint McGlaughlin: Look at these pages. Dramatic difference! Control is remarkably different than
the treatment. But, in the experiment, there was no difference in the performance. Now, you know

that we advocate radical re-designs. You know that we believe it’s good to change the page and

challenge its very category. But, today is about something different. Today is about learning to get a

dramatic difference with a simple change and an easy change. And, we’ve tried to identify five of the

most important changes you can make. And, so what we’re going to do is we’re going to look at each of
these five kinds of change and then we’re going to look at pages you’ve submitted for each of these and

learn from them.
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What you need to understand

(& Key Principles

1. Itis not the magnitude of change on the “page” that impacts
conversion;it is the magnitude of change in the “mind” of the
prospect.

2. Marketers must learn to see their webpages through the eyes of
the customers. Too often we employ company logic rather than
customer logic.

Dr. Flint McGlaughlin: So, | begin with the first, and here’s a principle that you may want to make a note
of. It’s not the magnitude of the change on the page that impacts conversion. It's the magnitude of the
change in the mind. Now, listen to that again. Think about the difference. Sometimes, in fact,
sometimes a minor change on the page can have a major impact on the mind. What we’re really after is
the thought sequence. People don’t buy from people. Sorry, | think they buy from people. Paul had that
wrong. People don’t buy from websites. People buy from people. And, in fact, you don’t optimize
websites. You optimize thought sequences. Do you know what caught me Paul? You have a smiley face.
There are different cameras looking at me and there are two facing me. They look like big guns. And, the
one on the left has a post-it sticky note with a smiley face on it.

Paul Cheney: That's the one you're supposed to look in.

Dr. Flint McGlaughlin: So, that's apparently the one I’'m supposed to look through when | look into your
eyes and cry soulfully. It's in front of me and | was looking at that smiley face. People don’t buy from
smiley faces. So, anyway, let’s keep going. So, the second point is this. Marketers must learn to see
their web pages through the eyes of the customer.
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Customer Logic vs. Company Logic

i\C
' CompanyLogic C\J\Sft@m("r\'og ‘

Dr. Flint McGlaughlin: Too often, we employ company logic rather than customer logic. What we do
makes perfect sense to us. But it doesn’t make sense to the customer. | think this point, this particular
principle is one of the most important problems | have seen. | have watched companies spend millions
of dollars hiring consultants, doing studies and coming up with this coherent way to tame the beast.

Often, it’s because they’ve had 14 acquisitions. Now, they have all of these companies with different
messages, different voices, different product offerings and they have to do something about that. And
in doing that, they’re looking for a way to communicate coherently how all of the pieces fit. So, they
come up with just the right language, just the right design, just the right navigation and everybody in the
company is satisfied. The only problem is the customer is clueless. We have to think differently. In fact,
it’s not so much a matter of seeing better. It's about seeing with a whole different set of eyes. The
customer’s rather than ours.
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What you need to understand

(& Key Principles

1. Itis not the magnitude of change on the “page” that impacts
conversion; it is the magnitude of change in the “mind” of the
prospect.

2. Marketers must learn to see their webpages through the eyes of
the customers. Too often we employ company logic rather than
customer logic.

3. When we employ customer logic, we discover simple changes that
can have a large impact on the conversion rate of a landing page.

Dr. Flint McGlaughlin: Now, that’s leading up to a third point, and then we’re going to start to drill down
across these five principles. We haven’t gotten there yet. Five changes you can make. But, these are
sort of important principles to lead us up to those five. When we employ customer logic, we discover
simple changes that can have a major impact on the conversion rate.

Today, we are going examine five simple landing
page changes that can have dramatic impact on the
customer’s mind.

Dr. Flint McGlaughlin: So, let’s learn about them. And, to do that, | want to begin right now. We're going
to examine five simple landing page changes that have a dramatic impact on the customer’s thinking
process, on the thought sequence, and we’ll begin with the first one, headlines, perhaps the easiest
change.

Change #1: Headlines — From hype to conversation

Dr. Flint McGlaughlin: In our Sherpa research and studies, we found that this is the first, most common
and most impactful change that companies make in their optimization efforts. But, the key here is not
just changing the headline. It’'s transforming it, so that it's based on a whole different approach. You
move it from hype to conversation. We'll talk more about that in just a moment, but let me just say this
right at the start. The goal of the headline is not to simply get someone’s attention, too much agency
talk, too much emphasis on stopping the eyes. Stopping my eyes are not good enough. Stopping my
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eyes is not good enough. You have to stop my eyes and then direct them. You have to capture my
attention and then convert it into interest. You must move from attention getting to interest building. If
you don’t take a headline and stop me so that | see it and then move from that, in the headline, to an
interest building component that wants me to look or draws me into the copy beneath, then you’re
missing the point of the headline. | see a lot of headlines that get your attention. They just don’t do

anything afterwards, and that’s the problem.

CHANGE #1

Headlines— From hype to conversation (example)

Froo Trial € —

Simphy sbenit your details Below £ get o1k, nooiligation 21-da frce i —

. alss cal
ity of losing man

WUECHAT o =

Gan Lhelp you? S
e

From this ...

ForexTrading.com offers leveraged trading in up to 30 of the world's most |
Why trade Forex with ForexTrading.com?

* Tight spreads. ForexTrading.com's EURUSD spread may go as low as
market conditions. We are very competitive on all the pairs we offer.

Dr. Flint McGlaughlin: Let’s look at an example of a control from our experiments, and you can see the
headline. "Why trade Forex with ForexTrading.com?" My answer to that typically is Exactly, Hit my

green arrow and be gone. But, that’s the control.

14 Copyright © 2012 MarketingExperiments. All rights reserved.

Y marketingexperiments



Quick Win Clinic (PartI)

CHANGE #1

Headlines— From hype to conversation (example)

ForexTrading.com

TRADING TERMS

Get your free, no risk, no obligation $100,000 Forex
Trading Demo Account
or

Get your free, no risk, no obligation $100,000 Forex

Trading Demo Account

Forextrading.com is powered by Saxo Bank’s award-winning platform. Get a free 21-day trial
account with $100.000 simulation funding and experience the impact of leveraged trading with

— world's moct liniid enrrency nairg

Gt

99%

Winner of 6 Euromoney FX Awards 2011

i = z IN CONVERSION

Treatment

Dr. Flint McGlaughlin: Let’s look at the treatment. "Get your free, no risk, no obligation $100,000 forex
trading demo account." There is a big difference in what these two headlines are doing and there’s a big
difference in the results. There’s a 99% improvement in conversion. Think about that, and the
difference, and let’s look at something else.

CHANGE #1

Headlines— From hype to conversation (example)

activexrwon Ty RegOnlion

Wome  See&Try  Pricing  Resources  Wotel Sourcing

Why do 10,000 Event Planners Choose RegOnline?

Headline asks a question
that can’t be answered
by readers.
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Dr. Flint McGlaughlin: Here, we see a headline that asks a question that can’t even be answered by
readers. "Why do 10,000 event planners choose RegOnline?" Now, they meant something here. They
were trying to say, | think, marketer, they were trying to say that so many people use us, you can trust
us. But, that’s far too much unsupervised thinking. You’re counting on the reader to make too much
meaning when they’re in a hurry, trying to find a solution, and they’re not going to stop and read your
headline like its poetry. So, we have to make it better.

CHANGE #1

Headlines— From hype to conversation (example)

... to this

7 Cal Us Today! 18833519848 |

reg

Let Your Events Manage Themselves
" 46 onlins Set Up Your F[ree Access by filing out the

ftware lets you easily create onlin <hoit form below]

e lets you easily creat
ke care of the tedious, time

+/ Manage events easily
On average, RegOnine automates 60% of the work

Headline clearly
communicates the
overall benefit of the

+/ Build lasting relationships
Exte jon with registrants to buid

prOdUCt- TAKE THE TOUR GET more attendees

Event Websites
GET 20% more attendees

> EventWebsites.

Manage events in

90%

IN CONVERSION

Build relationships

Dr. Flint McGlaughlin: Here’s a different headline. “Let Your Events Manage Themselves,” critical text
underneath it, and the result, a 90% increase in conversion. Use your headline not just to capture their
attention, but point with your headline. It must always point to the paragraph beneath. The goal of the
headline is to get someone into a conversation, and that conversation begins when they start reading
the paragraph beneath. By the way, it doesn’t begin when you hit them with a twirling, whirling flash
presentation at the top of the page. Dancing bears, talking turtles, smiling faces are not necessarily a
conversation. They are just a bit of entertainment at the top of the page and typically they’re poor
entertainment. | don’t mean to be harsh, but | have seen so many pages improved when you move
from a headline to a paragraph that said something.
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CHANGE #1

Headlines— From hype to conversation

Live Optimization

O
L It o= Kks' B share | pTwee| EHETD 3 share Q1] | Dk
oyaltyworks
Channel: ;
. Free Demo Signup
P PC Use the form below and we will Motivat i d I ith
respond.prompty otivate, engage and reward your employees with
an employee recognition program from
Loyaltyworks
Loyaltyworks, a veteran in the incentives industry,
Target Audience: esiane s tnaes 0l e ol
* programs. With more than 30 years of experience and
HR d hundreds of satisfied clients and successful programs,
managers an Loyaltyworks creates programs that build a
. recognition culture and maximize the impact of the
decision makers people that drive your business
Message
Client acquisition and retention starts in-house with your employees. Loyaltyworks recognition
H % programs help further this goal by boosting employee recognition and retention. Our programs
Link: [ suomit | Encours5e performance impravement, and marove yaur batam lne
bit.ly/LoyaltyWork
IT. V Ova V OrKS Follow Us = Peer-to-peer recognition
n m = On-the-spot rewards
5 « Suggestion awards
. = Associate referrals
ln(entlve News Blog = Birthday and anniversary acknowledgements
= Trainings and surveys
Incentive program effectiveness argued
« Performance management reports
- and more
Auto group launches new loyalty o= T T s Sy
program ~ To leamn hov on program can
ompany's 1 up for a comy
v = IimaliDViA

Dr. Flint McGlaughlin: All of that in mind, I’'m going to look at a page submitted. This was submitted by
Vesna and the channel is paid search, the audience, their HR managers and decision makers. And, the
goal here is to get them to sign up for the free demonstration. Keeping that in mind, | went to one of
our analysts, Brian J. Carroll. Now, Brian, what’s your real title? Come on up. This is Brian J. Carroll,
everyone.

Brian J. Carroll: Hey Flint, I’'m an Executive Director of Revenue Optimization here.

Dr. Flint McGlaughlin: Okay, Executive Director, which means he’s really high up. He’s actually, you
know, on the executive council of the whole organization, but today you're just an analyst dude.

Brian J. Carroll: I'm just an analyst.
Dr. Flint McGlaughlin: So, take away this page and tell us some things you might do to make it work.

Brian J. Carroll: Well, the first thing | would do is I'd look at the headline, and right now you have seven
seconds to capture my attention and I’'m coming from a pay-per-click ad so I’'m not sure what the PPC
said, but I'm coming there and | see that you presented for me a free demo sign-up. I’'m asking for what.
What's the benefit for it? So, I’'m looking for meaning here in the seven seconds and as I’'m looking, I'm
looking at the employee recognition programs and trying to figure out the meaning. And, what I'm
seeing here on the page is that | have to read into the text. And then at the bottom there, there is an
arrow, and that arrow is telling me to learn about employee recognition program. “Help build your
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company’s recognition culture.” “Sign up for a complementary demo.” The problem is that it doesn’t
follow the eye path. | would change the headline to put the benefit of what the product is. “Download a
demo for improving your employee recognition program.” The other thing that you can change is,
looking at the button. There are a lot of things that we could change on this page.

Dr. Flint McGlaughlin: | know.

Brian J. Carroll: Right now, we're just talking about the headline., but it doesn’t clearly connect with the
product.

Dr. Flint McGlaughlin: Absolutely not. And, the button, to Brian’s point, is one of the worst buttons of
all time. SUBMIT! Which has not...| mean, a button can only be one of three things, value-positive,
value-neutral or value-negative. It's value-positive when it promises you something in exchange. It's
value-neutral when it just tells you what to do, like click. But, when it tells you to submit, it’s value-
negative. You've heard me say this before, but it’s like fall on your knees before the lords of marketing
and admit we’ve won. You can’t resist this offer.

That’s not the right wording for a button and, to Brian’s point also, we’re looking at a page that’s not
designed in a vertical flow, in a proper thought sequence. The real headline, the only readable headline,
is at the bottom of the page. So, the one up on the right in red and yellow doesn’t exist. Yellow on white
is a horrific color combination that doesn’t capture the eyes. It becomes difficult to read and, what you
have in that big box to the right looks like it might be an ad for something else.

It's designed like a giant banner ad. You need to move that form down to the bottom of the page. You
need to capture less fields so it has less friction. You need a headline at the top, a sub-header, a
paragraph of text that explains the power of this demo and then the key benefits or evidentials
underneath that in the form of bullets, and not as many as you have there, less than that, and more
powerful wording, and then a simple call to action with the form as short as possible and a great button
that promises something in exchange, like “Get instant access now” or “Get your free demo now.”

That kind of vertical flow, with the emphasis on the right pieces and the driver of value will produce...|
mean, literally you could double the response rate to a form like this, which is promising.

Brian J. Carroll: | can’t help myself. There are a couple of things I'd like to delete right out of there. I'd
delete right now the “Follow us” on social media. You're also asking at the top of the page, and then
there is an incentive news blog. There really isn't a connection between the content that’s being offered
on that page.

Dr. Flint McGlaughlin: That’s absolutely right!
Brian J. Carroll: And, so those are things that encourage whoever submitted this to remove and test.
Dr. Flint McGlaughlin: Thank you.

Brian J. Carroll: Thank you.
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Dr. Flint McGlaughlin: | appreciate it.
Brian J. Carroll: Yes.

Dr. Flint McGlaughlin: | think Brian’s actually leaving. We can pretend he’s in the studio. I'm probably
not supposed to tell you this, but now he’s running the tech meetings. He’s got two of them back to
back. We stole him for this and he’s off! But, that’s alright because | like Zuzia much better, and she’s
coming next. Thank you again Brian for your time and | look forward to connecting with you later my
friend.

Brian J. Carroll: Thank you

Dr. Flint McGlaughlin: Alright. So, let’s keep going and let’s talk about the second change. By the way,
someone came. And, you’ll notice when Brian was talking, | was looking over here at the screens. It’s
because I’'m watching all of your feedback and there was a great question about Forex. Was that moving
from conversation to hype as opposed to hype from conversation? | don’t even see your name and |
don’t see your question anymore because there are so many questions coming in however, we’ll answer
that. Ask us again. Paul, get the number or name, and an email address, and let’s answer it when we
have more time directly for this person.

Change #2: Copy — From marketer value to customer value

Dr. Flint McGlaughlin: Alright, number two, copy from marketer value to customer value. We’re talking
about the emphasis of that copy. How do you do that?

CHANGE #2

Copy— From marketer value to customervalue (example)

From this ...

ForexTrading.com offers leveraged trading in up to 30 of the world’s most liquid currency pairs.

Why trade Forex with ForexTrading.com?

» Tight spreads. ForexTrading.com's EURUSD spread may go as low as 0.8 pips under normal
market conditions. We are very competitive on all the pairs we offer.

« Open an account with as little as $2,000 or equivalent.

* No commissions. You just pay the spread and carrying costs on your trades. There are no
additional commissions.

* No minimum ticket fees. You only pay the spread and carrying costs on small trades.

e Leverage the funds in your account up to 200 times.

* Deep liquidity. ForexTrading.com is powered by Saxo Bank, the award-winning global bank
renowned for aggregating liquidity from the world’s leading forex dealers.

Free Trial Account
Simply submit your details\below to get a no risk, no obligation 21-day free trial.

The free demo account offer is buried underneath
company-centric copy.
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Dr. Flint McGlaughlin: And, let me help you by moving to an example again. Here is the control. Notice
the notion. The free demo account offer is buried beneath all of this company-centric copy.

CHANGE #2

Copy— From marketer value to customervalue (example)

Winner of 6 Euromoney FX Awards 2011

gl @

Dr. Flint McGlaughlin: Look at the difference. Now, the free demo account is at the top.

99%

IN CONVERSION

... to this

Get your free, no risk, no obligation $100,000 Forex
Tradi 0 Account

Forextrading.com is powered by Saxo Bank’s award-winning platform. Get a free 21-day trial
account with $100.000 simulation funding and experience the impact of leveraged trading with the
world’s most liquid currency pairs.

ith the full live version you can open an account with as little as $2.000 and leverage th
200 times. Forextrading.com is very competitive on all pai

may go as low 0.8 pips U oRditions:

just pay the spread and carrying costs on your {rades.

Try Forextrading.com with no risk and no obli'.“ation for 21 days.
Free, no-risk 21-day trial account
« $100,000 simulation funding

* No download or installation required
* Real-time free Forex and CFD quotes

o Full trading functionality, one-click trading
o Easy to use interface. Drag-and-drop workspace

The free demo account with simulation fundingis
highlighted at the beginning of the copy and is the
main offer on the page.

It's being

emphasized. It's at the beginning. It's the main offer on the page. And, of course the result is that 99%
increase in conversion.
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CHANGE #2

Copy— From marketer value to customervalue (example)

Valuein copy is
segmented by
company arbitrated
categories.

Copyright © 2012 MarketingExperiments. All rights reserved.

Membership

Questions?

FOR FITNESS & WELLNESS PROFESSIONALS

Home Personal Training Group Exercise  Pilates Mind-Body Business Career CECs Insurance Store

Personal Trainer Membership

P Prog:

Business Membership

Mind-Body Membership

From this ... I

G

Membership Types

Price: $109*

eer. Leam more >>

tor Membership

For fitness/group exercise directors, program
Supervisors and other ftness piofessonas i

wnagement/supervory poston. Leam more >>

nals that are focused on

Price: $109*
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Dr. Flint McGlaughlin: Here’s another example. The value in this copy is segmented by arbitrated
categories. I'm talking about arbitrary choices. The company has picked one after another, organized it
in a way that’s not familiar with the customer and you’ve got to move through this sort of company
orientation instead of through a simple easy to understand customer orientation.

... to this

CHANGE #2

Copy— From marketer value = Questions? Call
to customervalue (example)

Members have Trusted © & & for over 26 years in providing
up-to-date content along with easy access to high-quality insurance

We offer several types of memberships to best fit your needs.
Al of our memberships include:
» Access to low cost insurance
| award-winning publications
» Access to our extensive library with the very latest research
» Discounts on &% conferences
I Easy access to CEC's

Here are our most popular memberships:

Valuein copy is
focused around
overall benefits of e
insurance. ]

=§ #81%

IN CONVERSION

Ofher mamberships are -

Dr. Flint McGlaughlin: Here is the difference. When you look at this one, you can see in particular how
we’ve organized it in a way that makes sense to the customer. What's the result? An 81% increase in
conversion. So, the second critical change is about transforming your copy so that it emphasizes the
customer’s perspective.

Now, listen, that’s very important. I'm not just talking about using the customer’s name or changing
from the first person to the third person. I'm talking about thinking about how what you’ve written
sounds in the ear of the customer and making sure, first of all, that it’s clear. Secondly that it's credible.
Thirdly, that it has appeal and fourthly that it seems like your particular offer is exclusive. It’s something
they can’t find anywhere else. Keeping all of that in mind, | want to take you to a page.
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CHANGE #2

Copy— From marketer value to customervalue

reh Products: Q

Live Optimization

WOMENS MENS TECHNOLOGY  SUSTAINABILITY WHY KURU
AT T SR R . et — I A PR |

Channels:
SEO and PPC

PLANTAR FASCIITIS SHOES

The Solution: Plantar Fasciitis Shoes e sc00 n

Target Audience:
Anyone suffering from
plantar fasciitis and
looking for relief

Link:
bit.ly/KuruShoes

5 Must Know Tips to Solve Plantar
Fasciitis

Shop the Best-Selling Plantar Fasciitis Shoes

Womens Plantar Fasciitis Shoes > l§ Mens Plantar Fasciitis Shoes >

Dr. Flint McGlaughlin: This was submitted by Bret. Bret, thank you for your courage and thank you for
submitting the page. We're going to do our best to help you and you’ll see that the channels here are
SEO and paid search. The target audience is someone suffering from this particular condition and
someone looking for relief. And, so the question is how do we get a greater response to this particular
offer? I’'m going to ask Zuzia to come up. Thank you, Zuzia.

So, Zuzia is going to share with us some thoughts about how to improve this. She is a research analyst
with our team, who works on many projects like this to try to improve performance. Go ahead.

Zuzia Soldenhoff-Thorpe: So, the first thing that comes to my mind actually, | see the solution right
away before the actual problem is identified.

Dr. Flint McGlaughlin: Yes.

Zuzia Soldenhoff-Thorpe: So, people coming from either PPC or are actually searching for that problem,
like to identify the problem, tackle it with a solution within the headline. As far as event image, it’s not
very clear what I'm looking at.

Dr. Flint McGlaughlin: Yes.

Zuzia Soldenhoff-Thorpe: And what the solution actually is. So, yes, it states the shoes, but then | have
an image of an actual foot. So, it might not actually be very appealing to me.

Dr. Flint McGlaughlin: Yes.
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Zuzia Soldenhoff-Thorpe: As far as the layout of the page as well, | would make it more clear. | would
also add some credibility, if they are recommended by some podiatric associations.

Dr. Flint McGlaughlin: Yes.
Zuzia Soldenhoff-Thorpe: Or by doctors.
Dr. Flint McGlaughlin: Yes.

Zuzia Soldenhoff-Thorpe: Also, how about two columns, having a primary column and a supporting
column that would have testimonials there that would have...

Dr. Flint McGlaughlin: But, not evenly weighted. Right? One primary column and then?

Zuzia Soldenhoff-Thorpe: No. One primary and one supporting column.

Dr. Flint McGlaughlin: Yes. Yes.

Zuzia Soldenhoff-Thorpe: With some frequently asked questions and customer service contact info.
Dr. Flint McGlaughlin: Excellent.

Dr. Flint McGlaughlin: Excellent point. | think you’re absolutely right, Zuzia. And, I'll tell you something
else. You’ve got two evenly weighted options at the bottom. We've seen over and over again where
that hurts your conversion rate. And, you have no real headline. You have two headlines competing.
Plantar. That name just dominates the page, and it takes up so much space without saying much and
underneath it, the solution, that’s not a complete sentence. Form your headline in a sentence. We just
ran a test where | formed a headline that wasn’t a complete sentence, and we’re all laughing in here.
Paul Cheney, who | can see is working in the studio, he wrote a headline that was a complete sentence.
And, we wanted to test a complete sentence against a series of important points separated by
comments.

Again, as in so many research examples I've seen before, the complete sentence won, which being
translated means Paul beat my headline and | will never forgive him. But, in the meantime, | think that
the headline is wrong and your strong sub-headline, the paragraphs are stretched too far across the
page. | don’t believe in two equally weighted columns, but a supporting column with strong
testimonials, evidence, a clear understanding as to what you want me to do on this page. That business
at the bottom looks like a banner ad for somebody else. It’s in a box. It’s boxes within a box. It is two
weighted options. It's next to this email piece. | don’t know what you really want me to do here.

It doesn’t feel like a place that you would shop. It doesn’t feel like a place that you would work to find
the product. So, what can you do? What should you do with this page? Now this goes to everyone in
the audience. In the first seven seconds, or | would say the first four inches of your page, you’ve got to
answer three questions. Zuzia knows what they are. What are the questions, Zuzia? I'll put you on the
spot.
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Zuzia Soldenhoff-Thorpe: What can | do here?

Dr. Flint McGlaughlin: Where am 1?

Zuzia Soldenhoff-Thorpe: Where am | and why should | do it?

Dr. Flint McGlaughlin: And, why should | do it? She’s got it! Where am I, what can | do here and why
should I do it? It is not clear, and that will help you. And, Bret, if you’ll work some of these thoughts into

designs and submit this to us, we’ll give you some of our comments on it and see if we can help you get

a major win. Zuzia, thank you. | appreciate it.

Zuzia Soldenhoff-Thorpe: My pleasure.

Change #3: Objectives — From multiple focus to single focus

Dr. Flint McGlaughlin: Alright, Let’s keep going. We're moving onto three. | hope this pace is right for

you. Let’s learn another key of the objectives. From a multiple focus to a single focus. And, let’s look at

an example.

CHANGE #3

Objectives— From multiple focus to single focus (example)

Extra navigation
and “live chat”
give viewers more
reasons to click
away from the
offer.

From this ...

ForexTrading.com
TRADING TERMS  TRADING PLATFORMS

LIVE CHAT
Can | help you? L -
hat now

FORDX SPOT & FORWARDS  SPREADS  MARGINS  ROLLOVERS | FORWARD OUTRIGHTS

ForexTrading.com Ba's most liquid currency pairs.

Why trade Forex with ForexTrading.com?

« Tight spreads. ForexTrading.com's EURUSD spread may go as lowse08 pips under normal
market conditions. We are very competitive on all thaeffS we offer.

Example ForexTrading.com spreads
+ Open an account with as little as $2,000.sseq0iValent. Xamp! X ling.com spreads

. N issfons. You just pay theepfésd and " trades. Thy Select your forex pair(s) of interest and desired
No Cormmlssions. You it Cap RN sad curryng Cossy S Yol 178 ere are no e T e

« No minimumd#eKet fees. You only pay the spread and carrying costs on small trades. maents balow to get the latast cample. spreads on

«_Lanavige the funds in your account up to 200 times. the ForexTrading.com account.

%" Deep liquidity. ForexTrading.com is powered by Saxo Bank, the award-winning global bank

renowned for aggregating liquidity from the world's leading forex dealers. See the Notes on Sample Spreads for more

information.

Free Trial Account
Simply submit your details below to get a no risk, no obligation 21-day free trial.

Currency Pairs Amount

c10 %) 500,000 3|
Name * Email * :
CURRENCY PAR SPREAD |
AUDUSD |
Phone * Postcode/ZIP 500,000 59 |
|

APV
500,000 & :

Country (of residence) * Language * EURCHF
500,000 02 |
Please select ¥ englisn X |
e 49 |
500,000 |
EURPY |
500,000 8 \
EURNOK |
500,000 57 |
EURSEX 7 |
Why trade Forex? 500,000 |
EURUSD |
« 1t's equally easy to trade in both rising and falling markets, so profits can be made 500,000 42 |
whichever the market direction. |
« They are leveraged instruments, also known as they trade on margin, meaning you can 5%’%0 9 |
open trades in sizes multiple times larger than the funds you have in your account. : |
* Open all hours. The forex market is open all day from Monday morning Sydney time to GBPIPY 1 ]
Friday night New York time. 500,000 )
Risk Warning oy 53 :
Trading in leveraged instruments such as foreign exchange, also called margin trading, carries a o |
high level of risk to your capital with the possibility of losing more than your initial investment and 500,000 5.1 \
may not be suitable for all investors. Ensure you fully understand the risks involved and seek : |
independent advice f necessary. Please read the full risk warning. ) ) t

Dr. Flint McGlaughlin: Here we have that same case study and what you can see is that extra navigation

and live chat give viewers more reasons to click away from the primary offer. There is too much on the

page. There is competition. There are mitigated objectives.
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CHANGE #3

Objectives— From multiple focus to single focus (example)

ForexTrading.com
TRADING TERMS

Get your free, no risk, no obligation $100,000 Forex
Trading Demo Account

Forextrading.com is powered by Saxo Bank's award-winning platform. Get a free 21-day trial
account with $100.000 simulation funding and experience the impact of leveraged trading with the
world's most liquid currency pairs.

With the full live version you can open an account with as little as $2.000 and leverage the funds on
your account up to 200 times. Forextrading.com is very competitive on all pairs. Our EURUSD spread
may go as low 0.8 pips under normal market conditions. There are no additional commissions. You
just pay the spread and carrying costs on your trades.

Try Forextrading.com with no risk and no obligation for 21 days.

Extra navigation -
a n d “ I |Ve C h at” * $100,000 simulation funding « Full trading functionality, one-click trading

« No download or installation required * Easy to use interface. Drag-and-drop workspace
. . « Real-time free Forex and CFD quotes
eliminated

... to this

e —

ForexTrading.com sample spresds
Name * Email - Currency Pairs Amount
will be verified (10 500,000 2]
Phone * Postcode/2IP
CURRENCY PAIR SPREAD

Country (of residence) * Language *

ADRY

Please select ¢ [English 500,000 i
fuacE

8y clicking Trial Account, | agree 10 the Terms of Use and agree that ForexTrading.com Bank A/S or anyone in
the Saxo Bank Group may contact me via phone of &-mail with information on products and senvices and to
assist me in using any of the Saxo Bank Group offerings

Winner of 6 Euromoney FX Awards 2011

g @

99%

IN CONVERSION

Dr. Flint McGlaughlin: In the new design, we get really clear about this and in doing so we see that 99%

increase. The objectives have been simplified.

CHANGE #3

Objectives— From multiple focus to single focus (example)

From this ...

= > Member Benefits

Join s
Why Try Britannica Online? 5\
& Access to more cont
than any other
More Comprehensive than Any Other Boiiioncs
English-language Encyclopedia. encycopedis,
Over 120,000 articles, an updated workd atlas,
thausands o e and videos, an et diticoary @
and thesaurus, over 300,000 articles from environment!
respacted magazies nd Jurts,news hesdnes, a
guide to the Web's bast sites, ~and much more. Informative newstetters
oy
Trustworthy Results. Britannica editors.
+Cited in LS. Supreme Court cases.
-Expert contriutors: More Mozt are sutho . ) Members. s
. ks, wd e fo =
g expertie.
8 W over 7 otegss & A discount subscription

to Merriam-Webster

search resuitst reievant results from a singe,
retiable source. (& Haur-o it subscriptions
for the life of your

Help for Students.
Articles and media developed especialy for students aged 9 to 14,

with citations and beiographies “The ortne home of one of
the most respected
"F‘;'EE Wers You Need. the Topics You Care About. i
st about everything.
Leain more about the historyof Iraq, nderstand the LS. eectoralcolege. Watch a viseo
RLUTERY stcut nutrition and heaith. Find accurate results on virtusly any topkc. SCaistdedecl 2006
What Members Are Saying About Britannica Online. Take a FREE Tl Rl

use the Britannico for alt my itwestisoBon of Aistory, past and present...(ond) to satspy my
intetlectuat curiosity about almost ary subject.”

Flora

. welt as tessons of
which § find fundomentol o the raising of children.”
Wik

“hust because it pays to know.”
Vinichus
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Dr. Flint McGlaughlin: Let's look at this. This is Encyclopedia Britannica and this page has competing calls

to action. We can't even tell if they're for the same product or not.

CHANGE #3

Objectives— From multiple focus to single focus (example)

The treatment clearly
presentsthe customer with a
single objective.

103%

IN CONVERSION

... to this

annica Online [N

e :: Browse : Store :: Subscribe

P Get Unlimited Access to all 32 Volumes of Encyclopaedia Britannica
during your FREE TRIAL...

Sign up for your FREE Trial today and get
immediate access with no risk and no obligation

‘Whether you are doing research of your own, or your children are
warking on school projects, you will have 7 days unlimited access
to the complete encyclopaedia, atlas. dictionary and thesaurus,
and more.

* Over 122,264 articles
@ an updated world atlas, theusands of images and videos.
# Anontine dictionary and thesaurus, and thousands. of

FREE ACCESS

articles from 403 respected magazines and journals To ALL 32 VOLUMES
# An advertising-free environment WITH YOUR FREE TRIAL
® 10% discount at the Britannica Store for mambers only. TAEHEVCLORERLA K REANMNICA OHERCE

# Used by over 4755 Universities worldwide including.
Oxford, Yale, and Harvard.

P Activate Your Free Trial
A cradit card 15 required to validate vour free trial. You will never be charged during your free trial, and you
can cancel at any time. If you decide not to cancel your subscription, your service will continue for Just
S11.36/month [Save $1,251.60 off the print Encyclopadia britannica)

Email [7
Frsttine [
Last Name:
et Cord Type: [“Sametacad— 3]
iaton Oote: [Tamsary S2005 5]
Craditggd Number.

Get Instant Access Now '5

“Got all the content of { s prermier encyclopedia without giving
up 3 yard of shel space. oazine

We protect your privacy,

‘bout Us : Peivacy Policy :: Terms of ptices Britannica Stors :: Syrcation + Internationsl PUbting
‘Tabean 1 Lnited Kingriom ¢ ioe )

Dr. Flint McGlaughlin: Look at the treatment that we created. Look how clear, linear, and simple. Look

at the strong headline, the sub-headline, the paragraph and supporting bullets that have evidentials
written in credible language that use specifics. Look how the call-to-action is very clear. Look how the

button promises an instant reward.

Look how the anxiety is mitigated with the risk-free seal and look how the image is now working to
explain the essence of the value proposition. Most of all, there was a 103% increase in conversion. So
essentially those changes in fact, that's exactly what happened, | know. | remember this experiment.

The changes doubled revenue. This was the primary gateway and it doubled revenue. Let's keep

learning.
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CHANGE #3 Live Optimization

Objectives — From multiple focus nc NORWEGIAN
tosingle focus

| BEST HAWAII ITINERARY _

Channels: 2005 2008 2007, 2008, 2005, 2010, 201
Organic search
keywords like “Bahamas
cruises,” links in emails,
site navigation

HIGHLIGHTS

Customer Stories ~ Ask & Answer  View Vacations

EXPLORE

THIS DESTINATION

.
Target Audience:
Consumersinterested i
i n | earn | n g a b (0] ut our ﬁ Tou soytioaray ol i, srioysnttl | Horak veschon oottty mioci o oo SHIPS THAT CRUISE HERE
days cruising Oahu, Maui, Kauai and the Big ‘every day on a Hawallan island, offering new
i » Island on a Hawaii Cruise. ‘experiences and new beaches.
Hawaiicruise st oot « Fromiocalfoods o nave edetainers o Hawall

Ambassadors that offer art & crafts classes, cultural
Iectures and Hula & Tahitian dance lessons, we
provide an authentic experience that is unmatched on
our Hawaii Cruises.

READY TO PLAN YOUR CRUISE?
* The Pride of America is the newest ship cruising the

H Hawail Islands and only ship salling under the US flag. L G
®. ship that cruises Hawaii, Lear More =
. .. . A
bit.ly/HawaiiCruiseLP ]
Hawali Ask & Answer Stories from Hawail
129 Questions | 76 Answers Read stories or share your own.
"Read Al | MRead | [Wite

Dr. Flint McGlaughlin: | have in front of me change three, yet another page. Okay. And, that page is for a
group submitted by Charles Fisher, from Norwegian Cruise Line. We want to think about how to simplify
the objectives on this page and improve its performance and so I'm going to ask Zuzia, come right back
up here and see if you can help me with this one, Okay?

Zuzia Soldenhoff-Thorpe: Alright. So, there are multiple focuses indeed and I'm quite confused. Should |
be looking for a vacation or should | be picking destinations? Should | be learning about those different
options? Should | be trying to get in touch with a rep? I'm not quite sure what | should be doing here. So
| would suggest some kind of better organization and an easy eye path to guide the visitor and give them
perhaps a few steps.

First step, choose your destination, length of the vacation, price, etc., etc., with this customer service
representative option chat or a number right next to it, visible perhaps in an accordion style or
something similar in order to keep them on this page. Also consider the imagery on this page. | think
images are very important in this case. | would love to see myself in one of those Hawaiian destinations,
so a dark image might not convey the value really. And finally create an easy eye path to guide them
through the steps.

Dr. Flint McGlaughlin: Excellent. Excellent. Let me just add this for those of you who are trying to learn
and, remember, this isn't your page. It's the page of one person on this call, but all of us can learn
transferrable principles, and that's the point. If you submitted this page, we select this page trying to
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help not just the person who is responsible for its performance, but to actually help everybody in the
audience. So, here are some key pieces that all of you can take away.

Number one, we have a strong credibility indicator, best to why itinerary, but it's in the wrong place.
First, | have to know where I'm at. It's hard to see that. Now, Norwegian Cruise Line is a very small logo
at the top of the page. It's overwhelmed. It's in banner blindness by this massive image with pink letters
and no clarity about what | can do here.

You're telling me and you're giving me an important credibility piece, but it doesn’t matter until | know
what | should do here and why | can do it. And, then when | try to make sense of the page, | come down
to two evenly weighted columns and they have nestled within them three calls-to-action. Those calls-
to-action create confusion. | have to stop and make meaning. | need to have a sequenced call-to-action
with a step-by-step linear approach, without a two-column design, that makes it easy for me to move
through this and understand where am | at, what can | do here and why should | do it.

That's when in that third question, that's when that award becomes very important. And, if, when they
gave you that award | don’t know this is true, Charles, but if they gave you some sort of seal, some sort
of visual then | would actually put that visual right on the page next to the essence of the offer or the
call-to-action so that they could realize that again right at that moment where they might be still
thinking about the offer, they get a chance to see how valuable it is from a third-party credibility
indicator. So, all of these things that Zuzia has said and all of these components are essential and we're
going to keep going. Thank you again, Zuzia.

Zuzia Soldenhoff-Thorpe: Your welcome.

Dr. Flint McGlaughlin: We keep asking for Zuzia back and forth up here.
Zuzia Soldenhoff-Thorpe: I’'m here.

Dr. Flint McGlaughlin: But, you have good insights and it's helpful for us!
Paul Cheney: We've got an audience question that's pretty good.

Dr. Flint McGlaughlin: Alright.

Paul Cheney: I'll highlight it on your screen.

Audience Question: Homepages often have multiple objectives. How do you balance
competing needs in this location?

Dr. Flint McGlaughlin: Alright. So, there's an audience question coming in here, highlighted on my
screen. "Home pages often have multiple objectives, thoughts on balancing competing needs in this
location, where traffic could be coming from many and varied sources?" Yes. First of all, let me
recommend and this is Steve. Steve, there is a lecture on the difference between optimizing a
homepage and a landing page and for all of the audience interested in that we could provide the link to
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that. It's on the MarketingExperiments.com website and it will be much like this, slides and my voice

communicating.

Secondly, the homepage is the front door and like the whole goal | think of a homepage is to get people
to click on the right link, because almost nothing happens commercial, in terms of the transaction, on
the homepage. But, unless you get the right micro-yes on the homepage, you'll never get to the macro-
yes. That's the purchase at the end of the transaction process. Even if that's an offline lead generation
effort. So, your homepage helps people understand who you are and in particular, your value
proposition and then it directs them. And, | judge the success of a homepage by how well it is doing at
getting people to the right place or the transaction and pathway they should be following will unfold in
an optimized process. There is a lot to be said about that. But, go to that, study, and the research will
help you more with that. Good question!

Quick Win Clinic Part Il at Optimization Summit

Download the preparation kit for Part Il
The Quick Win Clinic Part Il will be held at the Optimization Summit.
Init, our Research Analysts will walk you through designing and

implementing a test for a quick win.

Download the preparation kit here:

MarketingExperiments.com/QuickWinClinic2

Dr. Flint McGlaughlin: Now, this slide is not a commercial. Play close attention to this. | asked them to
put it here because it was at the end of the deck and | was afraid that some people might miss it. You
can download this. It's free. Why am | giving it to you? Because, when we teach part two online and also
there are things we're going to be doing at the optimization summit. This is a kit. It's full of useful
information that will help you apply what we're talking about today and there is no sales effort that |
know of associated with it. I'm hope I'm right, Paul. But, the bottom line is you need the kit to maximize
what we're going to be teaching next, and so we want to give you a link to that where you can get it,
have it downloaded and be ready for part two of the Quick Win Clinic.

Change #4: Images — From irrelevant art to relevant message

Dr. Flint McGlaughlin: Let me go on to number four, images. Here's the fourth change you can make.
You can move from irrelevant art to a relevant message. Very important.
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CHANGE #4

Images— From irrelevant art to relevant message (example)

ForexTrading.com
TRADING TERMS NG PLA

Why trade Forex with ForexTrading.com?

market conditions. We are very competitive on all the pai
« Open an account with as little as $2,000 or equivalent.
« No commissions. You just pay the spread and ca
additional commissions.
« No minimum ticket fees. You only pay

FORDX SPOT & FORWARDS | SPREADS  MARGINS | ROLLOVERS ~ FORWARD OUTRIGHTS

ForexTrading.com offers leveraged trading in up to 30 of the world’s most liquid currency

« Tight spreads. ForexTrading.com's EURUSD spread may go as low

From this ...

LIVE CHAT
Can | help you?
Chat now

Example ForexTrading.com spreads
Select your forex pair(s) of interest and desired
base currency trade size from the drop-down
menus below to get the latest sample spreads on
the ForexTrading.com account.

See the Notes on Sample Spreads for more
information.

Currency Pairs Amount
" = si6000 =l
Only image on the page is B i
. . > S AUDUSD
dedicatedto live chat - Prone: postoderz 5% =
AUDPY
500,000 &)
Country (of residence) * Language * EURCHF 102
Please select b English 500,000
ks :
500,000 A
2 URIPY s
500,000
o
500,000 57
‘Why trade Forex? 00,000
e
« It's equally easy to trade in both rising and falling markets, so profits can be made 500,000 42
‘whichever the market direction.
« They are leveraged instruments, also known as they trade on margin, meaning you can o B
‘open trades in sizes multiple times larger than the funds you have in your account. (A
« Open all hours. The forex market is open all day from Monday morning Sydney time to GBPPY 11
Friday night New York time. 500,000
Risk Warning 500,000 53
Trading in leveraged instruments such as foreign exchange, also called margin trading, carries a Ty
high level of risk to your capital with the possibility of losing more than your initial investment and 500,000 5.1
‘may not be suitable for all investors. Ensure you fully understand the risks involved and seek
independent advice if necessary. Please read the full risk warning. slsg(oAgo 64

Dr. Flint McGlaughlin: Dr. Flint McGlaughlin: Our websites are chalked full of irrelevant art. I'd love to
have had more time to take you through it, not this exercise, Paul. Everywhere | go, | see images that

have been grabbed from stock photography and thrown on a page because we think they look good,

and they're not doing any of the work they should be doing.

In fact, often they're distracting the

message. But, let's look at this particular example, which is a pervasive case study example, and you'll

see that the only image on the page is dedicated to live chat support. It's the wrong image. It's the

wrong image. It's not doing anything to help you communicate your message.
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CHANGE #4

Images— From irrelevant art to relevant message (example)

ForexTrading.com
RADING TERMS T

Get your free, no risk, no obligation $100,000 Forex
Trading Demo Account

Forextrading.com is powered by Saxo Bank’s award-winning platform. Get a free 21-day trial
account with $100.000 simulation funding and experience the impact of leveraged trading with the
world's most liquid currency pairs.

With the full live version you can open an account with as little as $2.000 and leverage the funds on
your account up to 200 times. Forextrading.com is very competitive on all pairs. Our EURUSD spread
may go as low 0.8 pips under normal market conditions. There are no additional commissions. You
Just pay the spread and carrying costs on your trades. —
Try Forextrading.com with no risk and no obligation for 21 days. ™

Free, no-risk 21-day trial account

* $100,000 simulation.fandifg

Image clearly L DR e et s s
communicates value of
the product.

« Full trading functionality, one-click trading
« Easy to use interface. Drag-and-drop workspace

Name * Email +

Phone * Postcode/ZIP

Country (of residence) *
Please select

Language *
English

99%

IN CONVERSION

Winner of 6 Eurol

EUROMONEY

ForexTrading.com sampie spreads

Currency Pairs Amount
G1o 8] s00.000 o}

Dr. Flint McGlaughlin: Look at the new version. Look at what happened on this page. Look how we used
the screens of the computer to communicate what the offering was really like. Never attempt to sell
something or even provide an incentive where you haven't helped people conceptualize what it looks
like. They have to feel it, touch it and taste it in their mind. They have to be able to imagine it. You must
help them achieve that internally so you can create a sort of psychological queue that will drive them in
the appeal factor towards your purchase. And, so that's what the image is doing here. It's working hard.
Its' doing the job it's supposed to do, which brings me to, as you might see, yet another example.
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CHANGE #4

Images— From irrelevant art to relevant message (example) Eromthis

CALL TOLL FREE:

Member Login

GET RELIEF FROM DEBT

We can help you lower your monthly payments, reduce your interest rates and
late fees, avoid bankruptcy and rebuild your credit. Just tell us a little about

yourself to get started.
Name:  FirstName LastName. WA vl
Email E—
Control uses a stock m— Onited )
image of a customer
suppo rt Already stanted? Click here 10 continue We are ey proud 0 reconmend S
Dr. Jenwiter » PhD, Presuert § CEO

We take your saimcy sedoualy of Unted Way of Eroward Courty.

E=01

WHAT'S NEW AT DEBT LEARNING C

representative.

ASSOCIATED WITH:

“1'0

SERVICES
Learming how to manage your debts is an
helps important step to financial freedom.

consumers Mrough credit cewsseing, debt provides a variety of ways 1o
consolidation and financial education leam more about credi, debt and money
ent
is .
a crednt counseling agency that helps consumers. o oo
deal with Ife-attering credi, debl, and financial N . -

Dr. Flint McGlaughlin: Now, here is something we do all of the time. This is sort of a clip art. You buy an
image like this, smiling girl, attractive woman on the page. | guess this means that she’s the person
you're going to talk to when you call, because she's wearing a headset. I'm not sure what that means. It
might be a dispatcher from the Sherriff's department to come serve you since you can't pay your
mortgage debt. But, let's assume it's the smiling customer service rep that you're going to talk to on the
other side. Is that the best image? Is it doing the job it should do?

CHANGE #4

Images— From irrelevant art to relevant message (example) E—
... to this

CALL TOLL FREE:

GET RELIEF FROM DEBT

late fees, avoid bankruptcy and rebuild your credit. Just tell us a little abo!
yourself to get started.

Name:  First Neme Last Noms. Ao E
Emait i
|mage ofa ____Josbgwiadent $0000 ¥ State: Sekct ¥  Chatman's |
- — Circle
recognlzable company Get My Free Debt Consultation SN
fO un d er Aready started? Click here to continue . "1:.:.,'2::3:.";‘,’.':?::‘ =

W take your privacy seriously

» [EBT LEARNING
COUNSELING SERVICES

o ming how 10 manage your debs is an
artant step 1o financial freedom

CONUTers Hveugh Credt ¢ ounseing, o provides avanely of ways to learn more

consoldation and financia educ tion A& credt, debt and money management

o e e e IN CONVERSION §

Qe i B ol crast, debt and fom + Eree Phone BudgetingAm

A& J
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Dr. Flint McGlaughlin: Well, we tested that and instead of using that image we used this image and we
blurred this to protect the individual. Clearly, and | think he wouldn’t mind me saying this, he's not as
attractive as the girl, but by putting his face on here we see a 35% increase. Why? He's the founder of
the organization. The image has meaning. It connects with the people. We tell you he's the founder of
the organization. And, there is something about the way his smile and face communicates that gave
people a sense of trust, | think, and we saw conversion go up.

So, make every image work. Listen to me. An image should either communicate your value proposition,
A. B, it should direct eyes through the eye path, or C, evoke a certain tone. But, in the name of C, that
third option, we commit a lot of sin, because we think the image is somehow setting a mood, and what
it's really doing is making the page pleasing to us. But, it's not doing a thing to improve the conversion
rate, and so it's hurting us.

CHANGE #4

Images— From irrelevant art
to relevant message

Live Optimization

A Bronto

Driving Revenue | Email. Mobile. Social

Solve Your Abandoned Cart Problem
Download white paper *Required

Channel:

All online retailers First Name: *

Promotional email sent
to marketers on various
publishers'lists

abandonment.In fz
between 60-70%,
majority of shoppe 1 heckout
process will leave before completing it

Those departing shoppers nta

Last Name: *

Job Tite: *

Company. *

Webste: *

Phone: *

Forthis white paper, we examined the carting experience and follow-up email Erjoll Ackkess: *

Target Audience:
O n I i n e m a rketi ng Slvaljglj.i (vHU(U v-:;iaw\’evz \'OU‘H:KS(OWV | - ot %

man age rs fo r B ZC : :;nalvs:s orpos(-abarnofyjonznenlemaH sua(egwf.
9 Approximately how many emails do you send on an annual basis ?
retailers

Stele: * | Select One v

Download the white paper "From Abandon to Conversion: Why Shoppers ERiech One: Not Sure v
Abandon Carts and What Merchants Can Do About I.”
Are you considering changing your current email marketing solution?

Select Onec Not Sure v

Li n k . Does your website have a shopping cart?
.

bit.ly/BrontoCarts ‘

Please send me Bronto's  []
Tips & Tricks monthly
newsletter

Get White Paper

Dr. Flint McGlaughlin: Keep all of that in mind and let's look at another example. Before | look at this
example, audience, | need to get feedback from you. | do this often. | pay attention. My people are
watching. Is this working for you today? Are you learning? Do you like the pace? Is this helpful? I'm
watching for your feedback right now. | walked over to the screens and someone said that page is awful.
Dave, you're cruel! | see a lot of encouraging words. Let me keep watching. We're going to move to four
and we're going to go to five, but | want to just make certain that everybody is getting a good sense.
Good. Alright.
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Let's take a look at this page and let's ask ourselves how we can improve it. And, yes, you're right. It is a
horrible form and | need the audience to help me. So, audience, I'm going to stop you for a second.
Thank you for your gracious words, but | want you to take this page and I’'m going to watch you. Using
the Q&A feature, let's help optimize this page for Carol. She wants to know what page elements we
would test first and advice on copy improvements. And, she has used this with less fields in the past. So,
what can we do to help her? We'll talk about that. I'm reading notes that she submitted with the page.
I'm going to ask the audience to give me their thoughts. Here's what they say: Too many fields. New
headline. Less copy. The length of the form. A better headline. Shorten the form. It's way too long. Put
the form lower. A better headline. A better image. Why would | fill this out? It's a boring headline. Too
much text.

Your thoughts are coming in, and Carol, we have one of the world's largest and most sophisticated focus
groups on right now, looking at your page. And, we can analyze all of their suggestions, but there is a
pattern. And, the reason I'm reading that isn't just to pass time. It's like everybody zeros in on the fact
that the headline isn't strong enough and the form is intimidating. | don’t know what you've done in
prior tests, but I'd be willing to look at the test data to see how valid it was, to make certain that
whatever conclusions you drew were accurate conclusions.

But, | would tell you that while there are no expert marketers, in fact there are only experienced
marketers and expert testers, the reality is, from all of my experience, shortening that field, in fact
shortening that form, even if you have to capture the field, all of those fields by doing it in two parts, get
name, email address and basic information on the front part, then on the second part you get the rest of
the information. You qualify and score them based on who completed the front only, and then who
completed the second page only, or together, and then you go back and anyone who didn’t complete
the second page, you now have their email address and you send them a note, invite them back to
complete the process, capture more leads. I've done it over, and over, and over again. There's a way to
make that form far more powerful.

Dr. Flint McGlaughlin: But, look at it right now. Carol, if you kept the same number of form fields, you
could still shorten it. There's too much space between the form fields. They're all the same length.
There's no layout. | could take that same form and make it look 30% shorter just by rearranging the way
the fields appear. Over to the other comments, the headline could be strengthened. There's not enough
value promise. The opening paragraph is too long. It should have bold font in it to open the eye path. I'd
break it into two lines. I'd get bullet points closer up so they don’t have to read that much text before
they get the power. I'd strengthen the image.

| would bring the form down below the text and I'd put testimonials all down the right side and increase
the credibility indicators for the whole piece. But, in fact, by achieving a better headline, a better sub-
headline, shorter paragraphs, clearer eye path, less impact in terms of friction on the fields, | think you
could get a lift. And, I'd love, by the way, to help you with that. Send us a re-design and we'll comment
on that. Send us the data sets and we'll look at what you've done so far. The goal here is to help you any
way we can, and we appreciate you submitting the form.
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Change #5: Trust — From anxiety to credibility

Dr. Flint McGlaughlin: This brings me to trust, moving then from anxiety to credibility. This is the fifth
point. And, again, by the way, if you're an experienced MECLABS student who has been through our
certification programs, you might be saying today, well, you know, these are things I've heard before.
That's probably true. And, you know how many times on these clinics we hit you with something new
and perhaps a tilt for your thinking, might even be revolutionary because the discoveries often surprise
us. Just remember that the goal of today is a quick win clinic. We're trying to help the most people
across our audience, find something practical they can do right now that might help them get a quick
improvement, that will impact their work and the performance of the pages, and maybe even their
career. So, that brings me to this critical piece, trust, moving from anxiety to credibility.

AN
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to credibility (example) .
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Risk Warning
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independent advice if necessary. Please read the full risk warning.

Dr. Flint McGlaughlin: So, take a look at this page.
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CHANGE #5

Trust— From anxiety to credibility (example)
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Dr. Flint McGlaughlin: Notice that in the new page we've added all of those critical third-party credibility
indicators right near the call to action. You saw the results before, but we've emphasized no risk, no
obligation. We've emphasized the free demo account and we've brought credibility indicators right up
near the bottom. What does that do for us? Well, it's clear what it does for us. It increases the sense of
trust. Frankly, when you're trying to fix anxiety, you must over-correct, and it's an attempt to over-
correct the anxiety. Anxiety can't be corrected like friction. Anxiety is an irrational state, and so to fix it
you don’t offer a rational solution. You must over-correct it with great intensity. This is what we've
done. You know that all of these factors have helped to contribute to virtually a doubling of the
response. When | say we, | don’t know why | say we. I've been saying we for so long and, Daniel
Aagaard, right?

Paul Cheney: Michael.

Dr. Flint McGlaughlin: Michael Aagaard. Michael, forgive me. I'm used to this being my case study and |
say we did this and we did that. That's ridiculous! Michael did all of this! He took our class and did it
himself, and I'm over here taking the credit from him. What a moron! So, forgive me, friend. You did all
of this and you did the right thing, and you got a result. And, I've got to remember that next time. But,
any of the other students who would like submit case studies that | can take credit for, just let us know
and apparently we'll do that.
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CHANGE #5

Trust— From anxiety to credibility (example)
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Dr. Flint McGlaughlin: Alright. So, let me take you to another example, one you haven't seen before
here. This is an example of dealing with this credibility issue, and you'll notice that over here credibility
is communicated, but it's in the bottom right, out of the eye path, in the wrong place. What can we do

to fix the problem?

CHANGE #5

Trust— From anxiety to credibility (example)
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Dr. Flint McGlaughlin: Well, we make an important change. We emphasize credibility right by the call to
action. You see that blue seal? And, then we emphasize with a testimonial and the award. We put it in
just the right location. We change the feel, and we see a 29% increase. Let's go back and look at those,
from this. By the way, look at that image. It's an attractive image, but we removed it. Did we lose
anything for that? No. Conversion went up 29%, which brings me to five.

CHANGE #5 Live Optimization

CDL Training | Apply Now

N\
Channel: %‘l

PPC keyword s like Truck Driving Jobs Offering Paid CDL Training APPLY NOW

Ht ruc k d river J (0] b S” Become A Truck Driver With PAM Transport & Earn Up To $40,000 1st Year

Why PAM Transport?
Target Audience:
Males, 25-55 with HS
diploma (or GED)
unemployed and
underemployed

Company-Paid
CDL Training

Truck Driver Pay
4l & Sign-On Bonus

40,000 1200
Link:
bit.ly/PamTrucks

+ No Experience Needed
« Earn up to $40,000/1st year

+ No Upfront
CDL Training Costs

Late Model
Company Trucks

Dr. Flint McGlaughlin: Now, by the way, I'm watching my time. | have got several of your submissions.
We're going to go through this one and then we're going to review quickly these five points, and then
we're just going to do live op, live op, live op, right to the end of the hour. So, we're going to try to take
the last few minutes that we have together and cram that with optimization of the pages that you've
submitted so we can get the most value for everyone. And, is that a question?

Paul Cheney: There's a question, a great question, in the gray box.

Dr. Flint McGlaughlin: Okay. It says, "If my goal is to get people to download," | am looking at a question
submitted by the audience, "a free trial of a product, is there any room to highlight educational
resources via links alongside the free trial form?" Well, | would rather sequence those so that they
occurred if someone didn’t take the free trial. 1'd be careful about giving them a reason to click off the
page. I'd use them so that they became sort of a smaller window that popped over, as opposed to taking
them off the page. And, | would also embed a link to the free trial on those pages so that if they move
they can immediately see that free trial again and go for it.
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| think it's worth testing, but I'd be careful. Because what you want to do is give them credibility
indicators that don’t require them to investigate and research, unless it's a complex offering. Here's the
key. If you push the free trial properly, it's already mitigated of all of the risks, and it should be enough
for them to be able to at least download it. How long does it take? Thirty seconds? Tell them in 30
seconds they can discover all of the answers. Make the free trial so simple, so attractive that you don’t
need a lot of surrounding credibility. That should come from the experience of the offer. Now, that's my
quick answer without all of the context. Give us more. Write us and we'll do our best to help you.

Dr. Flint McGlaughlin: Let me move on to this study that we have right here and ask Zuzia to come on
up. As Zuzia is coming up, audience, help me. How would you take what you've been learning today,
we've talked about five principles. I'll read them to you. Tell me what you would do. We said the
headline, from hype to conversation, the copy, from marketer value to customer value. We said the
objectives, from multiple focus to single focus. We said the images, from irrelevant art to relevant
messages and, we said the trust, from anxiety to credibility. How would you improve this page?

In manufacturing, flip the sub-head and the headline. That's an interesting point, Shelly. Change driven
by the best is something more relatable to the customer. That's also an excellent point, Karen. The sub-
head is stronger than the headline. Rebecca noticed the same thing. Terrible first sentence in the first
paragraph, says Kirk. | think this is pretty good, says Amber. Amber's being nice to you. She's like the
Paula Abdul of American Idol. So Mike, you had a positive comment from a marketer. Show a happy
driver with a job. “The images are too distracting,” someone said. “Change the color,” someone said.
“Bolder font for the paragraph,” someone said. The numbers are really emphasized without context or
support. A lack of credibility said someone. Let me just move to Zuzia and, Zuzia, tell us some things
that you might recommend to make this page work better.

Zuzia Soldenhoff-Thorpe: Lack of credibility definitely. | can't see any kind of seals, industry recognized
seals.

Dr. Flint McGlaughlin: Okay.

Zuzia Soldenhoff-Thorpe: Both calls-to-action seem to be just hanging in the air. There's nothing right
next to them. There's no value really. | would like to know. I've never planned to become a truck driver.

Dr. Flint McGlaughlin: Yeah.

Zuzia Soldenhoff-Thorpe: but if | was...

Dr. Flint McGlaughlin: You don’t have a plan to become a truck driver. | am relieved to know that.
Zuzia Soldenhoff-Thorpe: but If | was...

Dr. Flint McGlaughlin: | am relieved and we definitely need you right here with us.

Zuzia Soldenhoff-Thorpe: | would have loved to see the amount of time to become a truck driver, in less
than a month, and some more value, some more real value in there. The red font is really...I'm
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expecting an error message. And, somebody mentioned already the very vague headline in the banner,
driven by the best.

Dr. Flint McGlaughlin: Yes.
Zuzia Soldenhoff-Thorpe: Who are the best?
Dr. Flint McGlaughlin: Yes.

Zuzia Soldenhoff-Thorpe: So, it's all really not clear to me. And, again the eye path, am | looking at
those three little images there? So, how about some customer service? | can't see anyone behind the
scenes there, so also that credibility. So there is a lot of anxiety. And, I'm not sure if people would take
all of the time to read through those two paragraphs, so clear bullet point...

Dr. Flint McGlaughlin: Yes.

Zuzia Soldenhoff-Thorpe: ...values, what can you do here, how can you apply, and that's it.

Dr. Flint McGlaughlin: What do you think about the buttons?

Zuzia Soldenhoff-Thorpe: | would just keep one. Well, the call-to-action is really apply now is...
Dr. Flint McGlaughlin: Yeah. Yeah.

Zuzia Soldenhoff-Thorpe: ...really a too hard sell.

Dr. Flint McGlaughlin: Yes.

Zuzia Soldenhoff-Thorpe: | would really state it differently.

Dr. Flint McGlaughlin: Yes.

Zuzia Soldenhoff-Thorpe: So make it nice and appealing, and tempting, rather than scary, especially
driven by the best. What if I'm not the best? So, | would be scared to apply if I'm not the best.

Dr. Flint McGlaughlin: Very good point. Very good point. Excellent! And, thank you very much, Zuzia!
Good comments! | tell you, | don’t have a lot to add to that. | think they've nailed it. The only thing I'd
say is that those paragraphs are way too long as well. And, that may have been said, but they need to
be broken up. It needs to be bullet points. And, you know, before we said it, you said it. And, this is
great advice, Mike, from the audience. The sub-headline is much stronger than the main headline. And,
you don’t need that big image at the top. You can get them right into this with a much more powerful,
simple message. If you want to redesign this and send it to us, we might even get Zuzia to look at it and
some team members here, and help you. You know, she's always wanted to be a truck driver, so you've
got that going for you.
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Summary: Putting it all together
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Dr. Flint McGlaughlin: Let me keep going then, because | think we have in front of us those five critical
principles, but we have time, in just a moment, to go through some live optimization. We can look at
your pages. Let's take the next eight minutes and slam. I'm going to speed up my voice just so that we
can cover this in as much detail as we possibly can.

Landing Page Optimization
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(\ch rke’fingsherpo & marketingexperiments
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Dr. Flint McGlaughlin: So, I'll take us through live op. | see that they have something in front of us to
remind you of, coming up June 11th through 14th in Denver. The only word I'll say about this, and |
believe enough to say this, is this is so different. It's all scientists and analysts teaching, or it's people like
you who have had successes and failures sharing the story, real case studies. No vendor sales from the
platform and in fact when you first come we're going to plan together.

The entire audience, we'll break into groups and experiment. We're going to run the experiment live
during the summit. By the time the summit is over, we'll have the results in and we'll see how well we
did in designing the treatments as an audience and we'll learn about test design, and we'll use the
experiment as a teaching tool. And, there's just a lot of stuff with this. But, that's in Denver and | hope
perhaps that | can meet you personally there.

Smartphone in-app screen

4@ Quickoffice®

Live Optimization
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Dr. Flint McGlaughlin: Let me keep going. Here is a page submitted. It's a smartphone in-app screen. It
says Quickoffice and the channel is in-app, push message with opening our Android app. The target
audience is mobile business people, professionals, impulse buyers. This was submitted by Jeremy. It's an
Android application on a mobile phone. And, this is what pops up the first time they open the app and
we want them to upgrade to the paid version. So, let's just look at that audience. | need you thinking.
Tell me, how would you get more people to say yes? Remember something. Everything we're doing in
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marketing is about aggregating yes's. When you get enough micro yes's, we achieve a macro yes. Micro
yes to say reading from the headline to the first paragraph, micro yes to connect to the second headline,
micro yes to click on the button, and then a series of micro yes's to submit the upgrade, achieving
eventually the macro yes, a sale.

Dr. Flint McGlaughlin: Your job, audience, right now is to help this man Jeremy and his team get more
yes's. Let me see what you're suggesting. “Why two buttons?” Good point! “Make the buttons larger for
those with fatter fingers.” Sarah, | don't know what to say about that. I've never had the fatter finger
button advice before. | do know the frustration of trying to hit a button on one of these phones.
Interesting point. Very interesting point actually! “Call-to-action on the buttons.” “Welcome is not a
headline.” Then, “benefits of upgrade not really clear.” And, “try for 30 days.” And, “Why should |
upgrade?” And, “make the button text more action oriented.”

Okay, I'm listening to the audience and I'm going to drill down on this. We want to continue to do our
research in mobile apps. We have a benchmark guide coming out just for the mobile, you know,
application and mobile industry, and we are doing a lot of research about mobile and optimization, so
let's look at this. Welcome to Quickoffice. | can see why you said that, because this is the first time
they've opened the screen. It says, "Your Android device came pre-installed with a version of Quickoffice
that provides mobile office productivity. It's yours to use for free forever."

Zuzia Soldenhoff-Thorpe: Perfect. I'm taking it. | need an upgrade

Dr. Flint McGlaughlin: Yeah, so perfect!

Zuzia Soldenhoff-Thorpe: If it is free already what is the use in taking it.

Dr. Flint McGlaughlin: So, Zuzia says great. Thank you very much. | have to move on now.
Zuzia Soldenhoff-Thorpe: Yeah. Okay. Forever and free gives no reason to take the upgrade

Dr. Flint McGlaughlin: And, then it says upgrade to Pro now and save 25%. | want to tell you that at this
present moment you've lost all clarity. You just told me it's free, and | know why you did that. You don’t
want to disappoint me. You don’t want it feel like bait and switch. Somebody in the designed by
committee that produces a page like this pointed out accurately that we don’t want to anger customers
now. | mean, was it worthless or does it actually have value? So, you've done something, but then you
move immediately to the upgrade and the upgrade is in the same font size as the welcome, and it says
to me that this is all about getting you to this point, and then | get to save 25%. On what? | don’t see a
price! Why in the blankety blank that's...when you see me talk that way, it's because I'm trying to feel
how a customer feels.

We're so frustrated with the confusing messages. Aren't you frustrated with...don’t you hate when you
buy a computer or a phone, and they're popping stuff up in front of you and you can't figure out
whether you really need to buy this, and there are upgrades here and upgrades there and you feel like
you're being sold every time you turn around. Now, Jeremy, I'm on your side. But, for a moment to
optimize, | have to see with the eyes of the customer and the customer is frustrated. He's in a hurry or
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she's in a hurry. They don’t have time. And, now you promised me to save 25%. Jeremy, it's
meaningless. Twenty five percent on what? And, what will Pro do that | can't get with the other one?
Are you saying what | thought | just got is no good? And, then it says sync, edit, share and connect. Does
that mean | can't do that? It probably is what you're trying to say, but see, if there was a message here,
and by the way I'd be questioning whether or not the first time they open you want to ask for the
upgrade.

Dr. Flint McGlaughlin: But, if that is when you want to ask for the upgrade, you need something here
that clearly helps me see the difference and gives me a reason why. Then, look, it says Android market
and Quickoffice.com. | don’t even know what those buttons mean. | don’t know if one of those takes me
to an update or it doesn’t take me to an update, or an upgrade. | don’t even know what do | click if |
don’t want to get an upgrade. One of the buttons? The top one? The bottom one?

Listen, all of this hinges on a value proposition. Why do people say yes? Because, they perceive that the
value outweighs the cost. Here, there is no way to estimate the value and all | see is cost. | don’t see
savings because it was free to start with. So, saving 25% tells me that there is a cost. And, the question |
really have is does the version that comes on my phone have any value at all, or is it totally worthless?
And, do | have to go through all of this trouble to figure that out? And, why did | get this notification? It
is the same size as the other two messages. And frankly, people aren't even going to read the paragraph.
They’re going to think that very point.

Why in the world did | get this notification? What a waste of time. Again, Jeremy, I'm saying this to you
because I’'m taking on the persona of your frustrated, busy customer or prospect. | don’t mean to be
mean to you, but the two most important words in marketing are these, so friggin what? And, if, | know,
that's three words, Paul. But, normally | say so what. But, so what didn’t quite carry this, the venom
that | need it to carry with it.

Every time you present a message, ask yourself, “So what?” Because, that's how the customer's
thinking. “So what?” And, until this overcomes the “so what?” test, it's going to have really bad
conversion. Jeremy, we might be able to help you with this. Contact us if you can, but please know that |
say all of this in the spirit of trying to make this more effective for you. By the way, audience, is this stuff
helping you, what we're just talking about with Jeremy? Let me know. And, let me move on to the next
piece, which is right here.
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Live Optimization
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Dr. Flint McGlaughlin: Weddings and events, and this is brides and bridesmaids looking to purchase in
the next six months. That's our target audience. And, apparently we want to sell them something, and
it looks like we might want to sell them dresses. And, the goal here | guess this is the homepage. Let me
see. It's submitted by Stephanie. Audience, what would you do to improve this page? Tell me fast. Tell
It's just a pretty page.” Somebody said “It's a pretty page.” It is a pretty page,
but it's, | would say, just a pretty page. Let's keep going. “No call-to-action.” Absolutely! “Where's the
call-to-action.” Where is the call to action? Simplify.

” u

me fast. “No headline.

Okay, let me help you, because in the interest of time | just want to get another one of these, if we can.
We've got just enough minutes to keep hammering. There is no headline. There's no reason. | know Ann
Taylor is an important brand. That carries some weight. But, for those of us who first come to this site,
we don’t know why we should buy here, why we should shop here as opposed to some other place, and
we don't know why we should choose this quality brand over another quality brand.

Moreover, we don’t even know how to use the site. The navigation is lost. It's a magazine ad. The
biggest problem with high fashion websites is they look like catalogues or magazine ads. This is a
website. It's not a magazine. Beautiful images are important. I'm in the middle of a major optimization
project right now with Venus, a brand. And, one of the things that you've got to do is get me navigation
that will help me find what | want and tell me what it is about this store or this site that makes it the
best place for me to get what | need to make my wedding a success. There is no connection with the
bride. There's no empathy. There's no conversation. In practical terms, you need a major column. You
need some text. You need a headline. You need a sub-headline. You need to show me some beautiful

45 Copyright © 2012 MarketingExperiments. All rights reserved. é_/ mar |<et | N g experimeni‘s



Quick Win Clinic (PartI)

images. You need to give me clear navigation. You need to tell me how to use this site to find the perfect
dress or dresses, if that's the main product offering. Okay?

Live Optimization
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Dr. Flint McGlaughlin: Let's move on quickly. I'm looking at another one here. This is Microsoft Office
365, submitted by Tanja. The easiest way is for us to work together. Get the free trial. Nice button.
Good. Clear. There is a headline that's somewhat interesting. Anywhere access to a cloud-based email,
web conferencing, file sharing and office apps at a low predictable monthly cost. That's not bad wording
either. It is also coming to me in the form of a testimonial; it looks like, from Patagonia. Now, find the
right plan, learn how it works, and see it in action. Tanja, you probably don’t know this, but | am
involved with projects at Microsoft and have looked at many things over the last five years, and this is
one of the better pages that | have seen. But, I'll tell you where | think you're going to have a problem. It
depends on where they're coming from to this page and how much you assume they already know
when they get there.

Remember something. Specificity converts. And, if someone who is familiar enough with the product
that they understand basically what it is before they get here, then this page will help them to some
extent. But candidly, the gray on white in the form of a testimonial underneath the headline doesn’t
give me enough clarity about precisely what it will do for me. And, you could use a better set of images
on the left to explain that. One of those images shows me a screenshot. One says it all works together.
It's the right idea. It's just not executed nearly as well as it could be.
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I'd make that image much stronger. | think the way you have "or buy" written in small blue letters next
to the free trial is a great move. You don’t have an evenly weighted option. It's there in case they want
it, but you're not confusing me with equally weighted buttons. That's good. | think you'd be okay,
though, to have a little more text on this page, a little deeper explanation, a couple of key bullet points
with critical features that make it clear. And, | don’t think you need to use half the page to explain the
free trial or to use the image. You could use that to talk to me a little clearer in a conversation, and the
same thing at the bottom. | know there's a lot of white space. | value that and | know Microsoft, by the
way Tanja, makes its pages too cluttered many times. But, | think that this might be a case where less
was more, but you've got a little. You could use a little less of less and still get more people to say yes. |
think that even rhymed, Paul. Would you copyright that?

Paul: Yeah.

Dr. Flint McGlaughlin: Alright. I'm going to stop right now because I'm starting to feel like I'm at a camp
meeting. In the meantime, thank you. | appreciate everyone's attendance. I'd love to get your
feedback, because you're leaving. | know they're going to send you a form, but I'm standing right in
front of the monitor and tell me if you found today helpful.

Let me tell you why I'm keenly interested, because while we try to pack it with useful, transferrable
principles, we didn’t bring out, in this one, a remarkable new discovery. This is a Quick Win Clinic. You
asked for this. That's why we're doing it. Did you find this helpful today? Tell me. And, I'll read all that
you have. And, | appreciate everyone's feedback and | appreciate the fact that we're building a
community of marketers who care about what really works. Let's help each other discovery and let's
help each other get better. Thank you again! We'll be back in about two weeks.

MECLABS Research Partnership Opportunities

MECLABS conducts rigorous experiments in the new science of optimization. We apply our discoveries
to help leaders optimize the financial performance of their sales and marketing programs.

Click here for more information on research partnership opportunities or contact us directly at
info@meclabs.com

1-877-635-0565
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