


new york double decker bus tours

New York City Bus Tours

www.newyorktourshuttle.com/ 
Very Comprehensive Main Attractions 
Tour with Statue of Liberty 
Main Attractions - TourNYC Evening Tour - Statue of Liberty Tours





rooftop bars in new york city

Rooftop Bar In Midtown 
www.toniceast.com/ 
Sports Bar, Rooftop, Murray Hill 
The Worlds Neighborhood Sports Bar!





yellow highlighter pen

Custom Highlighters - Large Selection 
www.vistaprint.ca/ 
Shop now! Price as low as $0.54 
High Print Quality. Affordable Prices. 
Blue Highlighters - Black Highlighters - Multi-Function Pens - Stylus Pens



Shirts Outerwear Bags



ALL THE MARKETING IS SICK!!
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ATTENTION RATIO 82:1
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the ratio of the number of things you can do on a page 
to the number of things you should be doing

ATTENTION RATIO 82:1

http://www.nydailynews.com/news/snow-monkeys-soak-japan-hot-springs-gallery-1.1585439


+31% lift in ebook downloads

attention ratio 
10:1

attention ratio 
1:1



+105% lift in click-through rate

attention ratio 
21:1

attention ratio 
4:1



AS ATTENTION RATIO 
GOES DOWN, 

CONVERSION RATES 
GO UP



Please sir, 
can I have just 

one more link ?







-14% people starting the course



THE EXCEPTION 
MULTIPLE LINKS WITH THE SAME GOAL



attention ratio 
1:1

attention ratio 
12:1



+15% CTR





DESIGN rules



design RULES



VISUAL HIERARCHY 
IS ONE OF THE EASIEST WAYS TO 

STRENGTHEN 
OR WEAKEN A DESIGN

- Joshua Porter (@bokardo)



The 23 principles of  

Attention 
Driven 
Design

AFFORDANCE 
ALIGNMENT 
ANOMALY 
CONSISTENCY 
CONTINUATION 
CONTRAST 
DIRECTION 
DISTRACTION 
DOMINANCE 
ENCAPSULATION 
GROUPING 
HIGHLIGHTING

INTERRUPTION 
MOTION 
NESTING 
OVERLAPPING 
PERSPECTIVE 
PROXIMITY 
REPETITION 
SIZE 
SYMMETRY 
VISUAL HIERARCHY 
WHITESPACE



The 23 principles of  

Attention 
Driven 
Design

AFFORDANCE 
ALIGNMENT 
ANOMALY 
CONSISTENCY 
CONTINUATION 
CONTRAST 
DIRECTION 
DISTRACTION 
DOMINANCE 
ENCAPSULATION 
GROUPING 
HIGHLIGHTING

INTERRUPTION 
MOTION 
NESTING 
OVERLAPPING 
PERSPECTIVE 
PROXIMITY 
REPETITION 
SIZE 
SYMMETRY 
VISUAL HIERARCHY 
WHITESPACE



ENCAPSULATION



ENCAPSULATION



PROXIMITY



GROUPING



Grouping 

Proximity 

Encapsulation 

+10% lift in conversion rate



VISUAL HIERARCHY

Photo: http://animal-kid.com/silverback-gorilla-muscles.html

http://animal-kid.com/silverback-gorilla-muscles.html


INFORMATION HIERARCHY

Photo: http://animal-kid.com/silverback-gorilla-muscles.html

copy informs design 
not the other way round

http://animal-kid.com/silverback-gorilla-muscles.html












+30% people starting the course







Scuse me while I kiss this guy

- Jimi Hendrix



There’s a bathroom on the right

- CCR



Sparing his wife from his warm sausage tea

- Queen



Hold me closer Tony Danza

- Elton John



Hold me close and tie me down sir

- Elton John



It doesn't make a difference 

if we're naked or not
- Bon Jovi



How do I get you a loan

- Heart



It’s a death row hard-on two minutes too late

- Alanis Morissette



COME ON OLI 
DON’T LEAVE US HANGING!



- Alanis Morissette

It’s like ray-ee-aiiiiiiiiiiin



“They mis- 
underestimated 
me.” 



http://www.fanpop.com/clubs/disney-princess/images/36571769/title/walt-disney-fan-art-queen-elsa-photo



***********************************



PASSWORDS MUST CONTAIN 
AT LEAST SIX CHARACTERS



MICKEYMINNIEGOOFYPLUTOSNOWWHITEMOWGLIDUMBO



how do you know if you have a 
clarity problem?



Ask people 
“what is this page about?”





What course was offered on this page?



50% got it right

What course was offered on this page?



What certification level was the course for?



What certification level was the course for?

5% got it right







What course was offered on this page?

45% got it right



What certification level was the course for?

60% got it right











FORM-FIRST DESIGN







THE ANATOMY 
OF A HIGH-CONVERTING 

FORM



1 FORM HEADLINE
Your form headline should introduce the “What” of your offer. What will I be getting if I interact with your form.
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1 FORM HEADLINE

SUBHEAD
The subhead can be used to add a clarifying description of what the offer is, this is the first part of “Why” I 
should care about your offer.

Your form headline should introduce the “What” of your offer. What will I be getting if I interact with your form.



3 BENEFITS BULLETS*optional
The benefits extend the “Why” in an easy to read format.
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4 A FORM

3 BENEFITS BULLETS*
The benefits extend the “Why” in an easy to read format.

2

1 FORM HEADLINE

SUBHEAD
The subhead can be used to add a clarifying description of what the offer is, this is the first part of “Why” I 
should care about your offer.

Your form headline should introduce the “What” of your offer. What will I be getting if I interact with your form.

This one’s easy. Your form goes here now that it’s purpose has been introduced.

Your all-important call to action that describes what will happen when you click, or reinforces 
what it is you’ll be getting.

6 THE CLOSER
A closer is intended to add a last minute nudge to encourage a click. It can be social proof, 
urgency, a trust statement, or important details such as “Free” or “No credit card required” etc.
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next day flower delivery

Next Day Flower Deliveries UK
www.iflorist.co.uk/NextDayFlowers 
Get 10% Off A Beautiful Range Of 
Flowers Arranged By Local Florists













Bid on your company’s unique 
benefits and design specific 

experiences for each.



Context & intent 
confirmed

Correct 
Information 
Hierarchy 

Confirm then  
push down 
the purchase 
funnel







Explain the time involved, to 
reduce “effort” anxiety. 





low effort lost by -17%



YOUR BLOG POST ISN’T HELPING ME





how many form fields?



Data taken from 40,000 
active Unbounce Landing Pages. 
February 2015.



Data taken from 40,000 
active Unbounce Landing Pages. 
February 2015.

FUN FACT 
The longest form published 
in February had 97 fields. 

Second place was 45. 



Data taken from 40,000 
active Unbounce Landing Pages. 
February 2015.

Mean conversion rate 



Data taken from 40,000 
active Unbounce Landing Pages. 
February 2015.

TALKING POINT 
33% increase in the 

mean conversion rate 
by adding an extra field? 







Zero difference in conversion 
with an extra field 











Email Address
START THE COURSE NOW

Your Best Email Address
START THE COURSE NOW

Business Email Address
START THE COURSE NOW

29%

40%

50%



Do I earn less money? 
Or spend less money? 





Get more done. 
No Gimmicks, no credit card.
removing “gimmicks” resulted in a 

conversion lift of 25%



SPAM

Proximity 
Elements that are 
closer together 
are perceived 
as being related.

CTA





ALWAYS TEST CLOSERS
A winning smile, amirite? 



ALWAYS TEST CLOSERS
my face lost by -14%



Forbidden? 







Your sarcastic “smiley” face makes me hate you even more. 
You won’t be getting my email address. 









the best pools in las vegas hotels

Mandalay Bay Resort 
www.mandalaybay.com 
Enjoy your stay in Las Vegas 
Better amenities & amazing views!





ATTENTION

INFORMATION HIERARCHY

CONTRAST

PROXIMITY

ENCAPSULATION



Then I ran a Preference Test 
(at UsabilityHub)





TO RECAP



NSAMCWADLP 
That’s My Mother!



Thank You! @oligardner 


