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Go gle vancouver whale watching tours \) n

$49 Food Tour Vancouver

www.tastevancouverfoodtours.com/
Fun & Filling 2.5hr Vancouver lours
The family will love it! Book Now



Go gle vancouver whale watching tours

Whale watching in vancouver
www.vitalground.org/

EXPerience a journey into coastal

pbear country of British Columbia.



® \VITAL GRO\ND

Where The Grizzly Walks:The

Eartiils Healthy:Anaivvnole:

Meet one of North America’s most iconic and magnificent animals.

v

To many scientists and conservationists, grizzly bears are viewed as a

e T i e
barometer of an ecosystem’s health. Grizzlies are known as an umbrella or ™ . ' AN R o PRUTECTING >
keystone species, terms that refer to the grizzly's functional role within its 5 -‘ 3 ) { ' STRATEG'C H AB"‘AT
ecosystem. The foraging behavior of an umbrella or keystone species creates ‘

a top-down effect on many other species lower in the food chain, such as

ungulates, rodents, fish, insects or plant life. If the grizzly population is

healthy and strong, so are these other populations from big game to native

fish. Conversely, a faltering, fragmented grizzly population spells certain Free Newsletter

hardship for other wildlife, many species of which are positively affected by
Follow the bears and our work by joining our email list. It's free!
and dependent on the bear’s activity.

. . . First Name *
2000, 2090, 2000,
6 6 6 Last Name *
¢ ¢ ¢ Email *
Learn Where Bears Learn What Bears Eat Learn Why Bears are

. * required fields
Live Threatened 9

KEEP ME INFORMED

Where Bears Live

Donate

Vital Ground is the leading bear habitat conservation organization in the world.

Join our efforts.

First Name *
Last Name *
Email *

*required fields
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Go gle vancouver whale watching tours

Whale watching in vancouver
www.vitalground.org/

EXPerience a journey into coastal

pbear country of British Columbia.
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ANDING PAGE COPY ELEMENITS

PRIMARY HEADLINE CLOSERS PRIVACY SIATEMENTS
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THE SEGRET T0 THE
GLARITY OF YOUR VALUE
PROPOSITION LIES IN THE
INFORMATION HIERARGHY
OF YOUR HEADLINES




Wasting Time With CRO?

Run smarter tests, get results faster, and find bigger wins with Qualaroo.



Definitely not your Everyday Product Demo
See How HubSpot Can Help You Grow Traffic, Leads and Sales



What does your headline and
subhead say about what you do?

Find out with a o-second test
O» US3 b | I |'|'g




Definitely not your Everyday Product Demo

See How We Can Help You Grow Traffic, Leads and Sales

Request a demo call today!
HUOSPON'S 8l-nN-0né INDOUND Marketing Softwire CONSSIently rives more Ieads

10 th 5,000+ markoters who uso t overy aay. But you're Nore DOCIUSe you want First Name *
10 Know whiat HubSpot can do 1or YOU. SO we've crafted our demo calis 10 show
yOu ExACtly how HUDSPOT Can Make your DuSIngss better!

Last Name °
Here's how it works:
Email *
1. Fill out the form on the nght and one of our fnendly Inbound Marketng
Specialists will give you a call in a couple of days.
Phone *
2. We'll evaluate your website's current performance How well are you
currently talung advantage of inbound marketing? Well find out. =
Company
3. Well compare you 8gainst your compettors and identify opportunties
{0 beat them onine. Wobsite *

4. Well show you how 10 Convert more visiors into leads 10 increase your
revenue over the long term. Company Size *



What does the product do?

sure

. ided
don't.-- clue nOtknOW

no
0% got it right




Definitely not your Everyday Product Demo

See How We Can Help You Grow Traffic, Leads and Sales

|

See How We Can Help You Grow Traffic, Leads and Sales
Detfinitely not your Everyday Product Demo

flip the headline
and subhead




What does the product do?

sales
inbotind leads
cmyou o makketing

help 60% got it right



WE MAKE IT EASY TO GROW YOUR BUSINESS

t’s easier than you think to create professional emails that keep your customers coming back.




What does the product do?

computers

o donthelpemailspuilder . .
website''§ 1 oSy e rofessional
make ;‘:JxourmtemP'ates %reat géjmﬁ I Fsﬂf"

page with it - ItO pages

for USlneSSemal : roducts
knowywebdesign %svateg””!'tﬂ'nd =i templates
landi : websites -

arllwellpr;ggmvﬁﬁkaetlﬂg gse" professional
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W, FLIP YOUR HEADLINES
S WS Peverse the order of your headline
and subhead to uncover extra

clarity in your value proposition.

@oligardner #ctacont






e
/’I a8 3
/4 /8
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W, VOICE OF CUSTOMER
Sz 8 To overcome clarity problems. Ask
your customers to write your

heaaline for you.

@oligardner #ctacont
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UNDERSTANDING A.D.D. PRINCIPLES
MAKES DESIGN MORE FUN
AND MORE EFFECTIVE
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Go gle best 24hr plumbers in Edinburgh \

Plumber Edinburgh
www.patrickmunroedinburgh.co.uk/
0131 6100113

From Repairs To Installations, Call
Us For A Competitive Quote Today.
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PATRICK MUNR

Share: Call: 0131 610 0113
Building Maintenance & All Trades Contractors n 9 Hawkhead Crescent

¥ fin
Established 20 Years ﬁ Edinburgh, Midlothian EH16 6LR
m Plumbing Building Work Heating Services Location Quote Request

Edinburgh’s Premier All Trades Company

All Work Guarante”ed_._ |

-

"

Fully Qualified Plumbing Services & Property Conversions

Plumbing Property

Services Conversions Services
Plumbing Services Property Conversions Heating Services
Don’t despair with problematic leaks. We provide =~ Make space for your growing family. Patrick Cosy up during the colder months with a reliable
expert plumbing repairs and installations for all Munro offer cost-effective, space-saving property  heating system. Our expert engineers provide
bathrooms, kitchens, and conversions. extensions, conversions, and new builds. high-quality central heating installations to keep

you toasty and warm.

——






PATRICK MUNR

Share: Call: 0131 610 0113
Building Maintenance & All Trades Contractors n 9 Hawkhead Crescent

¥ fin
Established 20 Years ﬁ Edinburgh, Midlothian EH16 6LR
m Plumbing Building Work Heating Services Location Quote Request

Edinburgh’s Premier All Trades Company

All Work Guarante”ed_._ |

-

"

Fully Qualified Plumbing Services & Property Conversions

Plumbing Property

Services Conversions Services
Plumbing Services Property Conversions Heating Services
Don’t despair with problematic leaks. We provide =~ Make space for your growing family. Patrick Cosy up during the colder months with a reliable
expert plumbing repairs and installations for all Munro offer cost-effective, space-saving property  heating system. Our expert engineers provide
bathrooms, kitchens, and conversions. extensions, conversions, and new builds. high-quality central heating installations to keep

you toasty and warm.

——



What service does this company offer?

30% got it right




PATRICK MUNR

Share: Call: 0131 610 0113
Building Maintenance & All Trades Contractors n 9 Hawkhead Crescent

¥ fin
Established 20 Years ﬁ Edinburgh, Midlothian EH16 6LR
m Plumbing Building Work Heating Services Location Quote Request

Edinburgh’s Premier All Trades Company

All Work Guarante”ed_._ |

-

"

Fully Qualified Plumbing Services & Property Conversions

Plumbing Property

Services Conversions Services
Plumbing Services Property Conversions Heating Services
Don’t despair with problematic leaks. We provide =~ Make space for your growing family. Patrick Cosy up during the colder months with a reliable
expert plumbing repairs and installations for all Munro offer cost-effective, space-saving property  heating system. Our expert engineers provide
bathrooms, kitchens, and conversions. extensions, conversions, and new builds. high-quality central heating installations to keep

you toasty and warm.

——



PATRICK MUNR

. Call: 0131 610 0113
Building Maintenance & All Trades Contractors ’W u 9 Hawkhead Crescent
Established 20 Years N in Edinburgh, Midlothian EH16 6LR

m Building Work Heating Services Location Quote Request

Edinburgh’s Premier All Trades Company

Home

! R

BTt V

l:'ree Estimates \TET BTG

'

N

ES -

” Cofnpéfiti_\;é Prices
A YRR AP . =

All Work Guaranteedh

Fully Qualified Plumbing Services & Property Conversions

PATRICK MUNR()| Cost-Effective Plumbing Repairs in Edinburgh, Midlothian

Flaodisg & Contral Haating Contracton
Bt ed Overe 20 Peny

DOMESTIC & COMMERCIAL

Enjoy leak-free plumbing that runs like new. Phone us in Edinburgh, Midlothian, for cost-effective plumbing repairs.

Plumbing Services

Make sure your plumbing runs smoothly. Patrick Munro offer specialist plumbing installation and maintenance services to keep

~ . . -
e G ) F
Crod et e s your pipes working like new.

ala e fobog ™ S P AR e =
L = N e oI

B 01 FLEDGE TOYOU T "
w il Specialist Installations
e Enjoy a home that works glitch-free. We are experienced at fitting everything from electric showers to tiling, and will plumb your
bathroom and kitchen conversions in no time.

¢ Howr Dmagery Sandce - QVRI1 D06

Click to Enlarge Contact Patrick Munro for cost-effective plumbing repairs.
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What service does this company offer?

plumblng

<18 . N

40% got it right services




PATRICK MUNR
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Building Maintenance & All Trades Contractors ’W u 9 Hawkhead Crescent
Established 20 Years N in Edinburgh, Midlothian EH16 6LR
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All Work Guaranteedh

Fully Qualified Plumbing Services & Property Conversions

PATRICK MUNR()| Cost-Effective Plumbing Repairs in Edinburgh, Midlothian

Flaodisg & Contral Haating Contracton
Bt ed Overe 20 Peny

DOMESTIC & COMMERCIAL

Enjoy leak-free plumbing that runs like new. Phone us in Edinburgh, Midlothian, for cost-effective plumbing repairs.

Plumbing Services

Make sure your plumbing runs smoothly. Patrick Munro offer specialist plumbing installation and maintenance services to keep
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B 01 FLEDGE TOYOU T "
w il Specialist Installations
e Enjoy a home that works glitch-free. We are experienced at fitting everything from electric showers to tiling, and will plumb your
bathroom and kitchen conversions in no time.

¢ Howr Dmagery Sandce - QVRI1 D06

Click to Enlarge Contact Patrick Munro for cost-effective plumbing repairs.



Call: 0131 610 0113

9 Hawkhead Crescent

PATRICK MUNR

Building Maintenance & All Trades Contractors

Established 20 Years Edinburgh, Midlothian EH16 6LR

Edinburgh’s Premier All Trades Company

Free

N

Fully Qualified Plumbing Services & Property Conversions

PATRICK MUNR()| Cost-Effective Plumbing Repairs in Edinburgh, Midlothian

Flaodisg & Contral Haating Contracton
Bt ed Overe 20 Peny

DOMESTIC & COMMERCIAL

Enjoy leak-free plumbing that runs like new. Phone us in Edinburgh, Midlothian, for cost-effective plumbing repairs.

Plumbing Services

Make sure your plumbing runs smoothly. Patrick Munro offer specialist plumbing installation and maintenance services to keep
your pipes working like new.

i e Specialist Installations
" Enjoy a home that works glitch-free. We are experienced at fitting everything from electric showers to tiling, and will plumb your
bathroom and kitchen conversions in no time.

¢ Howr Dmagery Sandce - QVRI1 D06

Click to Enlarge Contact Patrick Munro for cost-effective plumbing repairs.



Call: 0131 610 0113

9 Hawkhead Crescent

PATRICK MUNR

Building Maintenance & All Trades Contractors

Established 20 Years Edinburgh, Midlothian EH16 6LR

Edinburgh’s Premier Plumbing Company

Free All Work Guaranteed

N

PATRICK MUNR()| Cost-Effective Plumbing Repairs in Edinburgh, Midlothian

Flaodisg & Contral Haating Contracton
Bt ed Overe 20 Peny

DOMESTIC & COMMERCIAL

Enjoy leak-free plumbing that runs like new. Phone us in Edinburgh, Midlothian, for cost-effective plumbing repairs.

Plumbing Services

Make sure your plumbing runs smoothly. Patrick Munro offer specialist plumbing installation and maintenance services to keep
your pipes working like new.

i e Specialist Installations
" Enjoy a home that works glitch-free. We are experienced at fitting everything from electric showers to tiling, and will plumb your
bathroom and kitchen conversions in no time.

¢ Howr Dmagery Sandce - QVRI1 D06

Click to Enlarge Contact Patrick Munro for cost-effective plumbing repairs.



What service does this company offer?

services

wWork

plumbing

80% got it right




WHY DID THAT VERSION
OF THE PAGE WORK BETTER?







. A, YOURCALLTOACTION
A

s THE NSAMCWADLP PRINGIPLE

S =8 Never. Start. A. Marketing.
W (ampaign. Without. A.
\y ledicated. Landing. Page.

@oligardner #ctacont






DECENTLY SIZED DATA



Conversion Rate vs. Number of Links on the Page

CONVERSION
RATE

average # of links is 4.39

11.74% l
10.32%

9.17%

13.80%

# OF
1 2 3 4 5 6 7 g 9 10  LINKS

Data pulled from Unbounce landing page database - Pages with forms on them - excluding links for terms & conditions and privacy policy



THERE ARE 7,923 COMPANIES IN THIS
SAMPLE WHO GOULD INCREASE THEIR
CONVERSION RATES BY OVER 20%

BY REMOVING 3 LINKS
FROM THEIR LANDING PAGES.
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. 4. YOURCALLTOACTION
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Wy, DISTRACTION IS THE

S
:‘:\\—‘
\\\
\
/" N

-
.

NS ENEMY OF CONVERSION

S As your landing page Attention Ratio
s goes down (closer to 1:T) your
conversion rates qo up.

@oligardner #ctacont
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IMA Leader Audio Podcast | Leadership, Marketing, Content Marketing, Big
Data, Social Media, Email
By Dominick Sirianni

To listen to an audio podcast, mouse over the title and click Play. Open iTunes to downloa¢

ALL | HAD TO SAY WAS
THE WORD “SHIT”

' Description

mna

rWe briftg'y _ ‘
ders across the industry. Learn to be effective with
ps and tricks on SEO, SEM, e-mail marketing and display
e, Microsoft and Salesforce about the future of modern

st @ @) |

Welcome to the Internet Marketing Association’s official po
modern marketing from the creme de la creme of thouc
Twitter, LinkedIn, Facebook and other social medial.
advertising. Hear from experts at companies like

'-i-.. ' marketing.
IMAIPODCAST
Leader SERIES |
MASTEAIG MARKETING M THE MODERN ACE | Name Released Price
1 041: Oli Gardner, ... [exfuar] Oli Gardner was delive... ¢ 8/10/2015 Free View In iTunes »
2 040: For Love or Money -... Oracle Marketing Clou... ¢ 8/2/2015 Free View In iTunes »
Free 3 039: Oracle Marketing Cl... We continueourconv... ¢ 7/26/2015 Free View In iTunes »

Category: Management &
4 (038: Pat Boulard - IMA C... Pat Boulard is co-foun... ¢ 7/19/2015 Free View In iTunes »

Marketing

L_anguage; English S 037: Chris Moody, Direct... We continue our serie... § 7/12/2015 Free View In iTunes »

e 6 036: David May, Director ... Mr. David May, Direct... ¢ 7/5/2015 Free View In iTunes »

Customer Ratings 7 035: Entertainment Mark... We spend alotoftime... ¢ 6/30/2015 Free View In iTunes »

% % %% % 78 Ratings 8 034 Diane Senffner CEO ... Marketers oftenfailto... ¢ 6/28/2015 Free View In iTunes »
9 033: Laura Petersen Foun... This week, our attenti... ¢ 6/21/2015 Free View In iTunes »

Links

10 0?2 Victor Cho CFO of e Victor CFO of evite r H/14/7018 Frep View In iTunec< »
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ELEMENTS IN CLOSE PROXIMITY TO ONE ANOTHER
ARE PERCEIVED TO HAVE A RELATIONSHIP




BROUGHT TO YOU BY UNBOUNCE - The Landing Page Builder for Marketers

THE SMART MARKETER'S

LANDING PAGE
CONVERSION COURSE -

Landing pages increase conversions by focusing

your marketing message. This translates

Learn how to use landing
pages for higher conversions

directly into higher conversions on your PPC,
email, banner and social media campaigns.

In this free course you'll learn how to use

landing pages to

Start Part 1 of This Free
Conversion Course Now

Free expert marketing advice from 10 world-renowned conversion experts




BROUGHT TO YOU BY UNBOUNCE - The Landing Page Builder for Marketers

THE SMART MARKETER'S

LANDING PAGE
CONVERSION COURSE

Landing pages increase conversions by focusing
your marketing message. This translates .
directly into higher conversions on your PPC, Learn how to use landing

email, banner and social media campaigns. pages for higher conversions

In this free course you'll learn how to use

landing pages to

Start Part 1 of This Free
Conversion Course Now

OR start a free trial of Unbounce
The Landing Page Builder for Marketers

Free expert marketing advice from 10 world-renowned conversion experts




A/B Test Centre

Ungated | m 3 50% 1048 1253 30.53%

Challenger Page Variants

Anchoring Subtext - Free trial of Unbounce - Feb 10, 2015 | m ¥ v 50% 1067 1312 278 26.05% i -14%

-14% people starting the course

“TESTRESULTS FROM THE UNBOUNCE APP



THE SMART MARKETER'S

LANDING PAGE BROUGHT TO YOU BY
CONVERSION COURSE

Learn how to use landing pages
for higher converting campaigns

A free 11-part course with expert marketing advice from
10 world-renowned conversion experts

Start My Free Course Now

No email address required.

/\

PERSUASION
AGENCY



THE SMART MARKETER'S

LANDING PAGE BROUGHT TO YOU BY
CONVERSION COURSE

Learn how to use landing pages
for higher converting campaigns

A free 11-part course with expert marketing advice from
10 world-renowned conversion experts

oy,
2 Each lesson takes less
Start My Free Course Now ( ¢ J than 30 minutes.

No email address required.

/\

PERSUASION
AGENCY




A/B Test Centre % Reset Stats & Preview Variants () Add Variant

Linear Information Hierarchy m % v 766 30.16%

Linear Information Hierarchy - Effort Closer (time to complete lessons) m % v 723 24.90% 1 -17%

low effort lost by -17%

“TESTRESULTS FROM THE UNBOUNCE APP



BROUGHT TO YOU BY UNBOUNCE - The Landing Page Builder for Marketers

THE SMART MARKETER'S

LANDING PAGE
CONVERSION COURSE -

Landing pages increase conversions by focusing

your marketing message. This translates

Learn how to use landing
pages for higher conversions

directly into higher conversions on your PPC,
email, banner and social media campaigns.

In this free course you'll learn how to use

landing pages to

Start Part 1 of This Free
Conversion Course Now

Free expert marketing advice from 10 world-renowned conversion experts




BROUGHT TO YOU BY UNBOUNCE - The Landing Page Builder for Marketers

THE SMART MARKETER'S

LANDING PAGE
CONVERSION COURSE - g

Landing pages increase conversions by focusing
your marketing message. This translates .
directly into higher conversions on your PPC, Learn how !:0 Sk Iandmg.

email, banner and social media campaigns. Pages for hlgher COMVECLSIONNS

In this free course you'll learn how to use

landing pages to increase the conversion rates

Start Part 1 of This Free
Conversion Course Now

A winning smile, amirite?

@ ‘ | hope you enjoy this free course.

‘ Oli Gardner
‘ Course author & Unbounce Co-founder




P

~ my face lost by -14%

A/B Test Centre % Reset Stats & Preview ts () Add Variant
Current Champion Weight Visitors Views Conversions Conversion Rate

Ungated [ > °

S gated e soo m 3 10% 997 1205 263 26.38%

Challenger Page Variants Confidence

Ungated - Closer "Oli Quote” L

m %~ 90% 2824 3336 636 22.52% 4 -14% 99%

Discarded Page Variants
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&l Anything placed in close proximity
Smes [0 your call to action can be a

threat to your conversion rates —
and must be testea.

@oligardner #ctacont
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How 1O Creale now proposal?
Step 1: Cick *Ad new proposal button®,

Step 2: Add proposal name.

<> Installation ©

1023 722

Tutorials played Tutorals completea

301

Tutorials abandoned

HOW TO ADD NEW USER

Onboarding

Autoplay tutorial for new users

FAQ
Playback tutorial on demand

Published

Visible for site users

Cancel

€ 2re T

2z M)

s 200
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DOWNLOAD THE
FREE EBOOK NOW

bitly.com/attention-driven-design



http://bitly.com/attention-driven-design

ENTER THE CONTEST
AND WIN A TICKET
T0 CTACONF 2016 ™

bitly.com/attention-contest



http://bitly.com/attention-driven-design

THE FOUR CORNERS
OF CONVERSION

BY @OLIGARDNER

INTERACTION




Interaction

Smooth Scroll Javascript
Leadbox
Anchor Slideshows
@ Interaction Model
Lightb
Sticky ignhex Conf Pages
Buttons Wayfinding Carousels Scrolling Forms Popups Video
@ ® @ [ @ [ Interactive Elements
Sharing Navigation Modal Windows
Error Handling
Signup progress Exit Autoplay
Multi-Step
Breadcrumbs Entrance Interstitial CTAs
Checkboxes ‘
Dropdown Lists Survey (Qualaroo) Forms
Radio Buttons
Hellobar In-video Annotations
Exit Blocking Forms Inverse Affordance Incomplete Instructions
® Friction
Autoplay Carousel Autoplay Video Anchor Nav Jumps
# Of fields
Heatmaps Event Tracking Usability Testing
Required Fields o Optimization
Captchas Paper Prototypes Form Analytics Scroll Maps
No Applicable Option (dropdown) Priority of Nav Links Forms Navigation
® Mobile Interaction
Critical Path > Microsite Architecture
A Mobile vs. Responsive

Keyboard Layout

Margin for Scrolling

Error Handling

INTERACTION Modals




NIERACTION MODELS

AUTOPLAY
SLIDE NAVIGATION LIy
DESCRIPTORS >> CLICKMAP
MOBILE SWIPE c ARUUSEL PAUSE
INTERACTION
SLIDE CALL TO ACTION MODEL ROLLOVER PAUSE
CURRENT SLIDE INDICATOR PREV/NEXT NAV

SLIDE CHOOSER NAV




NEW

z MARKETER

SMOOTH SCROLL

Awesome Marketing Landing Page Template

RESPONSIVE DESIGN UNBOUNCE TEMPLATE MADE FOR MARKETERS

SCROLL DOWN

O

5 MARKETER -~

E MARKLTLR e | Satarit This Faem For Freet
Get Ready For
BEST MARKETING TEMPFLATE LY The Marketing'
Get Ready For The Market -
——— \—/

Ny 1o Choose Marketee?
Wiy o Chaose Markeser? ‘

#1in Marketing Induste #1 in Marketing Industry!

CHECK THE DEMOS




. A, YOURCALLTOACTION
A

. TREND CAREFULLY

= 4 [heme designers are breaking the
i = internet. Don’t implement new
interaction moaels without seeing
now it impacts your visitors.

@oligardner #ctacont
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WHAT'S THE MOST
PERSUASIVE WORD
IN THE ENGLISH LANGUAGE?







Average Conversion Rate by Occurrences of the Word “Because”

Conversion 25.28%
Rate

19.28%

10.69%

1.30% 1.30%
6.64%

5.62%

0 1 2 3 4

Data pulled form Unbounce database - low sample size used for humour only



Psychology
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PSYCHOLOGY
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DO YOU WANT TO

Convert .« Bounce Traffic

INTO REVENUE?
















Wi:on ¥

ou'r OF MOVES

Q@ d*’ \u .)

CONTINUE GAME WITH S EXTRA MOVES




Good Cop / Bad Cop

58%

16%

Try Again Keep Going



Good Cop / Bad Cop

58%

30%

Give Up Keep Going



GAN GOOD GOP/BAD COP POPUPS
BE DELIGHTFUL?
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POSITION ON PAGE

>

VIDEO CAPTION

>

AUTOPLAY TRUST




B3 captions
3 play instructions
3 onnotations




Would you watch this video?




How about now?

0:08 seconds >>

Unbounce co-founder passes out
critiquing landing pages while drunk!



* https:/iblog.kissmetrics.com/shocking-truth-about-graphics/
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. . YOURCALLTOACTION
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"W, CAPTION YOUR VISUALS

R ‘  Captions under images/videos are read
T, W on average 300%™ more than the boay
s copy itself. Make them so compelling

you can’t not watch the video.

@oligardner #ctacont
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DESIGN

33 position on page

B size
B poster frame

3 play button




Play Rate / Zone

007
507
407
307
207

07

07

Zone | Zone 2 Zone 3 Zone 4 Zone D Zone b Zone /

Data from Wistia




Play Rate / Video Width Play Rate / Video Height
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Data from Wistia



AUTOPLAY

EMBED

SHARE

INTERACTION
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m Charity: water Emall not displaying comecty? See it here »

R TO ETHIOPIA FOR THE HOLl04
Ys AL

100 wells toc the ﬂo&déw_

This holiday season, we're putting a dent in the water crisis in Ethiopia.
Watch the video, and leam how you can help.

WATCH THE VIDEO »

200 Varick Street, Suite 201, New York, NY 10014



B3 actor trust
33 length of video

B3 cuthenticity

PSYCHOLOGY



Who should you trust to be in your video?

TRUST

66% oT%
62%

43%
37%

Government CEOs Our Tribes Technical Academics
Experts & Experts

Stats taken from Captivology - Ben Parr
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S, DESIGN FOR IDEAL
.-.-,. Don't aesign to acquire any old
_Wes  customers. Design to acquire your

jgeal customers.

@oligardner #ctacont



LABEL COPY

POSITION ON PAGE
BUTTON GOPY
_ INLINE COGNITIVE STRAIN*
_ FIELD

_ LABELS




HOW GAN WE USE A FORM
10 DESIGN FOR IDEAL?




_headline

_Tield label copu

_privacy statements

_call to action copy

_error/success messages









PASSWORDS MUST CONTAIN
AT LEAST SIX CHARACTERS
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@ Unbounce The Landing Page Builder For Marketers

The 7-Day Lead Gen Landing Page Course

Learn how to create landing pages that will keep your funnel full

Great landing pages are the cornerstone of a killer lead
generation strategy. Whether you've never made a landing page
before, or simply want to polish your existing ones to a prospect-

pulling shine, this free 7-day email course will arm you with
everything you need to convert.

Your Best Email Address *




Email Address
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Your Best Email Address 47% +15%

Work Email Address 50% +22%

Business Email Address 65% +59%




30, ABOUT THAT WHOLE SUBMIT THING?



Anything Else

10.61%
+2.4%

10.34%




10.61%
+2.4%

10.34%




no mention of free

10.79%
+16.8%




-45%




ACTION WORDS




no mention of click

10.91%
-48%

19.91%




17.49%
+12.8%

19.91%




URGENCY



Download Now

13.06%

+8.7%




Get Started Now

9.35%

+20.2%
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_containers

DESIGN

_form fields
_label alignment _button affordance

_button rollover

_button colour

_page position _error/success messages



Conversion Rate vs. Form Distance (250px blocks) From Top of Page

ave distance
from top is 666px

CONVERSION
RATE

11.78%

3.64% 9.52%
8.07%

1%

6.08%

ZONE
1 2 3 4 5 6 7

0-250px  251500px  501750px  7511000px  10011500px  1501-2000px  2007-2500px

Data pulled from Unbounce landing page database



THERE ARE 1,569 COMPANIES IN THIS
SAMPLE WHO COULD INGREASE

CONVERSION RATES BY MOVING
FORMS CLOSER T0 666PX

AND LISTENING TO HEAVY METAL

1t bU UM LI




_#oftorm tields

_captchas

intine Lapels _auto field jump

_error/success messaqges | | _ auto focus

_checkbox/radio default
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INTERACTION



INLINE FIELD LABELS



Inline field labels __short-term memory

are bad __tabbing hides next label

pecause... _multi-tasking distractions

__hard to double check betore submit

_don’t get me started on mobile




HOW MANY FORM FIELDS SHOULD | USE?



Conversion Rate vs. Number of Form Fields

CONVERSION
RATE

7%

15.11%

14.69%

average # of fields is 4.5

"4

1.82%

11.61% 10.75%

9.87%

# OF

FORM
1 2 3 4 5 6 7 8 9 10 FIELDS

Data pulled from Unbounce landing page database



_trust

_urgency

_privacy statements _stop words

_perceived friction _No expectations set

_cognitive strain

_open ended questions

)

PSYCHOLOGY



“ Join our newsletter / Enter your email address, we promise we won't spam =) Yay! Subscribe me



otter / Enter your email address, we promise we won't spam =)




PAGE |COPY

no mention of spam

10.41%
+23%







| want to know more about...
| Tuition and Financial Aid

. | Career information

| want to know more about...
| Tuition and Financial Aid

| Career information
|| Admissions requirements

|| Admissions requirements

A/B Test Centre

Current Champion

Control LA

' - T p—_—
Hated 6 nutes aq

......................................

...................................

% Reset Stats @& Preview Variants () Add Variant

Weight Visitors Views Conversions Conversion Rate

509% 635 698 302 47 56%

50% 562 607 233 41.46% 4 12%

100% 197 1305 535 44. )%

— - —————— -

*Required Fields

By clicking the *“Reque
authorize SJVC to con
email, telephone (inclu

automated tec hnology

provided. | understand

\iew our privacy policy

t seal lost by -12%

Confidence

97%

-
w
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. . YOURCALLTOACTION
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| W5, GETOUT OF THEIR WAY
. ‘ 4 If peaple are about to buy, get

= outof their way and don 't
interrupt their momentum with

negative or suspicious lanquage.

@oligardner #ctacont






FORM
S
VIDEG

HEIGHT || CAPTCHAS
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MY

WDTH | V2
BUTTON CTR COPY | IS FREE fli B YOUR
A GOQD -
SUBHEAD SWITCH| WORD? || B D. || AVERAGE # OF FIELDS
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# OF 1 cLick THE WORD 'BECAUSE
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FIELDS | oy 117y

15 USED ON THE PAGE

adm-[=]p



THIS 15 THE HEADLINE




THIS 15 THE HEADLINE

THIS IS THE SUBHEAD WHICH GONTAINS ALL OF THE CLARITY




THIS IS THE SUBHEARD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HERDLINE




THIS IS THE SUBHEARD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HERDLINE




THIS IS THE SUBHEARD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HERDLINE




THIS IS THE SUBHEARD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HERDLINE

40PX




THIS IS THE SUBHEARD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HERDLINE

40PX

Xd00t




THIS IS THE SUBHEARD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HERDLINE

S40PX

Xd00t

THIS IS A CAPTION THAT PEOPLE WILL READ



THIS IS THE SUBHEARD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HERDLINE

S40PX

Xd00t

THIS IS A CAPTION THAT PEOPLE WILL READ

THE FOLD



THIS IS THE SUBHEARD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HERDLINE

540PX Field Label
Field Label
B
c °
% Field Label
Field Label

THIS IS A CAPTION THAT PEOPLE WILL READ

SUBMIT
THE FOLD



THIS IS THE SUBHEARD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HEADLINE

S40PX Inline Field Label
Inline Field Label
Inline Field Label
Inline Field Label
Inline Field Label
Inline Field Label
Inline Field Label

THIS IS A CAPTION THAT PEOPLE WILL READ SUBMIT

THE FOLD

Xd00t




SUBHEAD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HEADLINE

540PX Field Label
Field Label

Field Label

Field Label

Field Label

Xd00t

Field Label

Field Label

THIS IS A CAPTION THAT PEOPLE WILL READ
SUBMIT

THE FOLD




SUBHEAD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HEADLINE

540PX Field Label
Field Label

Field Label

Business Email Address

Field Label

Xd00t

Field Label

Field Label

THIS IS A CAPTION THAT PEOPLE WILL READ
SUBMIT

THE FOLD




SUBHEAD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HEADLINE

540PX Field Label
Field Label

Field Label

Business Email Address

Field Label

Xd00t

Field Label

Field Label

THIS IS A CAPTION THAT PEOPLE WILL READ

THE FOLD



SUBHEAD WHICH CONTAINS ALL OF THE CLARITY

THIS 15 THE HEADLINE

S40PX

666FPX

Xd00t

THIS IS A CAPTION THAT PEOPLE WILL READ Field Label

Business Email Address
THE FOLD
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BECRUSE BECRUSE
SUBHEAD WHICH CONTAINS ALL OF THE CLARITY BECRUSE

THIS IS THE HEADLINE
BECRUSE

BECRUSE  S40PX  BECRUSE

BECRUSE

666FPX

BECRUSE  BECRUSE

: BECRUSE
=
USE | S84 S R
WPt > 3 pecause  BEGRUSE
" BECRUSE
THIS IS A CAPTION THAT PEOPLE WILL READ BEGRUSE Field Label BECF
BECRUSE Business Email Address
THE FOLD
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