Headline Optimization

How testing 10 headlines revealed a 3detter word
that improved conversion more than major changes

One of the easiest elements to change on a page is the
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However, when tasked with writing an engaging headline for
marketing piece, many marketers get it wrongthrs transcrip
of the Web clinic, Dr. Flint McGlaughlin, Managing Director,
MECLABS, speaks to this problem.

\ marketing
\" experiments

MarketingExperiments.com


http://www.marketingexperiments.com/

Headline Optimization

Presenters
Dr. Flint McGlaughlin
Jon Powell
Tony Doty

Writers
Austin McCraw
Paul Cheney

Technical Production
Joele Parra

Nicole Evans

Steven Beger
Jessica McGraw
Cliff Rainer

Contributors
Daniel Burstein
Beth Caudell
Bob Kemper
Todd Lebo
Paul Clowe

Headline Optimization

How testing 10 headlinesevealed a
3-letter word that improved
conversion more than major changes

[Note: This Document is a transcript of our origiWabclinic orheadline
optimizationthat aired June 15, 2011.]

Dr. Flint McGlaughlin All right. We are back at it again today and the title of this

clinic is 'Headline Optimization: How testing 10 headlines revealelg#e3 word

that improved conversion more than other nesajchanges'. And, | think the headline
G2dz0KSa 2y ¢KIFiQa Yzad airxayAFaOoryd Ay (2RI
particularly germane to many of those who are on the line at present. One of the

easiest elements to change on your page is the headlifind, often a subtle change

in the headline will have a significant impact on the bottom line. So understanding

how we can write better headlines has an unusually high return on investment. And,

when | speak of investment, | am talking mainly abo&thY Sy i €t Sy SNBH& ¢ L
NBIljdANBE & YdzOK GKAY1lAy3Io Li R2SayQi NBIJ
OSNIFAyfte R2SayQi NBIljdzANB YdzOK OKFy3S Ay |
you can often see dramatic results. #Webclinic isvilag to speak to us through

Twitter or to communicate with each other. It might be the best way also to ask

guestions.

I am joined today by two of our analysts; Tony Doty who is a Research Manager in

our group and oversees some very complicated researojegts. | like Tony, | have

2yS 0SST 4AGK KAYZ YR GKIG Aa KS A& | 02dz
f2214 tA1S 6KSy KS Aa aiGlyRAy3I ySEG (2 YS
handsome. You have to choose between one of the three. hasall three and he

is sitting next to Jon Powell, who has none of those things, but we do and are grateful

to have him with us. Jon has been with us for a long time. He is a Senior Research

Manager and | will not tease you about his picture. | tedastitime about his

picture. If you want to know what | said about his picture last time, you will just have

to go back and listen to the previous clinics.

| am going to dive right into a case study and it's Test Protocol number 1111.
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Experiment: Bakground and Design

A Experiment ID{Protected)
Location:MarketingExperiments Research Library
Test Protocol NumberTP1111

Research Notes:

BackgroundA survey company offering to pay its members to take surveys.

Goal:To increase the amount of home delivery subscriptions

Primary research questioriVhich panelist registration page will have a higher conversion rate?
Test DesignWhich page/process Wigenerate the most subscriptions

Dr. Flint McGlaughlinlt is a survey company offering to pay its members to take surveys. The goal was

to increase qualified survey panel registrations. The primary research question, and let me just stop

there, at leat 85% of the time when | ask an audience to formulate a primary research question, they
cannot do so. There is a difference between the goal. There is a difference between the goal and the
overarching research challenge. There is a difference betwegdal, the overarching research

challenge and the secondary question. None of those, however, qualify as a primary research question.
And, when there is a, as you see here, a single factorial or a multifactorial split test, every valid research
guestion begins with that key word, which, YI-GH. And, in this case, which panelist's registration

page will have a higher conversion rate. From that, we can derive all of the rest of our learnings. If you

R2Yy Qi (Y26 K2g (2 FT2NFAZ I iESYy NBE&SRNPRG |j Y2826 ARY G
3SG GKS Y2ad 2dzi 2F @2dz2NJ FAYRAYy3Ia® {23 GKIFGQa &
GKFG Ay 20KSNJ LX FOSa 2y GKAa airidsSo ¢ KSatis A & LINE
point, there is probably $15 million dollars' worth of free researchlatketingExperiments Go there

and look up testing and get some of those lectures and use those to help improve your undegtiandi

GKFGO LI NILGAOdzE I NI F NBI @ Ldzilz F2NIy243> £SiQa Y2@0S 2

o N @
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the world's researchers since 1977. To join, simply answer the questions
below and we'll direct you to interesting research studies. There's no
commitment, you can take as many surveys as you wish, and you can opt
to leave at any time.

-ives you three ways to earn Cash and Prizes for taking

surveys:

1. The New Instant Win Game: Every time you take a survey you will
qualify to play an Instant Win game with thousands of dollars in cash
and prizes. INSTANT WiN _

2. The $25,000 Cash Sweepstakes: Earn entries into the $25,000 Cash
Sweepstakes awarded every quarter. B P )

3. Cash Awards: Select surveys offer cash awards for completing the
survey.

Now -- welcome to- We hope you'll enjoy your membership
and our surveys! You must be at least 18 years old and a resident of the

United States, Canada or the United Kingdom to join. (Australian residents
can click here to join Survey Sampling's OpinionWorld.)

Dr. Flint McGlaughlin, 2dz I NB f221Ay3 4G | LI 3ISo LiQa y2d LI N
attractive with all of those blue boxes over it. Those are notextnal ads. Those are our weak

attempts to anonymize the actual brand that we are working with. As you look at the key paragraph, |

want you notice, kind of the design of the page. And, then as an audience, please respond right now

using Twitter or theQuestion and Answer feature in your GoToMeeting tool to tell us what you would

R2 (2 AYLI OO GKAA& LI 3IS LI A&A Greae b BeddlinegaysBlak@da ¢ NB y 3
Roberts. Blake, that's brilliant since the goal of our project and since the day's session is about

headlines, you are on the money! Alright? Benefit headlines. Too much text. No clear direction. Make

it a three-page process. Did someoreally say that, make it a thregage process? Alright. Way too

large! It looks too spammy. There is too much text. Can | just say this? | rarely ever comment on your
comments. Instead, | go back into, you know, the research and let you disco\ardivers as we teach

them. But, be careful about being biased about too much text. You need enough text to influence the
conversation. And, depending on the products and the context, sometimes you need a lot. | was

reviewing a test today with a majouplisher that protested profusely against our long copy approach.

And, the short copy version which we produced had already helped them achieve a significant lift of

28N yna:s YR GKFGQA | ASNRSA 2F (eftoirderybestR | a4 SN
BSNBAAZ2Y o6& yy:d {2YSGAYSas G22 YdzOK GSEG Aa SEIO
point now, but keep it in mind. If you have more questions about when to use long copy, when to use

short copy, write us, tell us, angephaps we will do another clinic on that. In the back of the room,

here, where | am, | see Austin and Daniel making strange hand signals.
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Austin McCraw | just want to make you aware of some of the feedbaekare getting through Twitter.
Dr. Flint McGlaghlin: Yes.

Austin McCraw A lot of people were saying that it's unaesthetlts not visually appealing.

Dr. Flint McGlaughlin Yes.

Austin McCraw The colors are clashing. A lot of people are asking, "Where is the calbtn'aittose
kinds ofquestions.

Dr. Flint McGlaughlin Excellent! Alright! Well, looking at all that you have, what | am going to do is

take you to the next slide and give you a sense of what this page looks like, because you think you have
seen it yet, but what you might want to do is pay attention te tbng, might | say, exceptionally long
column on the left side of the page.

Middle of page
Country? TUnted States =T
Change Country
E-Mail Address: |
Please retype ... your e-mail address below to verify:

Verify E-Mail [
Address:

First Name: |

Last Name: |

Home Address:(We
ask for your mailing
address so we can |
send you any prize
checks or rewards.)

Apt/Suite: |
city: [

State or Territory: [Clickto select =]
Zip/Postal Code: |

Home Phone
Number:(Optional:
We will never contact
you by phone; we ask
for your phone
number so we can
invite you to surveys
of certain area code
segments of the
population.)

Month +| | D: -
Date of Birth: ' =
Month Day Year

Fa AT GKFG YFENYGK2Yy AayQid t2y3 Syz2d
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