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[Note: This document is a transcript of our original Web clinic on “Minor Changes
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Dr. Flint McGlaughlin Maijor Lifts: How headline and call-to-action optimization increased conversion 45%”

Adam Lapp that aired on February 22, 2012. A full video replay is also available.]

John Cockburn . . ) ) .
Dr. Flint McGlaughlin: All right, well good afternoon or good morning depending on

where you are calling me from, from around the world. We are going to drill deeply
into the content immediately. As you can see on the screen, we are showing the
results of a major study, we just did around the world with marketing organizations
Technical Production and it was shocking for us to learn that more than 52%, only 52% actually finished an
Luke Thorpe optimization project.

Steven Beger
Jessica McGraw Optimization Project Completion Rate

Writer
Paul Cheney

Yi Xu

Contributors
Daniel Burstein

Austin McCraw La.un.che.d Developed Completed Pushed best
optimization optimized/test [l test withstat. optimized

Beth Caudell Only 52% of project treatments validity version live

Brad Bortone °

Selena Blue organizations finish 100% 80% 62% 52%

an optimization
project ...

10.6 per 8.4 per
organization organization

6.6 per 5.5 per
organization ‘organization

(\) mar kehng Sherpa Source: 2011 MarketingSherpa Landing Page Optimization Banchmark Survey
IMethodology: Fielded February 2011, N=2,673
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How can | get the largest possible lift with
the least number of changes to my page?

__| LPO Benchmark Report Chart

Chart: Impact of optimizing a specific page element on website performance in 2010
[

-uwhdwcwna:_\' -:n-r'newha: significan] impact Little or no impact
—— i Top 5 Impactful Page Elements

Headline copy

m Very significant impact ® Somewhat significan{
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Navigation
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Headline copy
Body copy 48%

Balance of text vs.

graphics - Location of CTA

Contentof images
e . O — S — e Form layout
Page header image
bt copy I —— ~ _Navigation.
Heroshot e ~ . logic/complexity

Page length

Modal box design
Button design T I T

Number of
columns

(Ymarketingsherpa

Methodology: FieldedFebruary 2011, Ne2 573

Dr. Flint McGlaughlin: Moreover, as we drill down deeper, we began to look and we saw that there
were two critical areas that we might drill down on in this particular clinic that can help you, that have
just logged in for this event. These are the changes, the most impactful elements and by the way you
can see this in the Landing Page Optimization Benchmark Report published by MarketingSherpa, one of
our research companies and what is fascinating to me is that so much of the, you might say the results
or the improvements originated from changes in the headline copy and the location of the call-to-action.

Now, we have less than an hour together. You may be wondering what can we do in this short period of
time that can make a significant difference when | start back in the daily grind and in fact marketers
everywhere are frustrated by the inability they have to get good tests up or to make the significant
changes deep into their processes that they know would produce a high yield. Today it’s different, we
are going to focus on something that we think will be highly actionable, something you can take back,
something you can use, something that will present you with pragmatic ways to get significant results
and so we are going to drill down really thinking about the first two inches of your landing page and the
last two inches of your landing page.

Dr. Flint McGlaughlin: Now, coming up next in the very next research clinic, we will show specific
experiments about what happens in the middle, but you know it doesn’t matter what happens in the
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Minor Changes Major Lifts

middle. It doesn’t matter if you don’t get those first two inches right because no one is going to read
what occurs in the middle and a lot of marketers focus on the call-to-action without thinking about
those first two inches, but they don’t want to show you how the first two inches and the last two inches
come together and make such a significant difference for us.

Top 5 Impactful Page Elements

m Very significant impact ® Somewhat significan

Today we are going to Form logic

study how to optimize: e |
{ Headline copy Y7 ,
* Headlines e —————————————— |
| | Locationof cTa !

* (CTAs Form layout 46%

T
Navigation
logic/complexity =

NOTE: In our next clinic, we will be discussing how
to overcome friction in form logic and layout...

MarketingExperiments.com/FormFriction

Dr. Flint McGlaughlin: So we are going to drill right into a case study and drill down again on the
headline and the call-to-action and move into the study itself.

Experiment: Background and design

Experiment ID: (protected)
Location: MarketingExperiments Research Library
Test Protocol Number: TP1111

Research Notes:

Background: A survey company offering to pay its members to take surveys
Goal: To increase qualified survey panelist registrations

Primary Research Question: Which panelist registration page will have a higher
conversion rate?

Approach: A/B multifactor split test

Dr. Flint McGlaughlin: We are at test protocol 1111 and the goal is to increase qualified survey panelists.
Some of you may have seen this before because we drilled down on it in a different approach for a
different reason. We needed today to learn about those first two inches, in fact, | am going to give you
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a key principle and then | am going to show you the five most common errors in those two inches and
then we are going to look at five common errors in the last two inches, but let’s look at the study now.

Experiment: Control

I  —S

Top of Page

Logo

HOME | REWARDS | MEMBERNEWS | FAQ | CONTACTUS

... ccotc o, [ o s it

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.

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

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: So you can see behind me essentially this is the blowout of the top of the control.
You will see some text and it is broken down into some reasonable clusters, it is numbered. The blue
boxes are just us anonymizing the brand, but you can also see by looking at this particular slide that it is
a very long page and it is hard to get people to complete this page. In fact, we only hope for a small,
maybe even a single digit improvement, which had and would have an enormous impact on this
organization.
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Experiment: Control

E-Mail Address:

Please retype ...

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/iSuite:
City:

State or Territory:
Zip/Postal Code:

Home Phone
Number:(Opticnal:
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.)

Date of Birth:

Country™ [Unied Staies

Middle of Page

=
Change Country
|

your e-mail address below to verify:

I
I
ICI\ck to select - I
[

[Mor =] [Oay =] [

Month Day  Year
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Experiment: Control

Middle of Page

Household
Income(Cptional: We
ask for your income
so we can invite you |Click o select -
1o surveys of certain
income segments of
the population.)

Are you...? o Male
YOU-¥ - Female
© Single, never married
Which category - p1arried
best describes -
you? Separated/divorced/widowed
© Domestic partnership
< Full time
Are you employed? ¢ Parttime

~

Not employed

Which best
describes your |Click o select -

education level?

Is your occupation

any of these?(If your

occupation is not | Click to select ~
listed, please select
"none of the above".)

The next question is optional:

I White
™ African American

Which category or
categories best ™ Asian
describes you? ™ American Indian
Please check as  Native Hawaiian or Other Pacific Islander
many as apply.: - Hispanic

- Other

Dr. Flint McGlaughlin: and here is the middle of the page

Experiment: Control

Bottom of Page

T umer

Which best describes the other members of your household, not
including yourself? Please use whole numbers for ages, and if
you have a baby less than 1 year old, please type in "0".(If there
are no other members of your household, please leave this area blank,
and click the "Join" button below.)

First: Age: [ ..Gender: ¢ Male © Female I Undo/ Clear Info
Second: Age: [ ..Gender: © Male ¢ Female I Undo/ Clear Info
Third: Age: [ ..Gender: ¢ Male ¢ Female I Undo / Clear Info
Fourth: Age: [ ..Gender: ¢ Male ¢ Female I Undo / Clear Info
Fifth: Age: [ ..Gender: ¢ Male ¢ Female I Undo/ Clear Info

€ CLICK TO JOIN

Privacy Policy | © 200¢
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Dr. Flint McGlaughlin: and you can see the bottom of the page coming up here and now let us look at
some thoughts about that.

Experiment: Control

Conversion Heuristic:
Logo

HOME | REWARDS | MEMBERNEWS | FAQ | CONTACTUS | C=4m + 3v +2(i'f) -23

mFannew with
i€ WOIG'S ESEarcners since 1077 10 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
fo leave at any time

rried

|esawidowes

I gves you three ways to eam Cash and Prizes for taking

* Using our conversion
surveys methodologies, we identified
q?&pywi“’”“f”m —= the following potential areas
for improving conversion:

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

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

survey.

Now - welcome to —We hope you'll enjoy your membership is optional:

Unted St Canada' ?&.'ZZ“&LZ?&%%ZZ&’?J’-'Z:f_"&ﬁsf:.‘;?'m‘l'iélf.(s 1. Reduce Friction (f) by
I ) shortening the length of the
) or Other Pacific Islander

Country: [T = registration form.
E-Mail Address:

members of your household, not
Please retype ... your e-mail address below to verify:

L — 5 s pain - 2. Clarify the expression of the
Addi 2 | ags .
g Value Proposition (v) by adding
Male © Female I~ Undo/Clearinfo
ast Names [ M © Famia Lol ioor b a clear headline.
Home Address:(We Male © Female I Undo/Clearinfo
ask for your mailing

Fifth:  Age: [ ..Gender © Male ¢ Famale Undo/Cisarinfo

Dr. Flint McGlaughlin: Before | go any further, you can see when we start talking about some of the
errors, but use your twitter account or your Q&A feature right now on the go-to-meeting control panel
to tell us some things you would do to make this better. Reduce friction we have, but what are some
other ways you can make this page better? Where is the value and the headline, thank you Pam, good
point. Shorten some of the copy someone says. Add a headline says Karen, Karen you are absolutely
right. Form labels are too complex says Graham. Add a headline says Jeff. | need to know the why at
the beginning says Devin, | mean that’s correct. Add subheads, Karen you must have been on last
week’s event, good call. Let me look at some others here, video says Malinka and Janet says create
different page for the form, listen there are hundreds of responses coming in.

We read every one of these. It helps us understand what your learning as an audience, how to calibrate
what we teach for you next time, but at present lets go back to this and look for just a moment. We did
want to reduce the friction, but we also wanted to clarify the expression of the Value Proposition and
somehow encapsulate that in the headline. How do we do it?
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Experiment: Treatment

Logo

HOME |

warded every quarter.

OpinionWorld.)

REWARDS

77. To join, simply answer the questions below and we'll direct you to
studies. There's no commitment, you can take as many surveys as you
opt to leave at any time.

ant Win game with thousands of dollars in cash and prizes.
e $25.000 Cash Sweepstakes: Earn entries into the $25,000 Cash Sweepstakes

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

w - welcome to_ We hope you'll enjoy your membership and our surveys!
ou must be at least years old and a resident of the Un

A

Kingdom to join. (Australian residents can click here to join|

Top of Page

MEMBER NEWS | FAQ | CONTACT US

* New headline added to clarify the value proposition

Dr. Flint McGlaughlin: Now here is the optimized version, now please don’t think of this as the final
optimized version, remember we are doing a series of iterations. We are isolating key variables,
sometimes we do a radical cluster, sometimes not, but whatever in the end we are trying to improve
performance and we are doing more than simply trying to achieve a lift. We are trying to achieve
learning, and in doing that we have focused just on this headline and we learned some fascinating
insights. So here is the headline “Set Up Your FREE Account Today and Start Earning Money”, is that a
great headline? On a scale of 1 to 10, | would give it a 7, but we tested 10, and | am going to show you

more in just a moment.
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Experiment: Treatment

Logo

HOME | REWARDS | MEMBERNEWS | FAG | CONTAC

researchers since 1977. To join,
studies.

‘wish, and you can opt 1o le:

you three ways to earm C:

e Every time you take a

The level of traffic this
page received allowed us
to test 10 different
possible headlines for this
offer.

HL1
HL2

HL3
HL4
HL5

HL6

HL7
HL8
HL9

HL10

o lveadine

Set Up Your FREE Account Today and Start Earning Money!
Get Paid to Take FREE Surveys

Take Online Surveys From Home and Win Cash & Prizes
Get Paid to Fill Out Online Surveys

Surveys — Quick, Easy and FREE

loin the [Company Name] Community and Have Your
Opinions Count

Win Cash & Prizes for Online Surveys
Get Rewarded for Your Opinion

You're Invited to Join the [Company Name] Community
and to Earn Rewards For Your Opinions

Here’s Your First Survey, and an Invitation to Join Our
Research Community

Dr. Flint McGlaughlin: So here is the series, you can see all of the headlines. There was enough traffic
coming to this page that we could drill down deeply, we could test it well and we had all of these

versions. Let’s unpack that a little bit more.

Experiment: Treatment

E-Mail Address:
Please retype

Verify E-Mail Address:

First Name:

Las

Home Address:(\We

mailing address so

you any prize checks or rewards.)

AptSuite:

City:

State :

Zip/Postal Code:

Date of Birth:

Are you...?

Which category best describes
you?

Which best describes your
education level?

Is your occupation any of
these?(If your occupation is not
listed, please select “none of the

above”)

Are you employed? ©

your e-mail address below to verify

Click to select

Month | [Day ¥

Month  Day  Year

© Male
© Female

gle, never married
wried

O Separated/divorced/widowed
© Domestic partnership

O Full time
Part time
© Not employed

Click to select

Click to select

We also reduced
==, the number of
required forms
from 24 to 15,
significantly
decreasingthe
perceived length
of the form.

Dr. Flint McGlaughlin: We also made a change to the fiction on the page. We reduced the number of

form fields from 24 to 15.
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Experiment: Side-by-side

Treatment

Control

Dr. Flint McGlaughlin: So, let’s look again. You should see the control and the treatment. You can see
that the treatment is shorter and you can see that we have added value at the top of the page because
we drilled down on the headline in particular. We have no sub-header Karen, it is better with a sub-
header, but that comes in later kinds of experiments. Right now, we just want to think about the impact
of that and | do want to point out something else. For reasons that | would explain if | were to break the
data down and | have in other clinics, so | will not now.

We know that the primary factor that influenced the outcome was the headline. It is something we can
validate with science, but | can’t teach it just yet, and so let me move on and by the way, | am joined
today in the studio, | don’t know if Dan introduced, just he introduced Adam and our other guest, John
Cockburn and so John, this is John’s first time as he is an analyst in the lab. | don’t think he has ever
been here and he is sitting on the chair and his leg is shaking. | don’t know if that’s good or that’s bad. |
can’t assume that he is nervous because he would be if he was a big giant brain, but he is going to be
helping us as we do some live optimization. By the way, | am going to do something different today.
We are going to do a live-opt at the end, but we are also going to do optimization as | teach, in fact in
just a moment | am going to pull up on the first pages. |1am going to look at it in relation to some of the
principles that we want to learn together. So keeping that in mind, let’s look over here at the results.
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Experiment: Results

10% increase in registrations

The new page design improved the conversion rate by 10.44%

I B B

Control 26.04%

S m

Treatment (Highest Performing)  28.76%  10.44% -lll 959

\/ What You Need to Understand: By focusing on reducing the length of
the form, and strengthening the value through a clear headline, we
were able to generate 10.44% more registrations.

Dr. Flint McGlaughlin: Control 26.04% and the treatment 28.76%, but we need to understand by
focusing on the distance and length of the form and by strengthening the value through a clear headline,
we got 10.44% more registrations, that was a very significant improvement, perhaps more than we
hoped, but there is more to be learned and remember the whole point of today. It is not to show you
case studies and impress you with the cleverness of the MECLABS scientists. Instead we want to learn
something from this case study. We want to use it to motivate a series of leanings that may help you
get the first two inches of your page right.

Experiment: Results

Looking deeper at the results, we were surprised to see some of the treatments
performed significantly better than others. This revealed that the differencein
conversion did not primarily come from form field reduction, but from the headline.

D eadine et R kel it JRTRIIWET

Control (No Headline) 26.04% % reducing form
XX [Headline Hidden] 26.81% 2.95% friction.
XX [Headline Hidden] 26.92% 3.36%
XX [Headline Hidden] 27.14% 4.24%
XX [Headline Hidden] 27.35% 5.03%
XX [Headline Hidden] 27.37% 5.12% > Lift attributed to
XX [Headline Hidden] 27.52% 5.67% the headline.
XX [Headline Hidden] 27.92% 7.23%
XX [Headline Hidden] 27.98% 7.46%
XX [Headline Hidden] 27.98% 7.46%
XX [Headline Hidden] 28.76% 10.44% J

Results: Sorted by relative difference in conversion
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Dr. Flint McGlaughlin: So, let’s think a little bit more deeply. Asyou look at these results, we are
surprised to see that some of the treatments perform significantly better than others and look at the
actual relative difference in conversion, all the way down that right column, you can see here. And as
you are thinking about that, let us drill down on a few key pieces. Number 1, when we just worked
without, with a reduced friction, you can see this point | made earlier, without the headline, we didn’t
see a dramatic lift. The lift came as we connected the headline in this particular piece of research and
there are some things we can learn.

Best-performing Headline

Set Up Your FREE Account Today and Start Earning Money! 27.35% 5.03%
HL2 Get Paid to Take FREE Surveys 28.76% 10.44%
HL3 Take Online Surveys From Home and Win Cash & Prizes 26.81% 2.95%
HL4 Get Paid to Fill Out Online Surveys 27.98% 7.46%
HLS5 Surveys — Quick, Easy and FREE 27.52% 5.67%
HL6 Join the [Company Name] Community and Have Your Opinions Count 26.92% 3.36%
HL7 Win Cash & Prizes for Online Surveys 27.37% 5.12%
HL8 Get Rewarded for Your Opinion 27.92% 7.23%
You're Invited to Join the [C N C it dtoE
HL9 'ou’re Invited to oml .e[ ompany Name] Community and to Earn 27.14% 4.24%
Rewards For Your Opinions
Here's Your FirstS , and an Invitation to Join Our R h
HL10 ere’s ogr irstSurvey, and an Invitation to Join Our Researc 28.35% 8.87%
Community

Dr. Flint McGlaughlin: Look at the winning headline, “Get Paid to Take FREE Surveys”. Now, | can talk
more about this in just a moment and | don’t know if we go deeper into this or not, probably show the
other headlines. Let me just, there is another clinic, | don’t know what it is, | don’t know its name, |
would like to know it. Headline optimization, you can find that in our archives, you can find it using the
search field at marketingexperiments.com. We break this down because you are going to find that all
five of the top headlines had one factor in common and that is they emphasize what you receive, they
emphasize the get factor, and they did so right at the front of the headline, and that study is really worth
taking some time when we taught and it has been almost entire clinic breaking down this particular
study, but there is more | want you to learn today and it is different than that particular piece.
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Page Element #1: Optimizing Headlines

Crafting an Effective Headline

(& Key Principles

PRINCIPLE #1: All marketing messages must be centered primarily on the interests
of the customer. Therefore, when it comes to crafting effective headlines,
emphasize what the visitor GETS, rather than what they must DO.

Dr. Flint McGlaughlin: So let’'s move on and layout the first key principle. All marketing messages should
be centered around the interest of the customer. So when it comes to crafting effective headlines, you
need to emphasize what the visitor gets rather than what they must do. | don’t think that’s especially
profound except when you see it in the context of the detailed case study, but it leads to another key
piece and that is the first in a series of errors, | want to help you help you to try and recognize.

(& Key Principles

PRINCIPLE #1: All marketing messages must be centered primarily on the interests
of the customer. Therefore, when it comes to crafting headlines, emphasize what
the visitor gets rather than what they must do.

PRINCIPLE #2: To help us create effective headlines, we can learn to avoid these
five common headline errors:

ERROR#1: A headline that is too clever

Dr. Flint McGlaughlin: Now, think about your own headlines, and in fact, if you are in front of the
Internet and if you have multiple monitors or the ability to do this, | would say pull up two or three of
your main learning pages and start assessing the first two inches with the things we are talking about
right now. So here is the first, a headline, the first error, a headline that is too clever. | see this problem
all of the time.

14 Copyright © 2011 MarketingExperiments. All rights reserved. Q mar keT | N g experimeni’s



Minor Changes Major Lifts

Error #1: Clever headlines

Example

Not this...

Headlines on Deadlines (Part 1): How to consistently write
effective headlines without working late

o Leave a comment

25 There’s a lot written about headlines. Most of it is fluff. & little of it is true, or at least
based on solid evidence. But I don’t think I've ever read anything that actually helps

marketers write effective headlines in the fury of the daily grind,

Paul Cheney " December 19th, 2011 (2 2 comments

When you're working on a project or a campaign, the last thing you need to do is sit

Dr. Flint McGlaughlin: Here is an example, from my own library. Now you will notice the top is Paul
Cheney and if you were in the clinic last week you will discover that Paul in some sort of a humble
version of arrogance pointed out, and he is right in front of me here, that his headline beat my headline
in a test and it really wasn’t his headline against my headline, it was two versions, two approaches, we
are both trying to learn. Now | don’t take away from Paul’s significant victory, but he had a 92%
improvement and | think he was feeling guilty in getting this 92% improvement because you know he is
a junior analyst and | am supposed to be the senior, or whatever here, and | think he rubbed my nose in
it so long that he did this, he even put his picture here, he says not this, and he shows a headline he
developed, “Headlines on Deadlines”, it sounds like a drug. Part One: How to consistently write
effective headlines without working late.

...but this

This Just Tested: Stock images or real people?

¢ Austin McCraw ":_' April 8th, 2011 () 17 cormments 70 Leave a comment

1030 In our most recent Web clinic on optimizing leads, we quickly reviewed a recent case
' study in which two banner images were tested - a generic stock image vs. an image

of a real person. This experiment led to more insights than we had time to cover last

T R
LA week; so, [ thought I'd give it a little more room to breathe here on the blog.

Dr. Flint McGlaughlin: Now, look at this next headline. “This Just Tested: Stock Images or Real People.”
The second headline is a little less clever and look at the tweet difference. 25 on the top and 10,030,
sorry, | mean 1,030 on the bottom. A small rounding error. 1,030, not this, but this, and by the way, the
guy he is pointing to who developed that headline and actually was in our blog is Austin McCraw and as
you know Austin works regularly in our content and is an expert in this area. Both these guys are too
young to be that smart. It's a threat to me. I'm very old. Allright. Not this, but this.
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Error #1: Clever headlines

Live Optimization

Primary Channel:
Google Organlc Build & Price Shopping Tools Promotions Parts & Service Inside M3
searches (Mazda and mazpa

= MAZDA2 MAZDA3 MAZDAS MAZDAG6 CX-5 CX-7 CX-9 Mx-y
Mazda Canada)

Target Audience:
General public

Page Objective:
Click to another page

STARTING AT

with more detail/next $22,995

www.Mazda.ca

Dr. Flint McGlaughlin: Now let’s look at something else. You submitted this headline. This is something
the audience submitted for today’s event. We are going to look at a lot of these and we are going to
look at more of these as the day unfolds and | have got more profound errors coming up, but just look at
this headline. There are a lot of things wrong with it. #1, it is hard to read, it’s all caps. John, come on
up, John. Okay, all right, so now | am telling you this because Philip or Philippe it looks like submitted
this page. Philip in our audience today, or Philippe is in the audience today and we want to make the
whole page better.

We are not going to drill down on the entire page, we are going to just look at the headline because that
is the part we are teaching. We may come back to it later, but you can see the background and John this
is your first time on a clinic, this is your first time in the studio, and you look lovely in burgundy. All
right, go ahead and | like your haircut especially. All right, so talk to me. Tell me what you see here.

John Cockburn: Okay, just to quickly provide some background on the page that we are seeing here.
This is a page that Mazda is using to present their SkyActiv technology, which is basically enhancing the
engine performance while maintaining the fuel efficiency that we expect from hybrid vehicles. So, what
we see on the headline to communicate this revolution in technology, we see “The automotive world
needed a revolution, it begins now.” Clearly, there is no explicit communication of the benefit that this
revolution and technology delivers to the user.

This kind of ambiguity leaves user questioning. Why should | continue searching through this page? Why
should | explore now? Why should | spend time to conduct that research? So clearly here a more

16 Copyright © 2011 MarketingExperiments. All rights reserved. Q_/ mar |<le | N g experimeni‘s



Minor Changes Major Lifts

effective headline that drives home the benefits of the improved engine performance with the increase
in the fuel efficiency would motivate the user through the funnel.

Dr. Flint McGlaughlin: Thank you John. John is being polite. A third of my audience are agencies, so
agencies | am on your side. But can | just talk about this, because this is a great way to learn something.
We are going to move on fast and we’ve got a lot of content to cover today. A lot of content and some
of these things | don’t think you’ve ever heard anywhere else. They just come out of the research. But
this you may think you have heard, but | am not sure we get it. You know | have children, | have three
and | often say things to them and they nod their heads and they say they know that and | believe they
know that, but they don’t get it.

If | might be so bold as to give you an example, | said to my 17-year-old son that because of a conflict in
my schedule | have got to jump on a plane and fly to Denver. So | came in today to the office in a pair of
jeans and a shirt, and | thought to myself, If | am going to do this lecture then | need to get into my suit
so | sent him home. | said, “Son be here at 3:30.” and he said, “Yes dad, | will be here at 3:30.” He didn’t
get here, and at 3:45 he was still at home. At 4 o’clock, he walked through the door. Guess what time |
am supposed to start? 4 o’clock. And that’s why | found myself, standing in my library in my underwear
waiting for a suit. He said it. He acknowledged it. But he didn’t get it. | am hoping that you will think
about what John just said in a more profound way. Not that | am going to say it more profoundly than
John, but that we hear it in a profound way.

Error #1: Clever headlines

Live Optimization

Primary Channel:
Google organic

searches (Mazda and
Mazda Canada)

Build & Price Shopping Tools Promotions Parts & Service Inside M4

MAZDA2 MAZDA3 MAZDAS MAZDA6 CX-5 CX-7 CX-9 MX-j

Target Audience:
General public

Page Objective:
Click to another page e
with more detail/next $22,995

www.Mazda.ca

Dr. Flint McGlaughlin: Listen, clarity trumps persuasion. This headline is hard to read #1. It's blue on
black, which makes it hard to read. It is blue on some sort of faded color pattern. It is all caps, which it
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makes it difficult to read. It is all caps and it is violating almost every key principle of clarity, but then
when it comes down to reading it, “The automotive world needed revolution. It begins now.” What does
that mean? Is that government aid? Is that what we just went through for the last three years? Is that a
change in financing? Is that the abolishment of unions? No offense to those of you in unions. My point is
| have no idea what this is about. And it should be that simple. You have got something really profound
to say there and it needs to be said at least enough to get me to engage with the rest of the copy.

Please remember clarity trumps persuasion. And | want to suggest to you that when you are writing a
headline, it should be in the same style and tone that you would use if you had something important to
say to a person you are meeting or a friend. Avoid “Agency-Speak.” | am putting that in quotes. This is
“agency-speak” and it gets in the way of meaning.

Crafting an Effective Headline

(& Key Principles

PRINCIPLE #1: All marketing messages must be centered primarily on the interests
of the customer. Therefore, when it comes to crafting headlines, emphasize what
the visitor gets rather than what they must do.

PRINCIPLE #2: To help us create effective headlines, we can learn to avoid these
five common headline errors:

ERROR#1: A headline that is too clever
ERROR #2: A headline that sounds like a title

Dr. Flint McGlaughlin: Let’s think about that and continue as we look at the next error. A headline that
sounds like a title. | see these all over the Internet. In fact, for those of you on the agency side who
heard me talk about the weakness of that headline, you might enjoy the next point because it is sort of
the other side of equation. This is when we fail to communicate in a sentence and say something of
import that drives someone deeper into the copy. Remember the goal of the headline is to get people
into the conversation. The goal of the headline might present value as you saw earlier, but that’s not the
goal. It is just to present the value so we can get them into the conversation, so we can really interact
with them.
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Error #2: Title headlines

Example

...but this

: American Advertising Federation, ZW
AAF SmartBrief The Unifying Voice for Advertising 43 L

SignUp  SendFeedback TellaFriend  View Sample
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- B A e o apolytorme:
aarlier. Jane Doe, COO
That Agency Inc

About AAE
* Indicates required fields

AAAX

SignUp  SendFeedback  TellaFriend  View Sample

Sign up for daily updates and analysis on top
stories in the advertising industry, FREE.

* Know which accounts are up for review.

« Find out when top industry figures are on
the move, and where they are going.

+ Spot trends and act on them first.

* Keep in touch with important news in
creative, media, research and more.

The AAAA SmartBrief brings you daily news of what really matters. We identify
all the top stories of the day and deliver a brief synopsis of each.

In other words, we do all the research, going through hundreds of industry
sources...and you get the news you really need, without the fluff.

Sign up now. It's free!

First Name.
Last Name
Emai

Sign Up Now!

‘We promise to protect your privacy
22004 SmartBrief, Inc.

Dr. Flint McGlaughlin: And with that in mind we have to be careful with headlines, like the one you see
here. Compared to what you might see here. Not this, what you are looking on the left side, but this.
There is a significant difference. And by the way there is a significant difference in performance. An

816% difference in performance.

Error #2: Title headlines

Live Optimization

Primary Channel:
Web search

Target Audience:
Small, growing
businesses that haven't
committed to hiring a
full-time assistant,
entrepreneursand
start-ups, other VAs.

boostdefined

-

Page Objective:
Click to another page
with more detail/next
steps.
http://www.boostdefined.com/
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Dr. Flint McGlaughlin: Now, let’s look at another submission and Adam Lapp is going to come up and
join me. Here is the page that was submitted. | want to look at the headline and Adam, go ahead and
talk. Many of you guys have heard Adam over the phone. He is a star in lab and we have assigned him to
John. John is tutoring him, mentoring him, and trying to maximize his full potential. Tell us what you
would do Adam.

Adam Lapp: | would probably make three recommendations right off the bat here. “Qualified virtual
assistant service.” Number one, it's not action orientated. It does not tell me what | can do on this page
or what | can do with you as a company. Tell me to sign up to get a virtual assistant service.

Dr. Flint McGlaughlin: Or” Improve your X with virtual assistant service.”

Adam Lapp: Something that is action oriented that gets me to the paragraph to read the actual values
that you are trying to communicate to the visitor. The second thing is page location. As we can see, the
headline is about 3 to 400 pixels below the top of the page. And so you are relying on the visitor to hunt
and search for this headline instead of just giving it to them right away as they enter the page. This is the
first impression that you are making on a visitor and you will not want to leave that first impression to
an ambiguous vague photo that might or might not imply a “virtual assistant”.

The third recommendation | would make would be to provide value. Some kind of value or benefit that
you are trying to offer to the user. What do you mean by “qualify”? What can a virtual assistant do for
me? | would recommend a headline such as, “Get virtual assistance with over five years of

administrative experience.” or say, “45%”, or “Get 45% more efficiency with a virtual assistant service.”

Dr. Flint McGlaughlin: That kind of headline. Very good and thank you Adam. Now let me talk to you for
just a moment. | want to help Mallory. Mallory, you submitted this page and | don’t want to be
offensive, sometimes we try to be quite direct. Remember what we really want to do is help you. But,
can | just say the entire page is missing it. We are not optimizing the whole page, but if | look at this
page and ask the audience, “Do we even know what they are talking about?” It has got “boostdefined”
and | don’t know what "boostdefined” is. It is like two words joined to make one word. So it is a word
that has no meaning with me to start with.

Above it, is whatever navigation there might be, which is in the wrong location. Above it is a mistake.
And it says home, about, feedback, and contact, but it is in gray on white, which means that it is not
even seen. Then there is a giant image and | literally have to stare at the image to understand what it is
of. It is an odd image. It never shows a complete angle on anything, and so you have to work through
the image, which is too much work. Underneath it is a headline, that doesn’t actually serve as a
headline. It serves as a title. And underneath it is a gray text on white with no eye-path, no bold font,
and no reason whatsoever for me to engage. And if you turn to the right, it has a form that simply says
your e-mail address, subject, and message with no incentive whatsoever for me to actually give you this
information.

And so | want to suggest to you Mallory, in all kindness, this is not a page to optimize. This is a page to
just tear up and start over and get way clearer about and less trendy or artful to get down to the
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meaning. Give me more perceived value than what | see or sense in terms of perceived cost. This is all
cost and no value. Okay. And | hope that helps you Mallory without making you upset with me.
Marketers stay with me we have eight more points. We have a series of errors on the two inches and
you may have just join us and not know this, but we are talking about the first two inches on your
landing page and the last two inches of your landing page. And we are going to go through a series of
errors that you need to avoid in order to get the maximum yield, so let’s keep going.

Crafting an Effective Headline

Key Principles

PRINCIPLE #1: All marketing messages must be centered primarily on the interests
of the customer. Therefore, when it comes to crafting headlines, emphasize what
the visitor gets rather than what they must do.

PRINCIPLE #2: To help us create effective headlines, we can learn to avoid these
five common headline errors:

ERROR#1: A headline that is too clever
ERROR#2: A headline that sounds like a title

ERROR #3: A headline in the form of an empty question

Dr. Flint McGlaughlin: | am looking at the third error. A headline in the form of an empty question. | see
this all the time. Now, we have talked about a headline that’s too clever. Lots of cute sounding headlines
that actually are devoid of meaning. We have talked about a headline that really isn’t a headline, just a
title. It sounds like a title. It just tells me where I’'m at. Now, we are talking about a headline in the form
of an empty question. See these. It is as if the marketer doesn’t really know what to put, so they run a
guestion across the top of the page and hope that will engage you. And we all know that problems and
guestions can be used in a dynamic way, but the way | see them used as a headline typically, it just
makes me want to click away.
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Error #3: Empty question headlines

Example

Not this...

Home :: Browse :: Store :: Subscribe

Member Benefits
Join Now>

@ Access to more content
than any other
English-language
encyclopedia.

More Comprehensive than Any Other
‘ English-language Encyclopedia.

f Over 120,000 articles, an updated world atlas,
Dr. Flint McGlaughlin: So let’s drill down on that. Here is a real headline from a real experiment that we
conducted and it is “Why Try Britannica Online?” And my answer is, exactly. Hit the little green arrow
and leave. | didn’t come for you to ask me that question, | came for you to answer that question and |
need you to answer it for me right away. You have 7 seconds to get my attention and to answer three
guestions. Where am | at? Which should be something | don’t have to read or look for, | should sense it
immediately. It is not something | hunt for in terms of getting an answer. It is something that |
immediately see and sense because of the design of the page, where the logo is at and where the

banner is at. | absorb it. What can | do here? This is where the headline comes in. Drive me into the text,
why should | do it, and the first paragraph should start to answer the why. It is what begins the

unpacking of your value proposition.

4 )

103%

IN CONVERSION
...but this - /

ENCYCLOFPADIA Home :: Browse :: Store :: Subscribe

Britannica Online [N

',r Get Unlimited Access to all 32 Volumes of Encyclopeedia Britannica
during your FREE TRIAL...

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

Dr. Flint McGlaughlin: Let’s look at the improved version. But this, so not this. What you see here, but
this. Get Unlimited Access to all 32 Volumes of Encyclopedia Britannica during your free trial. |
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remember this study. | remember the whole piece and | would love to break it down. This is one change
in a remarkable study. But look. 103% increase in conversion. Now that wasn’t just from the headline. |
just say that because of the study, but it was, the headline was a huge part of this and you need to think
about this next key and that is. Is there anywhere on my site where | am using some sort of empty
question for headline?

Error #3: Empty question headlines

Live Optimization

Prima ry Channel: HomE PRODUCT CATALOG ~ EVENT SERVICES COMPAN) e s MY ACCOUNT
Google Adwords and ; 0 6
Direct traffic lcinema
Bike 2 Wiweet 72| [Yshare 5 57 20
Target Audience:
Retail stores, parks and e
recreation, cities We'll take care of all your = ,
’ ’ event production needs. — -

government, event \ ads-s | ﬁ\

roducers ; i
p Already have your B e A

events worked out? N U
Page Objective: Send us your schedule and we'll =
promote your events for you. ~ Nogll (o] ]o]o]o]

Click to another page
with more detail/next
steps.

http://www.openaircinema.us/

Dr. Flint McGlaughlin: You will want to optimize right now and | think | am just going to wade through
this one. | want to keep going because we have so many ahead, we will come back to some more guys in
just a minute. This is, “Planning your spring 2012 event?” That’s really almost a title disguised as a
guestion mark. But it’s a poor headline. At least it has a sub-header, but the sub-header is undone by
the fact that the headline is stacked on top of what might be another headline. “Already have your
events worked out?” Yet another question.

| am hit with questions instead of answers and this was submitted by Devon. And Devon, without getting
into too much depth because we can look at it earlier, this text on the left side of your page is doing far
more to make me work than it is to work for me. | have to make meaning of the page, because | am
trying to sort through a kind of empty set of questions. Those aren’t intriguing questions. Those don’t
drive me into the content. They are just kind of a question mark thrown at the end of the title and it
doesn’t produce the throughput energy that’s necessary.
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Crafting an Effective Headline

(& Key Principles

PRINCIPLE #1: All marketing messages must be centered primarily on the interests
of the customer. Therefore, when it comes to crafting headlines, emphasize what
the visitor gets rather than what they must do.

PRINCIPLE #2: To help us create effective headlines, we can learn to avoid these
five common headline errors:

ERROR #1: A headline that is too clever

ERROR #2: A headline that sounds like a title
ERROR#3: A headline in the form of an empty question
ERROR #4: A headline without a sub-headline

Dr. Flint McGlaughlin: I’'m going to keep going to another example for you because we have so much
content here. Here is the fourth error. A headline without a sub-headline. Look, there is a time when we
have those on our site, but in most cases you are going to get a performance increase if you ease people
into that first paragraph with an interesting sub-header. It won’t be as large as the headline, otherwise it
is just another headline. But it will be dominant over the rest of the text beneath it and it will, you might
say translate someone or transition them from the headline into the core text.

As we look at an example of what not to do and what to do, let me just pause for a moment. If you are
logging in, | am going to be showing you the next treatment before someone comes up to help us review
that. | want you to give me your thinking about the best headline but even prior to that can | get
feedback? Use your Q&A. Are we going at the right speed? Are you finding this helpful? Give me
feedback right now, so | can optimize my presentation live. | ask the audience this a lot or at least one
or twice when | am teaching, but it really helps me calibrate because we want this to be as effective for
you as we can possibly make it. Good, | am looking at a lot of wonderful encouraging comments coming
in. Let me just keep looking, all right, it looks like they are all positive, excellent, and we are going to
keep right on going.
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Error #4: No sub-headlines

Example

Not this... ...but this

~fumpBox *ﬁjmpBox

88% n Source Made Simple

oX is easy to install, Runs
IN CONVERSION e and maintain. anywhere.

¥,
I/I

T
g
A JumpBox installs in minutes and takes

care of the hard work for you

Dr. Flint McGlaughlin: Here is the fourth, the fourth mistake, a headline without a sub-headline and
here is an example, not this, but this. So look on the left, look on the right. You see how there is a bit of
a sub-headline underneath the main headline and you say, “Well does it make that big a difference?”
Yeah, it makes an 88% difference in the conversion rate. Everything we do here is grounded in data. We
ran 10,000 plus page in path test. We have run test across the span of more than one billion e-mail. We
have recorded 5 million telephone conversations. We have interviewed 500,000 key executives,
constantly trying to learn, that is what MECLABS is. Marketing experiments in case you aren’t familiar
with how they work together is one of the research companies and so the MECLABS family.

MECLABS is the world’s largest independent research institute in this field and we are constantly trying
to discover and so when we make these insights available to you, they are not coming because we have
some people sit around the table and think about from their experience what they might recommend,
but rather they are born in all this data and it is very comforting for me to be able to say to you don’t do
that and then show you the exact result when we make the change. And that is what happens in each of
these as you can see by tightening up these headlines we see a significant impact.
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Error #4: No sub-headlines

Live Optimization

Primary Channel:
Google PPCand
organic search for BT erence is the only
“conference call” conference c:;l(l)servicet )
. with toll-free access in + countries,
SErvices. 7/ 24 operator supportand
agn unconditional guarantee.
Ta rgEt AUdlence: o nTar e el oas 9 No reservations or advance
Businesseswhere the . : booking required.
executive assistant Web Conterencing | 12cee 1o o et s o
» Recording
chooses the service for S @ Free access for your participants.
t h e bOSS . » my Account ;:,:;Ef?-ee E'D:%S rrﬁan;:aﬁ;artn:\pants do not pay to
. our compﬂny 0 your cor rence cais.
. . 19 cents per minute per line toll-free
Page Ob]ectlve: o in the US, Canada & 20 other countries.
Click to another page e e P a0yt
with more detail/next
steps.

http://www.onconference.com/

Dr. Flint McGlaughlin: Now, audience this is where you come in. We are going to help the next person.
This was submitted by Jerry. And in a minute | am going to have staff come up and help me with this and
then we are going to move on and John you will be up next, | think right after Adam on this. | am just
kind of, | may skip around a little bit guys and how | use you based on our time, but just take a look at
this and audience help me fix this. Help me fix this. Too busy, someone says. This tiny page makes me
scream, says Darko. Tell me how you really feel Darko. Hard to read that font size, yes, no eye flow, says
Paul. Yes. Karen says wow. Karen. That’s, Karen McCray. | see you on here several times commenting. Is
that a good wow or a bad wow? Let me know please. Font size, says someone else, it looks like Eric. Too
many bolds, says Graham. Why would you vary the size and weight of the font? says someone else. Ah.
Davis Baker says, “Awesome landing page”. Davis, | assume that you are not close friends with Jerry and
that’s a third party opinion. It actually is an above average running page.

| think it has a weak headline, but | like the clarity underneath it. | like the way the button is. | have some
questions about nav on the left, two buttons on the left are probably hurting you, they are evenly
weighted, but there is a lot about the page that is above average. Can’t read the blue on blue text.
Thank you that is a problem. Which one is the headline? Very important question Ali. Good. Paul Travis
says, | would rather see half the wording and more flow. Good. Good. And it is non-logical. | don’t know
if that is real word Paolo, but | would go with it and Too many action items, says Ty. The art of the top is
overwhelming to the eye, says Jordy. My eyes are all over the place., says Stephanie. Too many
distractions., says Glenn. All right. This is good, | like these thoughts and Paolo says, Sorry. | am
Portuguese. | thought so with that last name Paolo. We got your point and | am sure your English is
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better than my Portuguese, so take a look at the page and | am going to ask Adam. Come on up Adam
and talk to us about this one.

Adam Lapp: Sure. So most of the audience already hit on a lot of great points. And the solution to this
page is actually quite simple. And | mean the headline is just too wordy, too much going on, you are
firing multiple errors at multiple targets without even aiming. You are asking the visitor to make sense
out of something instead of delivering it to them in a way that makes sense. You know that’s your job to
make the headline make sense, not the visitors.

So it’s easy to solve this problem. | would just you know, keep a lot of the same words, the same
benefits that you have and simply say you know, “Get toll free conference call service in over 90
countries.” And then have a sub-line that takes some of those side benefits, those secondary benefits
and communicates them to the visitors, so you know “Get conference calls in over 90 countries.” And
then sub-headline, you know “24 x 7 operator support with 100% guarantee.” and that’s really all you
have to do. And like Dr. McGlaughlin said, it is already a very good learning page, just needs a better
clear headline that makes sense to visitor without them having to make all kinds of interpretations.

Dr. Flint McGlaughlin: Very good, very good Adam. Let me just say something else to you Jerry and
everybody pay attention closely. | think one of the most insightful comments from the audience was
“Where is the headline?” Because you have got this text, it looks like maybe it is an on “C” at the top.
That might be on conference, you can’t tell what it is. It’s big, large, slanted and then you have
something else that you can’t read on conference. The blue is lost in the blue and then you have
conference calls with confidence underneath that and if you stop and think about it, you divide the page
right in half and almost at the top have the headlines. And they all look, | mean if | were to count them,
the way they have done on this page, by the way that whole centered, the way they are centered is
wrong too. It looks like 1, 2,3,4,5, 6,7, 8, | am looking across 8 or 9 lines here that are supposed to
form a headline.

So Adam’s point is dead on. The problem is that | don’t think people think your headline is your
headline. | don’t think they know which headline is the headline. And so | want to give you a good thing,
though. | like the blue underline on your button. You guys think that is crazy, but it is really clear that’s a
link and frankly you are actually trying to express the Value Proposition up there. There is really good
text in that headline, but | would make a classic headline with a sub-header, and then | would probably
have a paragraph or text before | went to no reservation free access in 19 cents. Something that
engages them in conversation and | would really look at the left nav, but you have got some good things
happening here. Thank you for submitting this Jerry. Let me know if that helps you and | see some really
good advice from the audience that we may make available for you as well.
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Crafting an Effective Headline

(& Key Principles

PRINCIPLE #1: All marketing messages must be centered primarily on the interests
of the customer. Therefore, when it comes to crafting headlines, emphasize what
the visitor gets rather than what they must do.

PRINCIPLE #2: To help us create effective headlines, we can learn to avoid these
five common headline errors:

ERROR #1: A headline that is too clever

ERROR #2: A headline that sounds like a title

ERROR #3: A headline in the form of an empty question
ERROR #4: A headline without a sub-headline

ERROR #5: A headline that is point-middle

Dr. Flint McGlaughlin: So we have covered four errors. We said beware of a headline that is too clever, a
headline that sounds like a title, a headline in the form of an empty question, a headline without a sub-
headline, but also beware of a headline that is point middle. Now what is point middle? We have talked
about this in a couple of our copywriting clinics, but most people aren’t familiar with the concept.

Error #5: Point-middle headlines

Example

Notthis... | ...but this

We can help you lower your payments by up to 50%

Lower Your Payments by up to 50%

Get your Free debt consultation with no commitrg

p——L 4 16%

'ree debt consultation with no commitment

state: [ IN CONVERSION

Estimate Total
Unsecured Debt: RAdReing __Awseieel] 50000 |

Start your FREE Debt Consultation Start your FREE Debt Consultation
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Dr. Flint McGlaughlin: So we have covered four errors. We said beware of a headline that is too clever, a
headline that sounds like a title, a headline in the form of an empty question, a headline without a sub-
headline, but also beware of a headline that is point middle. Now what is point middle? We have talked
about this in a couple of our copywriting clinics, but most people aren’t familiar with the concept. In this
headline, help you lower is the main point. Now buy 50% is great, but it only means anything if it is
about lowering the payments. Here lowering the payments becomes much clear, what's the difference,
16% in conversion is the difference.

So think about something, where is the main thrust of your message? | like that the 50% is at the
beginning or the end, in fact | would love the test save 50% and then you know dash, low your payments
with in the name of the company or do that say 50% and a sub-header lower your payment, you know
there are some other ways to do this, but we see a 16% increase with that particular change and that is
an example of getting the most important part of the sentence either in the front or the back and
generally at front.

Error #5: Point-middle headlines

Live Optimization

WEB DESIGN PROJECTS
. ™ d
Let UE Help Your Website Ducceed!
Stand out from your competition. Attract more customers. Close more sales .
That's justthe beginning of the many benefits you'll enjoy with a custorn website designed by the Web Design pros ya v
at The Web Shoppe, a leading web design shop in Fargo, ND. We use the |atest website technology and tools to a. ]
Prima ry Cha nnel. jurnp-start your online success and achieve your website's goals and objectives ——
. Your new web design will have these success-building features and benefits: The Moorhead Center Mall needed

H an updated website design with a
Organic search v
g ' Visitor-friend vy Web De sign
Your visitors will move guickly and confidently around your attractive website while they shop or leam more .
aboutyour semvices We esig
- B
Target Audience: =
H H v SEO-friendly Architecture = E=. R
Sma I I_ to me d ium-si Zed We structure your web design so that search engines find it easy to visit and index your pages. This gets your
H "SEO-ready” i e marketing. The website design for Dan Cox and
bus'ness owners site teady” for search engine marketing. e ACIDAIC AR
v Content Management System (CMS) LR
makes it easy for you to add or delete website content as often as needed
. . .
Page Objective: o

V' Add-On Website Functionality B

make it easy and efficientto add more functionality to your site

Fill out the lead form
on the page.

L LS Many More Success-Buil Faaliires The Fiebiger, Swanson, West & Co.,
VP fany More Suecess-Building Features PLLP Accounting Firm wehsite ...
Trom The Web Shoppe, a top Fargo weh design shop. More »

+1 HLke 161

http://thewebshoppe.net/

Dr. Flint McGlaughlin: Now, here is a page and | think John is going to help us with this in a moment but
I need the audience to help me first. It also has done something, you know we have been picking on a
lot of pages and a lot of pages that you give us need a lot of work, this is an above average page too.
There are some significant weaknesses for you, but you have done some things right with the copy. Let’s
have the audience help us optimize the headline. Here we are. | am watching to see what they say and
then | will pull you up John. So, lawyers won’t let you say 50%, yes | understand that Jordy. We see that
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problem a lot, particularly with the banks. What about get 50% lower payments, John says, we're back
on the other one, but you got a good point, tell me about this one nonspecific headline, yes should start
they say with close more sales, interesting. The headline is vague, yes it is, what's the value for me says
Philippe, make your website a success says Scott, helps succeed says Marlyn, make your website pop
says Jenna, what you are actually writing headlines here, what is the company name says Vanita, good
point. Help your website succeed, Andrea said, she is moving towards a different point, good, you know
what, and Andrea you make a very good point, we could rewrite, | don’t know, help your website
succeed, lacks a lot of credibility, but it is way better than let us, why because the help is in the middle
and the last thing | would, let you do something, | want you to do something for me, | want to get
something from you, but it is the wrong way you start out a headline, keeping all that in mind John come
up here and talk to us.

John Cockburn: Once again certainly some great points brought out by the audience, but like we said we
are touching on the point middle issue here, clearly your website succeed this is the tangible benefit
that the user is looking for, this is why they are contacting you to look for this service, so obviously an
optimized headline could be increase your website performance, something to that effect, whatever
that goal is for the user. Another testing idea that might be valuable for the site if you notice, the sub-
headline in a smaller font stand out from your competition, attract more customers and close more
sales, this kind of communication if it was more prominent could kind of drive home those tangible
benefits to the user in dollars and cents of what they could accomplish by going through with this
service.

Dr. Flint McGlaughlin: Good point, excellent thank you John. All right, so those are some things. Now
just about the page in general, look you got a sub-headline good for you, but the problem is you have
got text that is difficult to read. It is like italics, it is the wrong color on that background, you have a
paragraph that is very difficult to read, it’s like a gray on the white. Then you have a bad color for your
bullets, visit a free friendly web design, none of that stands out and worst of all | can’t figure out the call-
to-action. | don’t know where it’s at. If it is at the bottom, where do | click, and if it’s not at the bottom,
it should be. Yeah, we don’t want the call-to-action in the flash banner, we want the call-to-action right
there at the conclusion of the conversation when you are ready to ask. We have taught about that
before, you need to sequence it properly, hopefully you can think about that and Shana submit us you
know more and we will look at more of this and see if there is anything we can do to help you.

Page Element #2: The Call-to-action

Dr. Flint McGlaughlin: Now listen to me | have less than a 17 minutes left and in those 17 minutes | am
going to pack the second critical point. We have talked about five errors in the first two inches, | want
to talk about five and | think it is five errors in the last two inches, and | have got to do it in 17 minutes.
So if you are ready, | am going to load the gun and | am going to shoot and we are going to shoot fast. |
would like to talk fast, but | do want to make this hour with you as rich as possible with insights and
practical advice, so let’s move on. Oh, by the way while | am doing that, there is a sticky note that is
right up here on the monitors that | am looking at as | am teaching and | have been told and | think it’s a
valid point, so | will do it. You know we are going to be in Denver in June for an optimization summit,

30 Copyright © 2011 MarketingExperiments. All rights reserved. \Q_/ mar keT | N g experimeni’s



Minor Changes Major Lifts

the last, is that correct no, no is it June, it's in June, see Paul you are wrong, | feel better, | feel stronger,
you are building up my confidence, | got the date right, thank you, | need it.

June is the optimization summit. We did one last year in Atlanta, where we had double the attendance
that we projected. All we did was reveal to you our latest research on optimization and then we have
marketers, no vendors from the platform. We had marketers on the stage talking to you about their own
experience as they tried to optimize learning pages, the good and the bad, the mistakes they made,
what they learned, it was better than | had hoped. We are doing it again. We are doing it in Denver and
we are doing it in June. May be you already know about it.

Please come and meet us if you can in June and by the way this is | don’t know if you can close up this on
the camera, try to hold it up like that, | am looking through the camera and maybe you can drill down
later, this is MECLABS internal marketing capabilities right here. This is our best. On the yellow sticky
pad, it says VIP special offer ends next Wednesday, you can save 700 dollars on your ticket. So next time
we might have, we are going to try the digital age. This is blue ink on a yellow sticky pad for those of you
who can’t see it, but they put here for me to remind you and | have done so gentlemen, all right, let’s
keep going.

Experiment: Background and design

ExperimentID: (protected)
Location: MarketingExperiments Research Library
Test Protocol Number: TP1444

Research Notes:

Background: A large online artist community seeking to sell premium
membership to its existing free subscriber base

Goal: To increase the number of paid subscribers

Primary Research Question: Which treatment will generate the highest
clickthroughrate?

Approach: A/B multifactor split test
Dr. Flint McGlaughlin: Page 2, the call-to-action, here we go. Test protocol 1444, here is the case study.

The goal is to increase the number of paid subscribers. Which treatment will generate the highest
clickthrough rate? We are now looking at the last two inches of the page.
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Experiment: Control

Control: Testing area

Year of the Bull
in Digital Art

Bust-A-Move
in Fan Art

SUBSCRIBE TO
Company Name NOW!

Remove ads, enjoy access to more
robust features, and experience
the way it was intended!

Choose a subscription package:

v)

Subscribe Now | Buy | Advertise Here

Dr. Flint McGlaughlin: Let’s look at the home page. You will notice that the testing area is in this right
hand corner. And there is an ability to subscribe and this is the control that you are looking at and on the
control you will see that button and above it the font field and some text.

32

Experiment: Treatment

Hey I
in Desic

al

iign:

Treatment: Testing Area

m the Devil
< & Interfaces

e Newest: @ Popular
8 hours 24 hours week 1 month Al Time Way Back

Get Premium Access to

CompanyName

Experience all the robust features that a
premium access has to offer:

» Get up to 120 pictures per page
» Browse with No Ads
» Browse Way Back all the way to 2000

Chose a subscription
[ 1Year v|

Upgrade to Premium Access |

Joinlow | Buy ~ Advertise Here
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Dr. Flint McGlaughlin: Now, let’s keep going because here is the treatment testing area and | want you
to know if there is a difference. Upgrade to premium access and look at all the value packed in there,
get up to 120 pictures per page, browse with no ads, browse you know, the reason you see the white
box is of course we are anonymizing the company, but you should be able to see that this right hand
part, this call-to-action, even though it is on this right hand side, has been modified and it has been
modified by bringing a lot more value.

Experiment: Side-by-side

Control Treatment

&% Newest @ Popular

(x] 8 hours 24 h¢ 3 days 1week 1month All Time
SUBSCRIBE TO
Company Name NOW'

Get Premium Access to
CompanyName

Remove ads, enjoy access to more

robust features, and experience

the way it was intended Experience all the robust features that a

Year of the Bull

in Digital Art premium access has to offer:
Choose a subscription package: s o
A € g $4.95 Billed Every Month v » Browse with No Ads
(& ,,,a( *3 » Browse Way Back all the way to 2000
X an Subscribe
({'&7 o ¥ Chose a subscription
a3 )

1vear &8

2 4

5.7
/,i@‘r Subscribe Now | Buy. | Advertise Here
S g

Bust-A-Move
in Fan Art

Upgrade to Premium Access

Join Now | Buy Advertise Here

Dr. Flint McGlaughlin: Let’s look at them side by side. On the left and on the right. Look at the
difference in those two presentations. It's not that dramatic other than the color, but there is a big
difference in the thought sequence.
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Experiment: Results

45% increase in clickthrough

The new CTA design improved clickthrough rate by 45%

- Relative Difference | Statistical Confidence

Control 0.02%

Memeoooo2-

Treatment 0.03% 45% ...I 99%

\/ What You Need to Understand: By adding value near the call-to-
action, the treatment was able to generate a 45% higher clickthrough
rate (a major lift, considering the amount of trafficto the homepage).

Dr. Flint McGlaughlin: What does it produce? A 45% increase in clickthrough. What do you understand?
By adding that value near the call-to-action, the treatment was able to generate this significant increase.

Crafting an Effective CTA

(& Key Principles

PRINCIPLE #1: Behind every call-to-actionthere is a perceived cost for taking that
action. By either reducing the perceived cost or increasing the perceived value in
the button copy, we can generally observe an improved response.

PRINCIPLE #2: To help us create effective calls-to-action, we can learn to avoid
these five common CTA errors:

ERROR #1: A CTA without implied value

Dr. Flint McGlaughlin: What else can we learn from that? Well, here we go. Key principle #1. Behind
every call-to-action, there is a perceived cost for taking. There is no such thing as free on the internet,
you want my click, you want my e-mail address, you want my attention, you want my acceptance, you
want something. And | have to trade that for whatever you are offering and because of that, we need to
be careful that we have fully assessed what the customer perceives the cost is and we need to be careful
that we have done something to make certain that what they receive in terms of value exceeds the cost.
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| wish | had a white board. | was writing for a book coming out, it is called The Marketer as Philosopher.
There is a lot of Aristotle and Plato, but lots of pragmatic also. This is how it applies to the marketer
coming out of that book. It is not like our benchmark guides, our reports or our handbooks. This is
made for the marketer who wants to spend some time thinking about who they are and what they do in
their profession. When that book comes out, we will share more with you. But | was writing today, one
of the things that | wrote in a diagram was you know why should | say yes to your offer?

Dr. Flint McGlaughlin: And the answer is because of “p”. You should think of this in your mind. A capital
“V" ,a greater than sign “>”, and then small “p”, capital “C” (V > pC). What does that mean? It means
because perceived value is greater than perceived cost. In the end, all of marketing comes down to
communicating that, it always does. | am offering you something. It costs you something if | want you to
say yes, | have to show you. In fact it is not enough that the value does exceed the cost, you have to
perceive so and all of that plays in as we think about the call-to-actions. So let’s look at these five
mistakes and we are at 11 minutes. We are going to go fast in 11 minutes. Here is the first one, a call-
to-action without implied value, what does that mean.

Error #1: A CTA without implied value

Example
...but this
Not this Set up your FREE access to
— * Search our business and consumer database
To receive your * ree Leads, fill out and submit
the form below. Once received you will be contacted by ® Preview leads, get a quote, and download lists
one of our business consultants. ® Build a list 24 hours a day 7 days a week
*FirstName || alized online senvice to assist you
*LastN
*Company 0
e IN CONVERSION e
*Email Address
inaans
r;Phci’ne QUALYS.
r
umbe: phOﬂCI Secure Site
Once your information is submitted your password will be
emailed to you.
[ Get Free Access ’
' i,  100% Satisfaction Guarantee
Guarantee )

Dr. Flint McGlaughlin: Well, let’s look at an example. This is actually from one of our research
experiments. | know as soon as | see it. Let’s read it. To receive your 500 free leads asterisk, which
means hey, there is a catch. And by the way we are going to put in red so that you are scared because
you should be scared, because there is something wrong here. That’s the wrong color and that’s the

35 Copyright © 2011 MarketingExperiments. All rights reserved. é_/ mar |<et | N g experimeni‘s



Minor Changes Major Lifts

wrong way. Fill out and submit the form below, once received you will be contacted by one of our
business consultants, that is what we say as a marketer but that is not what the prospect hears. What
the prospect hears is fill this out and we are going to spam you for the rest of your life and we are going
to pester you with phone calls and by the way you don’t even get these leads unless you buy some from
us. That's what it sounds like. And then they have a button, is there any value in that button.

| will give it some credit. There is hardly a negative. It doesn’t say submit, fall on your knees before the
lords of marketing and admit we defeated you with our superior values, persuasion, and logic and Paul
you don’t even laugh anymore at that, but it doesn'’t, it doesn’t say register, it doesn’t say sign over your
power of attorney or promise us your next of kin or your first born child, but it doesn’t offer anything
either. It just says click. Now look at the new one and look at the difference. | am moving fast. The
second version produces a 200% increase, think about that, but look at the difference, it’s all about
value and the value is packed all the way round.

Error #1: A CTA without implied value

Live Optimization

@Buck ‘a:w p—

Supplements

Target Audience: [ wame | estese | deaemel | mdadmc | oew | Setstiam |
M/F 20-50 Iooking to Search entire store here...
lose weight, get fit or
maintain an overall
healthy lifestyle

G et R ' p pe d Every guy wants to look better, be more fit and feel energized

NOW 10BuckSupplements is the only place on the interet where you can get all of

» that for $10 per supplement with free shipping. Start getting ripped and start
fo r $ ‘I 0 saving money. For only $9.95 a month you can not afford to wait
s ’
v L

Only $9-95 per month for access to all of our Name Brand Quality Products plus FREE SHIPPING!

|t

Page Objective:
Entercredit card info
and click to purchase
product.

http://www.10bucksupplements.com

Dr. Flint McGlaughlin: We can talk more about that but let’s keep learning errors and let’s look at
somebody’s page. Adam. | almost feel like I am going to have to just zip, guys are you okay with that
because of our time, | think we are going to run out. | would rather get through all the points. Solam
sorry because Adam is better looking than me, John is smarter than me and you are stuck with me for
the next 7 minutes.

In fact that’s actually Adam with his shirt off in that picture. Get ripped now for 10 dollars. Now you
know the image is doing something it is supposed to do, although that’s not a good version of ripped. |
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mean you know you are covering up abs, and when | think ripped, | think abs, but that’s a different
issue. We can talk about how to improve the image and test the image, but here is the real issue
because this is all we are talking about, we are not talking about the ads, we are not talking about the
headline, we are not talking about the layout of the page, by the way the layout of page is wrong, two
evenly weighted columns. The headline is the beginning of a good headline, but we don’t cash it in, the
banner at the bottom is wrong and | would be really concerned about all that nav at the top unless | had
to have it, but everything right now is about that button. Buy now.

Dr. Flint McGlaughlin: Now ask yourself a serious question, they may come up with a television ad or
there may be a reason why you think they are ready to buy, but in almost every case you are asking for
too much too soon without explaining, without helping me understand the value and there maybe again
something | don’t know, we could really help this page. You could see a dramatic increase. | am not
ready by now, but | might be ready to learn more.

This is the equivalent of walking up to the girl in the bar and you heard me say it before right after work
today and presenting the ring and saying will you marry me, she doesn’t even know you, she is not
ready, you are lucky if she will even turn her body and open up and body language and let you have a
conversation, but | will guarantee if you don’t get a conversation, you are not going to get a yes, unless
you are waiting really long for her to be there for a really long drunk time, then | don’t think that
accounts right against the rules, Adam | hope for you if that works out, but for most of us we can’t do it.
Buy now is the wrong thing.

Crafting an Effective CTA

(& Key Principles

PRINCIPLE #1: Behind every call-to-action there is a perceived cost for taking that
action. By either reducing the perceived cost or increasing the perceived value in
the button copy, we can generally observe an improved response.

PRINCIPLE #2: To help us create effective calls-to-action, we can learn to avoid
these five common CTA errors:

ERROR #1: A CTA without implied value
ERROR #2: A CTA among several other CTAs

Dr. Flint McGlaughlin: so let’s look at another error. We have 7 minutes, we got five errors. So let’s go
fast. A call-to-action that’s among several others, | see this all the time.
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Error #2: A CTA among several others

Example

Call Now! EBEETEETO

IN MONTHLY CLIENTS

357%

Dol need help? X " - . We Can Help You To:
© Understanding Debt E Pay off your debt faster
o St (Consonan? withn 3640 monihs
ooy N Reduce nterest rates and
o SatErmion s posgnods

s oty a0

Debt Management rebuild your credit
o Wit Ot Marsoomert?
pSrmrwerrmm—— . C.odit Cou
e
© Success Stories

Credt Counseling
o C1o Cosnesio Saaskn
© How 1o choose 9 cragt

i
(oS
e oon v
o Budget Bazcs Creditor [Seect Cregtor v[s0.000 -
© Creat Bascs [Soect creator S[sooe V)
o Cescons
. —
* Seimvas
g Already started your analysis? Lt here to finish. e
o Maminoe Emg Remmorc Comeiee Frequently Questions
© uitary & Learning Center &/ Why Choose Us 1f you have questions about
& Saveg Money = cett management, piease
® Travel Get Free Educatve Member B88 since 1996 vist our FAQ's section and.
© Youn & Uooey Booklets.  Several 1500012000 Registered You may fd the snswer.
topics available.

e s peessmarEries o W —
© Bookiets PDF Format =
© pieractive Courses " Learn moxe Share with a Friend
of 1 F'P' Give the gt of knowledge
g rermererey el o e wibah wih

#] Financial Calculators kihorrie dpeiyimes
How much s ou o catc T
your debts? The Wedding Planner

@ In The Spotiight =

B Howard Dvorkin's. _.4 &)
New Book ‘
AT "crocaven: vowTo Freedom ‘..."'., (@- AB
B Dig Out Of Debt” Consoldated Credt Counseling ==
More () s the only organaation offerng e
e Fredomuent rogrm )
|
Learn moce p3 )
i Resgurces | Bo Career i
e

We can consolidate your debt into a single low-interest monthly pay-
ment that will save you thousands of dollars and speed the process of
paying off debts.

Over a period of time, you will improve your credit score because you
will be making consistent monthly payments to your creditors.
Our Debt Management Program Will Help You:

* Cut you monthly payments by up to 50%

* Avoid bankruptcy and rebuild your credit

* Reduce or eliminate your interest

+ One easy payment

Start the Path to Freedom from Debt
[ —
[ —

Email [

Phone Number

saw [ ]
Your Creditor Information
[Select Creditor =) [sAmountOwed | [PastDue =]
Add More Creditors

at;t;ou} Free Co;ullation

Consoiidated Credit Counseling Services, Inc.,
was founded in 1993 and has an A+ ratting with
the B85,

@ & =0 5.

Dr. Flint McGlaughlin: Look at this, not this, there is call-to-action all over that page, every place you see
a link, every place you see a button, what part do | listen to? What voice do | listen to? Remember
people don’t buy from websites, people buy from people. This is a conversation in their mind unfolding.
They need to hear a single voice, they don’t need to hear a whole bunch of people shouting at the same
time and asking for action and that's what is going on here, but this, here is the optimized version. Can
that page be improved, yes, but look guys look this is an experiment. This isn’t just a bit of advice. The
page on the right makes 357% more than the page on the left, that’s a good enough reason to consider

some of the things we are talking about | hope.
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Error #2: A CTA among several others

Live Optimization

callustol free (800) 709-0045
Monday-Friday (9am-5pm) EST

Sign in First & Start Shopping or Register | & Your cartis empty

Target Audience:
Home New Products Specials Featured products View Cart
Expectantand new
sdvanced Search BLOG | GIFT REGISTRY | ABOUT US | CUSTOMER CARE | GIFT WRAPPING | SHIPPING | EMBROIDERY | CONTACT US
mothers. = — ——
allable ree sSnipping over $125 Language: English % Currency: US Dollar v
Page Objective:

i visi NEED
Click to another page 3 vilourtacebook R @ quick gift?
with more detail/next Pl ) ——

Give a baby GIFT SET!
Steps_ o

Baby shower? |
Shop Now

Give a baby GIFT SET!

http://www.namelynewborns.com/store/

Dr. Flint McGlaughlin: We are still learning by the way, we don’t have all the answers. These were
insight from looking at thousands of experiments. | am embarrassed what we don’t know, but as we
learn we are trying to share with you. Here is a page submitted, it was submitted by Denise and Denise,
we are looking at the calls-to-action, look how many, look how many, with on text, no meaning, no
communication, not even a headline and | hope Denise you don’t see this as a negative, to meit's a
positive. If you are making any money whatsoever through this page, think about what you could be
making if you plug these leaks, mostly at MECLABS, we’re plumbers, coming in and fixing the leaks. | am
trying to give you some tools today so you can go back and plug some of your own.
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Crafting an Effective CTA

(& Key Principles

PRINCIPLE #1: Behind every call-to-action there is a perceived cost for taking that
action. By either reducing the perceived cost or increasing the perceived value in
the button copy, we can generally observe an improved response.

PRINCIPLE #2: To help us create effective calls-to-actions, we can learn to avoid
these five common CTA errors:

ERROR #1: A CTA without implied value
ERROR #2: A CTA among several other CTAs
ERROR #3: A CTA among evenly weighted CTAs

Dr. Flint McGlaughlin: All right, let’s keep going, all right, good, by the way audience | see your advice,
you are in the habit now, even when | don’t ask for, you start optimizing, | love it, two blue nothing
stands says Igor, feel free on any of these treatments to keep giving me your thoughts. All right, here is
next error and | have 5 minutes. A call-too-action among evenly weighted CTAs, look Paul, | have 5
minutes, | can do 12 more of these, give me some more points ready. Error 3, a call-to-action that’s
evenly weighted. It’s a big error that we see all the time.
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Error #3: Evenly weighted CTAs

Example

Not this...

Experience the Electronic Edition today.
e Click on the 'Buy Now' button to get started. You'll be taken to a
purchase options page.
. Choose today's issue ar a subscription option.

nically, you'll be asked to
Stand reader software.
64 A) 15 FREE Sample I
IN CONVERSION

)
..but this

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

Confirm My Subscription Learn More
- >y

Dr. Flint McGlaughlin: This is an old experiment we did with the New York Times. We are still running
with the New York Times all kinds of experiments and tests, but this is a very old one. See the buttons?
Three of them evenly weighted. Here is the new call-to-action, one of those was a pre-checked regular
box and so by the way, | don’t like the text. We later improved the text and saw another increase, but
just look at these two top to bottom and look at this. The bottom produces a 64% increase and by the
way the next test produced a 541% increase. And that’s by getting the text clear, but for now look at
those evenly weighted calls-to-action. They are hurting your conversion rates and | see it all over the
internet.
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Error #3: Evenly weighted CTAs

Live Optimization

Schlumberger o

Services & Products  AboutUs  Investors Newsroom HSE  Careers Alumni  Resources

CASE STUDY CASE STUDY CASE STUDY

.
Target Audience:
.
customers anie Se sic Team dilsto 70 and The ULTRADRIL system was
A [] [] B [:n t t scanning platiorn cements well without los used to il ive.
VSP helps illuminate lateral variations of thin sand and shale ® LEA EN ESPANOL ® LEA EN ESPANOL
. -
Page Objective: P
CI | c k t o an Ot h er page Schlumberger has worked in the Latin America region for more than 80 years, contributing to the development of national oil
p g and gas industries. Over these years, we have leamed the importance of integrating local knowledge with global expertise to <) [Fiidd'a Local Office »
. . meetthe diversity of challenges, from heavy ol ields in Venezuela and Colombia to the presalt plays in Brazil
Wi t h more d et ai I/ n ext Providing the technology and expertise necessary for optimal production in the deep waters, mature fields, and shale gas
reservolrs across Latin America, Schiumberger strives for excellence in each and every operation and aways in a more safe si to stay informed
t and environmentally friendly manner. ign l:ﬁ.”ﬁ ‘S,,flyn\'"f‘l""“’

Browse our resources to learn how we can help you

Research & Technology

* Case Studies * Brochures * Research & Technology
de |in Latin Am English | Espafic Brazil | Venezuela
* Industry Articles * Product Sheets * Tradeshows & Events
fe | in Latin America | en Espafiol Jlish | Espaiic gwide | In Latin America
* Technical Papers * Oilfield Review * Oiffield Glossary ¢

swide | in Latin America English | Espaic

http://www.slb.com/latinamerica.aspx

Dr. Flint McGlaughlin: And there is one right now submitted by Adam and no, by Simone. And Simone
there is a lot of things about the page that | like, but those two buttons on the right are evenly weighted,
which means | have to stop. There is a kind of cognitive momentum when | move through a page. And
what you want is an increasing velocity, you don’t want a decreasing velocity and on this page you have
to stop and make sense of which one. One should be dominant over the other. The other could be a
blue text under link underneath it. The other could be slightly smaller. But there are a lot of ways to
make it not even but at the present it is mitigating your conversion rate. So there is an example of
evenly weighted options. Lets keeps going and by the way | would like to talk more about this page. It’s
a very interesting page. There are some things you could do to actually get the page producing more,
but again | have how many minutes do | have Paul? | have 4 minutes. Wow.
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Crafting an Effective CTA

(& Key Principles

PRINCIPLE #1: Behind every call-to-action there is a perceived cost for taking that
action. By either reducing the perceived cost or increasing the perceived value in
the button copy, we can generally observe an improved response.

PRINCIPLE #2: To help us create effective calls-to-action, we can learn to avoid
these five common CTA errors:

ERROR #1: A CTA without implied value
ERROR #2: A CTA among several other CTAs
ERROR #3: A CTA among evenly weighted CTAs
ERROR #4: A CTA “above the fold”

Dr. Flint McGlaughlin: All right, | am on four. Here is the fourth point. A call-to-action that is above the
fold. I like pointing this out, you have heard me say it before. | like pointing it out because it is not really
about this problem with your CTA above the fold. It’s about thinking in the old way. Thinking and doing
something just because somebody else did it. In the newspaper days we always learned to call-to-action
above the fold. The website is not a newspaper. And | have seen so many companies rush to place call-
to-action above the fold because that’s what they heard they have got to do. That can hurt your
conversion and here is why. If you walk into car dealership tonight and the car guy introduces himself,
says hi, points out three cars and says if you can make a decision in the next two minutes, | can sell you
one of those cars. What you are going to do? | am just going to get my car and leave, find somebody
that gives me time to make a decision. | am not ready yet, | don’t know enough, you force me to choose
yes or no, answer is no. | am gone.

Dr. Flint McGlaughlin: If your new to this, you haven’t heard all this before, and | am just touching on
illustrations we’ve used in the past because they help you learn, but if you have been on a call with me
before, you may have heard this and | will just touch it for a moment and you have my deepest
sympathy for having to hear it again. But if you go back to the bar at night and you walk up to the girl
and you grab her by the shoulders and kiss her on the lips, you don’t even know this girl, you want to
meet her, she is beautiful, she might be your next wife, so you kiss her on the lips, you are probably in
trouble. You are probably out of the bar. The problem is you got the call-to-action above the fold. You
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forced her to choose and she has chosen and that’s when she calls for the bouncer. You push too hard

too fast and marketers we do this all the time.

Error #4: A CTA “above the fold”

Example

Not this...
ﬁﬂdﬁ,ﬁ&m

Choose an Attraction

Aquatica

Busch Gardens

Discovery Cove
Gatorland

Halloween Horror Nights®
Kennedy Space Center
Makahiki Luau

Orlando FlexTicket
Richard Petty Driving
SeaWorld

Universal Orlando Resort

Walt Disney World Resort

EhockRate S ) McAfee
Vetbededtworty () & SECURE
108/10  verl TESTED 30-AUG

from us?,

@ No credit ices, guaranteed

o Real et rotvouchers s OB A 873 0060

Home ' ContactUs = AboutUs | Customer Services = Shopping Basket ¥

Em——

Universal Orlando Resort

2-Park Bonus Ticket

Date of ticket use
Map to Universal Orlando Resort 5=l e =l oo
View our feedback Adult £83 o =]

CHMETT -9y [0 =]

O sHARE M EE_

Universal Orlando® Resort offers 14 consecutive
days of fully loaded fun, here you will discover 2 great
theme parks and a fantastic experience at Universal
Citywalk®. If you've always wanted to be a film star or
action hero Universal Studios® Tickets open up the
perfect theme park for you. Get blown away on the
exhilarating rides which will immerse you in some of
your favourite movies

If that wasn't enough, explore Universal’s Islands of
Adventure®. This incredible theme park is jam packed
with thrilling innovative rides that will leave you
flabbergasted.

After spending the day at these 2 unbelievable theme parks, why not unwind at Universal
CityWalk where you can enjoy the fabulous shops, restaurants and live entertainment.

There are a great range of Universal Orlando tickets available to maximise your enjoyment on
your Florida haliday, so book your tickets today.

Dr. Flint McGlaughlin: Look not this, you see here.

away through it and but this, look at the difference,

backwards, but | am not really good at this, so they

Look at the top of the page. We are going to look
let’s go back, | am sorry, | am trying to go
have to have an idiot proof clicker, thank you, thank

you, | have, you can’t see this, | am in the studio, | have lots of monitors and Paul just showed me that |

am looking at the wrong monitor, yours is moving,

but then when | am clicking, it is not moving, all right,

they do this to confuse me. The call-to-action is above the fold here, way up above the fold.
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Error #4: A CTA “above the fold”

Example

0844 873 0060

*Make & booking on FloridaTix and automatically receive 1 FREE $10 Planet Hollywood Youcher, Not valid with any
other offers or discounts, One voucher per party/booking. Yalid at Planet Hollywood Orlando. Expires December

2010

About the Ticket

* UNLIMITED admission to Universal Studios ® Florida
and Universal’s Islands of Adventure® theme parks
for up to 14 consecutive days.

® Plus UNLIMITED admission to Universal CityWwalk@® for
the length of the ticket!

s tickets are not valid for separately ticketed events,

Man Group

MC Universal Cineplex 20 or the
quire ages 21 or
trictions apply and

2 Park Bonus Ticket
Date of ticket use

23|w| u (v 2010 v]
Adult £84 o v/
Child £78 (3-9yn) o (v|

BOOK TICKETS »

20%

IN CONVERSION

Dr. Flint McGlaughlin: And look now it’s down below where it belongs and what’s the difference? A 20%

increase in conversion.
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Live Optimization

Primary Channel:
Affiliates and Google
Adwords

Target Audience:
General

Page Objective:
Download a piece of
content.
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Dr. Flint McGlaughlin: Now somebody submitted this and by the way it might be that somebody when
they land on the page and this came from Rand, Rand when you landed on the page, maybe you totally
sold them on television. They don’t need anything else, just getting to download. But if not, you have
got these people making the choice before they even know enough to make the choice. | am not going
to download now. Even though you have got a headline, the most downloaded translation software in
the world.

Let me share what Paul does in these clinics and look | want you make sure this on the final edit so that
people have some empathy for me, give me that board, or we just erase it. Oh, Paul sits there, okay, he
is very smug at the control panel in his flip flops and bony long toes and he has a board and he holds it
up like this. He holds it up like this, the whole time | am trying to teach, some of the things he writes are
rude, some of them are insulting, this is one that says you got 1 minute left. But you never know. What
you never know what Paul is going to write on the board and here at MECLABS we are hi-tech. The most
important monitor in the room is by Paul. Paul | will give you back your analog monitor. In the
meantime, back to this and here is the point, don’t get the call-to-action above the fold instead, put it
when they are ready for it.

Crafting an Effective CTA

(& Key Principles

PRINCIPLE #1: Behind every call-to-action there is a perceived cost for taking that
action. By either reducing the perceived cost or increasing the perceived value in
the button copy, we can generally observe an improved response.

PRINCIPLE #2: To help us create effective calls-to-action, we can learn to avoid
these five common CTA errors:

ERROR #1: A CTA without implied value
ERROR #2: A CTA among several other CTAs
ERROR #3: A CTA among evenly weighted CTAs
ERROR #4: A CTA “above the fold”

ERROR #5: A CTA that asks for too much

Dr. Flint McGlaughlin: And the final point in my last 45 seconds a call-to-action that asks for too much.
So a bit like the kiss in the bar, not only is it too soon, but it is too much. It is too soon because she is not
ready to talk about marriage and she is not ready to give you kiss, but it is also too much because you
are asking for before. She might be ready later, but she is not now. That’s the whole point.
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Error #5: A CTA that asks for too much

Example
xamp Not this...

Price: $109*

Price: $169*

Price: $199*

Price: $109*

Dr. Flint McGlaughlin: So not this, become a member, become a member, become a member, become
a member, become a member, but this continue and continue a lot safer, | will continue but | am not

...but this

81%

IN CLICKTHROUGH

ready to become a member yet, | want to learn some more. An 81% increase.

Error #5: A CTA that asks for too much

Live Optimization

Primary Channel:
Search engine traffic,
word-of-mouth, social
networking

Target Audience:
Consumer homes with
children, age 30-50

Page Objective:
Entercredit card info
and click to purchase
product.
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Dr. Flint McGlaughlin: And look Steve, submitted by Steve, you didn’t think we would get to this, but
mycommunityfoods.com, welcome to community foods, order now, you see the button. It’s just too

much too soon, there might be way to ask for less and get more. Now we could talk about the page

because Steve, you have figured out from this that you need a headline and a sub-headline and your
paragraph is too long and these bold font and that great big truck is in the wrong place on the page,

there is a lot we can do to help you with this, but we focus at this point on the order now.

Summary: Putting it all together

—— e e e e o e e e e e e e e e e e e e e e e e e e

- ~

/"C& Key Principles N
PRINCIPLE #1: To help us create effective headlines, we can learn to avoid these
five common headline errors:

ERROR #1: A headline that is too clever

ERROR #2: A headline that sounds like a title

ERROR #3: A headline in the form of an empty question
ERROR #4: A headline without a sub-header

ERROR #5: A headline that is point-middle

PRINCIPLE #2: To help us create effective calls-to-action, we can learn to avoid
these five common CTA errors:

ERROR #1: A CTA without implied value
ERROR #2: A CTA among several other CTAs
ERROR #3: A CTA among evenly weighted CTAs
ERROR #4: A CTA “above the fold”

— o m mm Em m mm mm Em mm Em Em Em Em Em Em Em Em Em Em Em Em
- mm mm Em Em o Em Em o Em Em Em Em Em Em o Em Em Em Em Em Em

h ERROR #5: A CTA that asks for too much

Dr. Flint McGlaughlin: All of that leads to this slide, this is my last slide and | have, there is no way | can
teach the next thing, Daniel is showing me because in the next of it, and you can sign up for this now
and you know, | am not selling, we don’t charge for these, but we have only have 1000 seats and we
often will have 1500 to 2000 people register for one of these events to try to get online. In the next one,
| am going to see, you can see on the slide behind me here the 5 errors under each point, what'’s
missing, we got the top 2 inches and we got the bottom 2 inches, | am going to teach you in the next
clinic is what to do in the middle, how to get that part right, that is too complex to do in this particular
clinic. We are going to talk about friction lot of things related to the middle in your presentation.

For now, | hope that you found today helpful, if so the only thing we ask you to do is to tell a friend
because we want to build the world’s largest community of marketers, running experiments, testing,
and learning together. | also want to thank John, John you got your wings today and Adam you have
done this many times and guys | apologize that | didn’t go through everything with you, but it was just
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that the speaker was so long winded, we had a problem. Thank you all, | appreciate your trust and we
will be back with more.
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