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THE SMART GUIDE TO ECOMMERCE LANDING PAGES

IS THIS BOOK RIGHT FOR ME?

Not quite sure if this ebook is right for you? See the below description to
determine if your level matches the content you are about to read.

INTRODUCTORY I

Introductory content is for marketers who are new to the subject. This content
typically includes step-by-step instructions on how to get started with this
aspect of inbound marketing and learn its fundamentals. After reading it, you will
be able to execute basic marketing tactics related to the topic.

INTERMEDIATE IIaaammms THIS BOOK

Intermediate content is for marketers who are familiar with the subject but have
only basic experience in executing strategies and tactics on the topic. This
content typically covers the fundamentals and moves on to reveal more complex
functions and examples. After reading it, you will feel comfortable leading projects
with this aspect of inbound marketing.

ADVANCED -

Advanced content is for marketers who are, or want to be, experts on the
subject. In it, we walk you through advanced features of this aspect of inbound
marketing and help you develop complete mastery of the subject. After reading
it, you will feel ready not only to execute strategies and tactics, but also to teach
others how to be successful.
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Increase your online sales
using landing pages

With Unbounce, ecommerce marketers can create click-through
landing pages for their marketing campaigns quickly and easily, without
developers.

Unbounce makes it easy to test the tips in this book without ever having
to touch code.

> Build a high-converting You can try Unbounce for free.
ecommerce landing page The first month is on us.
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Introduction

You’re a savvy marketer. You have leads. A boatload of leads, hopefully.
You spent a great deal of time building your list by running contests,
getting blog subscribers, giving away buyer’s guides, or gathering contact

information in your brick-and-mortar store.

Jump over to your website. What’s happening there? Diddly squat. It’s
not a traffic issue, you have lots of visitors. The problem is that they’re not
converting, not buying. They read your blog and browse your products, but

something is preventing them from pulling out their credit cards.

The solution? Take your leads, warm them to the idea of buying from you in a

not-pitchy, non-salesy manner, and send them down your sales funnel.
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THE SMART GUIDE TO ECOMMERCE LANDING PAGES

Take a look at the diagram below. It shows a surprisingly simple system that will

result in more conversions (purchases) from your marketing campaigns.

DRIVE TRAFFIC
TO CUSTOMER

PERSUADE VISITOR E CONVERT VISITOR
TO BUY |

%E PPC

Thank
o) You Page

—)
BN Email =
—)
—_—p

What’s the breakthrough here? Using landing pages that are designed to convert,
rather than the usual product page. Landing pages can be designed precisely to
address the needs and desires of your visitors and really engage them to the point

where they make a purchase decision.

So what’s a landing page? What types of landing page are there? And how do | build

one?

Let’s get started with some smart marketing...
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What is a Landing Page?

In the purest sense, a landing page is any web page that a visitor can arrive at or

“land” on.

However, when discussing landing pages within the realm of marketing and
advertising, it’s more common to refer to a landing page as being a standalone web

page separate from your main website.

These are sometimes referred to as “dedicated” or “promotion specific” landing
pages, and they’re what we’ll be discussing throughout this guide. Dedicated
landing pages are designed to have your marketing prospects complete a single

objective or “conversion goal,” which is the objective of your marketing campaigns.

There are 2 basic types of landing page: Lead Generation (also referred to as Lead

Gen or Lead Capture pages) and Click-Through pages.

WWW.HUBSPOT.COM @ WWW.UNBOUNCE.COM @OG i issinsansensisinsnnaisnsvss ssusnsidl) SHARE EBDOK


http://try.unbounce.com/for-ecommerce-landing-pages/?utm_source=Partnerships&utm_medium=Ebook-CTA&utm_content=landing-pages&utm_campaign=Hubspot-Ecommerce-Ebook
http://www.linkedin.com/shareArticle?mini=true&url=http://hub.am/1bEgy4L
http://www.facebook.com/share.php?u=http://hub.am/1bEgy4L
http://clicktotweet.com/4flBd
http://www.hubspot.com

9 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

- Lead Generation Landing Pages

Lead gen pages are used to capture user data, such as a name and email address.
The sole purpose of the page is to collect information that will allow you to market
to and connect with the prospect at a later time. Every lead gen page will contain a
form along with a description of what you’ll get in return for submitting your personal

data.

There are many things you could offer a prospect in exchange for their email. Some

common offers are:

. Contest entry

. Event registration

. Consultation for professional services
. Discount coupon/voucher

. Customer survey or poll

. Free trial or estimate

. Physical gift (via direct mail)

. A guide (such as a buyer’s guide)

© 00 N O O A~ WO N =

. Notification of a future product launch or arrival
10. Ebook or whitepaper

11. Webinar registration
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10 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

These are likely some of the ways you have gathered many of your existing leads.

Although lead gen landing pages are critical to building a list of leads, they’re not
something we’ll cover in this ebook. For more information on lead gen pages, check

out Unbounce & Hubspot’s Smart Guide To Lead Generation.

The image below shows a great example of a solid lead gen landing page.
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11 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

- Click-Through Landing Pages

Click-through landing pages have the goal of persuading the visitor to click through
to your site’s shopping cart or checkout. They’re typically used in ecommerce
funnels to describe a product in sufficient detail so as to “warm up” the visitor to the
point where they’re closer to making a purchasing decision. The conversion goal for
any ecommerce click-through page would be a click on the “purchase” or “buy now”

button.

A click-through page will resemble your product page, with a couple of important

differences:

o There should be no global navigation to tie it to your
primary website. Limiting the options available to your
visitors helps to guide them toward your one intended

conversion goal — a purchase.

o Similarly, there should not be any other links on your
landing page to distract your visitors and potentially lead

them away from your conversion goal.

o Your landing page will match the message of the
marketing material that you’re distributing, making it more

relevant to marketing leads.
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12 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

Click-through pages represent the final stop in your sales funnel before the purchase
transaction begins. After your marketing channels pour people into the funnel and
push them down, they’ll spend a critical few moments on the click-through page

before entering their credit card information in your checkout process.

The image below shows an example of a click-through landing page.

-
S WSS sMARTYPANTS

i As SeenOn
\ Helping Parents Raise Healthy Brains &g S msnbe
- : Founded by Parents
[ - - All-in-One Kids SmartyPants Gummy

SMARTYPANTS  Myulti-Vitamins with Omega 3 DHA & Vitamin D
Click to Buy!

Pediatrician-

V20 Grout Tasting Gummies

Tastes groat
——ice, Learnmoreabout SmartyPants Approved
sugar per * Eco-friendly non-tuna Omega 3 fish oil with DHA *Good nutrition is key to
% a child's haalthy brain

Thare B0% LESS  © Medts 100% of the US ROD1 of Yitamin [ with 13 other key

development. As a
sugar than in a ‘nutrients, including choling
glass of

pedialrician, | know how

unsweclensd 5 h Corn o hard it is to get children
Cappn! swestanars, only o::'* Cans Sugar to eat & well-balanced diet, especially for
hard to get nuirients ke Omega 3 DHA
* Made In California with Natural Flavers & Colors and Vitamin D that are key fo healthy
development. SmartyPants helps
* Get Health, Give Health: Every time you buy SmartyPants, parents ensure their children get
Hids love ‘we maks a matching 1-ta-1 nutrlent grant to a child most in all the nutrients lhﬂynm'
T — ‘need through gur parinership with Vitamin Angsls :
(Geood for g
Parants too)
vilaman angels

What Parents Are Sayingabout SmartyPants  What'sin SmartyPants

b st s SN
Supplement Facts

Fa) S b St 0

=y

N

|
i

Jenniter C. Los Angales, CA =
“Tam o] 0 Tnally Nava an *1 A T ypa of mom Mat B o L
2 nega-3 s

i
I
!

g

which reay helpa” [ ———" m— e rr\
e oy [ £
Do aoid

WWW.HUBSPOT.COM @ WWW.UNBOUNCE.COM @ 0 G S N 6 i A ® SHARE EBOOK


http://try.unbounce.com/for-ecommerce-landing-pages/?utm_source=Partnerships&utm_medium=Ebook-CTA&utm_content=landing-pages&utm_campaign=Hubspot-Ecommerce-Ebook
http://www.linkedin.com/shareArticle?mini=true&url=http://hub.am/1bEgy4L
http://www.facebook.com/share.php?u=http://hub.am/1bEgy4L
http://clicktotweet.com/4flBd
http://www.hubspot.com

13 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

Why Smart Marketers Use
Landing Pages

Simply put, using landing pages as part of your marketing campaign will increase
your conversion rates — that is, they’ll generate more sales from the marketing

you’re already doing.

The most significant benefit landing pages offer over a regular product page is
that your landing pages can match the messaging presented from your marketing

campaigns.

Most visitors are impatient and will leave your page within a few seconds of arrival if

they don’t believe they can quickly and easily get what they came for.

II,
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14 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

- What Is Message Match?

Message match is matching the heading of your landing page with the headline of

the ad or piece of marketing your visitor clicked. Not very hard, is it?

The hard part is to write a compelling headline in the first place. After that, matching

the message is dead simple.

The real secret is to use a dedicated and focused landing page for your marketing,
so message match is possible. If you point your ad at your website’s homepage,

you’re doing it wrong and your marketing will suffer.

Your homepage’s headline is generally used to communicate the unique selling

proposition for your brand in general.

MARKETING
AUTOMATION
MARKETING AUTOMATION

Automate tasks and engagement using
HubSpot's marketing software.
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15 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

A landing page, on the other hand, is designed with a unique campaign or product
proposition. To illustrate this, imagine the difference between marketing 1 of 50
products that you sell, versus your overall brand message. Clearly each product

needs its own messaging.

This is an incredibly important differentiation, as you are going to have many

campaigns, all of which will have different objectives than your homepage does.

A weak message match will result in a poor experience for your visitors, a higher

bounce rate and ultimately a drop in sales.
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16 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

The Impact of Good Message
Match

There are two ways having a strong message match will impact your marketing:

1 A Better Visitor Experience

When visitors are instantly reassured that they can get what they came
for - because the headline matches the message (or ad) they came from -

they are more likely to remain on your page.
Think of it like an elevator pitch.

Your headline is the foot in the door to pitch your product. If it’s a strong
match to your ad, your visitor will proceed past your headline and on to the

rest of your page content: the elevator pitch itself.

This will lead to higher conversions and, as a result, a higher return on

investment (ROI) for your marketing campaigns.
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2 Better Paid Marketing Performance

The success of your campaign also leads to lower ad prices and better
ad positions. This is because platforms like Google AdWords build a
history of your success. With poor message match, there will be a higher
bounce rate. This is
interpreted as a poor
user experience —
which you will get

dinged for.

Smart marketers are
rewarded. A strong
message match will
improve your quality
score, placement and
lower your cost-per-

click.
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18 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

- An Example of Message Match

Consider the example below. Your ad looks like this:

Project Management Software Without Deadlines

try.getitdone.com/whenever

Remove the fear of deadlines from your projects, and start
delivering as late as you want to. Deadlines are dead.

If this is sent to a homepage, the target headline may look something like this:

GET MORE PROJECTS DONE k‘

WITH LESS MANAGEMENT

BAD MESSAGE
MATCH

This is a good headline for expressing the brand’s value proposition, but it doesn’t

match the ad at all. Bad message match.
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19 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

The correct headline in this case would be:

PROJECT MANAGEMENT SOFTWARE

WITHOUT DEADLINES GREAT MESSAGE

MATCH

Result: This landing page headline matches the headline of the ad perfectly, making

it a great message match.
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20 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

A Real-World Example of (Really)
Bad Message Match

info@riocelestehideaway.com (506) 2206-5114 (506) 2206-4000 US Toll freel-800-320-3541

costa rica luxury resorts

@8 Traveiers cholce 2013 @8 @ (F] @) [F] | EseafoL

Rooms Rates Packages Romance Special Offers Contact

Gallery Restaurant & Bar Location Tours Make a Reservation

dults  [EIE Children [ENED SEARCH

Green Season Special

este Hideaway

Hotel and enjoy these very special rates for a limited time

Costa Rica luxury resort anly.

- 7
Rio Celeste close Arenal Velcano
40% off in all roorms.

Casita Suite: $78.00 per person double occupancy

Forest Casita: §57.00 per person double accupancy

Includes Continental breakfast in Kantala restaurant
Additional persan: $35 per night

Children between 6 to 12: $25 + tax

Children over 12: $35 + tax

Taxes not included {13%)

Book mow - Limited Availability:
Valid until August 31 2013 anly

Quote; Green Season special when booking. -

Book Now

Rio Celeste Hideaway todos los derechos reservados 2012 &

The ad (shown on the left) is sending people to a homepage (shown on the right),

which doesn’t even have a headline! It should say “Costa Rica Luxury Resort”.
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21 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

A Real-World Example of Good
Message Match

marketing automation software &

Succe

Automate tasks and engagement

The Vocus Marketing Suite includes email triggers
based on actic scheduled social media posts
and more. Vocus Software delivers leads, engages
customers, and integrates your social, seareh, email
and publicity.

Want marketing success delivered? Take a demo of the Vocus Marketing Suite now!

1. Your Information 2. Business Information
First Namar || | Cirganization
Marketing Automation Last Hame! State: [ tenoose sner
L g Litomation ~
Automate tasks & engagement using Phune Country: | khoose one) *
Vocus Marketing Software & Services

Organization
Type:

Business Emafl iehosse onth i

Yous e-mail sddsess will not ba shared or rented

Annual Revenue: | ichoose oned

A livtds wre peguined. Sk ees b wiew wus Peivacy Policy.

Job Function: | (choode ane)

The primary goal of sccial media is
generating eonversation. With Buying
Signals, we can immediately connect

This landing page (shown on the right) could be better without the navigation
distraction, but it does address the search result and it delivers on the promise made

by the ad (shown on the left).
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22 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

If they were to direct visitors from the ad to their homepage, the message match
would be much weaker. That’s because they don’t mention marketing automation

anywhere on the homepage:

: =

Software = Success Stories Services Resources AboutUs
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23 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

- Attention Ratio

As we’ve learned, sending your marketing

campaign traffic to a product page or homepage

introduces ways for the reader to explore and
wander away from your conversion goal. The
average homepage has 20-50 links (leaks!) that
your prospects could choose to click on. Count

them.

Every active link on your page provides a
distraction from your conversion goal/intent.
They’re like a wound that’s bleeding money from

your business.

If you have 40 links on your homepage (navigation,

features, promos, footer links) then your link to

conversion goal ratio is 40:1.
This is something | call “attention ratio”.

When used properly, a landing page will have a

single conversion goal: the call-to-action.

This presents visitors with an attention ratio of 1:1.

Perfect!
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24 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

The Elements of a Click-
Through Landing Page

There are 5 elements that every landing page needs in order to be successful.
These 5 elements can be broken down even further depending on how complicated
your offering is. Here’s an example of a click-through landing page built with these 5

essential elements:

A clearly communicated value
proposition (headline)

1 Headline that matches what was clicked
A supporting subheader to provide extra information

A hero shot (your best image

or video, ideally showing your 2

product being used)

Hero Shot: Photo or Video

A list of benefits of your offering
or product

Wou can add & customer testimanial for social proot. You can add a customer testimandal for sccial proal.

Social proof

Benefit 1 Title Benefit 2 Title Benefit 3 Title

This is conte
first benefit o
service, It ghy
supporting descripticn of the
benefit statements you wrote
above

This is content describing the

A single Call-to-Action (your
conversion goal)

Gl Hh W N =
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25 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

s Vg

1A Headline that matches what was clicked

1 B A supporting subheader to provide extra information

This is a introductory content that explains
your offering in more should

r headling and explain

r product or service.

ritten in th

Hero Shot: Photo or Video

Sometimes, a product needs

to communicate a little more Saltahetion

to your visitors in order to

You can add a customer testimonial for soclal proot You can add a customer testimondal for social prood.

convince them to purchase.

The diagram to the right
shows how the 5 elements

can be expanded to include Benefit 1 Title Benefit 2 Title Benefit 3 Title

This is content describing the This is content describing the This is content describing the
first benefit of your product or first benefit of your product or first benefit of your product or

more deta” service. It should act as a service. It should act asa service. It should act asa

suppaorting description of the supparting description of the supparting description of the
benefit statements you wrote benefit staterments you wrote benefit staterments you wrote
abave above abave

Now let’s dig into each 1C

element a little deeper...

Innage b Faature 1 Impge far Fastue 2 mage fee Feature 3

Feature 1 Title Feature 2 Title Feature 3 Title

This is content describing the This is content describing the This is content describing the
first benefit of your product or first benefit of your product or first benefit of your product or
service. It should act as a service. Itshould act as a service. It should act as a
supporting description of the supporting description of the supporting description of the
benefit statements you wrote benefit statements you wrote benefit statements you wrote
above. above. above,

The closing argument statement

: Repeated Call-to-Action
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26 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

1 The Product’s Unique Selling
Proposition (USP)

Also known as the value proposition, this is where you present your core
description of what the page is about. Your USP is comprised of a collection
of statements that you use to explain what your product is and what makes it

the perfect choice.

Typically made up of the main headline and subhead, your USP can also be
broken down into 4 page elements, which collectively tell the story of your
offering throughout the landing page. Simple pages may only need a headline.
The more complex the product you’re selling, the more of these elements you

may choose to use.

® THE MAIN HEADLINE

® THE SUPPORTING SUBHEAD

® THE REINFORCEMENT STATEMENT
® THE CLOSING ARGUMENT
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27 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

- The Main Headline

Your headline is the very first thing that people will see and read. As we’ve
discussed, it’s critical that it very clearly describes what a visitor will get from the
page (its goal) and that the message matches exactly what the visitor clicked on to

arrive at your page. It shows the visitor that they’re in the right place.

Two effective styles for the headline are:

THE BRAND DEFINITION HEADLINE

THE LANDING PAGE BUILDER
FOR MARKETERS

&

THE ACTION DEFINITION HEADLINE

BUILD, PUBLISH AND A/B TEST
LANDING PAGES WITHOUT I.T.
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28 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

- The Supporting Headline

Your headline can only say so much if you want to keep it succinct and easily
digestible. The best way to keep your headline short and sweet is to add a

supporting headline.

Using our headline example, you could combine these to create a complete USP

statement:

THE LANDING PAGE BUILDER FOR MARKETERS
Build, Publish and A/B Test Landing Pages Without I.T.

- The Reinforcement Statement

The reinforcement statement is another headline that you can use to drive home the
benefit of your product. It sits about halfway down your page, and serves to add a
mid-experience message that you want to communicate to your visitors. Essentially,

it’s like a second headline.

Use a reinforcement statement to highlight another key benefit of your product or
service. It should work hand-in-hand with your main headline to extend your value

proposition.
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29 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

- The Closing Argument

As your landing page experience
comes to a close, you have one
final chance to communicate the
benefit of your offering. Similar

to the reinforcement statement,
your closing argument backs up
your main value proposition. For
a click-through page, it should be
coupled with a repeat of your call-

to-action.

It’s common practice on long

landing pages to repeat your call-
to-action in several places. When
adding one to the bottom of your

page, it should be introduced by

a final benefit statement to “close
the deal”.
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30 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

2 The Hero Shot

The hero shot is the best photograph or graphical image of your product
or service, designed to make it stand out as something worth attaining.

According to ecommerce blog GetElastic.com, video is a very successful way

to drive consumers to purchase. Consider the following:

e 52% of consumers say watching product videos makes them more

confident in purchase decisions

e Shoppers who view product videos are 174% more likely to purchase than

visitors that did not

Your hero shot should dominate the page, making it immediately clear what

the page is about. Your USP should reinforce the product shot and vice versa.

Visitors are more likely to understand your product or service if you can
demonstrate it in action. Seeing it in action can produce the “Aha!” moment

that triggers purchasing decisions.
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3 Benefit Statements

By now you should have the attention of your visitor. It’s here that the benefits

of your product/service should be highlighted in plain form.

Your benefit statements should attach directly to the pain felt by people
seeking out what you are offering. An example (for a dishwasher) being:

“Saves you hours every week”, as opposed to a feature such as “Cleans

dishes”.

3A. Short Form (Bullet Points)

Bullet points should be used in all cases

for easy scanning.
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32 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

3B. Detailed Benefit and
Feature Descriptions

Complex products may need more room
to explain their benefits. To support your
brief benefit statements, you may want
to extend the bullet point descriptions
into a more detailed overview of their
purpose and benefit. A good way to
approach this is to expand upon the
benefits first, and then if needed, add

some feature details below.

The important point to remember here

is that you need to communicate the
benefit of your offering first. Then, and
only then, do you start to add features
— which are typically directed towards
those who require more detail in order to

make a decision.

Benefits describe the problem your
product solves; features describe

what your product does.
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Social Proof

Social proof is a powerful persuasive concept. Simply put, it’s the use of
social signals to illustrate that other people have bought, used and enjoyed
your product. Visitors are more likely to purchase if they see that people like

them are also buying, and are happy they did.

* kK kW

4 OUT OF 5 STARS

4A. Product Reviews

In ecommerce, the most powerful forms of social proof are sincere
product reviews. Your landing page could either pull in the stream of
reviews from your main website, or you could simply display honest
reviews you feel will most effectively address the objections that visitors

to your landing page may have.

Survey: 90% Of Customers Say Buying Decisions Are Influenced By

Online Reviews
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4B. Trust Indicators

When purchasing online, a certain trust must be established before a
prospect is willing to buy. This trust comes in the form of recognized
symbols of security — SSL certification is widely recognized as an extra
security layer that encrypts billing information. Additionally, security
companies provide badges that can be displayed on your click-through
page to reassure your visitors that you’re legitimate. (According to

a study by Actual Insights, the 3 most effective security badges are

McAfee, Verisign and Paypal, by the way.)

Potential buyers need to be
confident that your site is secure
before putting their credit card
information down. Your click-
through landing page is the
perfect place to build that trust.

Marketing Sherpa performed a

test for ModernCoinMart.com

that resulted in a 14% lift in sales

by introducing trust indicators.
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5 The conversion goal — your
call-to-action (CTA)

Your CTA is critical to conversions as it’s the target of your page’s conversion
goal — in other words, it’s what you want people to interact with on your

landing page.

It’s the final decision point for your customer prior to a purchase. The design
of the button and how you write the copy on the button is a critical part of an

effective call-to-action.

How you design it, where you place it and what it says are all important

considerations.

Get your free

ebook now

Which button do you think
will convert better?
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You can create a great call-to-action by following three simple principles:

BUY NOW

Principle 1 - Button Contrast

Contrasting colors are the best way to make your button stand
out from the rest of the page. Choose the color that makes it
stand out the best, rather than the color you like the best. At the
end of the day, button color is irrelevant. Button contrast is what

will make your CTA stand out.

Principle 2 - Clickability
Make it ook like a button! If it looks flat and unclickable it could

be just another design element on the page.

Principle 3 - Call-to-Action Copy

The text on your button is of paramount importance. As a
general rule it should describe exactly what will happen when
it’s clicked. For an ecommerce page selling a single item, some
examples would include: “Add to cart”, “Buy now” or better
would be “Get the [insert product name]”. The word “get” has
the benefit of describing that you are going to get it, versus

indicating that you’re only part way through a process.
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37 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

How to Build a Click-
Through Landing Page

Let’s use an example. Allow me to set the scene...

You’re a marketer working for a diamond company called Bright Facet Diamonds.
You’ve spent the past year building your email list, optimizing your PPC and display

campaigns and pushing your blog content through Twitter and Facebook.

Christmas is coming up, and you’ve got a specific diamond necklace you’d like
to push through all your marketing channels. Should you put a big picture of the
necklace on your homepage and send people to brightfacetdiamonds.com? Of

course not! They’ll get distracted by the other 50 links on your homepage.
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38 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

Instead, start by building a single click-through landing page that matches the
marketing campaign you’re about to launch. To do this, I'll reference the 5 elements

| discussed earlier on, using relevant content from our diamond store example.

1A Headline The Limited Edition Blue Sapphire Diamond Necklace

1B | Subhead A perfect gift for your loved one this holiday season

1D | Closing argument Create an everlasting moment for your loved one with the perfect
diamond choice.

2 Hero shot A big diamond necklace

3A | Product details Clarity:
Cut: Amazing

Color: Colorless
Carat weight: 14
Depth: 70.7 %
Table %: 74 %
Polish: Excellent
Symmetry: Good

3A | Company details Shipping details
Return policy
3B Benefits Certified

It’s never been easier to find the perfect diamond. With our interactive
diamond finder, you can search by price, color, cut and grading report,
to find the perfect diamond for you.

Price guarantee
We guarantee the best price for our diamonds. If you find a better offer,
we will match it and even give you a 5% discount.

Free personal diamond expert consultation
Our diamond experts are available to answer all of your questions so
you are confident you are buying the very best for your loved one.

4A | Social proof Customer reviews of this diamond
Customer testimonials of the company

4B | Trust elements Accreditation
Certificate of origin
GIA grading report (popup)

5 Conversion goal Add to cart
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39 THE SMART GUIDE TO ECOMMERCE LANDING PAGES

eee s

The Limited Edition Blue Sapphire Diamond Necklace
A perfect gift for your loved one this holiday season

Limited Edition Blue Sapphire
Diamond Necklace

This is the

2,999

Return Policy: Full refund within 30 days
Shipping: Free with United States
GIA Certificate: View Certificate

Add to Cart

Reasons to buy Clear Facet Diamonds

1] 2] [3]

Certified Price Guarantee Personal Consultation
Every diamond comes Every diamond comes Every diamond comes
with a GIA certificate with a GIA certificate with a GIA certificate

of authenticity and of authenticity and of authenticity and
origin. origin origin

Tha Clear Facet customer support wis world cass. | had # ring
resized a0 back 10 e n Under 8 week N0 Charge and no
questions atked

Create an everlasting moment for your loved one

with the perfect diamond choice.

About Clear Facet Diamonds e :
Accreditation Certificate

This is introductory content that explains This is introductory content that explains
your offering in more detal. It should

your offering in more detail, It should oo 50 o Youe hisoine s S

follow on from your headline and explain the banetits of your product or service.

the benefits of your product or service.
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Why It's Important to Have
One Click-Through Page

Per Channel

There are two reasons why it’s important to create a unique landing page for each

marketing channel, both of which can lead to higher conversion rates and more

sales.

Having a click-through page per

channel allows you to:

1. Create a stronger message
match for your promotion:

Your landing page messaging
should match the message of the
marketing that leads to it. Often,
marketing messages differ from
channel to channel. For instance,
the expectations of subscribers
from an email campaign versus
searchers that come to your page

for the first time from a PPC ad.

See how the channel source ad
headlines match the click-through
landing pages in the diagram to

the right.
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2. Simplify tracking and testing: Segmenting each channel and sending them to a
dedicated page allows you to measure them independently. Sending each channel
to a dedicated page allows you to track, A/B test and optimize each channel

separately for better results.

However, if segmenting your landing pages means you don’t have enough traffic
in order to run an A/B test (less traffic means testing takes a lot longer), you may

choose not to segment fully.

You can see in the diagram below that 3 of the channels are grouped together,

implying that all three channels are being sent to a single landing page.

MESSAGE MESSAGE MATCH HIGHER CONVERSIONS
%E PPC e —
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el — [ Check our
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!
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Note that PPC traffic should always be separated to ensure that the conversion rate

of the pages are a real indication of your paid campaigns.

Bonus Tip

The thank-you page of your lead gen
landing pages is an often overlooked
opportunity for creating another marketing
channel. People who sign up for your blog
updates, enter your contests or fill out a
form to download your PDF guide, have
already qualified themselves as being

interested in your business.

By including a call-to-action on your thank-
you page, you can continue to market
to this new lead by sending them on to

another promotion.

Al

THANKS!
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Optimizing your click-
through landing pages
with A/B testing

The first page you build should be based on the best practices described earlier,

namely the 5 essential elements and a strongly matched headline.

Once your page is public and receiving traffic and conversion rate data, you can
begin the optimization process. The first step is to gather feedback to guide your
A/B tests. It’s a good idea to collect feedback both from your visitors and from your

colleagues.

Here’s how the process looks:

4
h |
A/B Test Your Hypothesis 6 2 Building Your First Page
A
. v
v . s.am—.. - R
= =
-
Create a Hypothesis 5 3 Driving Traffic
‘ To Your Page
<
v - '

4 Getting Feedback
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- Visitor Feedback

Gathering visitor feedback is one of the most powerful steps in forming a hypothesis
and testing new ideas. It doesn’t get much better than potential customers telling

you how to sell to them.

User feedback is pure gold when deciding what landing page elements to A/B test.

Inline Surveys

Get feedback from your customers at the most important point of the
conversion funnel. Adding a tool like Qualaroo to your landing page allows

your prospect to tell you how to improve your marketing messaging.

Live Chat

People have a natural degree of anxiety about finding businesses they
trust on the web. There are a variety of methods that companies use on
their websites to minimize the anxiety, keeping their prospects in a state
of mind where they can be converted. Live chat empowers you to answer
questions prospects have, breaking down the psychological barriers to

conversion. A live chat tool that’s become popular is Olark.
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Heat Map

Similar to eye tracking, there is software available (like Crazy Egg) that
presents heat map overlays, showing where people are clicking most. Use
this information to manipulate and test copy in the most popular areas to

see if you can increase conversions.

- Internal Company Feedback

You can also get feedback from others in your company (ideally someone outside
of marketing). The most effective way to gather that feedback is by using The

5-Second Test.

The 5-Second Test

The 5-second test will test your headline
to see if your value proposition is clear. A
prospect should be able to understand your
message within the 5 seconds it would take

for them to make a decision to stay or leave.
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Sit a person in front of a blank computer screen, then show your landing page to
them for 5 seconds. Then ask a simple question:
“What was that page about?”

If your headline is clear and concise enough, they’ll be able to describe the product’s
benefits without having to read the extra information on the page. If not, revisit the

test until your landing page passes the test.

If you want to run this test without your coworkers, you can use a service called

FiveSecondTest.com which lets you put your page in front of random subjects.
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- Create a Hypothesis

Creating a hypothesis is a simple process that helps to clarify what adjustments you

think will increase the conversion rate on your click-through page.

You can use the data from your user feedback and/or internal company feedback to
identify an obstacle your visitors may be running into, and then propose a solution

for that problem.

Using the diamond store example, a good hypothesis could be:

“USING CRAZY EGG, WE CAN SEE THAT VISITORS
KEEP TRYING TO CLICK THE MAIN PRODUCT SHOT.
THEY EXPECT TO BE ABLE TO SEE MORE DETAIL

THAN ONE IMAGE CAN PROVIDE. BY REPLACING THE
IMAGE WITH A VIDEO, VISITORS WILL BE ABLE TO
BETTER ASSESS THE PRODUCT VISUALLY AND WILL
BE MORE LIKELY TO BUY™.

Attaching a hypothesis to your test not only clarifies what’s being tested for yourself
and your team, it also provides you with a record that you can refer back to for

future tests.
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- A/B Test Your Hypothesis

Tools like Hubspot and Unbounce allow you to duplicate your original page, make
changes to the new variant and run both versions simultaneously, sending half of

your traffic to version A and half to version B.

It’s important when setting up your B page to only change what’s relevant to your
hypothesis. In the example we’ve presented, you’d replace the image with a video,

and nothing else.

o C.ad

After creating and publishing the B version of your page in your A/B testing tool of

choice, you wait for the results to roll in. But for how long?

The test should run for at least a week to account for different daily behaviors, and
to avoid random chance being a factor in your results. There’s a more reliable way to
know when a test can be stopped and you’re able to crown a new champion. It’s a

metric called “statistical significance”.
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Statistical significance gauges the volume of conversions and how much better (or
worse) your new version is converting than the original. The result is presented as
a %. It answers the question, “How certain can | be that the result I’'m seeing isn’t
just based on chance?”. A test can be considered conclusive when the statistical
significance is 95% or higher. A good A/B testing tool will calculate this number for

you.

There are a number of page elements you can change on your landing page for an

A/B test, and many ways to change them.

The best place to start is with the 5 essential elements.
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Conclusion

So, what have we learned?

Sending your marketing campaign traffic to standalone landing
pages will result in higher conversion rates.

When building a landing page, start with the 5 essential elements.

landing page headline will improve your conversion rates.

Creating separate landing pages for different traffic sources
helps to simplify your metrics and make testing easier, while
allowing message match for each channel.

3 Matching your campaign’s message from ad/link through to

Only start an A/B test once you have established a hypothesis
based on feedback and analytics.

Click-through landing pages should be the last touchpoint for your visitors before

they enter the transactional portion of your sales funnel.

By creating a contained environment within which you can communicate your
product’s benefits and context of use, you’ll be sending more highly qualified

prospects to your shopping cart.

What does that mean? It means more successful campaigns, and ultimately more

sales.
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