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About MarketingExperiments

We conduct experiments to optimize marketing communications

» MarketingExperiments is a member of the MECLABS Group, along with
MarketingSherpa, and with InTouch.

» As one of the first research groups on the Internet, MarketingExperiments has
pioneered extensive breakthroughs (and has multiple pending patents) in the field of
marketing communication.

» Key findings are featured in the MarketingExperiments Journal and in the
MarketingExperiments Live Web Briefings.

» In addition, the MarketingExperiments team has contributed more than $10 million
dollars of research for free access at their web site: www.MarketingExperiments.com

» The organization generates revenue in two ways:

1. Professional Certification Courses such as Landing Page Optimization, Email Messaging
Optimization, and The Fundamentals of Online Testing

2. Research Partnerships
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INTRODUCTION
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Calls to Action

m Can your Landing Page “close™?

m Do you want the Landing Page visitor to...
Pick up the phone and call you?
Sign up for a free webinar, download?
Go to another page for more info?
Just click?
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Calls to Action

m [nstead of a button, why not a link?

C1Buy a (fill in the blank) and never (fill in the
blank) again!

O0See (examples of why you should click
here)...

“1Find out how (we’ve helped others....)

JWhat are the leading indicators that (fill in the
blank here)...
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Calls to Action

O _Which (fill in the blank) is right for your
business?

~1Call today and find out what our competitors
don’t want you to know.

“1Listen to an excerpt of (our webinar, pod-cast,
information).

—1Call now for a free 10-minute consultation
"1 Take our (Marketing Best Practices Quiz).

~
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Calls to Action

1 What's the first thing you should do if your
laptop crashes?

1 What factor should | consider before
choosing an ESP?

JHow do we start?
OBuy Now!

“1Download “Top 10 B2B Mistakes Marketers
Make”
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QUESTIONS
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How many of you have redesigned your
home page within the last 12 months?
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How many tests have you run in the last 6
months?
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What is the most difficult aspect of Landing
Page Optimization for your company?

> W b

Limited resources in IT

Marketing dept. doesn’t have time
Lack of analytics

Knowing what to test



LANDING PAGE OPTIMIZATION
DEFINITION OF

CONVERSION
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Conversion Sequence

C=4m+3v+200-f) -20°

________________________________________________________

. Wherein:

' “C” = Probability of conversion.

' “m” = Motivation of user (when).

' “v” = Clarity of the value proposition (why).
“i” = Incentive to take action.

' “f” = Friction elements of process.

“a” = Anxiety about entering information.
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Conversion Sequence

C=4m+3v+20-f)-20°

Approach to Landing Page Optimization:

During this course, our primary focus will be on understanding each of the
elements of website conversion using the Conversion Sequence and
applying these principles through landing page optimization.

In each session, we will focus on one or more of the conversion sequence
elements and how to apply them in real-world optimization situations.
Then, we will see an example of how to approach and organize a landing
page optimization effort from beginning to end.
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First we need a precise definition of Conversion:

Conversion is the process of successfully achieving the primary
objective of a specific page or website.

Conversion Rate is the primary measure of conversion and is
computed as:

CRY = (#Successes / #Actions) * 100

The Conversion Sequence is used to structure your approach to
profitably maximizing Conversion Rate through Optimization.

C=4m+3v+20i-f)-20°




LANDING PAGE OPTIMIZATION
CASE STUDIES
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MarketingExperiments Case Study: New York Times

Background:

* The New York Times came to us with a subscription product that they were having
difficulty marketing called the “Electronic Edition.” They had been marketing the
product for more than 2 years, conversion was under 0.5% and growth in
subscriptions had plateaued. Despite a healthy marketing budget, multiple channels
of traffic, and significant promotional offers the rate of new subscriptions was
stagnant. Our initial impression after reviewing the website and the product was that it
might be a “product” problem rather than an “optimization” problem but the only way
to be certain was through a series of tests.

Objective: To grow the number of subscriptions.
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&he New York Time
electronic edition

An exact digital replica of the printed paper.

Get all the news you
need to stay well-
informed with The New
York Times Electronic
Edition.

It's not a web site, but a
digital reproduction of
America's premier
newspaper! Every article,
color photograph and
advertisement is
automatically delivered to
your computer each
moming. it's there for you
to read offiine, anytime

Experience the Electronic Edition today.
o Click on the ‘Buy Now’ button to get started. You'll be taken to a
purchase options page
o Choose today's Issue or a subscrniption option
o In order to view The Times electronically, you'll be asked to
register to download the free NewsStand reader software

Q iyt | Q Lewmbew |
NEWSSTAND

f pl—il s

1. Portable.
No need to be online - read The Times
anytime, anywhere!

2. Easy to read.

Zoom In to articles, pictures and graphs
to maxdmize your easy, comfortable
reading.
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The original EE landing page is where we started testing. On the left is the original
design. On the right is an optimized design which focuses on how the offer is
displayed. By including the offer price on the landing page (which also removed
one page in the order process), switching from standard buttons to radio buttons,
and weighting the call-to-action more effectively, we were able to improve

conversion.

Original

€he New Jork Times
electronic edition

An exact digital replica of the printed paper.

Get all the news you
need to stay well-
Informed with The New
York Times Electronic
Eadmon,

It's not 3 wed site, but 3
aigital reproduction of
Amarca's premier
newspaper! Every amice
color photograph and
apvertsement Is
automaticaly delvered to
YOur computer each
maming It's there for you
to read offine, amtme

Experience the Electronic Edition today.
 CIck on the 'Buy Now' button 1o get stated. You'l be taken to 3

purchase options page

o Choose tooay's Is5ue or a subscription opbon

o In order to view The Times electronicaly, youll be asked to
register to download the free NewsStano reader software

Q iyl | Qlemiew | Qrmmsey:]

NEWSSTAND

y (it 2

1. Portable.
N3 need to be onine - read The Times
anytme_ anywnere!

2. Easyto read.
Zoom in 10 AriCies, pEIes NG grapns
© your easy,

Optimized

Ehe New Pork Times

An exact digital replica of the printed paper.

Edition.

advertisement Is

Experience the Electronic Edition today.
o Choose today's 19308 OF & subscrption option

Select Your Subscription Option

€ Sample todsy's paper FREE (0ne lime only

© Mon  Frl: INTRO OFFER: 50% OFF fest B wisks $12.50
€ Sun only: INTRO OFFER: 50% OFF first B weeks $12.50
€ 7 day: INTRO OFFER. 50% OFF first B weeks $24.95

NEWSSTAND

electronic edition

Get all the news you
need to stay well-
informed with The New
York Times Electronic

£'s not a wed site, but a
oigtal reproduction of
Amernca’s premer
newspaper! Every artice
color photograph and

automatic aly delivered to
YOUr COMpLRRr @ach
momng. it's there
10 rean amine, an

o N orger o view The Times slectronically, you's be asked to
reguter 1o download the ree NewsStand reacer software

reasons to try
the electronic edition

1. Portable.
NO need 10 be online - read The Times

anytime, anywhere!

2. Easyto read.

Zoom i to anticles, pctures and graphs
10 maamize your easy, comfortabie
reasing

3. Convenient.

YOu Can UE0-SChaoule yOur Slectronc
celvery and have the newspaper
wating for you!

4. Efficient.

Keywarg searches - gives you the
POWEY 10 FRSEATCH SNy S0PK, PRSON Of
evert nstanty

. Compact.
Store past 153Ues ON YOUr Computer
Fast, neat and hghty Compact means
10 (€L31N INCAMANn 101 Quich reference
later

6. Organized.

JUmp 1D article CONENLANONS wih 3
sngie chck. Makes your reaadng
ExpEnEnce enumess

7. Expect the World.

Al the local, national and intemationa
news from the winner of 90 Pultzer
Praes, far more than any other
nEwspaper
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By changing the display of this offer, the customer’s decision was
simplified, which reduced friction.

The original form adds Friction because
Original there are 3 objectives and 3 evenly
weighted options.

To=
Skt B Experience the Electronic Edition today.
el = e Click on the 'Buy Now' button to get started. You'll be taken to a

ﬁ o :-::;:_;;,_ purchase options page.
= e Choose today's issue or a subscription option

m _.‘ e In order to view The Times electronically, you'll be asked to
EmTE ES register to download the free NewsStand reader software.

s o o

Se Q Buy Now! I Q Learn More ] Q FREE Sample]

_ The simplified design offers 4 options but has
Optimized only 1 objective - to Confirm their subscription

Y

Suioiite. [ [ select Your Subscription Option

s g ragmns @ 0o e s

' 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
C 7 - day: INTRO OFFER: 50% OFF first 8 weeks $24.95

Confirm My Subscription Learn More
7
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On the right is an optimized design which focuses on how the offer is displayed.

Original Optimized

Statistics Original Optimized
Unique visits: 3872 3726
Orders 26 43

Conversion 0.80% 1.32%

Increase In Conversion 64%

Increase In Orders 65%
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In the second major test we tested the regular paid up-front offer against a 7-day
free trial to see if we could convert more customers to paid subscribers. The free
trial converted 541% better than the standard paid up-front offer.

Subscription Path Test: Free Trial vs. Paid Offer

Statistics Regular Paid Offer | Free Trial
Unique visits: 5000 5000
Paid Orders 24 154
Increase In Orders 541.60%
Original Ehe N k@i — Optimized L N, ok & —
seguimesdion |[ISESE fioctdncedton (IS

N PRS0 Be orie - read The Temes
e e

Get all the news you NO e 10 b onine - tesd The Times

Need te Way e aywrere!
wellintormed with The

New Yors Times 2 Basy o rend 2 Gy terena

Llestrone Lamon 200m 1 W otk sSav o @ et I00M P DWW PO N P
10 MEmUP yOu sasy. Comfurtate T mane ur ryn, Tt
rvaany amy

Conveniem. - 3 Comronem
:ﬂm““ﬂ”‘ RERE A e
Oraery 370 Ny T newng e e
wanng oyl vy by s

A —

Py waE e g P
o e g s o
v,

U.‘\., e
Harr () T - s g e
POWEY LD reseTh My TOpK, Persom or

Esparience the Electronic Edmon tediy Tt nateroy
© Chosse loday™s 3sue of & WDILIPRON open ° "
1 Graey 10 view The Tunes eectrons: My, yOUS De Wb to 5 Compact. ‘-c-l-m-nu-.-
e 1D B0WN0NT e ree News: O renIer softwwe

Shorw past s O your (OWguler
Fank. cest 300 Nagfvy (OMOACt mears
10 1 Ffumator fa g rebeTeTi e

Pt rest w0 ey (oRpaT mewn
¥ et T ST g s etereree

Select Your Subscription Optien . & Orgaced
£ S0% OFF INTRO OFFER 7 days 2495 for 8 wasks © Organized. ASP © SRR cONTRS B &
il reR o 2 10 WICH CONBAUMONS wen & g O M yous eaorg
gl (M Nabay yOur readng egurere e
expenence emomess

7. Expact the Wons.

Al TNE 00N, NIIONY NS rEeMRoNY
Twwws Fon T st of 50 Pultier P e Ben Sy (0w
Pres, tar more i any cOe e

NEWSSTAND e NEWSTAND
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How was anxiety reduced in this test that led to a 541% increase in conversion?
In the original offer, there were “paid” offers that listed the prices AND a free ftrial
offer. In the optimized version, all offers were “free trials.” The price of the
subscription after the free trial was also de-emphasized. By removing the prepaid
options and de-emphasizing the paid nature of the offer, customer anxiety was
reduced enough to compel more than 5 times as many customers to complete the
subscription process.

Paid offers with pricing Free offers with de-emphasized
and a free offer subscription pricing
Original Optimized
Sellect Your scription Option
( ) ¢ | Mon - Fri: 7 - Day ndvgk® FREE trial.

Selegt Your Subscription Option ¢ | Sun only: 7 - Day no risk™FREE trial.
' 50% OFF INTRO OFFER: 7 days $24.95 for 8 weeks |7 -day: 7 -Day no risk™ FREE trial.
 50% OFF INTRO OFFER: M-F $12.50 for 8 weeks Confirm Mv S — . v
¢ 50% OFF INTRO OFFER: Sun only $12.50 for 8 weeks =R
€ 1 week free trial M-F (one time only) Not using Windows? Please click here for Mac/Unix support.

Confirm My Subscription Learn More *|For your convenience your credit card will be billed $24 .95 for 8 weeks for

Whonday-Friday or Sunday and $49 .95 for 8 weeks of 7 day service. You

Not using Windows? Please click here for Mac/Unix support. may cancel at any time within the trial period and you will not be charged.
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To further optimize the subscription process we completely redesigned the landing page.
The redesigned page converted 47% better than the prior optimized page design.

Original Page (Old Design) vs. Radical Redesign (Optimized)

Statistics Old Design Optimized

Unique visits: 2812 2897

Paid Orders 19 29

Conversion 0.68% 1.00%

Increase In Conversion 47%

Increase In Orders 52%

Ehe New YJork Eimes
) R Optimized

Original gy Newllork@imes ooz sy

tronic edition
AR 01T B rephi s of D e d paper

e

Got 41 Wee swws you
reea s iy e e
ot et The

Wew ork Tames

Do ere famer

s L 4w o wp o B o e pre

| RCAL

L e

3 % can be weees

nssans To St vous Frae Tral tee

N
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Offer copy is extremely important and needs to be continually tested. MarketingExperiments
analysts thought that the original copy used to present the offer could be improved to help
convey the value proposition more clearly. Here are the test results.

Test Results

Statistics Original Offer Copy New Offer Copy
Unique visits: 8620 8759
Paid Orders 136 155
Conversion 1.58% 1.77%
Increase In Conversion 12%
Increase In Orders 14%
igi Start Your 7D Trial New Copy
V' Start Your 7 Day Trial Original Copy ¥ Start Your 7 Day na
Select your delivery preference Select your delivery preference
€ Mon -Fii 7 Days Free or continue at $24.95 for elght weeks at a savings of 50% C Mon -Fri 7 DaysRisk Free then confinue at just $24.95 for 8 weeks (50% savings)
€ Sun Only 7 DaysFree or continue at $24.95 for eight weeks at a savings of 50% C Sun Only 7 Days Risk Free then confinue at just $24.95 for 8 weeks (50% savings)
@ 7-Day 7 DaysFree orcontinue at $49.95 for eight weeks at a savings of 50% @ 7-Day  7DaysRiskFree then continue at just $49.95 for 8 weeks (50% savings)
Tell us where to send your download instructions Tell us where to send your download instructions
fYour Email Address fYouv Email Address

Continue To Free Trial Continue To Free Trial
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Prior research had shown that with subscription based paid products, long copy usually
produced a higher conversion than standard short copy. We tested this approach with
the Electronic Edition and found the following.

Test Results Long Copy
Statistics Standard Copy | Long Copy g o e"m —
Unique visits: 2478 2348 —
Paid Orders 36 65 S
Conversion 1.45% 2.73% ey
Increase In Conversion 88% 7
Increase In Orders 80% .,_..,..:.." o

Ehe New Jork Eimes BEEceppn—
Standard Copy : et o s )

o T i

NMWR
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Ot tredd
Oviggnal Owigiscad
New Select Your Subscription Option
q".,. lﬂ,’"“."?.'.' o M Select Your Subscription Option p' P
e v g e ¢ e et — ¢ 50% OFF OFFER 7 days $24.95 for 8 weeks € Men - Fiic 7 - Day ne risk® FREE tnal
e eI € S0% OFF INTRO OFFER: MF $12.50 for 8 weeks : S Y
- Ne—  50% OFF INTRO OFFER Sen only $12.50 for 8 weeks 7-day: 7 -Daynosisk® FREE triel
—.-ﬂ-—

© 1 week oo tnal MF (one tene only) Confirm My Subscription am

Not using Windows? Please click here for Mactnx support
Not using Windows? Please (hk hees B Mach i jugpon * For your Convensence your credt card wil be biled 524 05 for 8 weeks for
Monday Fridey or Sunday and $43 95 1or 8 weeks of 7 day service You
My concel of arvy time withen the il perod and you 'wil not be charged

Standard Copy
- —
WL\ =T NWET e Xew fJork Eimes
B ettt 5 et
Origanad Copy Mew Cogy |
W Start Your 7 Day Fres Trial W start Your 7 Day Free Trisl
Setect your dedvery preference TE Select your delivery preference
© Man  Fil 7 Duws oo or contirus ot 524 95 for eght weeks o & sawngs of $0% € Mon - Fil 7 Do Mok froe Ban continee ot ust 26 5 fer § weeks (SO% savngn)
© Sem Only 7 Daws free or continue ot $24 95 for et waeks o & sawngs of SO% € Sun Oudy 7 Dows Risk Free Man continue o1 ust $24 55 for § woeks (S0% savngs)
&7 by 7 Daws Mee or contirue o 340 9% r eght waekd o & Sawngs of 0% & 7. .Dwy 7 Dwws Mnk Free Pan cortnee ¥ st $49 #5 for § weebs (30% savngs)
Tell Us where to send your downiodd INSETUCTIONS Tell us where to send your downioad instructions
le-dw f;wtmdm-u

_ _ -

... and others s
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Results from previous live optimizations:

LO'B[ Uf]dNeWS « Custom Headline Feeds
€8 Add Custom

News.com

News, your way

READ ABOUT THE BENEFITS VIEW LIVE EXAWPLES GET YOUR FEED NOW GOT QUESTIONS?

Impress your visitors with news headlines that match your site's look and feel

Makang your own custom headine feed only takes a few minutes, anyone can do € and son up
ess of making custom headine feeds with ease and flexbity of use
nto your web page

s easy. Ouwr

simple form gusdes you through the pro
and best of all, t's free! When you are finished, just copy the code and paste #t

Provide Fresh Content For Your Visitors

P GET YOUR CUSTOM HEADLINE FEED HERE

Name -
@ Custom headhine feeds offer vistors more

reasons to come back

Emad

ol - s 5 > '

e y Website

. e pep— Sian U[) Now! @ You make t appealing by making yo
- v s a ® Headkne Only headiine feed match your site’s loo

v - O Headine with Description
————— O S e o
| e 1 have read and agree to the @ Strengthen your web presence by addng
HTREPORT — v your website's logo
Thare is no oliigation
519N up 8 imple Bag et tame e 300 43 498 or' 12 :“ py T
P00 you 30 wet e t " how ¥ - . )
you Get your feed now to start building on your web site's brand

We found your custom news headines to be a great way N setting
up the way it looks and adding our logo made It even mon
- TipReport.com
ULREPORT | Our custom headline feeds offer web ste cwners
S — e Heodline a powerful way of building on ther stte’s brand
- . | | Only
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Results from previous live optimizations:

Secnndi ofirrs p—

rb-_“ 801.735 2006
[ Sete  how Bantts  peleres Bl (
With A Home Snow laker You Can Affordably Enjoy the
Snowy Fun of Winter No Matter YWhat the Weather?
SNOWMAKING
4 \/Real Snowmaking Right at Home. Whats New!
275 T 1Te 00w mater Wchesiog) Pound ot the st Brgest Nov 28 2000
“m I BSRNC 00w N O™ L
/ o wees
\hmemme'un'mVouandVowlam -
o g 0 Guner o e Svoing CoeP S T -
-u -n-wu.c T I

B T
P e Ve

v Scmole Desms Uunq Inexpensive Parts.
A 9 -

Make Real Snow Right in Your Front
Yard With a Home Snow Maker!

asd easy ssowmaking really is'

$179  $199

e o 7

Abn, BT wmm OW

Snowmaking Really Is Simple And Easy )

OB

AROWE IA0E TERN ST el LFR L0 @ D ) Beec
PIOALT WBORer « T 7 V0N § SMEE BF COMPAADT T el §
mwmnwnau-u-.l‘v-

TARAMERGR 3°C T at W E T SN0 M wR b0

Chck the Enk below to get all the details on our
simple. easy to-use home ssowmakery’
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Results from previous workshop attendee:

University of

NEW ENGLAND

Online Master
of Science in Education

Online Certificate of Advanced Gr

Tokn of € o Your
Classrsem, Unwersity of New Ergland ofers four smovative
Mastor of Sclonce In Fducation MSEd) poog s Compinely
sréme 0 Ihe bdemeng Conc ortrabons

© Carrbculum & lnstrucson Suatoghes ol thate v 10
0 MO who Wik 10 SIengihen ther chassmom practece
Chadergng wens of ltarscy, nchumon and educ stions
Ieadersiup budd shils 1o implement schtions n and
beyend e classwom

o Lineracy (6 A2) s denignad for 112 aducaten with an
e st in readrg and W) 10 ehaute Viedert s cens

o Educasanal Loadenship o devgret v 10 edc s
Conndenng ol admenstiaien These (owies we
matched 16 the rancn sl sandads set by the berstate
Schaot Loaders Licansure Consomum (SLLC)

© Inchunban Education prondes 1120 classmam teschens
and admenateators wih Crecal theory and practice selated
10 1pecial educ 4108 Nclumon

The progrem oflers you the cppofendy 10 study, reflect and
grove prolessond practice Dased on the most recent
RUCHOna 10500 h rlNed 10 NI Techngees and
wadershp stiategies The progiam wil burd conbdence and
erhance professionsl shily

Programs Designad for Full- Time Professional

Teachars

The Master of Science in Education programs 10 credts o
15.credt care cumcdum and & 15 cret concentraton wed

AN credit Conificase of Advanced Graduate Study (CAGS)
o afered v Advanced Educationsl Leaderndip 1o pickesons
edicaters wha arw pursang upper bl schodl sdmantrator
posbons

15 credin G we oferet 0 G s
Instruction Swategies. Literacy (X 12). Educational

! € 10 eGuc ers who sbwady
‘s Gegree and wre teshing Lther prafessond

hold » mas!
Soveicprent
Appht #1084 for 22Mss 0 we SCCopled Sin lmes arnually

[ o>

C Please (hoose oh stesedt

T Master of Scmnce » Educston MSEQ

T Conticate of Adrancet Goaduate Suty (CAGS)
© Gratuse Conthc e

O
e
* B === ]
S
T
e
B

Call | 810 54 7901 1o sll prog am detadn and
carbent enielment daten L foo loent A
B eLa0d 10 Brisee pou Qutsient Bd gude o
Though the apgie stese process

University of

NEW ENGLAND

Online Master of Science in Education

Master of Saence in Education

Ursversity of New England's online Master of Sclence in
Educaton (MSEd) program delivers the most up-to-date
NSLUCON on current practices for educators who want to
reach the next level in ther career

Concentrations Relevant to Your Classroom

The University of New England offers fowr innovative
concentrations:

Educational Leadership - For aducators considenng school
administration as a long-term career goal

Curriculum & lon Str gies - Challenge areas of

Meracy, inclusion, and educational leadershp to buld skils
and mplement solutions in and beyond the classroom,

Literacy (K-12) - Ensure student success by impraving
thew reading and wnting skills

Inclusion Education - Enhance cnucal theory and practice
related to special education inclusion.

Designed for Working Educators

* Earn a prestigious degree from 2 regionally accredited
institution

Recawve personalized support throughout the antire
program from & dedicated advisor

Graduate in 18 months by talong one class at a time

100% online - Attend class from the comfort of your
home

What Our Students Are Saying!
Pam Snyder, MSEd Student
“I'm so happy to be in UNE's onlne Master of

Education program! The whole process has been
wonderful and 1 love how I can 'go to class'”

300% Increase In Conversion

Learn Morel
FHl ot the form to download our FREE
brochure & get more informaton,

Name: |

(First. Last)
Zp Code;
Phane:
(K010 XRRK
E-mail:

Rankings

For tha sixth year in 3 row,
Univarsity of New England has
been ranked as one of the Best
Univarsities in tha North by U.8.
News & workd Report

Regional Accreditation
Univarsity of New England &=
regionally accredited by the New
England Association of Schools
and Collages (NEASC), Inc,

Get Started Today
Call an Enrolment Advisor at
1-800-994-2804 for program oetals




I
CALLS TO ACTION AND LANDING PAGE BEST PRACTICES

MarketingExperiments Case Study: SQL Server User Group

Background:

= At the beginning of the engagement, this company was already one of the
largest SQL Server professional user groups in the world. The site is a
community and information resource for database professionals that
includes articles, forums, code libraries, FAQs and discounts on software,
subscriptions, and more.

» But membership growth had stalled.

Objective: To increase the rate of new member growth.
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Which of these pages generated more subscription signups?
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MarketingExperiments Case Study: Thinking Craft

Background:

= We worked with a survey marketing company called Thinking Craft on one
of their sites ActualMe.com. We tested two separate alternatives for the
primary objective. The first was to capture email address-only on our
landing page. The second was to capture email address with additional
customer information. We also tested the length of the copy (short copy
vs. long copy). Below are the test treatment clusters.

= Short Copy With Email Capture Only (Treatment 1)
= Short Copy With Full Form (Treatment 2)

= Long Copy With Email Capture Only (Treatment 3)
= Long Copy With Full Form (Treatment 4)

Objective: To increase conversion lead capture.
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Which of these pages yielded the highest conversion to lead capture?
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MarketingExperiments Case Study: ENCYCLOP/ADIA Britannica

Background:
» We worked with the Encyclopaedia Britannica to increase subscriptions for

their online encyclopedia subscription product. The objective of this page
is to get visitors to sign up for a free trial of the online product.

Objective: To increase conversion to trial sign-up.
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Which Page results in the greater number of trial sign-ups?
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What is the most difficult aspect of Landing
Page Optimization for your company?

Limited resources in IT

Marketing dept. doesn’t have time
Lack of analytics

Knowing what to test

> Db =~
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Attend LPO Certification Tour

http://www.marketingexperiments.com/training-
items/2009-training-tour.htmi

Use Promo Code IMU200 for $200 off the registration fee

Join our LinkedIn group
Follow us on Twitter




