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Last Chance to Save $200

Deadline: August 18th



A few things before 
we get started…



• A recording of this broadcast will be sent 
to you afterwards.



• Links to featured resources and 
experiments will be sent out with the 

recording.



•We want your questions!



•Use the “Questions” tab in 
GoToWebinar to ask a question.



Sponsored By: 



• Jon Powell
• Senior Director of Research & Education | 

NextAfter

• jon@nextafter.com

• www.linkedin.com/in/jonpowell31/





Turning Facebook Likes into Donors (and Dollars) Course



Turning Facebook Likes into Donors (and Dollars) Course





LANDING PAGE:

The designated web page you want people to 
land on after clicking an ad or some other web 
link.

\ˈlan-diŋ\ˈpāj\



LANDING PAGE:

ü Sell the offer
ü Gather visitor information
ü Redirect them to a destination page

The landing page has three goals:



Let’s start with a TEST



About this Test (#3159)

A non-profit association serving Texas communities through teaching Texas history.

The Testing Partner

Determine which page approach will result in the most new emails during African 
American History month.

The Testing Objective

Two pages tested simultaneously, each focusing on the same offer but expressing it 
differently.

The Testing Approach



How Do We Get More Names?
Version A



How Do We Get More Names?
Version B



How Do We Get More Names?
Version A Version B

31.6%
In Emails



How can I create a landing page that will get 
me the most response for what I am  

offering?

Distraction
Aggravation
Concern
Disbelief

Strong	
Landing	

Page	Value	
Proposition	



The key to making

A GREAT PAGE IS
to make it

CONVERSATIONAL







(11	years	ago…)



Elements of a conversation
Form
• Physical
• Acceptance	(body	lang.,	appearance)
• Attention	(eye	contact)
• Engagement	(animation,	tone,	gesture)	

• Spoken	word
• Salutation	
• Comments	
• Flow	
• Questions/Requests	
• Suggestions/Offers

Substance
• Congruence
• Mutual	Interest
• Alignment	

• Continuity
• Connection	
• Progression	



People react to

WEBPAGES
in the same way they react to

PEOPLE



Elements of a DIGITAL conversation
Form
• Physical
• Acceptance Design
• Attention		
• Engagement Content	types

• Spoken	Written	word
• Salutation Headline
• Comments Body	Copy
• Flow Sequence	and	Length
• Questions/Requests Calls-to-action
• Suggestions/Offers Incentives	/	

Calls-to-action

Substance
• Congruence
• Mutual	Interest Value	prop
• Alignment Segment	Angle

• Continuity
• Connection Offer-congruence
• Progression Medium	to	

medium	connection,	progressive	
content



Any page template has ultimately

ONE GOAL:
to facilitate a great

MENTAL CONVERSATION
between you and your visitor.



Why did this lose?

This	page	has	something	great	to	
offer	but	it	isn’t	being	
communicated	in	a	way	that	allows	
it	to	be	fairly heard	and	
understood.



Why did this lose?

In	this	webinar,	we	will	show	you	
how	to	increase	your	odds	of	being	
heard	and	review	this	page	again	in	
light	of	what	we’ve	learned.



Is there an ideal page template to start 
from for email acquisition offers?

THUS FAR, YES!



The	Research	
Process
• After	examining	our	library	of	
700+	published	experiments,	
we’ve	discovered	80+	relevant	
experiments	to	help	us	create	
an	ideal	starter	template:

• Used	only	experiments	that	
focused	on	email	acquisition	
pages

• Used	only	experiments	that	
isolate	elements	either	of	
FORM	or	of	SUBSTANCE	



“Oh…well	I	always	
drink	to	world	peace…”



Let’s walk step-by-step through the 
template!

Note: You won’t start creating your own page until section 2, 
which will guide you on how to say what we need to say.









Linear, Single Column Layout
Pages with this format consistently perform better than multi-column layouts (in this approach).



Linear, Single Column Layout
Pages with this format consistently perform better than multi-column layouts (in this approach).

7.7%
In Emails

From This To This



Linear, Single Column Layout
Pages with this format consistently perform better than multi-column layouts (in this approach).



Matching Background Image (if any)
Pages with a background image that MATCHES THE AD help to increase continuity.



Matching Background Image (if any)
Pages with a background image that MATCHES THE AD help to increase continuity.

3.9%
In Emails

From This To This



Matching Background Image (if any)
Pages with a background image that MATCHES THE AD help to increase continuity.



Clear, non-designed/non-banner headline
Pages with a headline inside a designed banner consistently perform worse.



Clear, non-designed/non-banner headline
Pages with a headline inside a designed banner consistently perform worse.

9.2%
In Emails

From This To This



Do we have any 
advice on how to 
write the headline?



Think about your offer and ask yourself 
this simple question: 

• What will someone get, achieve, or 
learn as a result of consuming your 
offer?

So what should I say?

Writing a Headline



Example: Headline (#3020)

8.2%
Emails

Not This

But This



• Any words that make it feel like work.

What else should I consider?

Writing a Headline



Example: Headline (#4218)

15.6%
Emails Captured

Not This

But This



• Any words that make it feel like work.

• Unnecessary additions or explanations.

What else should I consider?

Writing a Headline



Example: Headline (#2697)

6.2%
Emails Captured

Not This

But This



• Eliminate any words that make it feel like work.

• Eliminate unnecessary additions or explanations.

• Add mystery.

What else should I consider?

Writing a Headline



Examples of mystery trigger words

Source:	NathalieNahai

• Weird
• Unusual
• Bizarre
• Strange
• Effortless
• Painstaking

• Secret
• Amazing
• Absolute
• Essential
• Incredible
• (It’s not what you think)



Example: Headline (#919)
Not This

But This

36%
Emails



Clear, non-designed/non-banner headline
Pages with a headline inside a designed banner consistently perform worse.



Consider adding a social proof indicator
Even with free offers, seeing the approval of many others can act as a tipping point for some.



Consider adding a social proof indicator
Even with free offers, seeing the approval of many others can act as a tipping point for some.

From This To This

8.4%
In Emails



Consider adding a social proof indicator
Even with free offers, seeing the approval of many others can act as a tipping point for some.



Approximately 2-3 short paragraphs of copy
More copy may be too much and less copy may not be enough (unless they already know you).



25.6%
In Emails

From This To This

Approximately 2-3 short paragraphs of copy
More copy may be too much and less copy may not be enough (unless they already know you).



Do we have any 
advice on how to 
write body copy?



Think about your offer and ask yourself these questions: 

• How exactly will this offer help your ideal donor (their desires or needs) in 
their life story?

• Will it enrich them?
• Will it unveil a particular set of truths?
• Will it give them a new skill?
• Will it help them solve a particular problem?
• Will it help them get their message out?
• Will it help them advance the right thing?

So what should I say?

Writing Body Copy



• Make sure that you are focusing only on the offer, not on the benefits of 
your organization.

Consider some revisions

Writing Body Copy



Example: Body Copy (#2180)

Not This
(this seems like it’s selling TSHA, not the eBook)

But This
(100% focus on the eBook)

19%
Emails Captured



Example: Body Copy (#3757)

Not This
(More about the organization 

than the petition)

But This
(100% focus on the petition)

100%
Emails Captured



• Make sure that you are focusing only on the offer, not on the benefits of 
your organization.

• Try to focus LESS on the facts ABOUT the content and focus MORE on the 
content itself.

Consider some revisions

Writing Body Copy



Example: Body Copy (#2665)

Not This But This

8.6%
Emails Captured



Approximately 2-3 short paragraphs of copy
More copy may be too much and less copy may not be enough (unless they already know you).



Add an image (avoid video) as long as it clarifies the offer 
Email acquisition pages that lead with a video often underperform those that don’t.



Add an image (avoid video) as long as it clarifies the offer 
Email acquisition pages that lead with a video often underperform those that don’t.

From This To This

10.2%



Add an image (avoid video) as long as it clarifies the offer 
Email acquisition pages that lead with a video often underperform those that don’t.

From This To This

13.2%
In Emails



Add an image (avoid video) as long as it clarifies the offer 
Email acquisition pages that lead with a video often underperform those that don’t.





Avoid in-line supporting content
Our testing thus far has shown that supporting content in the primary eye-path distracts.



Avoid in-line supporting content
Our testing thus far has shown that supporting content in the primary eye-path distracts.

28%
In Emails

From This To This



Avoid in-line supporting content
Our testing thus far has shown that supporting content in the primary eye-path distracts.



Clear call to action header and description
Without this information, visitors may get confused as to what exactly you want them to do.



Clear call to action header and description
Without this information, visitors may get confused as to what exactly you want them to do.

100%
In Emails

From This To This



Do we have any 
advice on writing 
the CTA header and 
description?



Our best advice is to keep it simple:

For the Header
• Write down what they are physically 

getting / achieving by consuming your 
offer

For the Description
• Repeat the above and then say what 

they have to do (provide info) to get it.

Writing a CTA Header

So what should I say?



Ensure to emphasize the benefit BEFORE the action or instead of the action.

What else should I consider?

Writing a CTA Header



Example: CTA Head (#2695)

From This To This

20%
Emails Captured



Example: CTA Head (#833)

From This To This

144%
Emails Captured



Ensure to emphasize the benefit BEFORE the action or instead of the action.

Re-emphasize the free, instant nature of the offer delivery if applied.

What else should I consider?

Writing a CTA Header



Example: CTA Head (#2695)

From This To This

20%
Emails Captured



Clear call to action header and description
Without this information, visitors may get confused as to what exactly you want them to do.



Minimum required fields to reduce effort and resistance
Every extra field you require will cost you leads. 



Minimum required fields to reduce effort and resistance
Every extra field you require will cost you leads. 

48%
In Emails

From This To This



Minimum required fields to reduce effort and resistance
Every extra field you require will cost you leads. 



Fields grouped together to reduce page length
In some cases on desktop experiences, stacked fields can make the effort seem more than it is.



Fields grouped together to reduce page length
In some cases on desktop experiences, stacked fields can make the effort seem more than it is.

4.1%
In Emails

From This To This



Fields grouped together to reduce page length
In some cases on desktop experiences, stacked fields can make the effort seem more than it is.



Consider qualifying questions (optional!)
Depending on the offer, qualifying questions can add a sense of credibility and exclusivity.



89.3%
In Emails

From This To This

Consider qualifying questions (optional!)
Depending on the offer, qualifying questions can add a sense of credibility and exclusivity.



Consider qualifying questions (optional!)
Depending on the offer, qualifying questions can add a sense of credibility and exclusivity.



Testimonials for supporting content
As people experience your new offer, feature their feedback here to increase future response.



Testimonials for supporting content
As people experience your new offer, feature their feedback here to increase future response.

20%
In Emails

From This To This



Testimonials for supporting content
As people experience your new offer, feature their feedback here to increase future response.

From This To This

NO DIFFERENCE
Emails Captured



Testimonials for supporting content
As people experience your new offer, feature their feedback here to increase future response.



Clear call to action button with privacy reinforcement
Nothing should be more clear than this button and the implications of pushing it.



214%
In Clicks

From This To This

Clear call to action button with privacy reinforcement
Nothing should be more clear than this button and the implications of pushing it.



49.7%
In Emails

From This To This

Clear call to action button with privacy reinforcement
Nothing should be more clear than this button and the implications of pushing it.



What’s the difference with 
mobile/handheld devices?





What’s Different

ü All supporting content is 
generally hidden from the main 
eye-path, as there is only room 
enough for main content.
ü This includes images and 

testimonials

ü Form fields are stacked vertically 
instead of grouped.



What’s Not Different

ü The AMOUNT of content stays 
the same, even if it seems strange 
initially.

ü Why? Experiments across the 
board (for profit and non-profit) 
reveal that mobile users are OK 
scrolling up and down, it’s just 
pinch and zoom that has a 
negative effect on performance.



But what about design? How 
does that affect response 

rates?



About this Test 

A non-profit association serving Texas communities through teaching Texas history.

The Testing Partner

Determine if page design has an effect on email acquisition.

The Testing Objective

Which page design (if any) results in the greatest number of emails?

The Testing Approach



How Do We Get More Names?
Version A



How Do We Get More Names?
Version B



How Do We Get More Names?
Version A Version B

19%
In Emails



If the design is too beautiful, it can be a

DISTRACTION

If it is too ugly, it is a 

DISGRACE



And just to be sure…
Version A Version B

31.2%
In Emails



Great Digital Communication
FINAL REVIEW

Email Acquisition Pages



Why again did Version B lose?
Version A Version B

31.6%
In Emails



Why Version B lost

The headline doesn’t state the 
desired effect, or even explicitly 
state that visitors will get an eBook.

Plus, the size of the headline is a 
little small.

Headline



Why Version B lost

While the main image is somewhat 
iconic, it doesn’t communicate the 
essence of the offer or at least what 
they are going to get.

Plus, it is so big that it has become a 
major distraction.

Main Image



Why Version B lost

While the body copy length seems 
OK, it talks only about the facts 
ABOUT the book, not about 
WHAT’S INSIDE (the what instead 
of the why).

Body Copy

In addition it uses a complicated 
widget like browsing tool to try and 
help people see what’s inside



Why Version B lost

Notice that it emphasizes first 
what you have to do, not what 
you get. 

It would perform better if 
reversed.

CTA header



Why Version B lost

While the button text isn’t bad, 
the problem is that we don’t 
know what “Struggle and 
Success” is, UNLESS we decided 
to use that complicated widget 
tool.

Ultimately, it underperformed 
because it did not reemphasize, it 
instead introduced something 
new.

CTA button text



Now look at Version A again…
Version A Version B



Any page template has ultimately

ONE GOAL:
to facilitate a great

MENTAL CONVERSATION
between you and your visitor.



Using research-driven principles of

FORM
will help you effectively

EXPRESS VALUE
of your offer.



One last thing…

A	template	is	available	for	
you	to	download	and	
print.



Any
QUESTIONS?


