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Conversion Rates and Page Layout 

Page Layout 

The Bail Process 

We make a first impression in less than 50 milliseconds. If we like what we see - we stay. If not - we bail. 

Understanding the bailing process will help you design better web pages. 

Reasons to Bail 

 Hard to navigate 

 Page-load speed 

 Bad formatting 

 Bad page layout 

 General content that is unspecific to my needs 

 Color / style choices that don't fit the subject 

How a visitor experiences your website. 

Stage I: the ADD crowd asks, should I bail? 

Most people don't come to your landing page, read every word of your copy, review every graphic, click 

on every link, and then mull over their decision. 

In fact, research has indicated that web users form first impressions of pages in as little as 50 ms. 

That's one 20th of one second. 

Stage II: Regular folks consider bailing. 

You can lose the vast majority of your clicks at this stage. As many as 50% may decide, based on a quick 

glance, that your page isn't worth it to them. If your landing page has multiple goals, then the bill rate 

may be higher because copy, hot links, and design elements may not be focused enough to prove, at a 

glance, that this page is worth viewing. 

Design elements that can have a direct impact on the bail factor: 

 Scary looking registration forms with lots of fields to fill in. 

 Wording in your headline and its relevance to the individual visitor. 

 Graphics that apply directly to the key benefit of the page rather than generic, feel-good, stuff 

like unknown logos and clipart 

 Overall length of copy, combined with perceived readability; tiny type, reverse type. 

 Layout: will this be hard to figure out or doesn't look fairly straightforward? 
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 Design: does this look professional or amateurish?  

Stage III: Should I accept this offer? 

After visitors decide your landing pages worth viewing, you have anywhere from a few more seconds to 

a couple of minutes, depending on your offer an obvious value, to convince them to convert. During this 

time, visitors may read copy. 

Stage IV: Maybe I should think about this a while. 

Statistics on delayed conversion are fairly compelling. It turns out plenty of prospects are impressed 

enough by your offer to want to mull it over for a while before they ultimately convert. 

Stage V: Conversion attempt. 

They decide they want to say yes to you. Now, they need to actually do it. You can still lose the 

conversion of the stage, especially if it's an impulse item that visitors don't desperately require. During 

this time visitors are actively typing information into forms or searching for click links, order buttons or 

contact info for customer service. 

Design elements that can directly affect the conversion decision: 

 do a bunch of reading 

 shopping cart hang-ups and post-click error pages 

 required fields in forms, especially telephone number 

 a clear form or reset button that might be mistaken for the submission button 

 inadequate shipping and or pricing information 

 multiple hot links leading to different destinations rather than one single conversion 

destination. This includes a search box, about us pages, and other standard navigation from your 

main site. 

 Lack of an e-mail privacy comment next to the e-mail input box 

Stage VI: Conversion success 

Yahoo!! They've done it! They've clicked the form submit button, added to their cart, or at such an 

engrossing experience with your micro-site that their off-line purchase intent is soaring. 

Special tip: after someone has submitted information on one of your forms, and they land on your thank 

you page, thank them for submitting their information and then mention in a paragraph underneath 

your thank you that if they don't want to wait they can call your phone number right now and get an 

immediate consultation. Underneath this, place a video testimonial or written testimonials and your 

conversion rates could double overnight. 
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What is a landing page?  

A landing page is where people land when they click on an ad banner, search engine result or e-mail 

link, or when they visit a special promotional URL that they heard about on TV, radio, or other off-line 

media. 

"It is a mathematical certainty that every link on your landing page that doesn't result in conversion will 

decrease your rate. Making a website with less navigation will seem horribly counter-intuitive to most 

people, but that's what you may need to do to keep your visitors from getting distracted." 

Your landing page has to convince people to stick around for at least a minute or two and possibly do a 

bunch of fairly unpleasant stuff. 

 Do a bunch of reading 

 Laboriously type their name and address 

 Hand over a telephone number so a telemarketer will pester them 

 Give an e-mail address and take the risk of being spammed 

 Dig out a credit card and maybe have it stolen by a fraudster 

 Pay for something 

Typical landing page conversion rates are fairly low. 

 Paid search: 4.42% 

 Natural search: 4.07% 

 In-house managed PPC search: 3.84% 

 Outsourced managed PPC search: 5.40% 

 In-house natural search optimization: 2.62% 

 Outsourced natural search optimization: 4.76% 

 Business to business e-mailing: 8% 
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The six steps of landing page design. 

Step #1. Conversion definition 

Before you start creating the landing page, define precisely what conversion activity you need to take 

place. A landing page conversion might be: 

 E-commerce: adding an item to a shopping cart and beginning the checkout process. 

 Lead generation: filling out a registration form to accept an offer. 

 Branding or education 

 Relationship: opting in to receive communications from the publisher on an ongoing basis. 

 Membership: registering to use the site on an ongoing basis in exchange for either payment, or 

an implied agreement to view advertising. 

 

Step #2. Prospect and demographic research. 

Get your mind off yourself, your campaign, your messaging, your creative, your offering – and focus on 

your prospect's mind. 
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Don't construct a page to appeal broadly across a variety of typical users it won't appeal to anyone at all, 

and your conversions will suffer. Prospective customers won't take the time to wade through sales copy 

with benefit statements aimed at other people. If it doesn't apply to them directly and immediately, 

they will bail from your page faster than you can blink. 

Step #3. Selecting domains and hosting 

 Will you need a vanity URL? Yes!! 

 Does the URL need to be easy to remember?  

Step #4. Graphic elements, layout, and form design 

Now comes the actual wire framing. Make a list of all the specific elements that need to be included on 

the page, and create a black and white layout showing where each one will sit initially, and how much 

space they will take up. 

You need to do this before you actually write copy because space and graphic proximity dictate copy. 

Your wireframe should show the general size, in pixels, and placement of each design element on the 

page, as well as where the fold is and where the side-bar will be. 

Whitespace: print ads get better results with wide-open areas of white space. But studies of web 

design, however, have indicated a potential negative association between empty space and conversion, 

especially if it is near the fold. Interestingly, one particular demographic loves whitespace on landing 

pages because they feel it lends clarity. That demographic is heavy Google users. 

How many elements should be on a page? 

As many as are absolutely necessary; and no more. 

Elements might include: 

 logo 

 hero shot, which might be clickable 

 conversion action link or button 

 headline 

 quick offer explanation 

 longer product or service explanation 

 links to more information 

 deadlines 

 forms and descriptive tags next to each field 

 tagline describing what your brand does or stands for 

 trust icons 

 testimonials, which might be textual or include photos or audio and video 

 technical specifications 
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 guarantees 

 fine print in the footer, i.e. copyright, legal, privacy, terms of service 

The Hero Shot 

A hero shot is a picture or graphic representation of the item being marketed, whether it's a tangible 

product or the photo of a webinar presenter. 

Tips for creating hero shots: 

 Limit your hero shot to the main product or element of the page. 

 Pick a relevant image. Don't stick in clipart, stock photos, in large logos, or random graphics just 

for the sake of having something graphical on the page. 

 Place the hero shot to the left of the text if possible. 

 Use captions. Extensive study data in the print world shows the most read content on space as is 

headlines and hero shot captions. People are more likely to read a picture caption than the 

bigger text copy on the page 

 Make your hero shot clickable – because people sure will click on it. 

 Bad photos of real people work better than clipart every time, especially for testimonials. 

Trust Icons and Images 

Placing trust icons on landing pages makes a significant difference in conversions. Even if it is a trust icon 

that you design yourself. 

Step #5. Copywriting 

Divide copywriting into three steps.  

1. The first is your headline because this copy is critical for landing pages. A slight tweak in 

verbiage can cause conversions to soar or crash. 

2. The second most important headline is your call to action on the hot link text line and or 

submit button itself. You might want to test matching this with your headline, much like a 

sweater set. 

3. The third most important copy is the body copy. This includes subheads, bulleted lists, 

guarantees, testimonials, explanations and descriptions, etc. Remember: only 20% of your 

visitors will read much, if any, of this copy. 

Top five rules to follow for easy to read type: 

1. use 10 point or larger font 

2. text should never run more than 52 to 60 characters across the screen 

3. use web safe fonts 

4. all your text should be flush left and not centered 

5. your headline should be significantly larger in type size and possibly bolder 
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Step #6. Testing, measuring, and tweaking 

Set up to examine and react to results metrics. These should match your conversion goals. 

 Google Analytics 

 Google Adwords 

 SEOmoz 
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Conversion Rates 

In internet marketing, the conversion rate is the ratio of visitors who convert website visits into desired actions 
based on subtle or direct requests from marketers, advertisers, and content creators. 
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The Science of Increasing Your Conversion Rates 

1. Install Analytics 
2. My Golden Rule - The visitor must get to know you, like you and trust you. 
3. Use proactive live chat – initiating live chat with the visitors. Intuit got a 211% boost just by using 

this tactic. 
4. Live chat in general can have a positive impact. Abt Electronics has found that live chat boosts 

conversion rates — which are 10-20% higher on Abt.com for shoppers who engage live chat, 
compared to those who don’t. 

5. Change the headline of your site. CityCliq got a 90% increase in conversions after changing their 
positioning. 

6. Focus on your key traffic referral source. Quanticate focused on Linkedin, posted more and 
better content there, used Answers and Groups, and achieved a 10x increase in traffic and a 10x 
increase in conversion. 

7. Add Google Site Search to your site. Waterfilters.net increased their conversion rate by 11% by 
doing so. 

8. Use TRUST ICONS. OrientalFurniture.com increased their conversions by 7.6% by employing a seal 
that shows it guarantees the delivery of purchases up to $500, offers up to $10,000 of protection 
if a consumer’s identity is stolen via the site and ensures that if the retailer drops the price they 
will pay the difference up to $100. (see footer) 

http://www.proimpact7.com/ecommerce-blog/how-intuit-increased-conversion-rate-by-211-just-by-using-proactive-chat/
http://www.proimpact7.com/ecommerce-blog/how-intuit-increased-conversion-rate-by-211-just-by-using-proactive-chat/
http://www.internetretailer.com/2011/11/01/we-need-chat
http://visualwebsiteoptimizer.com/split-testing-blog/using-ab-split-testing-to-refine-your-startups-positioning-90-increase-in-conversion-rate/
http://seamlesssocial.com/inbound-marketing/inbound-marketing-9-conversion-success-stories
http://www.google.com/sitesearch/
http://www.internetretailer.com/2011/01/05/orientalfurniturecom-drives-conversion-76-security
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9. Use red color on your call to action buttons to establish a sense of urgency. BMI, a leading UK 
airline, increased their conversion rate by 2.5 percent by adding a red background behind their 
message “Hurry! Only XX seats left”. 

10. Design a clear user flow. Zen Windows increased their conversion rate from 0.75% to 2.95% 
by redesigning the website flow so that it was easier for the user to find what they were looking 
for. 

11. Show product videos on product pages. Ice.com got a 400% lift once they started to do it. 
12. Change the color of your button to red. Performable changed it from green to red and got a 21% 

increase in conversions. 
13. Use testimonials. WikiJob added testimonials to their site and improved their conversion rate by 

34%. 

http://blog.sendblaster.com/2011/07/25/designing-a-call-to-action-that-customers-can%E2%80%99t-resist/#more-3936
http://blog.sendblaster.com/2011/07/25/designing-a-call-to-action-that-customers-can%E2%80%99t-resist/#more-3936
http://conversionxl.com/how-to-design-user-flow/
http://www.marketingadept.com/blog/2011/01/zen-windows-case-study/
http://www.marketingadept.com/blog/2011/01/zen-windows-case-study/
http://www.smartdreamers.com/why-you-need-product-videos/
http://blog.hubspot.com/blog/tabid/6307/bid/20566/The-Button-Color-A-B-Test-Red-Beats-Green.aspx
http://www.salesnexus.com/blog/sales/the-importance-of-using-testimonials-2/
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14. Try a different image. HawkHost multiplied their conversions just by changing the image on the 
home page. 

15. Use a different way of presenting your pricing. BaseKit made their pricing page “Bolder, brighter, 
clearer, nicer, more obvious” and a 25% increase in conversions was achieved. 

16. Add reviews to your site. Figleaves improved their conversion rate by more than 35% by adding 
reviews to their website. 

17. Put a trust seal on the site. Petco.com increased sales by 8.83% after adding the Hacker Safe seal 
to their site. 

18. Change the wording of your call to action button. TextMagic changed their button text from ”Buy 
SMS Credits” to ”View SMS Prices” and saw an 37.6% improvement in conversions. 

19. Simplify your home page. Preceden made their’s simpler and got a 37% uplift. 
20. Show a discounted price. The Corkscrew Wine Merchants got a 148.3% improvement on product 

page after they featured a discount sticker. 
21. Improve the usability of your site. Following a usability “best-practice” (of having a navigation 

menu) increased conversions by 34% for Slideshop.com 
22. Place the call to action with a price within the content area. Nature Air added a contextual call to 

action within content and witnessed a whooping 591% increase in conversions (from 3% to 19%). 
Easy-to-find and clear calls to action do work. 

23. Reduce the number of fields in your forms. ImageScape reduced the number of form fields from 
11 to 4. The number of forms submitted increased 160% and the conversion rate increased 120%. 

24. Selling an e-book? Use a 3D virtual cover. Code Monkeyism got 43% more downloads from the 
page with the 3D image version. 

25. Use a stronger command with a literal callout. Dustin Curtis got 173% more clickthroughs for his 
Twitter link after using a stronger command to invite followers. 

26. Improve your value proposition. The Sims 3 website did that and got a  128% increase in game 
registrations. 

27. Have a single page checkout. Official Vancouver 2010 Olympic Store changed their multi-step 
checkout into a single page checkout and saw a 21.8% improvement. 

28. Use huge customer photos on your homepage. At least it worked for Highrise. 
29. Focus on a single action. The Weather Channel watched conversions jump 225% after 

decluttering their home page and presenting a clear, single action. 
30. Have the call to action on the left. Less Accounting test showed that a layout with calls-to-action 

on the left hand side worked better than a reverse layout. 
31. Make the copy action oriented. L’Axelle changed the tone of their copy – “Feel fresh without 

sweat marks” became “Put an end to sweat marks” and so on. The wording of headline and copy 
had a huge impact when it came to converting – a take-action feel performed 93% better. 

32. Use bullet points to outline benefits. Unionen tested mentioning benefits in a bullet point list vs 
paragraph of text. Bullet points resulted in a 15.9% improvement. 

33. Increase the size of your call to action button. SAP BusinessObjects turned their regular blue link 
into a big button, and improved conversions by 32.5%. 

34. Make your signup forms a single column. This eye tracking study showed that single column 
forms work better. 

35. Try a Mad Libs style form. Vast.com increased conversion across the board by 25-40% by doing 
that. 

http://blog.hawkhost.com/2010/02/21/multivariate-testing-a-real-life-examp
http://visualwebsiteoptimizer.com/split-testing-blog/increase-conversions-pricing/
http://visualwebsiteoptimizer.com/split-testing-blog/increase-conversions-pricing/
http://blog.arhg.net/2010/02/reflections-on-bryan-eisenbergs-keynote.html
http://www.proimpact7.com/ecommerce-blog/learn-how-hacker-safe-seal-increased-sales-by-883/
http://www.abtests.com/test/275002/homepage-for-textmagic-homepage-ab-test
http://www.mattmazur.com/2011/03/ab-testing-precedens-homepage-round-1-37-improvement/
http://www.abtests.com/test/263001/product-for-the-corkscrew-wine-merchants
http://visualwebsiteoptimizer.com/split-testing-blog/usability-left-navigation-menu-bar-conversions-ecommerce-website/
http://www.blastam.com/blog/index.php/2009/06/google-website-optimizer-increases-conversion-591/
http://www.blastam.com/blog/index.php/2009/06/google-website-optimizer-increases-conversion-591/
http://www.imagescape.com/clients-like-you/contact-form/
http://codemonkeyism.com/ab-testing-download-landing-pages/
http://www.dustincurtis.com/you_should_follow_me_on_twitter.html
http://www.widerfunnel.com/proof/case-studies/the-sims-3-doubles-game-registrations-by-identifying-the-most-compelling-offer
http://www.getelastic.com/single-vs-two-page-checkout/
http://www.getelastic.com/single-vs-two-page-checkout/
http://37signals.com/svn/posts/2991-behind-the-scenes-ab-testing-part-3-final
http://www.marketingsherpa.com/article.php?ident=30276
http://www.abtests.com/test/18014/sign-up-for-less-accounting
http://www.abtests.com/test/125001/landing-for-laxelle
http://www.abtests.com/test/38003/other-for-unionen-www-unionen-se
http://dmu.cdmginc.us/testing-corner-do-bigger-buttons-work-better/
http://www.cxpartners.co.uk/cxblog/web_forms_design_guidelines_an_eyetracking_study/
http://www.lukew.com/ff/entry.asp?1007
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36. Use buyer personas. RightNow Technologies increased their conversions 4x by building a persona 
focused site. 

37. Don’t ask for the sale too soon. One company removed the sign up call to action from the top of 
the homepage, and sign-ups increased 350%. 

38. Add a phone number to your site. LessAccounting saw a 1.8% increase in conversions after 
placing a phone number on their site. 

39. Put a video on your home page. Dropbox boosted their conversions  over 10% by doing that. 

1. Even if visitors don't watch your video - conversions rates will go up. 
2. Sometimes, video is the best medium for explaining things—and for providing proof. Web video 

needn’t cost a lot. 
3. Screen capture videos can easily be carried out using Camtasia (for PC) or Screenflow (for Mac). 

40. Test a different video thumbnail.  
41. Make the video short. Think Vitamin replaced an example tutorial video (5:50) on the homepage 

with a 50-second overview of the service - and increased conversions by 24.4%. 
42. Show product images in site search box. After BrickHouse Security added an automated drop-

down menu of textual results that appear when shoppers enter terms into its site search 
window, it boosted conversion rates. 

43. Do a radical makeover. This is when you go beyond testing one element to create an all 
together new and different version. SEOMoz got 52% improvement in sales and $1 million dollars 
increase in revenue after a radical change. 

44. Show product videos. Product videos boosted jewlery site conversions by 247%. 
45. Use popup sign-up forms. Popups are known to boost email subscriptions, but Visual Website 

Optimizer got 50% more signups thanks to a popup signup form.. 
46. Show (real) humans. Using photos of real people (not stock photos) on your landing pages boosts 

your conversions. 
47. Use aspirational imagery and copy. A nutritional supplement company realizes a 50% sales 

conversion rate lift by including benefit-oriented copy, images reflecting the target market 
engaged in aspirational activities, and a large call to action button placed visibly above the fold. 

48. Beef up on credibility factors. An American Express travel representative got 48% more phone 
calls after testing a credibility focused version. 

48. Headlines are extremely important. If your visitors don’t like the headline, they won’t read any 
further. A simple yet effective approach is to express your main message in a headline that 

1. Is worded in terms of benefit to the customer, not in terms of product features. 
2. Suggests that the customer will get the results with ease. 
3. Is believable (meaning, it contains some kind of proof). 
4. Is specific. 

49. What you say is more important than how you say it. You’ll achieve the biggest improvements 
by changing the core message of your headline, rather than just tweaking the wording. 

http://www.webinknow.com/2008/12/persona-focused-web-site-leads-to-4x-conversions-for-rightnow-technologies.html
http://www.zurb.com/article/816/why-burying-sign-up-buttons-helps-get-mor
http://lessaccounting.com/
http://lesseverything.com/blog/archives/2011/02/17/adding-a-phone-number-to-lessaccounting-increased-our-paid-user-base/
http://www.commoncraft.com/common-craft-video-dropboxcom-effective
http://www.techsmith.com/camtasia.asp
http://www.telestream.net/screen-flow/overview.htm
http://vimeo.com/14009288
http://thinkvitamin.com/business/marketing/how-we-increased-conversions-by-24-with-video/
http://www.brickhousesecurity.com/
http://www.internetretailer.com/2010/04/29/product-images-site-search-window-boosts-conversions
http://www.conversion-rate-experts.com/seomoz-case-study/
http://www.conversion-rate-experts.com/seomoz-case-study/
http://blog.treepodia.com/2011/11/product-videos-boost-jewlery-conversions-by-247-case-study/
http://visualwebsiteoptimizer.com/split-testing-blog/how-to-increase-signups-popup-forms/
http://visualwebsiteoptimizer.com/split-testing-blog/human-landing-page-increase-conversion-rate/
http://visualwebsiteoptimizer.com/split-testing-blog/human-landing-page-increase-conversion-rate/
http://www.widerfunnel.com/proof/case-studies/sytropin-a-nutritional-supplement-sold-online-realizes-a-50-uplift-in-sales-conversions
http://www.widerfunnel.com/proof/case-studies/sytropin-a-nutritional-supplement-sold-online-realizes-a-50-uplift-in-sales-conversions
http://www.widerfunnel.com/proof/case-studies/travel-agency-gets-48-more-phone-calls-each-day-after-conversion-optimization-ab-testing
http://www.widerfunnel.com/proof/case-studies/travel-agency-gets-48-more-phone-calls-each-day-after-conversion-optimization-ab-testing
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90% of website visitors DO NOT READ PARAGRAPH TEXT! 

50. Fill your body copy with benefits, headlines and bullet points 

51. Put captions under your images and test them. For some weird reason, people almost always read the 

captions under images. 

 Near the end of the body copy, consider having a series of bullet points (or better still, 
check marks) that summarize the major benefits. 

52. Consider segmenting your visitors. How do you know whether to segment visitors? If your most 
common visitor intentions can’t be addressed with the same message, you should segment them. Similarly, 
if you have more than one type of visitor, and all visitors can’t all be served by the same message, you’ll 
probably have to segment them. Beware that segmentation can create a lot of extra work, so do it only if 
you absolutely have to. 

53. Professional layout and design. Having a professional layout and design is a critical signal to 
your visitors that you're trustworthy. Nothing destroys your credibility or trustworthiness like an 
unprofessional website design or poorly written content. 

54. Ease of navigation. Making the site easy to navigate includes having navigation elements in 
commonly accepted locations on the site.  

55. Cross compatibility. You've got to make sure that your website is cross compatible with all of 
the major web browsers.  

"If you really want something to be read - put it in quotes" 
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Bounce Rates 

The bounce rate, simply put, is the measure of how many visitors come to a page on your site and leave 
without viewing any other pages. Really, it's the most basic expression of dissatisfaction with your site users 
can give you. 

A site's bounce rate is easy to track with tools like Google Analytics.  
Such tools can show you the bounce rates on different pages of your website, how the user came to your site 
(organic search, paid search, banner ad, etc.), how the bounce rate has changed over time, and other data so 
you can really dig into where you might have a leak.  

Reducing Your Bounce Rate: Check Browser Performance 

The developer who built your site might have worked exclusively in Firefox and failed to check its performance 
in Internet Explorer, Safari, and Google Chrome. Unfortunately, parts of your site that load fine in one type of 
browser struggle in others, says Whitmore. Your analytics tool can break down bounce by browser type to see 
if this is the culprit. 

Reducing Your Bounce Rate: Improve Load Times 

Is your site plastered with pictures and other bells and whistles? Sure, that might look and work fine on your 
high-speed Internet connection, but users with slower connections may well be leaving out of boredom. 
Analytics tools can once again show if your pages often load slowly of break down, and tools can segment 
these problems by the types of connections your users have. 

Your Message Should Be Immediately Obvious 
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Websites 

http://www.austinhormonedoctor.com/ 

http://www.austinbioidenticalhormones.com/ 

http://www.balancedhormonesandhealth.com/ 

http://naturalbiohealth.com/ 

http://www.bodylogicmd.com/ 

http://www.hostgator.com/shared.shtml 

http://republicdiesel.com/truck-parts/ 

http://www.wptrainingcourses.com/ 
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