CONVERSION-OPTIMIZED LANDING PAGES:
From Inspiration to Analytics
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CONVERSION-OPTIMIZED LANDING PAGES:
FROM INSPIRATION TO ANALYTICS

When you think of landing pages, you may just think of sales pages. But —*
in reality, you need conversion-optimized landing pages for almost every
aspect of your online marketing strategy. Consider the benefits of a landing

page in the following scenarios. I \

¢ Instead of optimizing your website’s homepage for all of your
keywords, you should have optimized specific landing pages within
your website for each keyword phrase you are targeting. These
landing pages should be able to satisfy the search user’s query
and help them make the next step, whether it be submitting a
lead form to making a purchase. \

e |n order to build a targeted mailing list, you need a squeeze page
that you can direct potential subscribers to with an offer to entice
them into submitting their email address.

e |f you share social status updates about a specific product or
service on your website, you should have a specific landing page
for that product or service as opposed to sending the visitor to
your homepage and making them search for it. This will increase

the return of investment on your social media campaigns. As you can see, landing pages can come in handy for your SEO, social
media, Pay-Per-Click, and email marketing strategy. In this guide, we're

going to look at how you can craft the best landing page and use it to
track the success of your online marketing strategies.

e To maximize your paid advertising spend on Google AdWords, Facebook
Ads, LinkedIn Ads, and other ad networks, be sure that you have a
specific landing page for the product or service you are selling that
caters toward the audience you are targeting with your ad. © © 00600 0 060 006 060 0000000 0 00
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FINDING LANDING PAGE DESIGN INSPIRATION

If you're not sure where to begin when it comes to your landing page, your best bet is to research your competitors. First,
decide on the landing page you want to create. Is it for a product, service, lead generation, or email list signup? Then, start
looking to your competitors for examples.

The quickest way fo find the landing pages your competitors use is by using SEMrush. This ool allows you fo see the top
keywords your competitor is ranking for in organic and paid search along with the pages that rank for them.

Organic keywords 1,327,603 Ads keywords 186,379 ‘
Keyword Pos Volume CPC Keyword Pos Volume CPC
hotmail 3@ 24,900,000 246 bing 1 5,000,000 0.14
yahoo mail 10 (11) 30,400,000 224 windows 8 1M 673,000 1.08
msn 8 13,600,000 1.39 micr 1M 673,000 162
windows 8 1M 673,000 1.08 outiook 1 450,000 070
microsoft 1(1) 673,000 162 microsoft office 1M 368,000 152
Full Regort » | Export + Full Report » Export $
° . J
You can visit top pages that
[ Competitors in organic search 460,000 Competitors in Ads 23,686
are similar to the ones you e i |
Domain Competition level | Common keywords | SE Keywords Domain Competition level | Common keywords | Ads Keywords
want to create for your ‘
e 2 gnetcom [ =] 48,17 1.7 % rackspace com [ e— 11,91 52.6k
website to learn more —
= stackoverflow.com ) 160,931 8087k ~ intel.com [ S— 11,046 59.6k
from them.
~ lomshardware.com ) 123,074 417.5k ¥ google.com | S— 32,787 6184k
- softonic.com ) 139,201 887.3k = bestbuy.com ] 13,248 219.9k
< softpedia.com [ — 102,104 439 4k ~ dell.com | — 7.019 4.1k
Eull Regort » "\ Competition Graph» | Export : Eull Report » “ Competition Graph» | Export | %)
Unique Ads overview 186,379 |
Bing Ads By Microsof® - Meet Windows® 8 - A Beautiful New Start - Windows Microsoft com - Microsoft Outlook com for Windows - Get the Most
BingAds Microsoft.com Windows Microsoft com Windows® 8 Out of Your Emai
Customers Are Looking For You On The Discover Windows 8 Today! Discover Windows 8 Flexidilty. Buik to Work  Try the New Outiook.com for Free!
Yahoo! Bing Network. Bing. windows.microsoft.comy Easy and Play Hard. www.microsoft. com/Outiook
bingads microsoft. conV windows.microsoft.comV
Eull Regort » Expot &)
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The things you will want to note in particular include:

=* Design - Depending on your industry, customers may be used to landing pages that are composed of long-form text or pages that are more
- visually aesthetic with less text, more representational of the product or service.

Copy - What needs does your competitor satisfy within the content? What wording does your competitor use for the call fo action - subscribe,
buy now, become a member, sign up, add to cart, etc.

O Navigation - Can visitors get to other areas on the website from the landing page, and if so, what options are given to them? Are the other
pages equally focused at gaining conversions and if so, how?

The key thing to decide when looking to competitors for inspiration are whether you want to go
with what visitors researching companies in your industry are used to, or do you want to make
your business stand apart from them in an innovative way?

Gain inspiration from a
variety of industries by

looking at landing page
galleries.

Landing page galleries to check out...

40 New Startup Websites Landing Pages

30 Beautiful Landing Pages Optimized for Converting Visitors Into Users

EMAIL MARKETING AUTOMATION (800) 577-6584 | www.pinpointe.com [ inl [f &



http://www.pinpointe.com
http://spyrestudios.com/40-new-startup-websites-landing-pages/
http://designinstruct.com/visual-inspiration/web-design-inspiration/beautiful-landing-pages-optimized-convert/
https://twitter.com/pinpointe
http://www.linkedin.com/company/Pinpointe
https://www.facebook.com/Pinpointe
http://feeds2.feedburner.com/Pinpointe

CRAFTING LANDING PAGES FOR CONVERSIONS

To ensure you have the most conversion-optimized landing page, you will need to follow these steps.

.l Make sure the page has only one call to action. You don’t want to
confuse visitors with the opportunity to subscribe to your mailing
list and purchase a product on the same page. If your goal is to get
mailing list subscribers, then make the page’s call to action the opt-
in form and sell them a product in your next series of emails. If your
goal is to get the visitor to buy, then make the page’s call to action
an Add to Cart button and capture them as a subscriber during the
checkout process.

——

2 Help the visitor make the decision to convert in your copy. Address
a common problem the visitor may have, how your call to action
can solve it, and why they should feel confident in buying from
you or giving you their email address. If possible, always include
testimonials from real people.

——

3 Test, test, test. A/B testing can help you create pages that convert.
Try different wording in your call to action, different colors, and even
different page layouts. Then analyze the results.

—
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ﬁ“ Free shipping over $50 (copy #2)
=== Running - Pause | Stop | FollowUp | Copy | Settings | Report
Created: Dec 7, 2009 | Launched: Dec 7, 2009

¥¢ Combination 1 has a 97.5% chance of outperforming the original
n a follow: rimen vali h Its »

=4 Est. conv. rate == Origna Combination 1
3.8%

3 m\'/
2.62%
Dec

7,2009

Page Sections (1) Download: FPOF @XM @SV ETSV | & Print

e All Combinations (2) ¥ Key: ® Winner - Inconclusive M Loser 2

O Combination Statws 7)  Est. conv. rate > Bost e | improamn oy | Conv.iViskors 2
Original Enabled 2.92%£0.2% - _ — — 274/ 9379

1% Combination 1 has a 97.5% chance of outperforming the original. Run a follow-up experiment »

() Combination 1 - Free shipping Enabled 3.43% £03% - i+ 97.5% 17.3% 320/ 9342

Showrows:( 15 18] 1« |« 1totof1 » m

Photo Credit: Amit Gupta

If, for some reason, you can’t do A/B testing, study other A/B landing
page tests to see what the results are and implement similar elements
in your landing pages. Just look for A/B results posts like

26 Landing Page Designs Critiqued for Conversions with
A/B Testing Tips.
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OPTIMIZING LANDING PAGES FOR SEARCH

Search optimization of your landing pages is a must. Fortunately, optimizing your landing page for a particular keyword

is easy. You will want to take your targeted keyword phrase and include it in the following parts of your landing page.

e SEO Title - The SEO title tag is the most important for on-site search
optimization. Make sure your target keyword is a part of your 70
character title tag, preferably at the beginning.

® Meta Description - While this doesn’t help you rank for your target

keyword phrase, it does help your page stand out in search results
if the target keyword is included as search engines will bold each
instance of the keyword phrase searched.

landing page optimization

Web mages Maps Shopping More ~ Search 00is

Ads related to landing page optimization (7

Mobile Optimization Guide - webtrends.com
www.webtrends.com/Optimization
Mobile Optimization Whitepaper: Boost Mobile Conversion And ROl

Business Cases - Webcast - Whitepaper - Webinar

Landing Page Ogumlzar - optimizely.com
www.optimizely.com/Landing_Page_Tool
The Hottest Landing Page Optimizer Tool on the Planet. Testitout!
Optimizely has 224 followers on Google+

Testitout Privacy
Landing Page Optimization - Live Optimizely Webinar

Landing Page Optimization - Convert More Visitors to Customers
www.sitetuners.com/

UX & Conversion Experts,

Landing Page Express Review - $699 - Optimizing Large Business Websites

101 Landing Page Optimization Tips - Unbounce | Landing Pages ...
unbounce.com/101-landing-page-optimization-tips/ -

ﬂ by Oli Gardner - in 305 Google+ circles
101 Landing Page Optimization Tips is an opinionated 27-page guide 10
improving the conversion rate and ROI of your marketing campaign landing
pages.

Landin age optimization - Wikipedia, the free encyclopedia
en.wikipedia.org/wiki/Landing_page_optimization ~

Landing page optimization (LPO) is one part of a broader Internet marketing process
called conversion optimization, or conversion rate optimization (CRO), with ...

: finiti i i n
www.amazon.com » ... » Intemet & Web Culture » E-Commerce ~

Landing Page Optimization: The Definitive Guide to Testing and Tuning for
Conversions [Tim Ash, Maura Ginty, Rich Page) on Amazon.com. *FREE* super ...

O |

Landing page optimization

Landing page optimization is one part of a broader Internet marketing
process called conversion optimization, or conversion rate
optimization, with the goal of improving the percentage of visitors 1o ...

See results about
RN Landing Page Optimization
ERUIIANG 500k by Tim Ash
¥ How much money are you losing because of poor
landing page design? In this comprehensive,

Ads (@

50 Landing Page Tips
www.ioninteractive.com/BestPractices
Free 25-page White Paper Gives
Strategic and Tactical Advice

Landing Page Optmization
www.google.com/analytics/

AJB Website Testings Simplified
Increase Visitor Conversions Today.

15-150% Conversion Boost
www.conversionvoodoo.com/
Guaranteed! No Fees Without Results
Conversion Optimization Services

Get a Landing Page for $5
www.fiverr.com/Landing _Pages
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¢ Keyword Phrase in Body - You should
strive to fit the targeted keyword phrase
as early as possible in the main body of your landing page’s
content, preferably within a header element (H2, H3). Also try
to included it near the end of the page as well.

¢ Image- If your landing page has an image that is related to the
targeted keyword phrase, include it in the image’s filename, ALT
text, and fitle.

The search optimization of your landing page should be done in a way
that gets the point across to search engines, but does not distract visitors
from the main conversion point on the page. By doing this, you'll have

a chance of ranking better in search results as well as acquiring a high
quality score in Google AdWords.
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ENHANCING LANDING PAGES FOR SOCIAL PROOF & SHARING

Encouraging visitors to share your landing page on social media can help you bring more traffic and more conversions. The  — *
trouble is, social sharing buttons can distract visitors from the main conversion point on the page. You don’t want visitors to pr—

start thinking about social shares before they subscribe to the mailing list, submit the lead form, or buy your product. P

So how do you get social shares without adding social sharing buttons to your main landing page? Add them to your thank

you page instead. Allow (hopefully) satisfied visitors tell their friends about your offer.

Since you'll be using the social sharing button on a page other than your landing page, you will need to configure the URL within the button code to share
our landing page instead of your thank you page (most buttons default to sharing the page they are placed on). To do this, grab the official social sharing
buttons from Twitter, Facebook, Google+ (look under advanced settings), or Linkedin (depending on your industry) and use the URL of your landing page.

URL to be shared (Optional)

http://yoursite.com/landingpage ?

One thing to keep in mind is that the social
sharing button will use the SEO title you crafted

earlier in the status update. So while your SEO Langu.age -
title needs to be keyword optimized, it also needs (English *)
to be conversion optimized too. If it’s not, be sure Choose a count mode
to go back and modify it for search engines and
social sharing. Vertical Horizontal No Count
4216
mShare mShare | 312 mShare

v

Get Code
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CREATING TRACKING LINKS TO YOUR LANDING PAGE

When using a landing page for multiple types of online marketing Step 1: Enter the URL of your website.
campaigns, you will want to add UTM parameters to your landing

Website URL *
page’s URL so you can track the exact origin of visitors on your site in este

Google Analytics. Otherwise, you will have to guess whether traffic to hitp:/lyoursite.com/landingpagk

. (e.g. http://www.urchin.com/download.html)
your landing page came from an update on your Facebook wall or

your Facebook Advertising campaign. Step 2: Fill in the fields below. Campaign Source, Campaign Medium and
Campaign Name should always be used.

Using Google’s URL Builder tool, you can quickly add easy to track UTM

parameters to your landing page URL that match your campaign. Campaign Source *

Facebook

(referrer: google, citysearch, newsletterd)
To track one specific landing page for a specific purpose, be sure to use

the same campaign name for each custom URL you build. This way, you Campaign Medium *
can look at the data for this specific landing page in one grouping within Ad
Google Anoly’rics. (marketing medium: cpc, banner, email)

Campaign Term

dentify the paid k
UTM parameters are (identify the paid keywords)

tags that you add Campaign Content
to a URL.

(use to differentiate ads)

Campaign Name *
ProductA
(product, promo code, or slogan)

http://yoursite.com/landingpage?
utm_source=Facebook&utm_medium=Ad&utm_campaign=ProductA
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ANALYZING LANDING PAGES IN GOOGLE ANALYTICS

There are a few ways to track your landing pages within Google Analytics to determine which online marketing campaigns
lead to the most conversions.

First, you will need to set up Google Analytics goals to tell Google Analytics when a visitor has made a conversion. Once
this is done, you will be able to trace steps the visitor takes throughout your website until goal completion.

From here, you can analyze various sections of your Google Analytics, starting with your campaigns created through the use of UTM parameters. You'll
find this information under Traffic Sources > Sources > Campaigns.

Source / Medium e 3 Goal Conversion Per Visit Goal Mailing List (Goal 1
Rate Value Conversion Rate)
137 0.73% $0.01 0.73%
f Total: 0.02% / 3.60% $0.03 0.35% (10072
1. AdWords / Ads 128 0.00% $0.00 0.00%
2. Facebook/Ads 7 0.00% $0.00 0.00%
3. Linkedin/Ads 2 50.00% $0.50 50.00%

If you didn’t use UTM parameters, you can look under Traffic Sources > Sources > All Traffic o see where visitors come from and what referral sources lead
to conversions.
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sore s oo Commtn | Fr o s o
875,677 3.60% $0.03 0.35%
-1 1 3.60% $0.03 0.35%

1. google /organic 318,570 1.83% $0.02 0.15%
2. (direct)/(none) 193,853 5.12% $0.04 0.43%
3. stumbleupon.com/referra 40,514 0.86% $0.01 0.02%
4. facebook.com /referral 30,322 2.98% $0.07 0.93%
5. google.com/ referral 25,423 2.32% $0.02 0.06%
6. tco/referral 23,745 187% $0.01 041%
7. twitter.com/referral 11,061 4.33% $0.09 0.40%
8. twitterfeed / twitter 10,013 3.07% $0.04 0.20%
9. yahoo/organic 7,283 3.75% $0.04 0.19%
10. paid.outbrain.com/referra 7,027 0.11% $0.00 0.10%

To see how your landing pages stack up against each other for conversions, go fo Conversions > Goals > Goal URLs, click on the final destination URL for the goall
you are tracking (such as your thank you page), then Goal Previous Step 1in the dropdown below the graph. The URLs referenced in the Previous Step 1 will likely
be the landing page URLs unless you have a multi-part shopping cart process, in which case you will want fo select Goal Previous Step 2 or 3 instead.

Goal Completion Location Goal Provious Stop - 1 Goal Completions 4 Goal Value

3,139 $10,645.00 By the time you are done analyzing your data in Google Analytics, you
1. Mankcyou ' 021 $3.11600 should have a good feel for which marketing strategies are leading you
2 ey o a8 $161200 to the most traffic and conversions as well as which landing pages
3. fthank-you Iguest-blogging-guide.html 172 $172.00 . . .
« mancsen bt e Atctanmatng s . 611200 perform best. When you have multiple landing pages, and one is
5. mankyou newsletier2 s $664.00 outperforming the rest, analyze that one carefully and see if you can
& mankyou fautner * $31900 make any changes to other landing pages to get similar results.
7. fhank-you /blog-post-promotion-ultimate-guide 79 $591.00
8. Mhank-you Ahank-you-for-your-comment 72 §72.00
9. fthank-you Iguest-blogging-ebook 43 $43.00
10. Mhank-you /blogging 36 $36.00
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ABOUT PINPOINTE

Pinpointe is a leading provider of on-demand email marketing automation software based in the heart of Silicon Valley, California. As former High Tech
B2B marketers, we've been in your shoes. Our team has a passion for helping B2B marketing professionals communicate with existing customers, and

target new prospects through behavioral targeting, improved segmentation and message personalization.

N CONTACTING PINPOINTE
Emuil Murkering Pinpointe sales and support are available from 8am to 8pm PST, M-F.

» < Create Awesome Emails Phone: (800) 557-6584 or (408) 834-7577, Option #2

/\/\\ Preview in 30+ Clients.

Automate. Share. Track.
Get 99% Inbox Delivery. Sales: sales@pinointe.com

®

General Information: info@pinpointe.com

Twitter (Daily Tips): @Pinpointe

FREE TRIAL J

Just Click Here Facebook: www.facebook.com/Pinpointe

A

LinkedIn: www.LinkedIn.com/company/Pinpointe

Copyright ©2013 Pinpointe On-Demand. All Rights Reserved. Pinpointe, Pinpointe On-Demand and the Pinpointe logos, and trademarks or registered trademarks of Pinpointe On-Demand, Inc. All Rights Reserved.
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