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IInntt rroodduucctt iioonn 

IIttΩΩss  nnoott   aabboouutt   TTeecchhnnoollooggyy;;  iittΩΩss  aabboouutt   PPssyycchhoollooggyyΧΧ    

ά!ŘǾŜǊǘƛǎƛƴƎ ƛǎ ǘƘŜ ŀǊǘ ƻŦ ƎŜǘǘƛƴƎ ǇŜƻǇƭŜ ǘƻ ōǳȅ ǘƘƛƴƎǎ ǘƘŜȅ ŘƻƴΩǘ ƴŜŜŘ ǿƛǘƘ ƳƻƴŜȅ ǘƘŜȅ ŘƻƴΩǘ ƘŀǾŜέΦ  

That statement predates the Internet by a number of decades, yet it is as true today as it was back then. 

A bit cynical? Perhaps, but let us not forget that in the Internet world people rarely stumble across a 

website without actively searching for something.  If you have what they are looking for, your job is to 

help them find it.  

The problem is most websites are so ill conceived and poorly constructed that they are little more than 

monuments to their owners.   

[ŜǘΩǎ ƳŀƪŜ ǎƻƳŜǘƘƛƴƎ ǘǊŀƴǎǇŀǊŜƴǘƭȅ ŎƭŜŀǊΤ ǇŜƻǇƭŜ Řƻ ƴƻǘ ǊŜŀŘ ƻƴ ǘƘŜ LƴǘŜǊƴŜǘΧ ǘƘŜȅ ǎŎŀƴΗ ¢ƘŜȅ ǎŜŜ 

headlines, images and bullet points. Depending on the personality type of your visitor, you have 

between 2 and 8 seconds to convince them to stay on your website and delve deeper into it. They click 

ƛƴΧ ǘŀƪŜ ŀ ǉǳƛŎƪ ǇŜŀƪΧ ŀƴŘ ŎƭƛŎƪ ƻǳǘΦ ¢ƘƻǎŜ ŀǊŜ ǘƘŜ ŎƻƴŘƛtions in which business is conducted on the 

Internet. 

 

WWhhyy  aarree  eeffffeecctt iivvee  LLaannddiinngg  PPaaggeess  eesssseenntt iiaall??  
 
A Landing page is where visitors land after clicking on an email link, a search engine result, a banner ad, 

or manually typing in a specific advertised address. Actually making use of that tidbit of knowledge is a 

little more complex.  

LǘΩǎ Ŝŀǎȅ ǘƻ Ŧŀƭƭ ƛƴǘƻ ǘƘŜ ǘǊŀǇ ƻŦ ǘƘǊƻǿƛƴƎ ƳƻƴŜȅ ƛƴǘƻ ŘǊƛǾƛƴƎ ǘǊŀŦŦƛŎ ŀƴŘ ƭƛǾƛƴƎ ǿƛǘƘ ȅƻǳǊ ŎƻƴǾŜǊǎƛƻƴ ǊŀǘŜΦ 

²ŀƴǘ ƳƻǊŜ ŎǳǎǘƻƳŜǊǎΚ Wǳǎǘ ōǳȅ ƳƻǊŜ ǘǊŀŦŦƛŎΦ bƻǘ ŜȄŀŎǘƭȅ ŜŦŦƛŎƛŜƴǘΧƻǊ cost effective.  

The scenario below illustrates that a mere 2% increase in conversion results in 240 additional customers 

WITHOUT increasing traffic. Depending on the lifetime value of those new customers, that might be a 

game changer for this particular business.  
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66  sstteeppss  ttoo  eeffffeecctt iivvee  llaannddiinngg  ppaaggee  ddeessiiggnn::    

SStteepp  11::  DDeeffiinnee  SSuucccceessss 

In order to accomplish your goals, you have to know what they are. Is this an eCommerce website 

focused on transactions? Is the purpose to generate leads, or is it about branding or relationship 

building or increasing your database through membership registration? A good marketer will often start 

at the bottom of the sales funnel and work their way up to the point where the visitor first enters the 

funnel. 

SStteepp  22::  DDeeffiinnee  yyoouurr  CCuussttoommeerr    

LǘΩǎ bh¢ ŀōƻǳǘ ¸h¦Η aŀƴȅ ōǳǎƛƴŜǎǎŜǎ ŦŜŜƭ ŎƻƳǇŜƭƭŜŘ ǘƻ ǘŜƭƭ ǘƘŜƛǊ ǎǘƻǊȅ ǘƻ ǿƘŀǘ ǘƘŜȅ ǇŜǊŎŜƛǾŜ ŀǎ ŀ 

ŎŀǇǘƛǾŜ ŀǳŘƛŜƴŎŜΦ ¢ƘŜǊŜ ƛǎ ƴƻ ŎŀǇǘƛǾŜ ŀǳŘƛŜƴŎŜ ƻƴ ǘƘŜ LƴǘŜǊƴŜǘΦ /ƘŜŎƪ ȅƻǳǊ ŜƎƻ ŀǘ ǘƘŜ ŘƻƻǊΣ ƛǘΩǎ Ƨǳǎǘ ǘƻƻ 

easy for a visitor to leave and find what they really want.  

! ǘǊƛŜŘ ŀƴŘ ǘǊǳŜ ǘŜŎƘƴƛǉǳŜ ŦƻǊ ŘŜŦƛƴƛƴƎ ȅƻǳ ŎǳǎǘƻƳŜǊ ƛǎ ǘƻ ŀŎǘǳŀƭƭȅ ŎǊŜŀǘŜ ŀ ǇŜǊǎƻƴŀΧ ŎƻƳǇƭŜǘŜ ǿƛǘƘ 

name and age and marital status, etc. You may even have multiple profiles; just make sure that you 

ǇǊƛƻǊƛǘƛȊŜ ǘƘŜƳΦ wŜƳŜƳōŜǊΧƛŦ ȅƻǳ ǘry to appeal to too many different customer types, you will wind up 

appealing to no one. Once you know WHO you are selling to, you can craft your message so that it 

appeals to THEM. 

SStteepp  33::  SSeelleecctt iinngg  DDoommaaiinnss    

Most businesses consider their Home page their landing page. That may be perfectly acceptable in some 

instances, but it is not always the best choice. Your landing page may be part of a micro-site or single 

ǇŀƎŜ ǿƛǘƘ ƛǘǎ ƻǿƴ ŘƻƳŀƛƴ ƴŀƳŜΦ ¸ƻǳ ƳƛƎƘǘ ŎƻƴǎƛŘŜǊ ƻƴŜ ƻǊ ƳƻǊŜ άǾŀƴƛǘȅ ƴŀƳŜǎέ ǘŀǊƎŜǘƛƴƎ ŀ ǎǇŜŎƛŦƛc 

product or service. That is particularly effective when the domain will be visible such as on printed 

material or other instances where the domain will be visible such as on Sponsored Links advertising 

(pay-per-click).  

SStteepp  44::  WWiirreeffrraammiinngg   

Essentially a άǎƪŜǘŎƘέ ƻŦ ǘƘŜ ǇŀƎŜ ƭŀȅƻǳǘΦ {ǘŀǊǘ ōȅ ƭƛǎǘƛƴƎ ŀƭƭ ƻŦ ǘƘŜ ŜƭŜƳŜƴǘǎ ǘƘŀǘ Ǝƻ ƻƴ ǘƘŜ ǇŀƎŜ ŀƴŘ ƭŀȅ 

them out on a piece of paper taking up approximately the amount of space they will warrant. You 

ǎƘƻǳƭŘ Řƻ ǘƘƛǎ άōŜŦƻǊŜέ ȅƻǳ ǿǊƛǘŜ ǘƘŜ ŎƻǇȅ ōŜŎŀǳǎŜ ǘƘŜ ǎǇŀŎŜ ŀǾŀƛlable will dictate the amount to copy 

ȅƻǳ ƘŀǾŜ ǘƻ ǿƻǊƪ ǿƛǘƘΦ aŀƪŜ ǎǳǊŜ ǘƘŀǘ ȅƻǳ ǇƭŀŎŜ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ŜƭŜƳŜƴǘǎ ŀōƻǾŜ ǘƘŜ άŦƻƭŘέ όǘƘŜ 

spot on the page where most visitors will have to scroll down to see more). 
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SStteepp  55::  CCooppyy  wwrriitt iinngg   

tŜƻǇƭŜ ŘƻƴΩǘ ŀŎǘǳŀƭƭy read on the internet...they scan. They see headlines, bullet points and graphics. 

Headlines should refer back to what the visitor was looking at before they landed on your page. Only 

about 20% of your visitors will actually read the body copy... still, it has to be good (less is more).  

5ƻƴΩǘ ŦƻǊƎŜǘ ǘƘŜ Ŏŀƭƭ ǘƻ ŀŎǘƛƻƴΗ ¸ƻǳ ƳƛƎƘǘ ǘŜǎǘ ƳŀǘŎƘƛƴƎ ǳǇ ǘƘŜ Ŏŀƭƭ ǘƻ ŀŎǘƛƻƴ ǿƛǘƘ ǘƘŜ ƘŜŀŘƭƛƴŜ ǎƛƴŎŜ ǘƘŀǘ 

is almost certainly the one element on the page that you can be sure they will read. 

SStteepp  66::  TTeesstt iinngg  &&  TTwweeaakkiinngg   

This is not a spare time activity. It is something that should be scheduled at regular intervals. Examine 

ȅƻǳǊ ƳŜǘǊƛŎǎΣ ƳŀƪŜ ƛƴŎǊŜƳŜƴǘŀƭ ŎƘŀƴƎŜǎ ŀƴŘ ǊŜŜȄŀƳƛƴŜ ǘƘŜ ŜŦŦŜŎǘΦ 5ƻƴΩǘ ƳŀƪŜ ǘƻƻ Ƴŀƴȅ ŎƘŀƴƎŜǎ ŀǘ 

ƻƴŎŜ ƻǊ ȅƻǳ ǿƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ȅƻǳ ŘƛŘ ǘƻ ŜŦŦŜŎǘ ǘƘŜ ŎƘŀƴƎes. Your testing and adjustments should match 

your original goals (Transactions, Lead Generation, Branding/Education, Relationship Building, 

Registrations, Viral marketing, etc.) 

 

KKeeyy  CCoonnssiiddeerraatt iioonnss  

  
¢ƘŜǊŜ ƛǎ ŀ ŘƛŦŦŜǊŜƴŎŜ ōŜǘǿŜŜƴ ŀ άǿŜō ŘŜǎƛƎƴŜǊέ ŀƴŘ ŀ ά²Ŝō aŀǊƪŜǘŜǊέΦ ! ǿŜō ŘŜǎƛƎƴŜǊ Ŏŀƴ ƳŀƪŜ ŀ ǿŜō 

page pretty. A web marketer can make a web page pretty compelling. Although a list of tips is no 

substitution for a web-savvy marketing professional, there are certain industry best practices that every 

businesǎ Ŏŀƴ ǳǎŜ ŀǎ ŀ ƎǳƛŘŜƭƛƴŜ ƻǊ άŎƘŜŎƪ ǎƘŜŜǘέ ǘƻ ŀǾƻƛŘ ǎƻƳŜ ŎŀƳǇŀƛƎƴ ƪƛƭƭƛƴƎ ƳƛǎǘŀƪŜǎΦ 

SSccrroollll iinngg,,  PPaaggiinngg  &&  tthhee  FFoolldd   

Scrolling is the point on a web page where a visitor would have to scroll down to see the rest of the 

page. IŦ ǘƘŜ ǾƛǎƛǘƻǊ ƛǎƴΩǘ ƛƴǘǊƛƎǳŜŘ ŀǘ Ŧirst glance, you will never even get to show them what is below the 

fold. 

 Do NOT make text-copy columns too wide or fonts too small just to keep content above the 

fold. 

 10-12 point or larger fonts / no more than 50-60 characters (including spaces) across. 

 Women ages 34-45 are more likely to scroll, read more info and  click onto additional pages than 

men. 

 Above-the-fold info must contain enough convincing data to will over the short attention span 

visitors. 
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NNaavviiggaatt iioonn  BBaarrss  

It is very tempting to make sure that no information about your company is left out; however the truth 

is that most people just donΩǘ ŎŀǊŜ ŀǘ ǘƘƛǎ ǇƻƛƴǘΦ YŜŜǇ ƛƴ ƳƛƴŘ ǿƘŀǘ ȅƻǳǊ Ǝƻŀƭ ƛǎΧ ƛŦ ƛǘ ƛǎ ǘƻ ƎŜǘ ǾƛǎƛǘƻǊǎ 

contact information, you will have plenty of opportunities to educate them as you build the relationship.  

 You will have plenty of opportunity to tell your customers how wonderful you are. 

 Would you tell an attractive stranger your life history when you are just trying to get them to 

agree to a first date? 

 The objective is to not encourage the visitor to ǿŀƴŘŜǊ άƻŦŦ-Ǉƻƛƴǘέ 

LLaannddiinngg  PPaaggeess  wwiitthh  LLiinnkkss  ttoo  OOtthheerr  PPaaggeess  

Use discretion when providing links to other pages or websites from your landing page. You may be 

tempting the visitor to wander off-point. In some cases it may be permissible or even desirable to offer 

the visitor an opportunity to lean more as long as each link returns the visitor back to the sales funnel. 

 Eliminate any clicks to irrelevant pages or advertisers 

 Minimize font size of links to privacy and legal information 

 Make the ENTIRE area around a link clickable 

 Make the first 3 words of a link descriptive 

 Make your Hero shot clickable and open in a separate window of information so the visitor does 

not lose the main landing page (Hero Shot is a single picture that tells the story).  

CCoolloorr  CChhooiicceess  

Believe it or not, color choices have remarkably little influence on the effectiveness of a landing page. 

However poor color choice that impacts reading comprehension does have a negative effect. Keep in 

mind that a higher percentage of the population than you probably realize is color blind and may have 

trouble with the contrast of certain color combinations. 

 Copy: Black (or dark) text on a white (or light) background 

 Headlines: Large enough to be readable in most colors, so largely irrelevant. 

 HotlinksΥ .ƭǳŜ ǳƴǘƛƭ ŎƭƛŎƪŜŘ ŀƴŘ ǘƘŜƴ ǘǳǊƴǎ ǇǳǊǇƭƛǎƘΦ 5ŜǎƛƎƴŜǊ ŎƻƭƻǊǎ ŀǊŜ hYΧōǳǘ ǘŜǎǘ ŦƛǊǎǘΧΦ 

 Branding Colors: OK if branding is more important than copy.   

TTyyppeeffaaccee  FFoonnttss  

Lǘ ƛǎ ƘŀǊŘ ŜƴƻǳƎƘ ǘƻ ƎŜǘ ŀ ǾƛǎƛǘƻǊ ǘƻ ŀŎǘǳŀƭƭȅ ǊŜŀŘ ȅƻǳǊ ŎƻǇȅΣ ǎƻ ŘƻƴΩǘ ƳŀƪŜ ƛǘ ŀƴȅ ƳƻǊŜ ŘƛŦŦƛŎǳƭǘ ǘƘŀƴ 

ƴŜŎŜǎǎŀǊȅΦ DŜƴŜǊŀƭƭȅ ǎƳŀƭƭ Ŧƻƴǘ ǎƛȊŜǎ άƭƻƻƪέ ōŜǘǘŜǊ ōŜŎŀǳǎŜ ǘƘŜȅ ƳŜƴǘŀƭƭȅ ŦƻǊƳ ŀ ōƭƻŎƪ ǿƘƛŎƘ ƛǎ ŀ 

convenient design element. However, effective trumps pretty every time. 
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 Make copy easy to read as possible. Many visitors will bail just becŀǳǎŜ ǘƘŜ ǇŀƎŜ άƭƻƻƪǎ ƭƛƪŜ 

ǿƻǊƪέ 

 Use 10 point or larger font. Consider a larger size if you are targeting children, adults or if you 

have very long copy 

 Captions, form field names, legal and some tech-specs can be smaller 

 Smaller texts promotes slower reading and a drop-off in comprehension 

 Text should never run more than 52-60 characters across the screen. tŜƻǇƭŜ ŎŀƴΩǘ ŎƻƳŦƻǊǘŀōƭȅ 

read long or wide columns. 

 Keep columns at a fixed width (no liquid designs)  

 ¦ǎŜ ά²Ŝō-ǎŀŦŜ Ŧƻƴǘǎέ ǘƻ ŎƻƴǘǊƻƭ ǘƘŜ ŀǇǇŜŀǊŀƴŎŜ ƻŦ ǘƘŜ ǇŀƎŜΦ 

(http://www.efuse.com/Design/web_fonts_basics.html#WebSafeFonts) 

 With the possible exception of one-line headlines, all text should be flush left and NOT centered. 

 Headlines should be significantly larger and possibly bolder. Sub-headlines should be close to 

body copy size and bold 

 

Note: Harder to read because the Human eye wants to return to the same point after each line.  

 

 

 

Note: The block of text may look ƎƻƻŘ ōŜŎŀǳǎŜ ǎƳŀƭƭŜǊ ǇǊƛƴǘ ƳŀƪŜǎ ŀ ƴƛŎŜ άŘŜǎƛƎƴ ŜƭŜƳŜƴǘέ ƘƻǿŜǾŜǊ 

small size and poor contrast make it hard to read.  
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Note: The human eye is trained to move from left to right only so far. Any farther and it requires a 

conscious effort to continue to get to the end of the line.  

 

 

 

Note: We grow up reading dark print on a light background (school books, newspapers, etc.).  The 

contrast is better with dark over light.  

 

 

Note: Bold print is not necessarily more readable. In fact it can obscure the different characteristics of 

each letter that helps us quickly differentiate various words. Bold should be reserved for emphasis.  
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Note: Group your paragraphs into short easily digesǘƛōƭŜ άōƭƻŎƪǎέΦ  bƻǘ ƻƴƭȅ ƛǎ ƛǘ ŜŀǎƛŜǊ ŦƻǊ ŀ ǇŜǊǎƻƴ ǘƻ 

ŎƻƳǇǊŜƘŜƴŘΣ ƛǘ ŀǇǇŜŀǊǎ ǘƻ ōŜ άƭŜǎǎ ǿƻǊƪέ ǘƻ ǊŜŀŘ ŀǘ ŀ ǎǳō-conscience level.  

 

 

Note: Which do you think is easier for you mind to organize and retain, the block or the bullets?  
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HHooww  mmaannyy  eelleemmeennttss  sshhoouulldd  bbee  oonn  aa  ppaaggee??  

¢ƘŜ ŎƻǊǊŜŎǘ ŀƴǎǿŜǊ ƛǎΧΦ !ǎ Ƴŀƴȅ ŀǎ ƴŜŎŜǎǎŀǊȅΧ ƴƻ ƳƻǊŜ ƴƻ ƭŜǎǎΧΦ 

These are just some items that MAY go on a landing page. It is not meant to be a checklist of items that 

should be on every landing page. 

 

 

TTrruusstt   IIccoonnss  

Data and Case Studies prove conclusively that trust icons do make a difference in conversions. Multiple 

icons may help even more. Make sure you place the icons above the fold and at critical decisino points 

such as form submissions or transaction point in a 

shoping cart. 

 

Consider using the space around your logo to identify it with a 

trust image and slogan  like the Kelley Blue Book logo to the right 

Notice that Kelley Blue Book awarded themselves their own 

trust icon, however it gives the appearance of an award or 

certification. 

 

  

  


