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INTRODUCTION

What's the point in generating a high level of traffic to your site if your visitors leave without becoming
a customer or a lead? This is bad news for your bounce rate average as well as your SEO. Aim to
provide a rich, personalised experience for each section of your target audience.

To achieve success and maintain growth, you need be testing ways to optimise conversion rates,
offering convenience across a variety of devices, and maximising every opportunity to engage with
your customers.



THINGS YOU CAN DO TO ENCOURAGE
CONVERSIONS

Here are some general guidelines, but bear in mind that there are no hard and fast
rules that will work for everybody. Each industry, audience and website is different.
And, of course, the definition of success depends on your specific goals.

SETTING GOALS

Without pinning down a specific goal for your landing page, it’s impossible to optimise it for
encouraging conversions, or to measure success. If you don’t know what you want your visitors to
do, how are they supposed to?

What counts as a conversion?

+ Anonlinesale

+  Auseradding a product to their cart

+ Auseradding an item to their wish list
«  Email signups

«  AnyKPIlyour company finds valuable

Make sure you can easily track visitors’ activity on the site to give you a picture of their behaviour.
Further on we’ll show you how to track conversions.

LANDING PAGES

Alanding page is the first page a visitor sees when they arrive on your website. For the purposes
of this eBook, we'll refer to landing pages in terms of where a visitor ‘lands’ after they’ve clicked
on a specific campaign, whether that be an ad, through organic search, social media post or a
marketing email (as opposed to other pages on your site where a user may find themselves after
clicking on an organic search result).

In this case, a landing page is specifically-designed for a single, focused objective - known as a
‘call to action” (CTA).
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What makes a successful landing page?
To maximise conversions and reduce bounce rate as far as possible, your landing pages need to:

+ Besimple and clear to use
The headline should make it immediately clear what the page is about and the benefit to the user
of taking action.

+ Be persuasive and engaging
Use a powerful headline and only use copy if it adds value - don’t be afraid of white space. Also
offering prospects something for free, such as a download, can be a powerful motivator.

+ Offer a useful and engaging user experience
Answering questions or displaying relevant products; it must also be easy to navigate.

+ Develop credibility and trust in your brand.
Through clear brand identity and additional information that reinforces why to choose your brand
(such as facts and figures or testimonials where appropriate).

+ Provide a logical and consistent journey from the referral source

For example, an organic search result, a PPC ad or a link in an email. Perhaps the most important
aspect affecting landing page success - and a theme that runs through each of the factors - is
relevancy: a landing page should always seek to provide what the consumer is expecting to see.

« Contain aclear CTA

To you and your colleagues, the journey a customer should take through your site to complete a
sale may be blindingly obvious - but that’s because you’re intimately familiar with it (you may even
have designed it). However, customers need more direction and, yes, encouragement to take the
action you want them to? Make it clear and simple for them to do it. Limiting the options on each
page can be an effective technique.
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Content

Your landing page needs to lure the consumer through to the desired action, inform them of the
benefits, create a desire for the product or service and ultimately allow them to make a purchase,
or download a resource, etc. Landing pages are often a consumer’s first interaction with your site,
but also their last interaction before purchase - for both situations, you want to make a lasting
(and positive) impression.

Add testimonials, case studies & reviews
Positive endorsements reassure visitors that they can trust you.
According to Shopify, you can optimise conversion rate by up to 76% by adding product reviews

to your online store, while Jupiter Research found that 77% of consumers read reviews before
purchasing online.

TOTAL JOBS

= Totdljobs

Get everything you
need from a job

» Browse jobs

Let's make
Rassion pay

94,331 job ads | 7528 companies

)
B g
Gices

This is the mobile landing page a visitor sees when they click on one of Total Jobs’ paid search
ads. The benefit to user is clear, you can scroll through the big name recruiter companies that use
the site, plus visitors are asked to input minimal information, which encourages the visitor to take
action.

Total Jobs’ goal is for people to search the site for jobs, and this is clear from the page’s CTA. As

well as encouraging visitors to interact further with the site, the data users’ enter will probably be
captured for future marketing (with the visitor’s permission).
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https://www.shopify.in/blog/5329862-using-customer-reviews-to-boost-ecommerce-sales
http://www.juniperresearch.com/

DOMINO’S PIZZA

Domino’s ticks all of the boxes with this organic landing page: persuasive and engaging copy,
making its current deal the main feature and adding a dash of humour with the quirky ‘let’s get this
dough on the road’, which also establishes brand identity straight away.

The three boxes at the bottom help to build trust, reassuring customers that they can track their
order and offering an example of a happy customer who has used their Facebook app.

The CTA is made centre stage, making it super-easy for customers to order. What’s more, a pop-
up (although some people hate these) offers a 25% voucher in return for the customer’s email

address.

LOGIN Register

Qo Domino's

ORDER PIZZA NOW

CULLE[:TIUN ISBACK |

LECT AND DELIVERIES MOW AVAILABLE
ON ALL PRE-PAID ORDERS

Deals far 1 Deals for 2 Deals far 3 Deals far 4%
M aiona and fosing FFor @ graat night i T NN 'S na Fortart |0 foad fra whila
packish? gt arguing o h Lot silos family or squad

KROW EXACTLY WHERE
YOUR DRDER 15
FROM DOUGH TO DOOR
4
T |
NEWPERSONAL :
PIZZA TRACKER
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NETFLIX

This landing page is straight-to-the-point; simply and clearly stating the benefits (‘Unlimited films,
TV programmes and more.); provides reassurance (‘cancel at any time); and includes a CTA. It’s
also uncluttered and visually appealing:

Sign In

Unlimited films,; IV

programmes and more.

Watch anywhere. Cancel at any time.

Ready to watch? Enter your email to create or restart your membership.

Speed

If your page takes too long to load (more than two seconds is considered too long - and this
applies to your site in general), visitors are going to get bored and won’t even get as far as your
perfectly crafted landing page. Game over.

According to KissMetrics, half of consumers expect a web page to load in two seconds or less and
40% of people will abandon a website that takes more than three seconds to load.
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https://blog.kissmetrics.com/loading-time/

TRACK LANDING PAGE PERFORMANCE

Landing page stats in Google Analytics allows you to learn a lot about your progress, including:

« how your current strategy is developing your traffic (New Users/New Sessions).

« thetime spenton alanding page and average number of pages visited after arriving there;
compare this metric with other landing pages to which are performing better or worse than
average (Pages/Session and Avg. Session Duration).

+ whether visitors are finding what they were looking for when they arrive on the landing page
(by analysing Bounce Rate).

« how well your landing pages are performing specific goals (Goal Conversions/Goal
Conversion Rate).

« where your visitors are coming from (using the secondary dimension Default Channel
Grouping, as shown below).
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Are visitors converting on your site?

Setting up Goals allows you to track the actions (ie, Goals or Events) that are most important to
your business, for example, conversion rates for ads, form completions, sales etc. To do this, you
need to set up Goal Tracking that meets your campaign and commercial objectives. Without
them, you can’t accurately measure the effectiveness of your website and marketing activity. See
Google’s explanation of how to set up Goals in Analytics.
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https://support.google.com/analytics/answer/1032415?hl=en

BEYOND THE LANDING PAGE

Navigation

Help customers to find what they’re looking for quickly and easily, and complete a purchase/
conversion, when they’re on your site. A bread crumb trail will help visitors keep track of where
they are on the site, how they got there and enable them to go back a step(s) if they need to.

The design of your website can be critical to the experience of your online visitors, and small
tweaks to the layout may dramatically increase your conversion rate. Make your pages as intuitive,
fuss-free and uncluttered as possible for ease of navigation — and get rid of distractions such as

pop-ups.

To create an intuitive navigation bar, pin-point the main options on your website and make sure

that each one is listed as a category. For example, if you are an online clothes retailer, ensure that

your customers have the option to narrow their search down through factors such as price, brand,
material and colour.

Product pages

These should be reachable by as few clicks as possible from your home page. A rule of thumb is to
follow a logical structure of categories and sub-categories, and do not go more than three levels
deep before reaching a product-specific page. This will make sure search engines can find the
pages deep in your site that will serve any long tail searches

Images
Use high quality product images to help the customer evaluate a product and so the customer

knows exactly what they’re getting. Ideally, and especially for items such as clothing where
attention to detail is crucial, they should be able to zoom into the image to inspect it more closely.
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v UPROAR Wireless Bluetooth On-
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This product page on Very.com offers four different views of the headphones and the option to
zoom in for more detail. This is also a good example of the use of a breadcrumb trail above the
product to allow customer to keep their bearings on your site.
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Some sites offer a ‘quick view’ or ‘add to trolley’ option on product listings so that visitors can take
action without moving away from the product selection they’re viewing and ‘losing their place’ on
the site, like this example from Argos:

Challenge Tulip Dual Suspension
Mountain Bike

£9199 4%

Our Lowest Price

LY 2 A0D 10 TROLLEY

According to the Digital Marketing Institute, 79% of all customers admit to searching for another
site if the one that they ended up on didn’t live up to expectations.

It's good practice to make your site search box stand out, ensure it can handle long tail semantic
searches and enable autocomplete (customers who land on an autocomplete page suggestion are
six times more likely to convert than those who don’t).
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https://digitalmarketinginstitute.com/en-gb/the-insider/31-08-16-why-user-experience-is-key-to-digital-marketing-success
http://www.finanznachrichten.de/nachrichten-2013-01/25693889-printerland-enhances-site-search-to-generate-higher-conversion-rate-and-per-visit-value-008.html

Waitrose Florist offers an intuitive search process that returns relevant, easily-filterable results:

- E

fowertBpionlt  Flowss  Pindt  Occosors  Tomwmer  CFFERS

Vigan Shaving 7 restts For “yebor Bowers’
i Shawing 1487 8

Colour

e e e [3]

ot o guemini ) Foundation Yellow British Sunflowers Mediurm British
= Rt Bouquat Sunflowars
£35.00 £18.00 £23.00

Frecuently

atked questions Large Exitith (=0 e
sunfieers Ernma Bridgewaber Emma Bridgewater
Summer jug Summer Bouguet Jug
£28.00 £60.00 £70.00

Make it easy to filter results. Asos.com allows users to filter by product type, style, colour, size and
price range (and include or exclude several options within each), as well as customise how they
view results, with the choice to ‘favourite’ a product for later comparison.

FURTHER REDUCTIONS: SALE'S NOW UP TO 70% OFF E

Home t .
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WWW.CLICK.CO.UK 13



Use custom algorithms and enhanced landing page content to cross-sell and up-sell by

displaying alternat
and services, or ite
technique used by

ives when a product is out of stock, or by suggesting complementary products
ms that other customers have bought alongside that product (a familiar up-sell
Amazon). Here’s an example from Waterstones:

You may also be inferested in...
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sarah Khan sarah Khan Hirsteen Robsan Hatie Daynes 0K
£5.99 £6.99 £4.99 £7.99 £7.98 £16.99
Paperback Cards Paperhack Paperback Hardback Hardback

Create good quality content. Great content throughout your site not only boosts customer
engagement, retention and conversions, but search engines also reward user-friendly pages in

their rankings.

Aim to make every

page compelling, with substantial, unique, relevant and engaging content. This

goes for the copy on your product description pages as well as in your blog posts.

AO.com - renowned for its engaging, user-friendly approach to the potentially dry subject of white

goods retail - featu

res high-quality, product-specific copy on its content pages, as well as in-depth

buyer guides, helpful articles and FAQs:
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Product Overview

Vit this Bosch Inlegr aled Fridge Freezer you're geting a product that's bull [o st There's 259 Bres of capasity in folal, which gives you
spave for 14 shopping bags full of food, Designed 1o be higfden behind you furniure door Shere's an even spll of space between hidge and
freezen, There aie 3 cliawers in the feezer nduding a Big Bos, perfect for lrger dems. o ouls of meal. The fikige has 2 Freshsense
drawer, which has been designed (o keeg your vey n shape for longes

Customer Reviews

This product hasn't been reviewed yet,,

Viant 1 be: the frst 10 wiite a rewew Clck here 3

Specification

Product Detail

Dimensions

Brand

Colour

Calegory

sKU

Dimensions Wih Packaging
Weight

Wieight Wi Packaging

Fridge
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Fridge Capacity (Neth

Bosch Number of Shetves (Frisge) ()
White: Junti Bacterial Frosecticn ()
Fridge Fieecers Aule Defrost Reflriger ator )
KIVESWSI0G_WH Boltle Stovage )

(H) 184 x (W)B2 x (D84 cm

54Ky

7o Kg

Dairy Compartment {f}
Egg Tray
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Yes

Yes

HNo
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Inspire Me »

Hoower W-Fi
Coffee Machines

K TVs

Help Me Choose »

How can we help you?

Brande at A0 Promotions
Buyiny Guies Dwivery
Our Best Buys Finance:

Popular Questions

Help With My Order »

Help With My Product »

TV How To Guida
Leansch y Tawnsbseainasting

Aftercare

Do you offer trade-in and how
does it work?
We offer Irade-in as a promation on seleced

products. You can see what's cumently available
here. Simply trade-in a like-for-like appliance and

well give you cash hack info your bank 'We can

even collect your old item when we deliver your new
one. Find out more here

I've heard there's a product
safety notice on Hotpoint,
Indesit and Creda appliances.
Do 1 need to do anything?

Indesit Company have issusd safety notices relating
to condenser and vented tumble dryers issued
between April 2004 and Seplember 2015 from the
brands Hotpoint, Indesit and Creda. To read the
safety notices and check your item. please go to
either https //safety hotpoint ew or

hitprs. Tsalely_ indesil ww

Trending Toda

Tl coue working T
What do those energy labels mean”

‘ Wh & | | "Il

TV Buying Guide

From 4K to Smart, find out everything you need to
know about your next TV.

Find out more 3

Popular Articles

How to buy built-in and
integrated appliances

We're here to make buying built-in appliances
simple. Find out everything you need to know here

Find out more

& Schadule

Cooking Installation

Qur expert installation team are on hand to install
your new appliance

Find out more »

Sound System buying gui...

Sound Buying Guide

Get plenty of extra boom for your room. Find out
which sound product is right for you

Checkout process

Even if you offer the best quality and value on the market, and the rest of your site is a dream to

Popular Videos

Samsung Multireom

Sameung Multiroom

Enjoy room filling sound throughout your home with
Samsung's multireom system

Hoover Wizard

-
Hoover WiFi Wizard

Find out how the UKs first connected kitchen can

take the stiess oul of dhoes

navigate, you’ll fall at the final hurdle unless your checkout process is secure, quick and simple to

use. Research by marketing software provider, Bronto (illustrated below), found that the average

checkout process is five pages long.
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PRODUCT-RELATED FEATURES INCLUDED IN THE SHOPPING BASKET

97% 0% 00% 23% 1%
2 Left M
n G v ] ‘ in Stock . @

AYERAGE NUMBER OF PAGES AVERAGE PAGE NUIMBER WHERE
IN THE CHECKOUT PROCESS: SHIPPING COSTS ARE SHOWIN:

You can investigate your conversion data and look into areas in which you can improve your
conversion rates. Some questions you may want to ask when looking at this data is, “are you
asking for too much personal information at such an early stage of the buying cycle?” “Are there
too many steps within the payment process?” and “Can my potential new customers purchase
easily via guest checkout?”,

You could also consider implementing a step-indicator, which gives customers a clear view of their
progress.

A smooth, secure checkout is crucial for eCommerce success. You need to ensure:

«  Strong calls-to-action (CTAs) on your checkout page to entice your customers to do what you
want them to do

+  Prominent shopping basket buttons on your product pages

« Asecure, user-friendly payment process on your checkout page

WWW.CLICK.CO.UK 16



Contact us, live chat feature or chatbot

One thing that is often overlooked when it comes to UX is a live chat function. More and more
websites are now using this in order to add an additional layer of customer support. 31% of online
shoppers from both the US and UK say they’d be more likely to purchase after a live chat.

You can use a simple plug-in to implement a continual ‘contact us’ feature that opens the
opportunity for interaction on screen, regardless of where the user navigates.

When a user experiences an “l want to go” moment, the last thing you want to do is make them
wonder how to reach you.

Clearly display your contact details, including phone number, email address and social media
buttons, and ensure you respond promptly to queries.

Mobile-First

Desktop is no longer the default for users, or for Google — mobile searches now outstrip those on
desktops and tablets - and mobile shoppers expect to get what they need from your site quickly
and easily, or they’ll simply go elsewhere.

Make sure you’re optimising your retail customers’ mobile experience for search, UX and
conversions. Being Mobile Friendly isn’t a nice-to-have; it’s must.

Abandoned baskets

Forrester Research estimates that 87% of consumers abandon their baskets, resulting in $18 bn of
lost revenue anually.

Allis not lost if you lose a sale - it’s possible to re-engage with a customer and entice them back
to your site to complete their transaction. Two methods that work well to remind customers
what they’re missing include: remarketing, where you target users with ads for items in which
they’ve shown interest; or an automated abandoned basket email (either of which could include
an added incentive, such as a discount or special offer). Despite research showing that a basket
reminder strategy can recover as much as 25% of abandoned revenue, the majority of retailers
(59%) don’t employ this strategy.
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https://bronto.com/email/abandoned-cart/
https://www.click.co.uk/services/display-advertising/remarketing/?utm_source=eBook&amp;utm_medium=eBook&amp;utm_campaign=ConvertingVisitorstoCustomerseBook20&amp;utm_term=ConvertingVisitorstoCustomerseBook&amp;utm_content=eBook
https://www.persomi.com/resources/example-abandoned-basket-strategy/

TWEAKING AND TESTING CHANGES
TO YOUR SITE

Conversion rate optimisation (CRO)

CRO is the process of optimising your landing pages to encourage visitors to take actions you want

them to, by experimenting with various design features, layout and CTAs. The results give you
valuable insights into what influences your customers’ online behaviour that will have long term
benefits for your business. The important thing about CRO is that you take a structured approach
of testing and analysis, to allow you to evaluate your ideas for making improvements before you
commit to making them permanent, rather than relying on guesswork.

How CRO can help your business

« Immediately impact your bottom lone
+ Increase the ROI of all traffic, whatever your budget
+ Make permanentimprovements to your site

+ Create a knowledge bank of best practices to inform future strategies

Testing is the focus of CRO. Whether this is via A/B testing (sending equal numbers of consumers
to two or more variations of a landing page and comparing the variations to the original) or
multivariate testing (where several changes are tested on the same page), your changes must be
made for the duration you specify at the start of the test. Commit to your hypotheses and test for
set durations with the specified changes (don’t be tempted to tinker).

Jo's Bread Fresh Bread Amthestsc Bread
o . - 20%
ope— Frrpsm— 18% cmsin I.—. - eision
#1 2 A
o' Bread Fresh Bread Astheatic Bread e
= =3 =3 + ‘
. by
1% comsmrscn 6% ComaTEN 12% mMvmscn _1B = =)
1)
E2

=a =3 Conversion

By carrying out regular and thorough testing on your landing pages you can further encourage a
positive experience for your consumers and increase the likelihood that they will return to make
additional purchases.

Testing different colours, placements and copy for your CTA buttons is a good place to try running

A/B user tests as part of a CRO (conversion rate optimisation) strategy. This eBook takes you
step-by-step through a tried and tested process to help you maximise the benefits of CRO for you
business. As well as planning your tests, this shows you how to: build and check your tests; do
simultaneous testing; run and monitor you tests; and apply the results of your tests.

WWW.CLICK.CO.UK
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https://www.click.co.uk/resource/simple-guide-cro/?utm_source=eBook&amp;utm_medium=eBook&amp;utm_campaign=ConvertingVisitorstoCustomerseBook20&amp;utm_term=ConvertingVisitorstoCustomerseBook&amp;utm_content=eBook

CONCLUSION

The key to encouraging visitors to take the action you want them to is to make it as easy as
possible for them to do so. This means clear instructions in the form of calls to action, and a slick
experience in terms of speed and navigation.

Of course the well-established rules of marketing still apply: to engage and persuade by selling the
benefits and creating desire. You also need to convince visitors that they can trust you with their
data, their money, or both.

But it’s not just what happens when customers are on your site that maximises your chances of
getting them to convert.

Setting goals beforehand and measuring results afterwards are crucial steps - analytics tracking
and CRO testing allow you to measure what works, what doesn’t and how to optimise for success.
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Click Consult is a multi award-winning digital and search marketing agency with a focus on organic
(SEO) and paid search (PPC). Part of global consumer brand business Ceuta Group, we have a team
of 70-plus specialists and a portfolio of more than 60 clients worldwide.

Our complementary services include content marketing, outreach, social media, conversion rate
optimisation (CRO) and international/multilingual search marketing. We can also offer training and
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