WEE DESIGN

mooth Landings

Double your sign-up conversion rates with better page layout

veryone wants to find the

silver bullet
| am often asked what
should be on the perfect registration
of sign-up landing page. OFf course,
thie answer 15 always the same: "t
depends.” So you should rest dif-
ferent approaches on your specific
audiemce. Mo single prescription will
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Heraever, these are a nuender of best
practices that apply to sign-up pages:
EJL‘I‘I
page on a Web gire (and each stand

e Clear page headline

alone landing page) muit be about
something. It must have aclear pur
pose, and the pumpose must be spelled
out in a headlive that spans the top
of the page

* Well-defined “action block"-
There should be 2 single place for the
visitor to intemct with your page, and
that place should be visually <alled
ot with o arbile hh.'l:gnu.ln.-] cisloe.
[his acrion bloack should draw the
oy icrwmrd the desired acitivity on the
pilge Thie resi of the page showuld he
r‘l.'l:l'l a:lrll,l '|'|.'||.||'|”'| rest I_.II'I'II.'I.I .

# Subhcadline in your action
block—The purpose of the action
block must be clearly stared. Whi
are your asking the visitor o do in
the action block! What specifically
is going o happen within it!

# Clear call to action—"Within
yoirr action block, you must have a
single, clear call wo action. The call
o ncrion mist describe what hap-
pens next and what the visitor can
expect when he is done interacting
with the action block. It sheuld
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not be general or generic like the
“*Continue” or “Submin™ rext thar is
commonly used on Web sives, The
wording of the call o action must
be from the visitor's viewpoint, not
yourr company’s. To put yoursel| in
the visieonr's shoes, try using button
rext that completes the following
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® Well-designed forms— For mest
comparies, very lrtke thought is given
o the detatls of the sign-up form. In
tact, designing elective forms is o
Ve !'-'.I.t't.lﬂ art a'll'l!.l =i} hﬂ'-f - | I.Im
[njeild e dr‘!"‘i.'t-l"l'l -'.'n:'\-n‘.‘-er‘.lmmﬂ'm E4cp 5]
information should be grouped e
clear, high-bevel sections to help the
wvestbor |l|'|I.|I:'1.'||:i|'|'I-d I'II:':I' F'I.ITFHI“-I" .I.I'IJ
ansormation How.

Unnecessary fields should be
remsoved from the form. For every
field peke '_r-.'-.|n|,-|:l, s ehils indformation
abealutely necesary o -.'n|1|p||,~1\- ke
currend trmmssction o !t YL Caneak
ANAWEr "pu;"h." i this Cppest 0, ihe
1|-.-|.d ahowmsld sk ke on the Fopm.
Don't leave a “nice to have” field
oy wosar Borm o collect information
that can be |,;.1|r|:|-|"rr-.! |lwber 1 wour
interactions with visitors 1Fu-r|1._=|rl-.
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# Page purpose tied to wser
intent—"our visitor did not just
In.irfrl.lli.'l_‘ it [ | '||'||I'|. iElr. Hf [ ] jh]
from somewhere, This “somewhere™
cowild have been another page on
your site, o search engine result, a
link in a blog post or a banner ad.
Regardles of the origin, some expec-
tarion had undoubtedly been ser.
Ir iz crivical 1o march the visitors

wpsream experience and intent m
order to maximize the conversion
e, To cho this, align your page with
the mesaging and promises made
upstrean, and create o clear infooma
tho scent trail chat makes the visitor
feel thuar be is making projoress toward
his ultimate poal

* Proper uie of credibility and
trust symbols—Lnless you have o
trusted, worldwide brand wocking
behind your, you must overcome the
fears and anxieties that the visitor
brings with him. Belore he will trams-
act with you, he must knoo that you
are truspworthy and credible. Sevem|
technigques can be used 1o do this
testimsonials and other “social prml'.'
client or partner company logos,
media mentions, and tnest seals, suich
as safe shopping indicators or guar-
antess that you offer. Although truss
symbols are importang, their role
is supporting, and they shonld nos
become am unnecessary disiraction
thini conpeies mlh the primary call
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Oar client, Mr. Skin, rr-.':'nr|'|. hiaed
a aniastic oubcome in a E.'||'n,|i1'|g
pRge best. The Website iz 3 compre-
hensive resource that reviews and
|;.:||;.1|-.'-:|:5 all 22 Xy aned rude scenes by
FCiTesmes in maindtream movies and
televizion. The goal of the test was
o imcrease the conversion of people
whi started the checkout proces
after visitimg ar least one actress page
an the Web site,
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WEB DESIGN

feamtrud froem page 23)

Let’s revisit the best pracoices and
see how they were specifically applied
to achieve this result:

= Clear page headline—The orgl-
rasl purple title was squeesed into the
rigght comer above the main box of the
page and read, “INSTANT ACCESS!
Secure B Dhzcreet Billing.” The new
page title was centened in the body
of the page and provided a clear pur-
pose for the page: “Instant Access to
Jessica Simpmon’ Sexy Movie Pics
& Videos!™ Note that the actres's
name was dynamically inserted into
the page hased on the last actress page
visited by the visitor.

* Well-defined action block- -
The original page had o white back-
ground throughout and was divided
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into two equal-width columns that
made it difficult to identify which
part of the page was the important
ome. The new design widens the [eft
cohumn and clearly ereares a lighe-blue
action block,

* Subheadline in your action
block—The origimal design dul noe
have a clear subhesdline in the area
of the form. The “"Choose offers” text
is really part of the original form. The
new action block has o clear “Secure
Chechout” sbheadline o plainly spell
Ot TS PP,

* Clear call to action—The origi-
ol page used an almost-invisible but-
ton that was difficult to see agains
the light gray color of the page. The
“Join Mew" text was from the per-
spective of the company and did
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MHir Skin, an online service that
reviews and catalogs sy scenss
in mavies. improved figr-up page
conversions by 96 peroent with
content personalived to the

referring source, 3 stroamilined
action bax and better placement |
of tevumonial.

not focus on any kind of benefit
o the visitor. The new page has a
bright green button char is distinct
and stands out a3 the only butten
on the page. The "Cet Acces" text
emphasizes the immediate gratifica-
tion the visatoe wall experience after
e jovina.

* Well-designed forms—The
original form had a confusing “Cheoose
offer” top section with detailed and
cluttered explanations for each sign-

| up plan option. The new form offersa

mure accessible “Select Plan® section
with shor labels for each choioe and a
single "Help me choose™ link for more
detailed explanations of each plan.

* Page purpose ticd to user
intent—The original form was a
generic ond static page thar did noc
recopmize the contest from which dhe
visitor just amrived, The new page is
chearly focused on the visitors intent,
Since he just amrived from a specific
actress page, the repistration page is
personalized for thar acteess in both the
tithe and the block of images mear the
top of the page. This creates a strong
tie to the visitor’s desire 1 ste more
content about that specific person.

* Proper use of credibility and
trust symbols—The oniginal page
used media mentions on the page 1o
create trust. However, they were con-
spicuously displayed in a prominent
place on the page in all of dheir full-
codoe glory. The new version resizes all
of the miedia mentions for comparable
impact, desaturotes their colors and
meoves them to the sipporting column
on the right in oeder o focus more
om the call o action.

The new page performed 96 per-
cent betrer than the original. This
stumindng resulr was peobably not due
o o single change, bur rather w a
combination of all best pracrices rac-
tics pesulting ina much more compel-
ling experience for the visitoe,. Al

Tim Ash ie the chiel executive officer

of San Diego-hased landing page opti-
mizaticn firm SiteTuners and author of

| “Landing Fage Optimizstion.” Ash can
| be reached at (619) 223-8020,
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