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10 Essential Conversion and 
Experience Optimization 
Techniques
In the last few years, conversion optimization has emerged as the primary field for 

investment in online marketing, and professionals across all industries have discovered that 

putting effort into it can yield high returns, especially for websites that enjoy high traffic.

More recently, however, more and more professionals are starting to realize that focusing 

only on one tiny detail (such as page copy or design) is limiting. That is why most experts 

and organizations are making a shift toward optimizing the experience of customers across 

all interactions with the brand – both on- and offline. This has given rise to the relatively 

new field of experience optimization.

Although it makes use of statistics, hypothesis testing, and other tools for empirical 

validation, conversion optimization is not an exact science; there is no secret formula you 

can take and apply across your site.

Still, there are best practices that can help you 

get started on the right foot and avoid the most 

basic mistakes. 

In this paper, we have collected 10 of the most 

basic and important optimization techniques 

that are universally applicable, no matter what 

type of business you are running.
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PRACTICE 1       OPTIMIZE ACROSS ALL TOUCHPOINTS

Conversion optimization arose from the need to have websites perform better. Marketers 

realized there was a potential to improve business performance simply by improving the 

copy and design of a web property. 

As the excitement passed, another philosophy started to take root – behind the percentage 

points on the other side of a conversion rate, there is a human who needs much more than 

a catchy headline and the most eye-pleasing color for their CTA button.

ENTER EXPERIENCE OPTIMIZATION.

Are you providing a consistent 
experience across all these 
platforms? 

Are you making promises on one 
and not delivering on them on the 
others?

Think about all the interactions your customers have 

with your brand. They come to your website. They 

read your social media updates. They receive your 

emails. They meet you in person at conferences and 

trade shows. They might even call you on the phone 

and speak to you and your representatives.

Start the optimization process by mapping out all touchpoints, or all interactions a customer 
can have with your brand. Then audit all your actions across those interactions. When you 
complete this process, you will have an excellent basis to start optimizing these experiences 
in a consistent way.

EXPERIENCE

Landing 
pages

Email drip 
campaign
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POSITIVES

Good SEO performance, 
stable traffic
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   USE PERSONALIZATION STRATEGICALLY

Using your customers’ first names in your next email campaign will not do the job. 

Nowadays, this kind of personalization is so rudimentary that no one is likely to be 

impressed by it.

The advances in our ability to collect, store, and quickly analyze large amounts of customer 

data, together with the cheap access to new analytics technology, means we now have a 

much better ability to provide personalized experiences to customers.

First, invest your time in finding out as much as possible about your customers. Then, set 

out to fulfill these needs and give them valuable information in the context where they 

would be best suited to consume it. This could be as simple as a basic drip campaign in 

MailChimp, or something much more complicated using advanced analytics, segmentation, 

and automation software.

   ALIGN MESSAGING ACROSS PLATFORM

Always keep in mind the people behind the numbers you are trying to improve. Your 

customers expect a consistent experience from your brand. For example, one of the most 

widespread mistakes with paid advertising is to use one message for the ad, but show a 

completely different value proposition on the landing page:

WP Blog Hosting - $1.99
www.onlydomain.com/
Create your own Blog Website.
Free Setup with Easy Activation

Figure 1: A search for "WordPress hosting" 
yields this page among the paid results…

Figure 2: ...but there is no mention of anything WordPress-related on the landing page.

http://mailchimp.com/


PRACTICE 2       ADOPT A DATA-DRIVEN MENTALITY… AND TEST!

If you want to succeed with conversion optimization, you have to become comfortable with 

collecting, analyzing, and understanding data, and then make decisions based on it.

Being data-driven also helps with leading a team – making a decision becomes easier, and 

no one needs to feel ignored because you have an empirically-driven, impartial way to 

decide.

Moreover, once you adopt this kind of approach, you have an easy answer to every 

question that comes up regarding your optimization strategy:
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“Should we have a long or short landing page?” 

“Let’s test!” 



“What copy works best for this CTA?” 

“Let’s test!”

However, in order for this testing to be meaningful, you have to know how to do it well.

   LEARN HOW TO PERFORM A/B TESTING

A/B testing is an art unto itself, so doing it correctly is an imperative step toward attaining 

success with your optimization campaigns.

Knowing what to test, how long to test, when to trust the 

numbers, and when to run another test is essential. 

Research and explore some of the excellent online 

resources and tools that are available before you start 

testing, including Optimizely, Visual Website Optimizer 

(VWO), and Hotjar.

https://www.optimizely.com/
https://vwo.com/
https://vwo.com/
https://www.hotjar.com/


PRACTICE 3       UTILIZE THE “ABOVE-THE-FOLD” AREA 
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   PERFORM LIVE USABILITY TESTING

A/B testing is a helpful tool, but in many cases it falls short because it does not give you an 

explanation as to why users are acting the way they do. The better way to understand this is 

to live test with customers. 

If focus groups are too difficult and expensive to organize, there are easy, affordable online 

services that allow you to collect feedback, including UserTesting.com and TryMyUI.

“Above-the-fold” refers to the area of a website 

that users first see when they land on it before 

doing any scrolling. In other words, it is the 

section of each page that is seen by 100% of 

your visitors, hence why optimization experts 

often call this the prime real estate of a website.

Unfortunately, we have seen large and 

sophisticated brands make poor use of this part 

of their sites – there are too many cases of flashy 

photos and copy that do not do anything to 

convert the average visitor. 

ABOVE 
THE FOLD

However, there is a bigger and much graver 

offence that is surprisingly persistent: 

not placing a CTA in the above-the-fold area.

https://www.usertesting.com/
http://trymyui.com/


PRACTICE 4       MAKE COPY YOUR ALLY

On-page copy is one of the most vital factors in conversion optimization: it is important 

both to visitors and search engines. Also, it has crucial impact on how well your content 

ranks. But most importantly, it can make the difference when it comes to a visitor becoming 

a client.

   USE LESS TEXT

   AVOID JARGON

Write in plain, simple language and eliminate fancy terms. Even if you are dealing with a 

highly sophisticated audience, keeping complexity to a minimum can be hugely beneficial.
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You call visitors to fulfill the ideal goal you have set for the page. Ultimately, you want 

everyone who visits this page to take this action. Therefore, there is no better place to put it 

than the area where everyone who visits your site will see it.

Avoid the mistake that is common to so many businesses by using 

less text on your homepage and landing pages. Try adding bullet 

points instead of long, visually intimidating blocks of text.

   EVOKE EMOTION

People are more driven by emotion than rationale, so learn 

to use language to connect with the emotions your visitors 

are experiencing. Can your product help them solve a 

problem? Overcome a fear? Or just make them feel and look 

better? Use copy that corresponds with these feelings to 

build a connection with your audience.



   ADD REASSURANCE

Whatever it is that you are selling, there is always a shared feeling when asking someone to 

hand you their money – worry. 

   USE ACTION-ORIENTED COPY

The ultimate goal of every page is to spur the reader 

to some kind of action. That is easier to achieve 

when the copy you use on your website is heavily 

action-oriented. Headlines and calls-to-action are 

naturally suited for action-heavy vocabulary, but 

most high-converting pages incorporate it into every 

piece of text. 
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   MAKE HEADLINES SUPER-SPECIFIC

Adding a lot of detail to your headlines serves two purposes: 

“Is this right for me? Is this 
website legitimate? What if I 
stop using this in a month?”

These are just a few of the questions prospects will 

have running through their heads when 

considering your product. The copy you use on 

your site is one of the best places to provide 

assurance for potential customers, which is an 

essential ingredient for successful conversion.

BA It allows visitors to obtain a 

better understanding of what 

to expect from the content 

that follows

Sharing key insights 

signals to the reader 

that you are an 

expert on the topic



   ADD NUMBERS TO YOUR HEADLINE

Numbers in headlines work much the same way as specific details do – they set a framework 

and build credibility for your content.

Consider the following titles:

      “How to Grow Your Site Visitors”

      “What I learned about content marketing from publishing 150 blog 
      posts and growing my site to 11k monthly visitors”

Which one would you be more likely to click on? Does the second example make you trust the 

author and her expertise?
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For instance, the headline 

“The 7 Best Tools for Product Managers” 

gives readers a short and distilled 

version of the information they need.

On the other hand, 

“Teams that use our product save $400 

per month on average” 

is much more convincing than simply 

saying, “It saves you money.” 



   ADD BENEFIT TO CTAS

The copy of your call-to-action is a great place to accentuate the qualities of your product or 

service one more time. So instead of a simple “Buy” or “Subscribe,” implement copy that is 

rich in benefits, such as “I’m Ready to Get More Quality Leads”:
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PRACTICE 5       WRITE EXCEPTIONAL CALLS-TO-ACTION

Calls-to-action (CTAs) are important for your conversion rate. In effect, they are what make 

a block of text or a webpage a marketing asset. You could have the perfect web design and 

copy, but without an eye-catching CTA, visitors to your site will leave without becoming 

customers.

Invest time and effort into crafting exceptional CTAs. If you are wondering where to start, 

consider the following features:

   ADD URGENCY TO CTAS

People are inherently driven by the fear of missing out on something good. You can benefit 

from this psychological trait by adding urgency to (or near) your CTAs. You often see 

businesses do this by offering flash sales or targeting visitors who are about to leave their 

website with special one-time discounts.

This specific offer takes advantage of the holiday season, but notice how the urgency is added 

closely to the CTA to spur the reader into action.
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Save on Mixmax now!

To celebrate the          season, I want to give you a truly exceptional discount. For a limited
time, we’re offering our Mixmax Proffessional tier at just $12 per month (paid annually). That’s a
50% discount of the usual $25 monthly price. This special price will only last through 
December 31.



   TEST SIZE, COLOR, AND COPY

When it comes to testing, everything about a CTA is worth playing with – especially the size, 

color, and copy. Obviously what works well varies between sites, which is why testing to find 

the best combination for your own site is the ideal approach.

   USE CONTRASTING COLORS

In reality, whether your CTA is blue, orange, or black is not important – as long as it is distinct 

from the background:
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Always use contrasting colors for your CTA and the background behind it. This will make 

your buttons stand out, and in turn make it more likely that visitors to your page will 

follow through on what you want them to do.



   USE MULTIPLE CTAS
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Do not limit yourself to adding 

just one CTA button on your 

page. 

As we have already mentioned, 

always place a CTA in the area 

that a visitor sees when they first 

land on your page 

(above-the-fold). 

Depending on the length and 

structure of your page, you can 

use multiple buttons. 

If you employ this tactic, use the 

Google URL builder to customize 

the links you place on the 

buttons so that you can keep 

track of how each separate 

button is performing in terms of 

conversions or sales.

https://support.google.com/analytics/answer/1033867?hl=en


PRACTICE 6       USE MULTIPLE LANDING PAGES

Landing pages are an essential element in the personalization of your business’s offerings 

to the different customer segments you serve. They allow you not only to offer a 

customized product/service, but also to use different language and messaging.

Additionally, they can boost your SEO efforts, allowing you to target key terms you are 

probably missing on your homepage.

Research conducted by Hubspot shows that conversion rates tend to improve exponentially 

with the number of landing pages you use:
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ON LEAD GENERATION

L A N D I N G  P A G E S

When you want to build landing pages for your website, start with your target customers. Use 

data that you have obtained from surveys and conversations with existing customers to 

understand the problems they have. Pay close attention to the language they use.

New
Leads
Index

http://blog.hubspot.com/blog/tabid/6307/bid/33756/Why-You-Yes-You-Need-to-Create-More-Landing-Pages.aspx


PRACTICE 7       DO NOT LET FORMS BECOME A CONVERSION KILLER

If you are operating any kind of business online, there is no doubt you will run into the 

need to use web forms. They are great for collecting visitor information, but they should be 

treated with extreme care since they can ruin the conversion of your website.

   KEEP FORMS AS SHORT AS POSSIBLE

In general, always aim to have the lowest possible number of fields on a form. What this 

number is depends on many factors, including what industry you are in and what your goal 

is for each form/conversion. For example, if you are using your corporate blog to collect 

emails, do you really need more than one field (email) on your form?
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Next, start creating a template for your landing page. With the information you have collected 

from your customers, you will know what questions to answer on the page and, perhaps even 

more importantly, what language to use.

However, when adopting this tactic, make sure the landing pages you create are at least 90 

percent unique, especially in terms of the copy used. Otherwise, you risk having your site 

marked for duplicate content, which might result in a penalty by search engines.

Name

Address Subject

Message

Phone



  PROGRESSIVE COLLECTION

You can collect information about your visitors progressively if you know they are likely to 

come back to your site. Ask them for the minimum amount of information you need when 

they first sign up, then try to get additional information from them on successive visits. 

Hubspot does an exemplary job of this with their downloadable resources. The first time you 

want to download an asset, they ask for only the most necessary information – your email and 

name – so that they can pitch you other resources in the future. Then, each time you want to 

download another white paper or a set of Excel spreadsheets, they can get additional 

information about you and your business, from what industry you operate in to the size of 

your company.

  USE INLINE VALIDATION

Whenever you have the chance to validate the information your visitors are providing via 

forms on your site, you should do so without waiting for them to submit their details before 

you check them. 

For example, even without knowing a customer’s specific email address, you know what it 

should look like, so do not wait for them to click “Submit” before asking them to fix a mistyped 

address:
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PRACTICE 8       REDUCE DISTRACTIONS

Too often we see landing pages with hundreds of options – main menus with drop-down 

submenus, numerous links to social media, case studies, and so on.

Most businesses do this, thinking that providing their audience with more options makes it 

more likely to turn visitors into customers. The reality is that the more distractions you 

provide, the easier you make it for users to drop off at some point.

Every marketing asset you use should always have a clear end goal for each visitor who 

sees it. If you want visitors to make a purchase on a certain page, do not give them the 

option to subscribe to your email list or download a white paper – this will distract them 

and give them an excuse to postpone making a painful decision (spending money always 

involves an internal struggle).

The conversion experts at Unbounce do a great job of reducing distractions on their landing 

pages:
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You can take inline validation to the next level by dynamically filling in forms for which you 

have the data. For example, once a customer enters their ZIP code, you know which state they 

are in, so do not ask them to choose it from the list – just fill it out for them.



PRACTICE 9       USE EVERY OPPORTUNITY TO BUILD TRUST

Trust is important for every business, but even more so for an Internet business where you 

rely on a web page to convince a stranger that you are worth his or her money.

That is why you should use every opportunity to build trust with potential customers. 

Luckily, there are numerous tactics you can apply. Here is a selection of the most popular 

ones:
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Notice how focused the entire page is. Every element – from the copy to the images to the 

design – leads the visitor to complete the main goal, which in this case is to sign up for their 

free course.

Social proof
“100 of the Fortune 500 companies use our software.”  |  “10,000 happy customers can’t be wrong.” 

Everyone knows how utilizing social proof can be a boon to business, but you can take it to 

the next level by employing personalization. Apply the information you have about a visitor to 

use social proof that may have a higher impact on them. 

For instance, a decision-maker from a marketing agency may be more convinced by the fact 

that you have a number of other similar agencies as clients, rather than the more boastful 

(but generic) message that you count big Fortune 500 companies as customers.



  TESTIMONIALS AND ENDORSEMENTS

Testimonials from customers can be helpful, especially when they answer critical questions a 

user may have about your product. For example, if you are selling a software package, 

featuring a user review that explains how easy it was to get started may contribute to 

converting a prospect worried about the complexity of your product.

Endorsements from professionals who are perceived as authorities in their industry have the 

additional benefit of allowing you to “borrow” from the trust these authorities have already 

built with your audience.
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  REASSURANCE

Your potential customers already 

have plenty to worry about, so 

look for opportunities to provide 

reassurances in the most 

applicable scenarios.

For instance, you can address 

users’ concerns about keeping 

their payment profiles secure by 

including guarantees on payment 

forms:



PRACTICE 10      MAKE CONVERTING AS PAINLESS AS POSSIBLE

The reason conversion is so tricky is because we are asking visitors to do something they 

would rather not do. So in order to improve the chances of getting the user onboard, you 

can do two things –improve the quality of what you are offering in exchange for their 

buy-in, or ask them for a smaller commitment.

Think realistically about the smallest possible commitment you need a user to make in each 

separate interaction for them to continue their journey toward becoming a customer. 

Notice how the reassurance elements are added in just the right context – when the user is 

asked to submit payment details and they are most likely to be worried about the security of 

their data.

Another good example of this tactic is the free trial/money-back guarantee method, which 

helps ease customers’ uncertainty when they are wondering if a solution is right for them:
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Asking them for their credit card on their first visit may be too much, but getting their email 

with a promise to deliver relevant and useful information is probably much more likely to 

succeed.

BONUS SECTION

There is so much to learn about conversion optimization that we cannot leave you without 

sharing four of our favorite lesser-known overlooked best practices.

   USE A LONG-FORM SALES PAGE FOR PRICEY OR COMPLICATED PRODUCTS
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Some products require more effort to convince consumers they are worth 

checking out. That is why some marketers have begun to utilize long-form 

pages when dealing with certain products: they use the extra space to 

build a stronger case.

This practice is particularly widespread with online  courses taught by 

email. Here is an example of what it looks like in practice.

Notice how the page is structured in a way that targets all customer 

segments – those who do not need much convincing have the chance to 

convert right at the beginning – using the form and CTA at the top.

For those who make it to the bottom of the page, there is another CTA 

that affords an additional opportunity to convert. The CTA even addresses 

the fact that the visitor is hesitant to convert.

Although this tactic runs contrary to the widely accepted view that landing 

pages should be short, we have seen more and more companies utilizing 

long-form sales pages to great success, and they will likely become more 

widespread in the future.

  

http://try.allaboard.io/concierge.html


   AVOID FALSE BOTTOMS

Make sure you structure your page (especially if it is long-form) in a way that does not create a 

false sense that the page is over before it really is. Here is what a false bottom looks like:
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As you can see, the design of the page does not make it immediately obvious that it 

continues below.

By implementing scroll mapping technology (Hotjar is a free package that includes this) and 

analyzing the performance of your pages, you can see where a disproportionally high 

number of visitors are leaving, and chances are this will be an example of a false bottom.

Make changes to these pages and track how conversions, scrolling, and bounce rates 

improve.

https://www.hotjar.com/


   USE INFORMATION GAPS TO CREATE CURIOSITY

Curiosity can be a motivator for your visitors. News site Upworthy became famous for its use 

of catchy headlines that compelled readers to click them:
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However, employing curiosity is 

not a tactic reserved only for 

news sites and blogs. In fact, it 

has been used in business for 

many years. One of the first 

examples of a curiosity gap was 

created by legendary copywriter 

John Caples:



A strategically placed gap can help you move customers from one channel to another – from 

an email you sent them to a landing page, or even between the top and bottom of the same 

page. Just remember, once you create a sense of curiosity, you have to deliver on the promise 

you created.  

   USE TWO-STEP CONVERSION

Once they have made a commitment, people feel obligated to follow up on the promise they 

have made. Some marketers take advantage of this by using a two-step conversion:

You can use a simple question to get readers to commit, then ask them to deliver on their 

commitment by entering their email.

Be careful not to insult your readers’ intelligence; the questions in the first step of your 

campaign should relate to what they care about, and you still need to offer something of 

substantial value in the second step in order to convince them to convert.

Finally, be cautious when applying this tactic. If you decide to adopt it, run an A/B test vs. a 

conversion box with only one step and see which performs better. Some sites actually see a 

much lower conversion rate from a two-step opt-in form. That is not so surprising considering 

this tactic goes against the conventional wisdom of including as few barriers and steps to a 

conversion as possible, so test and see what works better for your site.
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Conclusion
As lengthy as it is, this white paper only just scratches the surface of conversion optimization. 

It is a vast area of digital marketing, one that few people can truly master.

However, if you remember only two things from this article and apply them consistently in 

your optimization efforts, chances are you will be successful:

1. INVEST IN LEARNING AS MUCH AS POSSIBLE ABOUT YOUR AUDIENCE

Success with conversion is largely driven by personalization, so naturally the more you know 

about your customers, the better you will be at providing them with a customized experience 

across all interactions you have with them.

Do not be afraid to invest both time and money into this, as it is one of the factors that can 

have the biggest impact on ROI.

2. ALWAYS BE TESTING

The truth is that no marketing expert knows for sure what will work. On the contrary, the best 

marketers are those who accept their limitations and keep an open mind about finding out 

empirically what the ideal approach is to any given challenge.

Adopt that same mentality – you should always have multiple tests running across your 

marketing channels. Spend time (and maybe even money – although there are many great 

resources that are free) to learn how to test effectively and take advantage of your newfound 

power.
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FINALLY... 

If you still feel that conversion optimization might be too much of a strain on your time and 

energy, consider talking to a professional. We would be happy to hear from you and advise 

you on the best way to move forward. Email us at kesler@insegment.com to set up a free 

consultation.
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