
UX Playbook for Landing Pages

Collection of best practices to delight your users



General Best Practices for Optimizing 
Landing Pages

● Use the “Landing Pages” page in AdWords to identify low 
performing landing pages to prioritize your efforts

● Consider creating and using AMP versions of your landing pages 
for the fastest experience

● Continuously test and improve the design of landing pages

https://support.google.com/adwords/answer/7450207
https://support.google.com/adwords/answer/7496737
https://www.google.com/analytics/optimize/


Use the “Landing Pages” page in AdWords to 
identify low performing landing pages to prioritize 

your efforts

● See which landing pages are 
converting well and which are 
not, and improve the poor 
performing ones 

● Measure key page KPIs like 
clicks, conversion rate and 
CPC

● Analyze mobile friendliness of 
landing pages (portion of 
traffic that goes to 
mobile-friendly page)



Consider creating and using AMP versions of your 
landing pages for the fastest experience

● Research shows conversions​ 
fall by 12%​ for every extra 
second a webpage takes to 
load.

● AMP pages load faster than 
all but the most highly 
optimized HTML pages. 

● Faster load times reduce 
abandonment and bounce 
rates, which can increase 
conversions and improve 
your overall ad performance. 

<1 second 
average load time

10x less data 
Used compared to 
non-AMP page



Continuously test and improve the design and 
content of your landing pages

● Optimized landing pages with targeted, 
relevant messaging generally drive more 
conversions and provide higher return on 
ad-spend

● Optimize for conversions with A/B testing. 
Google Optimize is a free tool that integrates 
with AdWords for robust landing page 
testing.

● Build a test plan, create variations 
accordingly, then test them to optimize for 
conversion.



Retail
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Homepage as the Landing Page



Focus your landing page on one goal

● Sending visitors from a specific ad to a generic website leads to 
high bounce rates and low conversion rates.

● The more targeted and specific the landing page, the better it 
performs.

● Make sure your landing page focuses on a single goal. It should:
○ Have a single CTA
○ Have no distracting navigation links
○ Match the visitor’s search intent and ad message
○ Be personalized based on the visitor’s stage in the funnel, demographics, and 

interests



There are two critical elements 
that should be on landing pages

Call-to-action (CTA)1 Value proposition2



DISPLAY A CLEAR CTA ABOVE THE FOLD (Specialty retail)
warbyparker.com tuftandneedle.com nest.com



DISPLAY A CLEAR CTA ABOVE THE FOLD (large inventory)
amazon.com asos.com nike.com



One word can change the message. 

The word “order” signifies that 
you have to go through a 
process – the word “get” 
focuses on the benefit rather 
than the process you have to go 
through

Source: Contentverge.com, 7 Universal Conversion Optimization Principles Report



HAVE DESCRIPTIVE CTAS (not next, shop, continue)
warbyparker.com tuftandneedle.com nest.com



Use “encapsulation” and “color contrast” to make 
the call-to-action stand out

source:  The Ultimate Guide To Conversion Centered Design, Unbounce.com



The color that contrasts best with the web page’s 
background color is the one that will make your 

call-to-action button stand out on the page 

Simply pick the color shown opposite to 
your site’s background color from the color 
wheel and test it out



USE CONTRASTING COLOR IN CTAs
amazon.com tuftandneedle.com nest.com



Benefit oriented call-to-actions

BettingExpert.com tweaked the form copy (headline & 
button text), led to an increase of 33% in membership 
sign-ups

Original: Sign Up

Test: Sign Up & Get the Best Daily Tips

RESEARCH:
Contentverge.com, 7 Universal Conversion Optimization Principles 
Report
Good UI- loss aversion vs gains for CTAs
Good UI- benefit vs task buttons

http://contentverve.com/case-study-31-03-increase-in-sales-by-tweaking-the-call-to-action-copy-on-a-payment-page/
http://contentverve.com/case-study-31-03-increase-in-sales-by-tweaking-the-call-to-action-copy-on-a-payment-page/
https://goodui.org/#30
https://goodui.org/#18


Don’t use “ghost buttons” for primary CTAs

 https://uxplanet.org/ghost-buttons-in-ux-design-4cf3717334f8#.tgqz66nog

● Ghost buttons can fall too far into the background and frustrate 
users. 

● The transparency of ghost buttons can lead to problems of 
legibility. 

● Ghost button can sometimes become a real ghost and blend with 
the overall layout.



Value proposition is a clear statement that:

● explains how your product solves customers’ problems or improves 
their situation

● delivers specific benefits 
● tells the ideal customer why they should use your service and not 

from the competition 

Present your value proposition as the first thing the 
visitors see on your landing page



● Add value/resolve anxiety from the start
● Not a slogan nor a positioning statement, but focused on your 

unique campaign proposition
● Focuses on clarity, not cleverness
● Specific, customer-oriented, with a clear benefit and answer to the 

question “Why you?”

Elements of a good value proposition

unbounce.com



DISPLAY A CLEAR BENEFIT-ORIENTED VALUE PROP ABOVE THE FOLD
sephora.com target.com westelm.com



DON’T USE FULL PAGE INTERSTITIALS
adiamor.com forever21.com asos.com



Automatic image sliders or carousels on homepage 
should be avoided or the frequency should be 

decreased

● Lower page speed: loading 5 visuals
● Carrousels look like banners
● The first slide triggers most interaction
● UX design is often bad
● Not everything can be important
● Human Eye Reacts To Movement
● It moves while being read

Research: Conversion XL, ClickZ, Widerfunnel, NN Group, Erik Runyon

http://conversionxl.com/dont-use-automatic-image-sliders-or-carousels-ignore-the-fad/
http://www.clickz.com/clickz/column/2164452/rotating-banners
http://www.widerfunnel.com/conversion-rate-optimization/rotating-offers-the-scourge-of-home-page-design
https://www.nngroup.com/articles/auto-forwarding/
https://erikrunyon.com/2013/01/carousel-stats


REMOVE AUTOMATIC CAROUSELS, INSTEAD OPT FOR USER INITIATED
novica.com macys.com asos.com



When landing on the homepage of a new site, 
users will try to infer the scope of the site they’ve 

landed on. 

On landing pages, brands should give references 
to minimum of 30-40% of the top-level 

categories.



SHOW TOP CATEGORIES ON HOMEPAGE

googleplaymusic @spoontheband’s recs for their 
homebase of Austin? @txstatecapitol is where 
you go to "fuck shit up” and #HotelVegas… more

googleplaymusic @kehlani provides all the Bay 
Area musical goodness we could have hoped for 
in our new podcast series, #CitySoundtracks…more

boots.com lulus.com victorianplumbing.com



SHOW TOP CATEGORIES ON HOMEPAGE

googleplaymusic @spoontheband’s recs for their 
homebase of Austin? @txstatecapitol is where 
you go to "fuck shit up” and #HotelVegas… more

petco.com asos.com crutchfield.com



70% of consumers trust consumer opinions online. 
63% more likely to buy when reviews are displayed. 

(Nielsen)

Social proof examples to include on landing pages:
● Number of tweets, followers, likes
● Number of comments / reviews
● Star ratings
● Written testimonials
● Video testimonials



USE SOCIAL PROOF
crutchfield.com tuftandneedle.com poshmark.com



SHOW CONSOLIDATED MENU (LESS THAN ⅕ OF PAGE)
boots.com zumiez.com victorianplumbing.com



IF YOU HAVE A PHYSICAL STORE, INCLUDE STORE LOCATOR ICON IN HEADER OR 
MENU

charlestyrwhitt.com hay.com sephora.com



ADDITIONAL: STORE LOCATION EXAMPLES
charmingcharlie.com zumiez.com





Avoid dead ends in the user experience

smashingmagazine.com



CONSIDER BOTTOM-DOWN NAVIGATION
wordery.com fandango.com whatdropsnow.com



PROMINENT SEARCH (users that search are 200% more likely to convert) 
wordery.com charmingcharlie.com lyst.com



PROMINENT SEARCH (users that search are 200% more likely to convert) 
petco.com amazon.com zalando.com



Case Study: LYST

Results:

Changing search placement – Replacing the 
search icon with a search box aimed to enable 
users to locate the search function more easily. 

Increased usage 43% on desktop, 13% on mobile

Full case study link

Before 
Search Icon

After
Sticky search bar

https://docs.google.com/presentation/d/17gowFcsjZplxasgOs6NJztM5Ny-7nGrvfAXAG15hLLk/edit#slide=id.g101c97cb7e_0_17


● 22% of searches give zero results
● 85% of searches don't return what the user is looking for
● 80% will abandon the website

Case studies:
● Lyst
● Mango
● Luisaviaroma

If not used correctly site search can lead to bad 
user experience

https://conversionxl.com/6-essential-principles-designing-high-converting-site-search-results/  

https://www.thinkwithgoogle.com/cee/case-study/lyst-increases-overall-conversion-rate-by-25-by-making-usability-improvements-1475589817/
https://www.thinkwithgoogle.com/cee/case-study/mango-uses-native-integration-of-google-analytics-360-and-optimise-360-testing-mobile-site-improvements-results-in-385-uplift-in-mobile-revenue/
https://www.thinkwithgoogle.com/intl/it-it/case-study/luisaviaroma-migliora-lesperienza-mobile-dopo-avere-scoperto-grazie-allo-user-id-di-google-analytics-che-quasi-meta-delle-transazioni-e-influenzata-da-dispositivi-mobili/


USE AUTO-SUGGESTIONS
farfetch.com hunterboots.com homedepot.com



IMPLEMENT SPELLING CORRECTIONS
asos.com zalando.com wayfair.com



Case Study: MANGO

Results:

Improved search-- Implemented algorithm to 
correct for typos and show results among other 
changes.

4.5% uplift in mobile conversion rate

3.85% rise in mobile revenue

Full case study link

Before 
No typo correction

After
Automatic correction

https://www.thinkwithgoogle.com/cee/case-study/mango-uses-native-integration-of-google-analytics-360-and-optimise-360-testing-mobile-site-improvements-results-in-385-uplift-in-mobile-revenue/


ALWAYS RETURN RESULTS
ao.com rei.com patagonia.com



Case Study: LYST

Results:

Improving search results- by adding an 
algorithm that returned product results without 
an exact match.

Increased page views 15%

Case study link

Before 
No typo correction

After
Automatic correction

https://docs.google.com/presentation/d/17gowFcsjZplxasgOs6NJztM5Ny-7nGrvfAXAG15hLLk/edit#slide=id.g101c97cb7e_0_17


INCLUDE PREVIOUS OR PAST SEARCHES
m.staples.com bandq.com



Use symmetric messaging on landing pages 
reflecting user intent / ad text

 https://help.optimizely.com/Ideate_and_Hypothesize/Inspiration_for_Personalization



Use symmetric messaging on landing pages 
reflecting user intent / ad text

Source: https://blog.optimizely.com/2015/06/02/case-study-testing-personalization-at-secret-escapes// 



Category/Product Page as the Landing Page



INCLUDE VALUE PROP AT EVERY STEP OF THE FUNNEL, INCLUDING CATEGORY & 
PRODUCT PAGES

googleplaymusic @kehlani provides all the Bay 
Area musical goodness we could have hoped for 
in our new podcast series, #CitySoundtracks…more



ENABLE USERS TO EASILY SORT/FILTER FOR PRODUCTS
whsmith.com asos.com petco.com



HAVE PRICE INFO ABOVE THE FOLD ON PRODUCT PAGES
whsmith.com target.com thursdayboots.com



ADD URGENCY ELEMENTS
junique.com lyst.com rei.com



Urgency is a powerful motivator, if done well.
There are 3 ways to create urgency.

● Quantity limitations (Only 3 tickets left at this price)
● Time limitations (Discounted tickets until July 1st)
● Contextual limitations (Father’s Day is coming, get a gift now)

 http://conversionxl.com/how-to-increase-sales-online-the-checklist/  

http://conversionxl.com/how-to-increase-sales-online-the-checklist/


Case Study: LYST

Highlighted urgency- By showing on product 
pages items selling quickly

Result: 17% increase in CVR

Case study link

Before After

https://docs.google.com/presentation/d/17gowFcsjZplxasgOs6NJztM5Ny-7nGrvfAXAG15hLLk/edit#slide=id.g101c97cb7e_0_17


MAKE SURE PRODUCT DESCRIPTIONS ARE READABLE (use bullets, easy to skim content)

thursdayboots.com revolve.com asos.com



REITERATE VALUE PROP AT CONVERSION POINT
society6.com rei.com gap.com



Bonus: IF LARGE NUMBER OF PRODUCTS, ADD REVIEWS
crutchfield.com target.com rei.com



Bonus: ADD SECONDARY CTAS FOR ADDITIONAL CONVERSION ACTIONS
rei.com asos.com zumiez.com



Bonus: MATCH BROWSER ELEMENTS TO YOUR BRAND (INFO HOW, RESEARCH) 
wayfair.co.uk warbyparker.com zalando.co.uk

https://developers.google.com/web/fundamentals/design-and-ux/browser-customization/
https://www.colorcom.com/research/why-color-matters


Travel
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Homepage as the Landing Page



Focus your landing page on one goal

● Sending visitors from a specific ad to a generic website leads to 
high bounce rates and low conversion rates.

● The more targeted and specific the landing page, the better it 
performs.

● Make sure your landing page focuses on a single goal. It should:
○ Have a single CTA
○ Have no distracting navigation links
○ Match the visitor’s search intent and ad message
○ Be personalized based on the visitor’s stage in the funnel, demographics, and 

interests



There are two critical elements 
that should be on landing pages

Call-to-action (CTA)1 Value proposition2



DISPLAY A CLEAR CTA ABOVE THE FOLD (hotel booking)
trivago.co.uk booking.com hotels.com



DISPLAY A CLEAR CTA ABOVE THE FOLD (travel booking)
www.kayak.co.uk m.travelrepublic.co.uk travelsupermarket.com



DISPLAY A CLEAR CTA & TOP CATEGORIES ABOVE THE FOLD (comparison sites)
skyscanner.com m.travelrepublic.co.uk travelsupermarket.com



DISPLAY A CLEAR CTA ABOVE THE FOLD (car hire)
http://www.rentalcars.com https://www.travelcar.com/rent-a-car https://www.arguscarhire.com



directferries.com tallinksilja.com aferry.com 

DISPLAY A CLEAR CTA ABOVE THE FOLD (ferries & comparison sites)



virgintrains.co.uk ns.nl/en irishrail.ie

DISPLAY A CLEAR CTA ABOVE THE FOLD (trains)



goeuro.com terravision.co.uk flixbus.com

DISPLAY A CLEAR CTA ABOVE THE FOLD (buses)



One word can change the message. 

The word “order” signifies that 
you have to go through a 
process – the word “get” 
focuses on the benefit rather 
than the process you have to go 
through

Source: Contentverge.com, 7 Universal Conversion Optimization Principles Report



Use “encapsulation” and “color contrast” to make 
the call-to-action stand out

source:  The Ultimate Guide To Conversion Centered Design, Unbounce.com



The color that contrasts best with the web page’s 
background color is the one that will make your 

call-to-action button stand out on the page 

Simply pick the color shown opposite to 
your site’s background color from the color 
wheel and test it out



goeuro.com momondo.ie

USE CONTRASTING COLOR IN CTAs
ns.nl/en



Don’t use “ghost buttons” for primary CTAs

 https://uxplanet.org/ghost-buttons-in-ux-design-4cf3717334f8#.tgqz66nog

● Ghost buttons can fall too far into the background and frustrate 
users. 

● The transparency of ghost buttons can lead to problems of 
legibility. 

● Ghost button can sometimes become a real ghost and blend with 
the overall layout.



USE LEGIBLE FONT SIZES + LARGE TOUCH TARGETS (evaluate with Accessibility Scanner) 
www.tripark.com www.tripark.com www.tripark.com



Is my mSite/PWA/app accessible for my users? 

Problems to solve: Are the touch target areas convenient to use? 
Correct contrast for accessibility matters? 

Tools to assess:

● For mSites/PWA/apps: Accessibility scanner app 
(Android + iOS)

● For web apps: 
https://webaim.org/resources/contrastchecker/

● For designers using this Sketch App plug is in great: 
https://github.com/getflourish/Sketch-Color-Contrast-Ana
lyser

● General guidance from Google’s accessibility UX team 
https://sites.google.com/corp/google.com/a11y-ux-resou
rces/home

www.makemytrip.com

https://play.google.com/store/apps/details?id=com.google.android.apps.accessibility.auditor&hl=en
https://itunes.apple.com/us/app/mobile-web-accessibility-checker/id1128079244?mt=8
https://webaim.org/resources/contrastchecker/
https://github.com/getflourish/Sketch-Color-Contrast-Analyser
https://github.com/getflourish/Sketch-Color-Contrast-Analyser
https://sites.google.com/corp/google.com/a11y-ux-resources/home
https://sites.google.com/corp/google.com/a11y-ux-resources/home


Value proposition is a clear statement that:

● explains how your product solves customers’ problems or improves 
their situation

● delivers specific benefits 
● tells the ideal customer why they should use your service and not 

from the competition 

Present your value proposition as the first thing the 
visitors see on your landing page



● Add value/resolve anxiety from the start
● Not a slogan nor a positioning statement, but focused on your 

unique campaign proposition
● Focuses on clarity, not cleverness
● Specific, customer-oriented, with a clear benefit and answer to the 

question “Why you?”

Elements of a good value proposition

unbounce.com



DISPLAY A CLEAR VALUE PROPOSITION ABOVE THE FOLD 
hotels.com rentalcars.com getsetfly.com



edreams.com ryanair.com

ONE LINE COOKIE INFO, MOVE IT TO THE BOTTOM (easier to close with the thumb)
lufthansa.com



Iberia Ryanair Cheaptickets

SHOW ASPIRATIONAL CONTENT + SHORTCUTS TO TOP OFFERS ABOVE THE FOLD



hotels.com rentalcars.com ryanair.com

DETECT & PRE-FILL CURRENT LOCATION (flights & flight aggregators)



ALLOW TYPING FOR SEARCH, AUTO-SUGGEST AFTER 2 SYMBOLS TYPED
ryanair.com trivago.com rentalcars.com



SHOW CLOSEST AIRPORT GEOGRAPHICALLY NOT THE BIGGEST GLOBALLY; GROUP AIRPORTS
Muchoviaje.com for Spanish users getsetfly.com for Europe Google Flights



booking.com Google Flights hotels.com

SURFACE & SHOW PREVIOUS SEARCHES (hotels & flights) 



Display recent searches
Southwest Airlines Air Europa



CALENDAR VIEW, AVOID DROP DOWNS; FOR FLIGHTS SHOW PRICE UPFRONT
airbnb.com virginamerica.com makemytrip.com



Use symmetric messaging on landing pages 
reflecting user intent / ad text

 https://help.optimizely.com/Ideate_and_Hypothesize/Inspiration_for_Personalization



Use symmetric messaging on landing pages 
reflecting user intent / ad text

Source: https://blog.optimizely.com/2015/06/02/case-study-testing-personalization-at-secret-escapes// 



Listing/Detail Page as the Landing Page



70% of consumers trust consumer opinions online. 
63% more likely to buy when reviews are displayed. 

(Nielsen)

Social proof examples to include on landing pages:
● Number of tweets, followers, likes
● Number of comments / reviews
● Star ratings
● Written testimonials
● Video testimonials



USE LIMITED REAL ESTATE EFFICIENTLY, ALLOW TO COMPARE EASILY BETWEEN 
RESULTS

rentalcars.com booking.com airbnb.com



USE VISUALS/ICONS FOR EASIER INFO PROCESSING 
airbnb.com booking.com booking.com



ALLOW EASY SORTING BETWEEN RESULTS
rentalcars.com momondo.com airbnb.com



AVOID DROP DOWNS, MEASURE UX IN NUMBER OF TAPS TO COMPLETE ACTION
airbnb.com Scyscanner



SHOW TOTAL NUMBER OF RESULTS
rentalcars.com thomascook.com momondo.com



IF EXACT LOCATION CHOSEN, SHOW EXACT DISTANCE TO IT; ALLOW MAP VIEW/SEARCH
booking.com hostelworld.com hostelworld.com



ALLOW SCROLLING BETWEEN IMAGERY/OFFERS IN THE LISTING; LAZY LOAD IMAGES
airbnb.com makemytrip.com hotels.com



USE PROFESSIONAL IMAGERY; ALLOW TO SWIPE BETWEEN IMAGES, LAZY LOAD THEM
apodo.com airbnb.com



MAXIMIZE IMAGERY VIEW, AVOID ELEMENTS THAT BLOCK IT
apodo.com airbnb.com makemytrip.com





Avoid dead ends in the user experience

smashingmagazine.com



airbnb.com icelolly.com makemytrip.com

HAVE FLOATING OR 2X REPEATED CTA, SHOW EXACT PRICE HANDY



icelolly.com airbnb.com LISTING airbnb.com

SUPPORT CROSS-DEVICE BEHAVIOR (MAKE SHARING LINKS EASY)



rentalcars.com expedia.com

CREATE URGENCY TO DRIVE CONVERSIONS
airbnb.com



rentalcars.com booking.com

HELP ESTIMATE HOW LONG IT WILL TAKE TO COMPLETE THE BOOKING
bookit.com



Finance
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Homepage as the Landing Page



Focus your landing page on one goal

● Sending visitors from a specific ad to a generic website leads to 
high bounce rates and low conversion rates.

● The more targeted and specific the landing page, the better it 
performs.

● Make sure your landing page focuses on a single goal. It should:
○ Have a single CTA
○ Have no distracting navigation links
○ Match the visitor’s search intent and ad message
○ Be personalized based on the visitor’s stage in the funnel, demographics, and 

interests



There are two critical elements 
that should be on landing pages

Call-to-action (CTA)1 Value proposition2



DISPLAY CLEAR, DESCRIPTIVE CTAS ABOVE THE FOLD
sofi.com nerdwallet.com turbotax.com



DISPLAY CLEAR, DESCRIPTIVE CTAS ABOVE THE FOLD
confused.com experian.com citi.com



Research: Benefit oriented call-to-actions

BettingExpert.com tweaked the form copy (headline & 
button text), led to an increase of 33% in membership 
sign-ups

Original: Sign Up

Test: Sign Up & Get the Best Daily Tips

RESEARCH:
Contentverge.com, 7 Universal Conversion Optimization Principles 
Report
Good UI- loss aversion vs gains for CTAs
Good UI- benefit vs task buttons

http://contentverve.com/case-study-31-03-increase-in-sales-by-tweaking-the-call-to-action-copy-on-a-payment-page/
http://contentverve.com/case-study-31-03-increase-in-sales-by-tweaking-the-call-to-action-copy-on-a-payment-page/
https://goodui.org/#30
https://goodui.org/#18


One word can change the message. 

The word “order” signifies that 
you have to go through a 
process – the word “get” 
focuses on the benefit rather 
than the process you have to go 
through

Source: Contentverge.com, 7 Universal Conversion Optimization Principles Report



Don’t use “ghost buttons” for primary CTAs

 https://uxplanet.org/ghost-buttons-in-ux-design-4cf3717334f8#.tgqz66nog

● Ghost buttons can fall too far into the background and frustrate 
users. 

● The transparency of ghost buttons can lead to problems of 
legibility. 

● Ghost button can sometimes become a real ghost and blend with 
the overall layout.



Use “encapsulation” and “color contrast” to make 
the call-to-action stand out

source:  The Ultimate Guide To Conversion Centered Design, Unbounce.com



The color that contrasts best with the web page’s 
background color is the one that will make your 

call-to-action button stand out on the page 

Simply pick the color shown opposite to 
your site’s background color from the color 
wheel and test it out



PRIORITIZE THE MOST IMPORTANT CTA (THOUGH CONTRAST, COLOR, BOLDNESS)
lemonade.com progressive.com progressive.com



Value proposition is a clear statement that:

● explains how your product solves customers’ problems or improves 
their situation

● delivers specific benefits 
● tells the ideal customer why they should use your service and not 

from the competition 

Present your value proposition as the first thing the 
visitors see on your landing page



● Add value/resolve anxiety from the start
● Not a slogan nor a positioning statement, but focused on your 

unique campaign proposition
● Focuses on clarity, not cleverness
● Specific, customer-oriented, with a clear benefit and answer to the 

question “Why you?”

Elements of a good value proposition

unbounce.com



SHOW A CLEAR, BENEFIT ORIENTED VALUE PROPOSITION ABOVE THE FOLD
mint.com credible.com geico.com





Avoid dead ends in the user experience

smashingmagazine.com



IF MULTIPLE PRODUCTS/SERVICES, DISPLAY THEM ON THE HOMEPAGE FOR EASY 
NAVIGATION

geico.com loandepot.com chase.com



70% of consumers trust consumer opinions online. 
63% more likely to buy when reviews are displayed. 

(Nielsen)

Social proof examples to include on landing pages:
● Number of tweets, followers, likes
● Number of comments / reviews
● Star ratings
● Written testimonials
● Video testimonials



USE SOCIAL PROOF TO GAIN USER TRUST
lemonade.com credible.com loandepot.com



Automatic image sliders or carousels on homepage 
should be avoided or the frequency should be 

decreased

● Lower page speed: loading 5 visuals
● Carrousels look like banners
● The first slide triggers most interaction
● UX design is often bad
● Not everything can be important
● Human Eye Reacts To Movement
● It moves while being read

Research: Conversion XL, ClickZ, Widerfunnel, NN Group, Erik Runyon

http://conversionxl.com/dont-use-automatic-image-sliders-or-carousels-ignore-the-fad/
http://www.clickz.com/clickz/column/2164452/rotating-banners
http://www.widerfunnel.com/conversion-rate-optimization/rotating-offers-the-scourge-of-home-page-design
https://www.nngroup.com/articles/auto-forwarding/
https://erikrunyon.com/2013/01/carousel-stats


DON’T USE AUTOMATIC IMAGE CAROUSELS, INSTEAD OPT FOR USER INITIATED
progressive.com chase.com geico.com



IF CALLS ARE IMPORTANT, DISPLAY CLICK TO CALL BUTTON IN THE TOP 
NAVIGATIONnewamericanfunding.com loandepot.com victorianplumbing.com



Use symmetric messaging on landing pages 
reflecting user intent / ad text

 https://help.optimizely.com/Ideate_and_Hypothesize/Inspiration_for_Personalization



Use symmetric messaging on landing pages 
reflecting user intent / ad text

Source: https://blog.optimizely.com/2015/06/02/case-study-testing-personalization-at-secret-escapes// 



Listing/Product Page as the Landing Page
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ENABLE USERS TO SORT, FILTER AND NARROW DOWN PRODUCT CHOICES
nerdwallet.com creditkarma.com credible.com
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ENABLE USERS TO SORT, FILTER AND NARROW DOWN PRODUCT CHOICES (cont)
moneysupermarket.com insurify.com credible.com
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ANCHOR PRODUCTS AND PRICING (MARK ‘BEST VALUE’, ‘MOST POPULAR, ETC)
turbotax.com lifelock.com hrblock.com
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ALWAYS PROVIDE CONSISTENT COMPARISON CATEGORIES
comparethemarket.com turbotax.com credible.com
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TEST ALLOWING USERS TO SWIPE BETWEEN PRODUCTS (HORIZONTAL VS 
VERTICAL)

nerdwallet.com credible.com quickbooks.com
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RESPONSIVE EXAMPLE: TURBOTAX (PRICING COMPARISON ON A SMALL SCREEN)

DESKTOPMOBILE
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EXAMPLE: NERDWALLET (PRODUCT COMPARE ON A SMALL SCREEN)
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EXAMPLE: CREDIBLE (PRODUCT COMPARE ON A SMALL SCREEN)
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EXAMPLE: QUICKBOOKS (PRICING COMPARISON ON A SMALL SCREEN)

DESKTOPMOBILE
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USE LEGIBLE FONTS- 16px or more

VS.
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ENSURE PRODUCT INFORMATION IS READABLE BY USING BULLETS, HEADLINES AND 
MOBILE SPECIFIC FORMATTING

nerdwallet.com experian.com chase.com
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ENSURE PRODUCT INFORMATION IS READABLE BY USING BULLETS, HEADLINES AND 
MOBILE SPECIFIC FORMATTING

sofi.com ladderlife.com bankofamerica.com



People don’t read they skim

● 79% of people don’t read, they just skim
● The main thing they DO read is the headline
● Keep the focus on value propositions

http://conversionxl.com/how-to-increase-sales-online-the-checklist/,  http://conversionxl.com/7-principles-of-effective-sales-copy/, 
http://www.nngroup.com/articles/how-users-read-on-the-web/

http://conversionxl.com/how-to-increase-sales-online-the-checklist/
http://conversionxl.com/7-principles-of-effective-sales-copy/
http://www.nngroup.com/articles/how-users-read-on-the-web/
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USE VIDEO AS A WAY TO EDUCATE USERS
lemonade.com zuto.com metromile.com



RESEARCH: Video can be a strong driver of conversions

source: http://conversionxl.com/how-to-use-video-to-increase-conversions/ & http://www.reelseo.com/video-demos-sales-zappos/ & 
http://blog.treepodia.com/2011/03/ecommerce-video-statistics-for-q4-2010-show-increased-conversion-rates-across-industries/  

● Video is the closest you can get to seeing 
the product in person (better than images)

● You can present a ton of information with 
just a 30 second video – equivalent of half 
a page of text.

● Zappos uses the video to describe, use and 
demonstrate the products. Those videos 
are said to have a sales impact of 6 to 30%.

● Treepodia says video is one of the few 
strategies that seems to work well 
regardless of the category.

Chart shows the conversion rate increases for 
shoppers who watched product videos

http://conversionxl.com/how-to-use-video-to-increase-conversions/
http://www.reelseo.com/video-demos-sales-zappos/
http://blog.treepodia.com/2011/03/ecommerce-video-statistics-for-q4-2010-show-increased-conversion-rates-across-industries/
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THANK YOU


