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Agenda

A Why landing pages aimportant
A Why testing iSmportant
A How to make it easier to put both twork



Conversions = Actions

A Join

A RSVP

A Donate
Register
Download
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How to Use Landing Pages

A Payper-click

A Within your website
A Email response

A Events

A Grass roots action

| Pay $3$$ to Get Your Attention
Now | have you wanting to click



http://www.google.com/nonprofits
http://www.wastedopportunity.com/
http://www.wastedopportunity.com/
http://www.wastedopportunity.com/

Anatomy of a Landing Page

A Headline

A Logo

A Image

A Call toAction
A Button

A Form

A Body copy
A Sub copy
A Testimonial
A Caption

A Navigation
A Privacy policy
A

Best Practices

Attention grabbing Clear benefit
headline statement
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See Salesforce Marketing in Action

Clear Offer Presented
w/ Short and obvious
Conversion activity

Customer
Testimonial

Source: Salesforce.com presentation on search marketing

Other assurance mechanisms

Imagery

Above the fold
At 1024 x 768




Best Practices

A Minimal navigation

A Relevancy &egmentation

A Continuity

A Clarity of headline

A Button text [iSEmm

A Form design

A Privacy policy & other assurances






