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The Conversion Funnel

Marketers who 
consistently test and 
tweak their landing 
pages see an average 
lift of 40%.
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MarketingSherpa/Eyetools
Eyetracking Study

Traditional Eyetracking

Eyetools® Eyetracking

For more information 
contact Eyetools at 
www.eyetools.com
or 916-792-4538

• Multivariate testing can be performed prior to launch.

• Testing can be performed quickly and only requires page 
URLs to get started.

• Relevant data can be generated by as few as 5 users.

• Testing was conducted over three days in December of 2004.

• The test sample included 33 people, randomly divided into A 
and B groups. Test subjects were diverse in age, gender and 
occupation.

• Members of each group were shown the A or B versions of 
landing page examples. The versions differed in graphical 
and/or content related characteristics.

• For testing purposes, companies and services were simulated.

http://www.marketingsherpa.com
http://www.eyetools.com
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Eye movements are 
consistent across 
audiences because the 
reactions are natural 
and automatic.

Landing Page – Business to Business

Source: Eyetools/MarketingSherpa Landing Page Eyetracking Study, 01/2005
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Note: MarketingSherpa’s Landing Page Handbook features 6 additional B-to-B 
eyetracking tests.

http://www.marketingsherpa.com
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Eyetracking Study - Retail

Source: Eyetools/MarketingSherpa Landing Page Eyetracking Study, 01/2005

Product-focused 
pages are viewed 
differently from 
content-focused 
pages.

Note: MarketingSherpa’s Landing Page Handbook features 5 additional B-to-C 
eyetracking tests.
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Before & After: 64% Conversion Lift

Layout tweaks can 
have a dramatic 
impact on conversion.
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#1 Most Common Mistake…
UNreaDAble Type

Oh and by the way, if your type is colored anything 
but black (and possibly blue for hotlinks) people will 
have a harder time reading it.

Hello and welcome to my lovely headline, 
which might impress you with benefits and features except for 

the fact that it's centered, so no one can read 
It without working very, very hard at it -- which no one will 

do.

Why do art directors love white type on a black background so much? 
Is it because they don't read words on the page so they don't expect 
anyone else to either? Unfortunately, conversions require more than 
hip-looking graphics (most of the time anyway.)

Usability experts 
have found that 
people read about 
25% slower on the 
Web.
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Quick Fix #1: Match Creative and Keywords

Conversion rates for 
landing pages that 
match keywords 
exactly are 25% 
higher than pages that 
only match the theme 
of the keyword.
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Quick Fix #2: Tweak Your Submit Buttons

To figure out your 
wording, go back to 
the main selling point 
of your landing page, 
and put it into an 
active form on the 
button. 
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Quick Fix #3: Hero Shots and Friendlier Forms

Fax # ?!?

Every question you 
ask lowers the form 
completion rate. 
Make every question 
relevant. 

#1 

#2

#3

10
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Special offer: 
Get 15% off when you order Eyetools testing before March 
15th with promotional code “Sherpa_1”
Prices start at $4,995 for test and results report

To order or get more info:
call 916-792-4538   http://www.Eyetools.com

How it works:
Eyetools provides practical, actionable results within 10 
business days.

All you have to supply is the URL of the webpage or A/B 
mock-ups to test a description of your demographics.  We’ll 
recruit consumers to review your webpages and promptly 
deliver a results report, heatmaps and redesign 
recommendations. 

Eyetools Testing:
because people can’t 
click on what they 
don’t see.

http://www.Eyetools.com
http://www.marketingsherpa.com
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Want Step-by-Step Instructions To Help 
You Raise Conversions By Up To 40%?

Grab your copy of MarketingSherpa's 
Landing Page Handbook today.

Includes: 
-> 59 Creative samples (from real-life 
campaigns) you can use as templates for your 
own 

-> 13 heatmaps from Eyetracking Study 

-> Rules for Email Landing Pages, Search   
Marketing Landing Pages, and Business-to-
Business Landing Pages.

Get your 100% satisfaction 
guaranteed copy at: 
http://press.landingpagehandbook.com
or call 877-895-1717
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Get your 100% satisfaction 
guaranteed copy at: 
http://www.landingpagehan
dbook.com
or call 877-895-1717
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