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About the authors
DR. KARL BLANKS and BEN JESSON help websites win. 
They are the founders of Conversion Rate Experts (CRE), 
the world’s leading agency for conversion rate optimization 
(CRO)—a term coined by the company in 2007.

Over the past ten years, CRE has worked in over 80 dif-
ferent verticals, in 9 languages, and in 22 countries, helping 
to optimize the profits of some of the web’s most sophis-
ticated companies, including:

• Many Silicon Valley giants—the world’s biggest, most 
successful websites.

• Websites of leading blue-chip enterprises.
• Award-winning, fast-growing startups.

CRE increases the profits of businesses scientifically 
by analyzing their websites’ visitors, creating optimized 
pages and then A/B testing them to measure the increase 
in sales. It has generated billions in revenue for its clients 
and double- and triple-digit improvements are the norm.

CRE is the recipient of a Queen’s Award for Enterprise 
for Outstanding Achievement in Innovation, the UK’s top 
award for businesses. The award was given for CRE’s work 
codifying the methodology that the world’s leading com-
panies now use to improve their websites.
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How to get the most value from this book

Links to resources for growing your business
The electronic version of this book contains links to many 
great resources for growing your business. The paper version 
doesn’t contain any links, because links add clutter and tend 
to age quickly. Don’t despair, though. For nearly everything 
we’ve mentioned, assume that we’ve chosen wording that 
will allow you to find it easily in a search. Alternatively, you 
can see all of the links at www.conversion-rate-experts.
com/book-links/.

Our podcast
You can hear some of our most popular talks by subscribing 
to the Conversion Rate Experts podcast. You can find details 
at www.conversion-rate-experts.com/podcasts/.

Free gifts and goodies
One of the great services we provide is that of a filter, direct-
ing our followers to the best new tools, companies and 
sources of useful information. If you’d like to be kept up 
to date with our new discoveries, get our free email news-
letter from www.conversion-rate-experts.com/gifts/. You’ll 
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be in good company—our subscribers include people from 
many of the world’s leading companies.

Plus, when you join, you’ll get some useful reports, 
including examples of winning pages we’ve designed that 
have more than doubled the sales of our clients.

The free guides accompanying this book help you get started quickly.
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All profits from this book go to feeding 
chronically hungry children
CRE pays for the ongoing feeding of 280 children in Liberia. 
The program is run by Mary’s Meals, a charity that sets up 
school feeding programs in some of the world’s poorest 
communities, where hunger and poverty prevent children 
from gaining an education.

All proceeds from this book will be donated to Mary’s 
Meals to help it continue its great work.
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Praise from clients who have implemented 
the advice in this book
We’ve grown many companies using the techniques 
described in this book. Below are some quotes, taken from 
our website, from clients we’ve helped over the last ten years.

“Really extraordinary ‘off-the-chart’ results.” —Google, the 
leading internet technology company (CRE has worked with 
Google on several projects, including the launch of Google’s 
Android phone.)

“Conversion rate optimization was my secret weapon for growth at 
companies like Dropbox, Eventbrite and LogMeIn. After meeting 
the team at Conversion Rate Experts I learned that I was only 
scratching the surface of the potential gains from conversion 
rate optimization. They are by far the most advanced group in 
conversion rate optimization that I’ve ever worked with. Their 
approach is truly the best I’ve ever seen.” —Sean Ellis, Dropbox’s 
first marketer and founder of GrowthHackers.com.

“About $10 million of increased potential revenue. Before using 
Conversion Rate Experts, it was a lot of guessing.” —Jenny Craig, 
the leading weight-loss company.
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241% increase in sign-ups for MyFitnessPal. “We’ve seen more 
than 4X increases in conversion rate on some pages, which we’ve 
been thrilled about. I think there isn’t a company in the world that 
couldn’t benefit from working with these guys.” —MyFitnessPal, 
the world’s largest diet-and-fitness community, which went on 
to sell for half a billion dollars.

“It’s been really remarkable to see that process in action…and to 
realize that this is a process. They have helped Moz add more 
than $1 million to our bottom line this year. Our conversion rate 
is up 170% of what it was four months ago. They’re the best in the 
business.” —Rand Fishkin, Moz, the search marketing industry’s 
leading SEO software provider, with a community of hundreds 
of thousands members.

“They increased our conversion rate by 300%. What can I say? 
They’ve taught us more about our customers in the last six months 
than I knew about our customers in the last four years. They were 
fantastic in telling us exactly what to test on the sites to get the 
best results.” —Vodafone, one of the world’s largest wireless 
telecoms providers.

“They helped us get our CRO program off the ground. We now 
have a much deeper understanding of some of the key customer 
pain points and, more importantly, a well-defined road map on 
how to address them.” —Hertz, the car-rental company with 
locations in 150 countries.
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“We’ve seen about a five-fold increase in our business, and they’ve 
been a huge part of making that happen.” —SimpliSafe, which 
designs—and markets—home security alarms.

“They were able to take us to territory that we might have felt 
internally a bit uncomfortable with, and might not have gone there 
ourselves. They balance strategy and execution with aplomb.” 

—goHenry, a financial services technology (FinTech) company 
that combines web and mobile apps.

“Conversion Rate Experts were looking for monumental wins, and 
suggested big changes across our business. They recommended, 
and helped us to build, what became the second-busiest financial 
community in the UK.” —money.co.uk, one of the UK’s most 
popular financial comparison websites.

“They passed amazing amounts of knowledge off to our team and 
inspired our team with their enthusiasm and passion for what 
they do. We’ve even had some product test pages where they’ve 
converted 100% better than the previous page.” —Cogeco Peer 
1 Hosting, one of the world’s top-five hosting providers, hosting 
more than one percent of the internet.

“We gained confidence about making big changes because CRE 
told us that it’s the big changes that would have the big impact.” 

—TopCashback, which we have helped to be the fifth-fastest-
growing company in the UK, growing sales by 2,600% (that’s 27 
times) in three years.
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“I learned a tremendous amount. They are the best in the business.” 
—PayPal, one of the world’s largest internet payment companies.

“Each percentage point of conversion is very, very important to 
us and worth a lot of money. Great fun, great results, great return 
on investment.” —888.com, the high-profile gaming website.

“It was a professional dream come true for me to have worked 
with them. In some of the places like the top of the funnel, we 
almost doubled our conversion rates. It’s helped all of us on the 
team get better at what we do.” —TINYpulse, an online B2B 
software platform for engaging employees.

“Conversion rate is the fastest, easiest way to see an increase 
in your business. The conversion rate was originally less than 
5%, and Conversion Rate Experts increased it to 20%–25%.” 
—Voices.com, a leading recruitment platform for voice-
over artists, having a user base of over 200,000 individuals 
and companies.

363% increase in conversion rate for Crazy Egg, the leading click-
mapping platform. “Instead of saying, ‘We want to do this, or we 
want to do that, or I think this would be best for the business,’ they 
got data to back up their decisions and they did that. Which is 
why we had such a substantial lift.” —Neil Patel, founder. “They 
focused on understanding our customers. We believe that led to 
the increase in conversions.” —Hiten Shah, founder.
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63% increase in sales for Morphsuits, the fancy dress company 
that became the UK’s 18th fastest growing company. “We know, 
when we’re thinking about making changes, that anything that 
they’re suggesting is backed up by the data.” —Morphsuits

“If you don’t have a solid conversion rate plan, I would definitely 
advise you to get in touch with Conversion Rate Experts.” —Dell, 
the multinational computer technology company.

“Conversion Rate Experts are by far and away the number one 
in the world. They have helped us transform our business and 
our processes around testing. As a direct result of working 
with Conversion Rate Experts, we’ve doubled our revenue.” 

—HomeFinder, a leading real-estate website.

“I went into this project fairly skeptical that we’d be able to achieve 
a 30%+ improvement. At 50%+, it far exceeded our expecta-
tions.” —AAG, America’s largest provider of government-insured 
reverse mortgages.

“Working with Conversion Rate Experts has been extremely stun-
ning in terms of results. It’s definitely driving a lot of revenue.” 

—Xero, the disruptive cloud software company.

“The decision making process is based on real data, tested data, 
rather than just gut feeling. The results that we’ve achieved have 
been very impressive.” —Companies Made Simple, the company 
formation service that has created over half a million companies.
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“The work that we’ve done with Conversion Rate Experts has 
resulted in additional revenue of around £1 million per year. It’s 
been a huge learning experience for the entire team. I wish we 
had done it a lot earlier.” —Health Express, an online clinic.

“Sales have increased from £16 million to £31 million per year.” 
—Sunshine.co.uk, an online travel operator.

“They are brilliant. The results speak for themselves. Sales nearly 
tripled.” —Broadband.co.uk, a leading comparison website for 
broadband services.

“The results have been great.” —FreestyleXtreme, “Earth’s largest 
action-sports store.”

“They show you how to increase your conversion rate in a 
structured, analytical and scientific manner. On some of our 
online shop pages, we increased our conversion rate by up to 
100%.” —DefShop, one of Europe’s leading online hip-hop 
clothing retailers.

“We’ve been really pleased with our experience with Conversion 
Rate Experts. We’ve seen uplift in the order of 50%, 60%, even 
up to 100% for some of the individual tests.” —Dr Dave Chaffey, 
Smart Insights, a marketing authority website that helps mar-
keters to plan, manage and optimize their marketing.
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“Sales doubled. They’ve instilled a testing culture within our 
company.” —PhotoShelter, a worldwide leader in photography 
portfolio websites.

“Some of our senior executives didn’t understand how CRO could 
have such a big financial impact. CRE understands our pain, our 
industry, and our visitors’ frustrations. One test alone gave a 44% 
increase.” —The Foundry, a visual-effects software company 
whose clients include Pixar, ILM, Walt Disney Animation Studios, 
and Sony Pictures Imageworks.
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Foreword by Avinash Kaushik, Digital 
Marketing Evangelist, Google
If you ask “why experiment” to people who live and cham-
pion experimentation, they’ll answer that it allows decisions 
to be based on data. This is true.

Or, they may tell you that it allows you to get answers 
fast, without needing to have long debates with your team. 
This is also true.

Or, you’ll hear that, because one never knows exactly 
who the visitor is, it is difficult to anticipate the visitors’ 
expectations—and hence why not let an n-variable mul-
tivariate experiment figure out the best solution for each 
type of visitor. This is especially true.

Or, you’ll hear a string of explanations around statistics, 
confidence intervals, and significance—that a business 
should be improved with the same discipline and control 
that would be applied to most feats of manufacturing and 
engineering. I like this; why not overcome all human barriers 
via brute force math! :-)

The above reasons are certainly exciting and contribute 
to why I champion experimentation. They are not at the 
core, though.

I see experimentation as a solution to a set of pernicious 
problems with business culture. I am heartbroken about the 
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power dynamic in most organizations, where decisions are 
based not on customer needs but the opinions of the person 
with the most senior job title. (In a speech in 2006, I framed 
this as HiPPO-driven decision-making—HiPPO standing 
for the Highest Paid Person’s Opinion.) Experimentation 
reduces that power dynamic with amazing results.

In addition, I deeply believe in heuristic evaluations, in 
which a broad cross section of company employees use a 
website or mobile app as customers. Heuristic evaluations 
create a democracy of ideas, capturing insights from beyond 
the User Experience team and Digital team. The only way 
to allow this democracy to thrive is to build an experimen-
tation model—to put all the ideas through testing.

In my experience, most companies operate as if the 
world is static. As if tastes don’t change, preferences don’t 
evolve, and disruptive competitors don’t show up. In reality, 
change is the only constant. Experimentation assumes this is 
true and fosters a culture of mental agility that constantly 
explores boundaries (and pushes against them).

Finally, most people and companies are risk-averse. 
What I love the most about experimentation is that it allows 
us to accommodate for the short-term risk we are willing 
to tolerate. You may be deeply shy, your company may be 
a cash cow, and even the slightest change to the ecosystem 
may mean death, but that’s no problem. Experimentation 
allows you to dial-in the level of risk you want to take (you 
may even choose to show a test to only a small fraction of 
your visitors). On the other hand, if you realize that taking 
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bold risks is the only way to protect your confident position 
in the market, then experimentation allows you to execute 
precisely that—to learn and keep kicking butt!

It’s about leveraging experimentation to influence a shift 
in culture, as we all know culture eats strategy for breakfast.

That is the reason you should buy this lovingly crafted 
book. The deep and broad digital experience Karl and Ben 
have accumulated in their years of practice is reflected in 
every chapter.

The book is broken into easily digestible chunks. Section 
One is best shared with every boss who stands in your way. 
Section Two will help you quickly set up the foundations on 
which your ideas democracy can flower. Section Three will 
give you a lifetime of ideas that will fuel the fundamental 
shift you are trying to accomplish.

If you are standing in a bookstore wondering if you want 
to buy this book, jump to the section about how “Winning 
websites…manage complexity” and scan Step 7. Then rush 
to the cashier to check out.

A culture of experimentation has benefits that far sur-
pass “this button is better than that” or “this offer is better 
than that.”

Solve for culture and your career will never be the 
same again.

Carpe diem!
AVINASH  KAUSHIK

DIGITAL  MARKETING  EVANGELIST,  GOOGLE

AUTHOR  OF  WEB  ANALYTICS  2 .0  AND 
WEB  ANALYTICS :  AN  HOUR  A  DAY
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S E C T I O N  1

Why most 
web design 
is done 
wrong
—and how to do it right, 
like the winners
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Why this is the only book of its kind (and 
why it will transform your website, your 
business and your career, like it has ours)
Most websites lose. Almost all of them.

Many of them never make a profit. Like chocolate 
teapots, they look nice but flop as soon as you pour hot 
customers into them.

Others are successful at first, and then get pushed out 
of business by their competitors.

This book is about how to buck the trend, to make 
websites that customers love and that are outrageously 
profitable. 

It has the ability to transform your business and your 
career. Really. That’s an extraordinary claim—and extraor-
dinary claims require extraordinary proof.

So here goes:

1. This book is based on experimentally proven 
facts—not theory
Have you ever looked at a company’s marketing materials 
and wondered, “Does this really make people buy?”

We have. And in 2005, we began a quest to find out 
for certain.

One of us, Ben, was running the website for a company 
that sold phones for travelers. The other, Karl, was a Cam-
bridge PhD scientist. Together, we discussed how we’d 
be able to carry out scientific experiments on the website.

We’d change a page and then measure—via an A/B 
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test—whether our new version had increased (or decreased) 
the company’s sales.

The results were astonishing. Within a year, we managed 
to triple—to $9 million—the sales of the company—even 
though the worldwide demand for travel phones was 
decreasing by 15% per year:

Sales went through the roof the first time we applied A/B testing to a company. 
Rather than rescaling the axes, we drew on the wall, hoping to penetrate the ceiling 
tiles. (Those dashed lines represent interim forecasts we kept beating.)

In doing so, we began to build a database of what works 
(and what doesn’t).

Since then, we have applied the same methodology to 
hundreds of companies. Double- and triple-digit improve-
ments have been the norm, and many of the companies 
have won awards for fast growth. With each success (and 
failure), we update our database of what works. And each 
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time an activity turns out to be fruitful (or fruitless), we 
adjust our methodology accordingly.

In this book, we have distilled many of the most suc-
cessful ones—the activities and strategies that most reliably 
grow a business.

It’s exciting to have the power to walk into any business 
and be able to permanently, dramatically, and measurably 
grow its sales—all without having to leave the building. Most 
salespeople dream of being able to do that.

You see, the majority of web design and copywriting 
is still in the pre-scientific age. The average webpage was 
designed less scientifically than the average toilet brush. 
Most web designers rely on inspiration, not experimentation. 
They are oblivious to what works and what doesn’t. They 
violate proven principles.

By the time you finish this book, you’ll know what works 
in web design. You’ll know how to write copy that works. 
And you’ll be able to easily spot the mistakes in any web-
page—or, indeed, in any marketing materials.

2. The techniques in this book are teachable
On the strength of our success with the travel phone com-
pany, we published an article about the approach we had 
developed. It immediately went viral. On that week, accord-
ing to the statistics service Alexa.com, our website was the 
third fastest growing in the world.

The following day, we received an email out of the blue 
from one of Google’s senior managers, who invited us to 
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become the first worldwide consulting partner for Google’s 
testing tool.

And so our company, Conversion Rate Experts, was born.
At the time, hardly anyone was doing this type of market-

ing. (We even gave it a name: conversion rate optimization, 
or CRO.)

As we grew, we hired new team members. We discovered 
that the most successful ones were readers of our blog. So 
we continued to publish valuable articles with the ulte-
rior motive that each one attracted both clients and new 
team members.

Plus, every time we published an article, we received 
emails from people telling us how it had helped them to 
grow their businesses.

This book is a compilation of the most useful of those 
articles. For the first time, they are organized in an order that 
allows you to quickly become great at conversion. Impor-
tantly, the book teaches you the right mental models, so your 
understanding of conversion will be deep and intuitive.

Of course, there’s a limit to what a book can achieve. A 
book about songwriting won’t turn you into Paul McCartney, 
and a book about CRO—even a dense one like this—won’t 
make you great at conversion overnight. However, it 
does contain ample information to generate millions for 
a company.

The best conversion practitioners are like sponges, 
obsessed with learning. (Which, come to think of it, sponges 
aren’t. Who came up with that analogy?)
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3. This book works whatever your situation
This book is about universal truths. We have yet to find a 
business for which the techniques in this book don’t apply. 
We have applied our methodology to pretty much all kinds 
of websites:

• In nine languages
• In twenty-two countries worldwide: Australia, 

Canada, China, Denmark, Finland, France, Germany, 
India, Ireland, Israel, Italy, Japan, Lithuania, Malaysia, 
New Zealand, Norway, Serbia, Spain, Sweden, United 
Arab Emirates, United Kingdom, and United States

• Of all sizes—from startups to large enterprises
• In business-to - consumer (B2C) and busi-

ness-to-business (B2B)
• In more than eighty industry verticals, including 
finance, health, retail, travel, technology, leisure, and 
food (you name it, we’ve sold it)

• With different types of product: selling physical goods, 
services, software, and information

• With all types of business: merchants, affiliates, 
publishers, social networks, e-commerce and lead-gen-
eration sites

• In many media and formats: desktop websites, mobile 
websites, native mobile apps, email marketing, offline 
advertising, and more

The book is useful for whatever job role you have:
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• If you are creating your first website, and you are 
hoping that it will drive results (rather than just be a 
brochure website), then this book will help you to under-
stand what the pages need to say—which is much more 
important than how the pages are created.

• If you are a web designer or marketing executive, 
this book will give you key skills and resources to make 
websites that beat their competitors and dominate their 
market.

• If you are a CEO or in senior management, this book 
will reveal the key activities on which your team should 
be concentrating.

In short, the skills you learn from this book will work for 
you now, and for whatever you do next.

4. What you will—and won’t—get from this book 
(this book focuses on improving websites—
because that’s what the most successful web 
businesses do)
In the 1990s, websites were designed for designers, 
whose goals were typically (1) to use the project as an oppor-
tunity to learn the technologies (Flash, XML, CSS, and 
others) and (2) to populate their portfolios to show off their 
newfound capabilities. It wasn’t uncommon for a website 
to be impossibly difficult to use.

In 2000, websites were designed for search engines. 
To get traffic from search engines, webmasters obsessed 
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over search engine optimization (SEO), making websites 
“search engine friendly.” Unfortunately, the search engines, 
which were still primitive, accidentally rewarded some prac-
tices that were very user-unfriendly, including pages that 
were stuffed with keywords to the point of being illegible, 
light gray text on a white background, and “links pages” 
with endless reciprocal links.

In 2010, websites were designed for companies. 
Search engines had become less trickable, and so agencies 
became free to focus on what their clients wanted. And what 
did the clients want? Well, some of them wanted quirky diag-
onal navigation bars, some wanted parallax scrolling, and 
some wanted spinny icons. Others wanted best practices, 
crammed with marketing techniques and things “borrowed” 
from competitors. They wanted the kind of thing you see 
when you browse galleries of website themes.

And that’s where we are today.
However, throughout that period, there were a small 

number of companies that didn’t follow those trends. These 
companies, the most successful websites, focus on their 
customers. Customer-centric design was—and still is—sur-
prisingly rare. The websites look nothing like the ones you 
see in theme galleries. Customers like them, they visit them 
often, and they spend a lot. Customer-centric, customer-
optimized websites are winning. They are the subject of 
this book.

If you study any one of the winning websites, you’ll 
find they are built of “engines” of conversion, of perfected 



w h y  m o s t  w e b  d e s i g n  i s  d o n e  w r o n g 37

landing pages and irresistible offers, of compelling copy and 
user-friendly interfaces, of viral loops and streamlined order 
flows. And if you visit the companies themselves, you’ll find 
that their team members are engineers finely tuning those 
conversion engines.

Web companies that are struggling, on the other hand, 
tend to focus on different things. Some of them spend their 
time on brute-force SEO. Others prioritize pretty web design. 
Many don’t ever change their websites, because they have 
created knots of complexity that they can’t change. Of 
course, those disciplines, and many others, are important. 
But we find that they become easy when you have created 
a high-converting website.

So, important as they are, this book will not address 
many aspects of web design and marketing. You’ll need a 
different book if you want to learn HTML, CSS, JavaScript, 
SEO, or advertising. In this book, we encourage you to focus 
on what’s essential: Creating pages that visitors love and 
that convert like crazy. If coding is an obstacle for you, you 
can get great results using this book’s methodology with a 
website builder tool like SquareSpace, Wix, Shopify, Big-
Commerce (a former client of ours), LeadPages, Unbounce, 
ClickFunnels, or PageWiz. Then, imagine how easy it is to 
get visitors once you have created a website that people love 
and that has a huge lifetime customer value. Advertising 
becomes simple when you can afford to outbid all the com-
petition. SEO is a piece of cake when you have a website 
that people want to link to.
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5. This book works even on the most 
sophisticated companies
Our clients include many of the world’s most sophisticated 
web companies. In fact, we believe we have designed pages 
for more top 500 websites than any other company. This has 
been both a privilege and a curse. We have been fortunate 
enough to work with some of the world’s best marketers, 
and we have had to improve upon some of the world’s most 
difficult-to-beat pages.

As such, our methodology has had a trial by fire.
We once read an article called something like “100 

must-have web analytics reports.” Anyone who’s famil-
iar with the Pareto principle will know that there aren’t 
100 must-have anythings. At the end of a project, we ask 
ourselves the following question: “If we had to repeat that 
project in one-tenth of the time, what were the vital few 
activities that were most fruitful? What could we do dif-
ferently next time?”

This book is about the vital few.

6. This book works on all marketing materials, 
not just websites
Even though this book is about optimizing webpages, it’s 
equally applicable to any content that is important enough 
to be hyperoptimized.

The techniques can be applied with great success to 
almost any media, provided it’s important enough to be 
worth making great. We’ve used it successfully on press 
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releases, marketing email sequences, video scripts, webi-
nars, print ads, Facebook ads, and much more.

Terminology and other details
Throughout this book, for brevity, we will usually refer to 

“products” when we mean “products and services.” All of 
the advice is just as applicable to services. (And we should 
know—we sell services.)

We don’t get paid for mentioning or recommending any 
tools or techniques.

We mention the tools and products of several companies 
that have been clients of ours. In all cases, we were using 
and recommending these companies before they became 
clients. (We reference hundreds of resources throughout 
the book, so it was inevitable that a few of them would 
be clients.)

Ulterior motives: Why we wrote this book
We wrote this book for two reasons:

Might you be a kindred spirit?
We want this book to be a mechanism for attracting like-
minded specialists. Our company mission is to remain the 
best in the world at CRO—and that’s a tall order.

You can imagine that people who are proven experts at 
website creation, copywriting, analytics, marketing research, 
design, and so on are in great demand and have no problem 
being happily employed. If you believe you’re world-class 
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at CRO, and you’re up for stiff challenges and high rewards, 
we’d love to hear from you.

If your company isn’t yet large enough to be our 
client…
Many of our clients were small when they first started read-
ing our articles. In fact, we often hear from readers who 
attribute their success to the advice we published.

This book provides you with enough information to more 
than double the sales of an early stage business.

And, who knows, perhaps one day we will work together.

What you’ll get from each section
If you want to become an expert in CRO, you’ll probably 
want to read all of this book. If, on the other hand, you want 
to carry out CRO for only one project, you can dip in and 
out of the relevant chapters.

Here’s how this book is structured:

Section 1: The one you’re halfway through reading
In the rest of this section (“Why Most Web Design Is Done 
Wrong—and How to Do It Like the Winners”), we define 
what conversion entails (when it’s done right). We explain 
why it should be the number-one priority for your company 
(and for your career)—as it is for the world’s most successful 
web companies. We describe The Power Law of CRO and 
how it can drive a company into an economic “virtuous 
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circle” of growth. This will help you to win the support and 
enthusiasm of your colleagues.

We also point out the conversion principles that are 
followed by the top web companies—the winners—and 
that are strikingly absent from most other web companies.

Most people do CRO the wrong way round. They behave 
like physicians prescribing remedies before having diag-
nosed the patient. These “malpracticing physicians of 
marketing” prescribe testimonials, guarantees, and punchy 
headlines—and have no idea why the visitors aren’t taking 
action. We introduce our customer-centric DiPS (Diag-
nose → Problem → Solution) approach, which thrashes the 
alternative—as you’d expect, given that the alternative is 
so absurd.

Section 2: Diagnosis (the D of DiPS)
In Section 2, (“Diagnosis: Understanding Why Your Vis-
itors Aren’t Converting”), we take you on a grand tour 
of tools and techniques you can use to diagnose and 
improve your website’s problems. To overextend the 
medical analogy, these are the web stethoscopes, landing 
page thermometers, and the homepage ear-microscope 
doodads. These techniques will allow you to deeply 
understand your visitors—and how they interact with 
your website. That way, you’ll empathically understand 
them, and you’ll be able to identify exactly why they aren’t 
converting into customers.
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Section 3: Common problems and solutions (the 
P and S of DiPS)
Fortunately, there aren’t an infinite number of reasons why 
visitors don’t convert. In fact, our research has revealed 
that most websites underperform in just fourteen ways. 
In Section 3, (“Making Websites Win: The Most Common 
Problems That Make Web Visitors Abandon—And Proven, 
Easy-To-Implement Solutions”) we devote a chapter to each 
of them. In each chapter, we describe the most effective 
techniques for getting your website “firing on all four-
teen cylinders.”

Section 4: Bringing it all together
In Section 4, we describe a case study of how we helped to 
grow a financial-technology company by 470% in just a year. 
We reveal exactly how the steps were carried out, so you 
can see how the principles and techniques described above 
come together in practice—with record-breaking results.

Okay, that’s enough overviewing. It’s time to explain 
what conversion entails (when done right), and why it should 
be the number-one priority for your company—and for 
your career.

How we define conversion rate 
optimization (CRO)
What is a conversion rate?
Your conversion rate is the percentage of your visitors who 
end up reaching a given goal. This diagram illustrates it:
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The most useful definition of conversion rate is broad.

Two things are worth noting:

1. The “content” can be any item of messaging or any 
user interface. Of course, it can be a landing page, but 
it can also be a checkout page, an explainer video, the 
warranty application card that comes with a product, an 
email asking customers to refer their friends, the sales 
script that a customer service operator uses, a radio ad, 

… you get the idea. We have optimized all of the above 
and more. If you restrict yourself to landing pages, you’re 
going to struggle to triple a company’s sales.

2. The “goal” is often to maximize sales—but not 
always. The goal of an early-stage social network, for 
example, may be to acquire new non-paying users. The 
goal of a knowledge base article may be to minimize 
the number of customers who need to call customer 
service, so the call center operatives can have less-hur-
ried cigarette breaks. Always, the goal is to optimize the 
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content for whatever it was created for—its raison d’etre 
(that’s French for “raisin for eating.” Who needs Google 
Translate?). The content exists to do a job, so it must 
excel at that job. You may think it’s obvious to optimize 
something for its entire reason for existing. Incredibly, in 
the world of marketing, it’s vanishingly rare.

What is A/B testing?
A/B testing is a powerful way to increase conversion rates. 
Here’s how it works:

If you had two possible headlines for your webpage but 
couldn’t decide which one to use, you could run an A/B 
test in which

• half of your visitors would see Headline A, and
• the other half would see Headline B.

You could then tally the orders for each headline and deter-
mine which headline brought you the most.

A/B testing software makes it easy to carry out such 
tests. Each of your visitors will see a different version of 
the page—Version A or Version B, or even Version C, D, or 
E—and then the software will work out, on average, which 
of the elements performed the best. The winner can then 
be promoted.

In most tests, Version A is the existing version, often 
called the “control,” which you are trying to beat.
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If we were to use A/B testing software on the following 
page, we could test the following:

On every webpage, there are many changes you could make to increase your profits.

Powerful, isn’t it?

What is multivariate testing?
Most A/B testing software also allows you to carry out mul-
tivariate tests. What are they?
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Multivariate tests let you effectively carry out several 
A/B tests concurrently, so you make the most of your traffic. 
So while you are testing which headline to use, you could 
also test other page elements—such as text, images, prices, 
offers, and buttons—all at once. Each visitor will see a dif-
ferent combination of headline, text, images, and buttons. 
Then, once enough data have been collected, the multi-
variate testing software will tell you which version of each 
page element, on average, brought in the most customers.

Throughout this book, we’ll use “A/B testing” as a catch-
all term to describe A/B testing, multivariate testing, and 
any other types of scientifically controlled experiments.

Four huge benefits of A/B testing
When you A/B test, you get the following benefits:

1. You get to discard your missteps
Most marketing is based on mere opinions; A/B testing 
reveals the truth. If a test doesn’t produce a winner, you 
haven’t lost a thing; you learn from it and discard the losing 
variation. You certainly don’t keep it, which is what happens 
in companies that don’t test.

One of our first clients, whose sales we more than tripled, 
stopped A/B testing after we finished working with it. Its 
marketing manager then began making radical changes. 
He persuaded his team that there was no need to A/B test, 
because the changes were “obviously improvements.” 
Within a year, the company’s sales had plummeted, and 
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no one in the company knew why. The marketing manager 
was fired. Had he A/B tested his changes, he wouldn’t have 
broken the company.

The following story from Microsoft’s Senior Statistician, 
Roger Longbotham, describes how Microsoft avoided a 
similar disaster:

We ran an experiment for a site where the management 
was reluctant to run the test because they considered it a 

“no-brainer” that the treatment would win. We agreed the 
value proposition looked quite promising but proceeded with 
the experiment. The treatment had some unexpected and 
subtle negative aspects that would not have been detected 
had we not run the experiment. If the treatment had been 
launched we estimate the annual loss to the site would have 
been in the millions of dollars.

2. You keep only your successes
If something works, you get to know. So you never acci-
dentally throw away something that works. This process 
repeats over and over, meaning that only better-performing 
versions of pages are kept, so your conversion rate (and 
revenue) can only go up.
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With iterative testing, your profits can only go up—because you keep only 
the winners.

3. You learn what you should be doing more (and less) of
A/B testing is like a compass: It tells you which direction 
to move in. One of our clients, a company in the telecoms 
industry, was debating whether to lower the price of its 
top-selling phone. The phone was already the lowest priced 
in the marketplace. To measure how price sensitive the 
company’s visitors were, we A/B tested the existing price 
against zero dollars (completely free of charge). To every-
one’s surprise, the zero-dollar offer didn’t sell more phones. 
Our research revealed that users were concerned that the 
free-phone deal was “too good to be true.” Concluding that 
the visitors weren’t sensitive to the price of the handset, 
we went in the other direction by A/B testing higher prices. 
The winning page featured two higher-priced premium 
versions of the phone alongside the standard product. We 
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then obtained a further win by offering optional upsells 
including accessories, insurance, call credit, and 24-hour 
customer support. So not only did A/B testing save the 
company from pointlessly destroying its margins, but it 
revealed an unexpected opportunity for growing the profits.

4. You never need to make hard decisions
Most companies run according to the following process:

Get Idea → Decide Whether to Implement It → Implement It.

A/B testing allows you to postpone the decision-making 
until you know the correct answer, at which point the deci-
sion is a no-brainer:

Get Idea → Implement It (as a Test) → Decide Whether to Keep It.

A/B testing thus eradicates the laborious decision-making 
stage, allowing companies to move faster. Endless pontif-
ication about “Should we do it?” is replaced with a simple 

“Let’s test it and find out!”

Testing is the stopwatch; your website is the 
sprinter
Whichever type of testing you use, the software won’t tell 
you what to test.

Unfortunately, that’s the most important part. Roger 
Longbotham said, “What you place upon the statistical 
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framework is what ultimately determines the attractiveness 
of your test results.”

As with all tools, A/B testing is subject to the equation 
“GI → GO,” which stands for “Garbage In leads to Garbage 
Out.” In other words, if you put garbage into an A/B test, 
you’ll get garbage out of it (albeit optimized garbage).

The A/B testing software is to CRO what a stopwatch is 
to a sprinter. The stopwatch doesn’t make the sprinter any 
faster. It just measures the sprinter’s performance, and tells 
them what is their personal best.

That’s where CRO expertise comes into play. Just as 
GI → GO, also AI → AO (A being Awesomeness). This book 
will give you loads of great insights, ideas, and awesomeness 
to put into your tests.

Let’s improve your website’s personal best.

So what is CRO?
Back in 2005, when we worked in-house, we tried hard to 
outsource conversion. It turned out to be impossible. There 
were many vendors, but each pushed its own solution:

• The live chat companies claimed that live chat was the 
answer.

• The analytics companies claimed that analytics software 
was the answer.

• The usability companies claimed that usability was the 
answer.
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• The multivariate testing vendors claimed that multivar-
iate testing software was the answer.

• The copywriters claimed that copywriting was the 
answer.

• The eye-tracking companies claimed that eye-tracking 
was the answer.

And so on.
What we wanted was an independent advisor who was 

effectively a “hub” for conversion, who had used all of the 
services, who was completely impartial, and who knew how 
to get the best results.

We ended up doing it ourselves. As a result, we learned 
what worked. We now spend all of our time designing pages 
that convert—and then we put our necks on the line by 
insisting that we test our creations, to prove that we’ve 
measurably improved things. Over the past ten years, we 
have tried an enormous number of techniques, some of 
which were real gems. We have pulled together the best 
ones (along with practical, easy ways to get them done) and 
added many techniques that we developed ourselves. At 
each stage, we have shared our findings on our blog, which 
has rewarded us by attracting kindred spirits, people who 
share our passion. Hopefully, you’ll be one of them.

We coined the term conversion rate optimization (CRO) 
in 2007 to describe this process of pulling together all of 
the available tools, techniques, and skills—with the goal 
of improving a website’s conversion rates. CRO takes the 



m a k i n g  w e b s i t e s  w i n52

guesswork out of creating highly profitable websites. It’s a 
series of strategies and activities that allow you to achieve 
significant increases in profits from your website easily and 
reliably. User testing and A/B testing software allow you 
to carry out tests; CRO tells you what to test, by revealing 
how to create webpages that convert your visitors.

Strictly speaking, CRO is web design done right. It’s 
making a page that is perfectly designed to sell, or get sign-
ups, or get downloads, or whatever the page is there for. 
Even ten years later, though, the practice of CRO looks so 
different from how most web design is carried out that it 
still warrants having a separate name.

(Few people appreciate) why CRO is the 
most important activity for your business—
and your career
Many companies start doing CRO without realizing its true 
potential. In this chapter, you will discover the three bene-
fits of CRO that can drive your company into an economic 

“virtuous circle” of growth.

Benefit 1: The obvious one—CRO gets you more 
customers, free
The obvious reason to improve your conversion rate is that 
you want more customers without having to spend a penny 
more on advertising.

Your revenue is equal to…
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• your visitors multiplied by…
• your conversion rate (the percentage of your visitors that 

turn into customers) multiplied by…
• the lifetime customer spend (the amount that each of 

them spends with you):

Benefit 1: Doubling your conversion rate doubles your revenue.

So if you double your conversion rate, you double your reve-
nue. (Whenever we say “double” in this chapter, it’s to make 
the examples easy to understand. But, as you’ll see, even a 
small increase can result in one heck of an office party. We 
highly recommend you carry out the calculations for your 
own business. They can be eye-opening.)

But CRO has other, even better benefits…

Benefit 2: Your profit is even more sensitive to 
your conversion rate than your revenue is
Your profit is your revenue minus all your costs:

Profit = Revenue − Costs
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When you double your conversion rate, all your costs 
don’t double:

• Your variable costs do double (by definition). This 
includes all costs that scale in proportion to the number 
of units sold, including the cost of goods sold, the costs 
of direct labor, distribution, and customer support.

• But your ad costs remain the same.
• And your fixed costs stay the same (by definition).

As a result, your profit increases disproportionately. 
Sometimes profoundly. The following diagram shows 
how a doubling of conversion rate can cause the profit to 
multiply by four times:

Benefit 2: An increase in conversion rate has a disproportionate effect on profit.
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The effect can be even greater. For some companies, a small 
increase in conversion rate can mean the difference between 
suffering a loss and making a profit.

Benefit 3 (an even more exciting one): CRO opens 
up floods of traffic
Once your conversion rate has increased, you’re more 
profitable. It pays to sacrifice some of that profit into increas-
ing your advertising bid prices—which can dramatically 
increase your number of customers. You can outbid your 
competitors and profitably dominate all the advertising 
space in your market.

Many of our clients find that CRO unlocks marketing 
opportunities that were previously prohibitively expensive, 
allowing them to get loads of new customers.

For startups and small-to-medium sized businesses, 
CRO is often the catalyst that enables them to start adver-
tising, profitably, in PPC, magazines, newspapers, direct 
mail, radio, and TV. Clients also become able to pay affiliates 
more—which wins the affiliates over from their competitors. 
The principle even applies to SEO: if a company will generate 
twice as much revenue from the number-one spot, it can 
afford to spend twice as much to capture it.

This principle is so extreme that many advertising 
agencies pay us to work on their clients’ websites, because 
they understand that CRO allows their clients to profitably 
increase their ad spends. With the right combination of CRO 
and traffic buying, you can displace competitors for good.



m a k i n g  w e b s i t e s  w i n56

Benefit 1 × Benefit 2 × Benefit 3 = The Power Law 
of CRO
Here’s the best bit: Benefits 1, 2 and 3 are multiplicative. 
Which means your profit has a power-law relationship to 
your conversion rate. (That is, your profit is equal to your 
conversion rate to the power of something—maybe squared, 
cubed, or even more.)

Looking at the equations from above, you can see why:

The Power Law of CRO, which explains why so many of our clients have won awards 
for fast growth.

Of course, the multipliers depend on the financials of 
the business. You can see how your own profits would be 
affected by an increase in conversion rate by modeling 
different scenarios in a spreadsheet.
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Incredibly, that’s not the end of it. As the number of 
orders grows, economies of scale kick in. These further 
increase the amount you can afford to spend on getting 
more customers.

CRO is a virtuous circle. The world’s leading web com-
panies all focus on it—on user experience, conversion flows, 
network effects, and customer journeys.

Without doing CRO, it’s impossible to win.

Why CRO is a great career choice
In our experience, the best career strategy is to (1) Create 
more value. CRO allows you to reliably do this, and then 
(2) Prove you’ve done so. A/B testing allows you to do this.

As such, CRO makes for a fantastic career choice. 
There’s a serious shortage of people who have proof that they 
can grow businesses. Amazingly, most people’s résumés 
have no quantifiable evidence that they have ever created 
value. Thanks to CRO, many of our clients, followers, and 
team members have incredibly impressive success stories 
on their résumés.

Plus, if you’re anything like us, you’ll find it end-
lessly fascinating.

Reasons to start CRO now
The first-mover advantage
As long as you have a higher profit-per-visitor than your 
competitors do, then every day you’ll have a slight unfair 
economic advantage over them.
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The wider you make that gap, the faster you accelerate 
ahead. That gap becomes a moat that makes your business 
robust against competitors’ attacks.

If your competitors aren’t focusing on CRO already, 
they will be soon, because the market will keep getting 
more competitive.

Every day you’re ahead, you have an unfair advantage—
the wind is in your sails. Every day you are behind, you have 
an unfair disadvantage—you’re playing catch-up.

The difference depends on how soon you start, and how 
fast you move.

Does your business depend on free traffic?
If your web business depends on free traffic from search 
engines or social media sites, you’ll get the following addi-
tional benefits:

• Because CRO enables you to profitably advertise in 
different media, your business will become much more 
stable. You’ll no longer be hooked on free traffic and no 
longer at the whim of a search engine algorithm change.

• CRO will make your website customer-centric, so your 
customers will like you more and stay with you for longer. 
It also means other websites are more likely to link to 
yours.



 

 

 

 

 
 

 
End of sample 

For more details, visit 
www.conversion-rate-experts.com/book/ 
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