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About VWO

VWO is a leading website testing platform used by more than
3,600 brands in 75 countries to analyze web activity and increase

conversions.

Companies such as Microsoft, General Electric, Rackspace and the
American Red Cross use VWO to understand how website visitors

engage with their digital properties.

VWO offers marketers an easy-to-implement and use, but highly

effective A/B testing, multivariate, behavioral targeting, usability

and heat map testing solution that requires no coding knowledge.



“A design is as
good as the
conversions it

gets”

INntroduction

A design is nothing but window dressing unless you enthuse life
into it with a compelling conversation. More than conveying the
overall feel of the website, your design can act as your powerpuff
salesman if you want. The key here is to tap into consumers’
thought sequence and guide them to your conversion goal with
subtle visual cues. Use the 5 design principles covered in this book

as your commandments and you should be all set.

Let’s unravel the mystery of a conversion-centered design -- a
design that communicates with your customers and make your

conversions go off the roof.



Design Principle #1
-nclose What's
mportant

You wouldn’t want to dress your kid as other children on his
birthday party, right? He should stand out from the rest. And the
same goes for your call-to-action. It’s your most important page
element. It shouldn’t have to compete with other page elements to

get the attention it deserves.

Encapsulation lets you accomplish just that. When you enclose the
call-to-action in a container, it breaks visitors’ eye path on the page
and make them notice what’s inside. It makes your call-to-action

hard to miss.

There might be other elements on the page like heading, trust seals,
testimonials, and many others. But these are all supporting
elements. Their aim is to push visitors towards the main conversion

goal of the page. The goal that your call-to-action represents.



Here’s an example of encapsulated call-to-action:

1 1
Social Shopping + Online Stores

1

1
Social Shopping + Online Stores

Sellers

* Gal o completely FREE ook
€ Customize & howover you
¥ Get printing if you need

Shoppers

lobal, Independent sellers §
oro lavories with others @
Find ongnal stutt 18

H

as
'

Visual Website
Optimizer

Basecamp has an encapsulated form on their
homepage. See below:

“ )
For all of my projects, | use
Basecamp to keep track of every file,
discussion, and event from
beginning to end—all in one place.

o ch' snsiorecat Pachicele Enqa pS,UIated Campfire account? Log in here and a new Basecamp trial will
FQrm be added to your account.

Sellers

* Gat o compiatod) FREE ond
Customiza it however Yoy

Shoppers

Blobal indepandont solars §
hare favortes with others @

Find originclstulf B8 ¥ Gat printing If you naed i

See how call-to-action here is encapsulated
into another circle to distinguish it from
other page elements.

Start your free trial.

You'll be up and running in less
than a minute.

Already have another Basecamp, Highrise, Backpack, or

Your full name

Johnny Appleseed

Company or organization

Wid get Co

Email

johnn vidgetco.com

Password

Easy to remember, hard to guess

Terms of Service. Privacy,
Refund




Sometimes you can even add important points in a box that you

think can influence visitors’ purchase decisions.

See the example below from OzScopes.com

SkyWatcher SW450 114mm Reflector Telescope w/
Motor Drive

SKU# SKY-SW450

@ Best Value Guaranteed
@ Buy from an Authorised Retailer

1 Review(s) | Add Your Review

Sale Price:

$234.95
Retail Price: $483.95
Save $249.00 (51%)
0ZHut Rewards

Ships Out Next
IN STOCK ‘ Z Business Day

+ ADD TO CART [k

234 FoINTS

Add to Wishlist

Quick Overview

- Come with a Motor Drive 3

- Easy object focusing with 5x24 finderscope Gﬂ‘g SUPER EASY RETURNS POLICY
I - More light gathering capacity (165% more than -

TOmm refractor)

- Aluminized and overcoated mirrors

- Comfortable viewing at high and low
magnifications

- Easy tracking of stars with equatorial mount
- B years Skywatcher limited warranty

Move Mouse Over Main Image to Zoom In

A== SHIPPING CALCULATOR W
=0

CLICK HERE

Read More Related Products and Accessories

Actionable Takeaway: Put your call-to-action/important points in a

container to make them stand out on the page.



Design Principle #2
_everage Color
Theory. Contrast
Your Buttons Well.

Have you ever come across an article that says orange buttons

always convert better than any other color? Or read a case study
where yellow button converted better than red button, and the

writer suggested you should do the same to get those results?
Don’t waste your time and resources on any such absurd advice.

The point is, your call-to-action button should stands out on the
page. And should thus use a contrasting color to draw the necessary

attention of visitors.

So when someone says one buttons color always converts better
than the other, or something along those lines, the only thing you
can conclude is -- they know nothing about conversions. Ignore
what they say. It can be true for one website but it is NOT a

universal principle.

Every website has their own audience set. And to find the best
button color for your website, there’s no other way than to run a

quick test and let data decide it for you.

You’ll often notice that the button color that contrasts better with
web page’s background color and overall design is the one that
comes out as a winner. Still, don’t ever make the mistake of

substituting data with your intuition. You are better than that.

Actionable Takeaway: 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.



Chances are, this color will improve your click through rate and
nudge visitors deeper into your conversion funnel. Don’t want

visitors to miss out your CTA? Test that color.

Luckily for you (and us), search and conversion optimization
expert, Angie Schottmuller of Three Deep Marketing, has made a
color wheel that depicts contrasting CTA colors opposite to their

main colors. You can simply pick the color shown opposite to your

site’s background color from the color wheel and test it out.

Clockwork Conversion
on the 12-Hour Color Wheel

12

If you are a design geek, here is another color wheel tool that you

can use to find a contrasting color.

The color theory is however not just confined to call-to-action on
the page. It also extends to other elements on the page. If a
particular element should use strong colors or subdued colors
depend on the importance of that element in the page layout so

that it fits the eye path accordingly.

D E


http://www.threedeepmarketing.com/

For example, client logos on the page shouldn’t be more glaring
than the headline or call-to-action on the page. They are
important supporting elements, but definitely score below the

page heading or call-to-action in priority.

After all, when visitors land on a page, they should first
understand what that website is about and what are they expected
to do there, before they even consider the credibility of the
product/service. Match the conversation in the mind of the
visitors. And then convey that conversation in your design, step-

by-step. (You will read more about this in design principle #5)

Takeaway: Try a squint test, if you have to. This will tell you if
your call-to-action is popping out well. You will be able to analyze
if your page layout is good and establishes the right eye path for
conversions. See the example below from Marketing

Experiments:

1


http://www.marketingexperiments.com/blog/research-topics/landing-page-optimization-research-topics/web-usability-peer-insights.html

oYigiMd imo\g@

Say something about your payday offer. It
could be anything. But keep it brief.

Apply Now - Click Here!

= a4 O

100 Sele and Secmy bonl Aguurvvads

As seen when sqglr\hng — et

frames Hhe
page well

Buton veall
pops out r\iuz?g

Niodg organized proof elements
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Design Principle #3:
Control Bye
Viovement with
Directional Cues

Look Left ~——————==-> -

I knew it! You fell for that, didn’t you? :D

If someone points us in a direction, we just cannot help but follow
that path. Tap this power of directional cues in your design. Divert

your visitors’ attention to your call-to-actions, just the way Buffer

does it:

13



g bUffer Apps & Extras | Our Blog

Z
S mam wal/ w S hme{ f Sign In with Facebook

. . . . 1 Sign In with Linkedin
Be awesome on social media. Easily add great articles, N =ion e Heen
pictures and videos to your Buffer and we automagically _— o .

you want to sign in using your existing
share them for you through the day!

Buffer account. ..

0 .
Qs L 6% b,-(j:] LLIT.;.
L'I\'T‘rll‘ A '_ ‘£

- Use Buffer Account

Arrows is not the only way you can guide eye path of your visitors.
Studies have shown that it matters where people in your images

look. This subtly redirects visitors’ gaze in the same direction.

MO 14



Wake up
the red
In your hair.

!

SHAMPOO

yﬁ“}*’? | - Eye looking straight ahead
B

l

Only 6% of 200 usability test
participants looked at the product

~

Wake up
the red
in your hair.

Eye looking towards product
84% of usability test participants
now looked at the product

Image Credit: Thinkeyetracking.com
Takeaway: Make your subjects in images look in the direction of

your call-to-action. Or guide your visitors to it by pointing to it

with an arrow sign.

MO "


http://thinkeyetracking.com/

Design Principle #4
Jse Your
VWhitespace
Judiciously

Everyone wants a cleaner look these days. It looks pleasing to the
eye and gives enough emphasis to page elements, especially the
call-to-action. Imagine visiting a hotel and not being able to find
the reception to get the keys to your room. Frustrating, right?

Cluttered look does the same to your call-to-action on the page.

Don’t make your visitors hunt for it. You want them to book their
stay with you. Your visitors want to make bookings with you. Then
why force them to play hide and seek? Let’s get right to business
before they change their mind because of zillion bizarre reasons.
Place your call-to-action on whitespace so that it doesn’t get mixed

with other elements on the page.

A popular example of the optimum whitespace use is when larger-
than-life images are utilized as a backdrop with all the attention

focused on the main call-to-action. See how Shopify uses it:

16



)\ shopify

Use Shopify to create your online store.

The use of whitespace goes a lot beyond the CTA button. It plays a

key role in readability on the page as well. Cramp your text, present

lengthy stacks of paragraphs, and see your visitors click the exit

button in seconds. Want them to read your text? Break your

paragraphs into small chunks. Use a separate line for important

dialogues, make bullet points, and so on. Soon you will see your

page engagement goes up.

Here’s a perfect example from Boagworld blog to show this in

action:

Ponting

Tromohar AcRraba Cactun Ricky Pon

Duncan Fletchor and captain Andrew 'rtﬂ 5 unfar
ACSIada wor Ihe et tves Tests 10 10000 T AShes a0 Mave WOn T4 ot of 15 cvensl Snce thew
s in 2006

"Thate afe 11 Quys in ha talm, of 13 in e $Guad. And II's very harsh 10 Slame the coacth and
captan.* he saxd

"M 'mvﬂ Played anywhert nolr &S wall &3 they'd ued Dut Wi Bavent gren e P Sopomu.

defends Eng_gnd hierarch

hovel of crmcesen ilfmed &t England coach

F\.wm‘ 15 Oy 100 il Bware of he emotons thit Feacner and Rl e axpenencing, &4 it is
frm'fhs sroe he became the frat Austrais Capfan for 19 yoors 10 lose & Ashes seres

F\.w_:-: Who Coletratod NS 32nd brthday On Tudsday has responded magniicontly Wit the tat n

the Gurrerd sackes. making over 500 1ums i hes Beat sic innings,

OuSing WO Dy canunes

Ponting defends England hierarchy

Trumphart Austraia captan Ricky Pomng bebeves the laver of cntcism amed af
England coach Duncan Flatcher and captan Anceow Findo® 15 undar

ALStrisis won e st Broe Tedts 10 regain the Adhes. and have won 14 cut of 15
overall Since T 10sa in 2005

"Theve e V! guys 0 B e, of 13 1 e sauad, and €'s very barsh 1 tlame the
CORCh and cagtan ” he s

"They haven played anywhers naa as wal as they'd led Dut we haven’t ghven tham
the opporienty 10°
Pormng s only 100 wol aeears of I mctions Tt Fladcher and FInilt e kcdernenc.

NG, as 1 i3 ondy 15 montns since he Decame T st Austalia cagtan for 10 years ©
030 o Ashes senes

Formng, who Cslbrated s 3203 Bemday 0n Todscay Nas Msgonded magasicently
WEN 1Hhe Dat 0 T Cument Senes. Mmakeng ovet 500 1uns i s test S nings
ncuding two Big cermuries
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http://boagworld.com/blog/

The importance of whitespace is highly underrated probably
because it is so easy to implement. Pressing enter is all it takes. Yet,
no design can be effective if it doesn’t make judicious use of

whitespace.

While we’re talking about this, let me add an important word of
caution to this advice. Don’t be overzealous about whitespace, else
you might break the continuation in your design because of too
much space between the elements. Your elements might look

dangling in the middle of nowhere, making customers confused.

Too much space between supporting content and the CTA, for
example, can make people see call-to-action as a separate element
than a continuation of the text. To avoid this disconnect in your

message, read this article to avoid negative space in your design.

Takeaway: Add your call-to-actions on whitespace to bring focus to
the conversion goal of the page. But don’t overdo it as it can make

elements look disconnected and break the thought sequence

you're trying to design on the page for your visitors.

18



Design Principle #5

Guide Visitors' Intuitively to
the Conversion Goal with
Strong Visual Hierarchy

Many other factors contribute in establishing a clear visual

hierarchy:
Size - Larger the size of your element, the more it will be noticed.

Color - Bright, contrasting colors will always be the first ones to
catch attention. A yellow call-to-action, for example, will

prominently stand out on a black background.

Contrast - This reflects relative importance of elements on a page

and both color and size of elements play a crucial here.

Repetition - Repeating the same pattern can make users identify
those elements with a certain attribute. For example, you might
always use a certain peculiar font when you use famous quotes in

your writing.

Proximity - Like we discussed above, too much of whitespace can
make elements look disconnected and cause confusion in the mind
of users. Proximity suggests similar ideas or continuation of a

thought sequence.

Alignment - This is important to create order among page
elements. This can also include more complicated concepts like
arrangement of page elements. If convention demands that the top
right of the header be used for important navigation items and call-
to-action (recall Facebook, Gmail, et al), it’s best to succumb to such
established conventions in most cases. This reduces the time taken

by customers to understand your website and improves usability.

19



These are all design guidelines but to make them work for
conversions, you must combine this knowledge with customer
insights. Let me share a few tips to elaborate how you can

incorporate customer learnings in your design:
a) Leverage insights from heatmap studies

Lessons from numerous heatmap studies can be extremely helpful
in understanding visitors’ behavior, interests and what they choose

to ignore.

For example, it was a heatmap study that recognized the long-
known F-shaped scan pattern of web users. Our customer
Underwater Audio tapped this insight to improve their website

sales by 35.6%.

When they interchanged the placement of their call-to-action
button with the testimonial on their main landing page, their

conversions shot up. You can see the comparison image below:

" — —y S
he Underwater L

Visual elements in the variation page were re-arranged to follow
the F-shaped pattern of eye movement. This meant that visitors
read the testimonial before they came to the call-to-action button,
which influenced their decision and increased the sales of
Underwater Audio by 35.6%




This small change in the arrangement of page elements worked
because now visitors were intuitively made to read the testimonial
on the page before they were shown the call-to-action, which

increased their motivation to buy the product.

It’s all about how creative you can get. Read about marketing
insights from various heatmap studies and A/B test them like
Underwater Audio did. Wait to see if data validates your

hypothesis.

Want to generate heatmaps of your website? Start your 14-day

VWO free trial today to get started.

b) Give the necessary attention to important elements

I know we’ve touched on this before when I mentioned about

relative importance of page elements in a visual hierarchy.

What page elements are important on a website depends
completely on the target audience. Our customer, Royal Discount,
improved their conversions by 36.54% when they increased the font

size of sales price on their product page.
Wonder why?

Because Royal Discount’s competent prices gives it the biggest edge
over its competitors. It’s an important decision-making factor for
its target audience. By increasing the emphasis on price, they made
sure that their visitors take note of this, which increased their

conversions. You can see the comparison image below:

21
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Original Challenger
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Competitive prices is one of the key factors that affect buying-decisions
of Royal Discount's target audience. As a result, increased emphasis on A i
their price

Sounds simple, eh? Well, it really is. It’s all about putting a little
thought into your design. It's important that you do not lose sight
of your target audiences’ needs and considerations. As long as you
are designing with your target audience in mind, you’re gold, my
friend!

\V~e 2



Conclusion

Become the Conversion Ninja That Drives Business Growth

Research, analyze, find customer insights and create your A/B tests
in minutes with VWO’s point-and-click editor and brand-new
usability. Re-arrange page elements, change button colors, images,
without messing with the code. Sign-up for the addiction you’'ll be
proud to have. Sign up to change your design and increase your

conversion rates today.
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Thank You

A big thank you for reading this design principles guide. I wish

you all the best in increasing sales for your ecommerce website.

I would love to hear from you about your experiences in
improving your website design. Just drop me a mail here:

smriti.chawla@wingify.com.

And yes, if you liked what you've read, please go ahead and share
it with others!

Cheers
Smriti Chawla
Marketing Specialist

WWW.VWO0.Com

Follow me @chawlasmriti
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