Grow with

Clutch

How to Build a High-

Converting Landing Page:

The 7-Step Process for Creating
Pages that Sell

Webinar Workbook



1. Introduction

Welcome!

We designed this workbook to help you apply the learnings from the ‘How to Build a High-
Converting Landing Page’ webinar.

This workbook follows the same structure as the presentation, with a clear, step-by-step
explanation of every step of the process.

We also added action steps at the end of each stage to help you take action on the
content and get the results you're looking for.
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2. Fundamentals

Before you write your landing page, ask yourself the fundamental questions:

1.Who is the target audience for your landing page?

2.What problems are they looking to solve?

3.What do you want them to do as a result of seeing your landing page?
4.Why should they do it?

5.Where do your visitors come from? (Clutch?, LinkedIn ads? Content?...)

6.How do you define success?

Action Step

Answer the 6 questions above for your business.

Choose the landing page tool you're going to use to create your landing page.

List all the tracking tools you're going to use on your landing page.

List all the integrations you're going to set up on your landing page.

Clutch




3. Audience Research

Once you have the fundamentals set-up, you need dig deeper and learn as much as you
can about:

1.Your audience

2.Their problems

3.What alternatives exist
4.What they've tried before
5.What has worked
6.What hasn’t worked

You can find this type of information in 6 different places:

1.Sales calls

2.Customer service calls
3.Amazon reviews

4.Google trends

5.LinkedIn Ads audience tool

6.Keyword research tool (eg. Ubersuggest, Ahrefs, etc.)

Let’s dive into each individually:
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1. Sales calls

Sales calls give you a direct peek into your prospect’s world:

How to retrieve this information:
Record and transcribe your sales calls using an Al tool.

Some good ones include:

 Otter.ai (Free basic subscription, pro subscriptions start at $16.99/month)

 Gong.io

What information you can find:

You can find information about the following:

e Audience

e Problems & implications
e Desires & implications

e What they've tried before
e What has worked

e What hasn't worked

How to get this information from your prospect:

Make sure to ask the following questions in the discovery phase:
e Audience:

o Where are you based?

o How big is your team?

o How long have you been in business?
o Who do you work with?

o What's your role at the company?
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e Problems & Implications:
o What made you book a call today?
o What's keeping you from achieving your goals?

o What's the impact of you not achieving your goals?

e Desires & Implications:

o |f we managed to solve [problem] how would your life be?
o How would that impact your business?
o How would that impact you?

e What they've tried before, what has worked and what hasn't:
o Have you tried solving this problem before?
o Did it work?
o Why/Why not?
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2. Account management & customer service calls

Ongoing calls with your customers give you a deeper view of what their expectations are,
where they’re happy with your service, and where you're coming short.

How to retrieve this information:
Record and transcribe all your account management calls using an Al tool.

Some good ones include:
 Sybill.ai (Start at $49/month)

 Otter.ai (Free basic subscription, pro subscriptions start at $16.99/month)

What information you can find:

You can find information about the following:

* Problems & Implications
e Desires & Implications
e What's working

e What's not working

How to get that information from your prospect:

Here are some questions you can ask for each type of information:
e Problems & Implications
o What's keeping you from having the results you expected? How is that impacting
you?
o What's keeping you from having even better results?
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e Desires & implications

o What's the next level for you?
o How would that impact your business?

o How would this impact you?

e What's working

o What do you like most about our services/process?

* What's not working

o What do you feel is not working out for you?

o What's frustrating you?
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3. Review Sites

Review sites like Clutch and Amazon are treasure troves of information if you know how
to use them. This section is going to show you how to make the most of these platforms
in your research.

How to retrieve this information:

e On Clutch

Start by looking at your target directory on Clutch, then look at each company’s reviews.

Best Mobile App Developers

e p— ‘. “
4.7 kkkk
Service Focus

“They started to feel just like
fiew Profile
3 $25,000+ family after the second or third e

meeting

CEO and Founder, McCoy Kreations

Send Messar

View Profile

Next, click on the “Reviews” tab to access verified client reviews.

Search 2 Leave a Review For Providers Lo E‘,‘ @ Me

Development IT Services Marketing Design Business Services Pricing & Packages Resources My Tools

Highlight i
A Creative Development Agency Services Provided Focus Industries Clients

-We don't just build apps, we
Reviews .
turn ideas into app businesses.

Service Lines

™ $25,000+
It takes a people-centric approach to
Portfolio building, branding & marketing your @ $150-$199/hr [l Mobile App Development 60%
next big idea - so there's no cutting Mobile App Devel - 60%
o N \pp Development: 6/ 3
comers. That's why our team of A 10-49 Il Mobile & App Marketing 20%
Verification creative problem-solving visionaires Founded 2018 . UX/UI Design 10%
are in-house, and US-based. Whatever
stage in your app journey, we come O Watch our Video . Branding 5%
alongside you to become your ) o
0 o @ strategic partner and acclerate your % 1language Il Web Design 5%
success 0 1 Timezone
Admin Tools READ MORE
Admin Preview
Vendor Dashboard Average Review Rating Total Reviews Most Common Project Size Average Referral Rating

4.7 *khhk 30 $10,000 to $49,000 4.8 s

Edit Profile

Clutch




e On Amazon

Start by doing a quick Amazon search to pull out the most popular books (the ones with
the most reviews).

Note: make sure you sort the list by “best seller” to make your life easier.

Selected filters (1) Clearall  pasylts

X Books

Eligible for Free Shipping

Free Shipping by Amazon
Get FREE Shipping on eligible orders
shipped by Amazon
Kindle Unlimited

Kindle Unlimited Eligible
Department

< Any Department
Books

iOS 17 Programming
for Beginners

1 0%ttt S 3.
T o o Ao b e

UX/UI Designer
Notebook

UX/UI Designer Notebook (White):

Arts & Photography i0S 17 Programming for Flutter For Beginners: A Complete i0S 17 Development Crash

Biographies Beginners - Eighth Edition: Unlock Overview for Newcomers to UX/UI Design for Mobile, Tablet, Course: Build iOS apps with

g“l""z” & Money the world of i0S Development Mobile App Development. This and Desktop - Sketchpad - User SwiftUl and Xcode 15
alendars

well-written hands-on lesson wil...

Interface - Experience App...
by Ralph T. Burwell o

Children's Books & Sl
Chist Sooks 81 .

with Swift 5.9, Xcode 15, and iO...

Comics & Graphic Novels Kindle Edition Rindle

Computers & Technology z $Q% 1oearinted z $00 trdeurimied

s $35% Free with Kindle Unlimited membershi \F hod Free with Kindle Unlimited membershi

Crafts, Hobbies & Home List: $44:99 P P
Join Now Join Now

Education & Teaching
Engineering & Transportation
Health, Fitness & Dieting
History

Humor & Entertainment

Law

LGBTQ+ Books

prime
FREE delivery Sat, Feb 24
Or fastest delivery Wed, Feb 21
More Buying Choices
$29.56 (12 used & new offers)

prime
FREE delivery Sat, Feb 24 on $35 of
items shipped by Amazon

Or fastest delivery Wed, Feb 21

Available instantly
Or $7.99 to buy

Available instantly
Or $3.99 to buy
Other format: Paperback

Other format: Kindle

After you identify and find relevant books, look at 2 things:
e The book’s description: what problem does it aim to solve and for whom?

* The reviews: how well did the book fulfill its purpose?

o 5-star reviews: what did readers like about the book?
o 1-2-star reviews: what did readers not like about the book?

Make note of that information, you'll need it when you'll write the copy.
What information you can find:

You can find information about the following:

e Problems & Implications
e Desires & Implications
e What's working

e What's not working
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4. Google trends

Google trends measures the search volume for given keywords over a period of time. It

allows you to know which keywords are most likely to be top of mind for your prospects
and use them in your copy.

Interest over time (@

[«
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MMW\W\J\,W
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It also breaks down the information by sub-region, allowing you to refine your targeting.

Compared breakdown by subregion Subregion * & <> <&
® web development ® website development web developer Sort: Interest for web development
1 Wyoming |
2 Alaska | |
3 South Dakota [
4  Montana ]
»

5 New York I

What information you can find:

You can find information about your market’'s keywords with that tool.

Clutch




5. Linkedin Ads audience tool

LinkedIn Ads has the most powerful targeting tool for B2B audiences. Here's how you can
use it to estimate your audience size and pinpoint their location.

Start by going into the LinkedIn Ads audience tool in your LinkedIln Campaign Manager.

) CAMPAIGN MANAGER & o
Clutch Ad Account - . o i . - )
| ] @ Campaigngroups 14t 8 Campaigns 8 B Ads
@ Plan il m Bulk Actions ~ Performance Chart Demographics Export
Brand safety
| 9t Advertise
& Test
al. Analyze ~

:¢: Recommendations

& Assets v
¥ Account settings ~
B Company page (2]

[ Business Manager &

[«

Go into the “Saved” tab and click on “Create audience”:

[ camPAIGN MANAGER 2 9
G Clutch Ad Account Audiences
1324 Active
n Plan A Matched Saved
‘ Audiences
Brand safety
udience name O scription O Audience count T Access T Last modified O Last appli
Audi 3 Description & di S S dified & li
¥¢ Advertise
All v All v All time ~ All time
& Test

Next apply the filters that match your target audience.

Note: make sure you use the “narrow” button for each criteria to make your audience
more specific:
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& Newaudience 2 Draft | Manage v | Edit

Summary  Content  Location  Member  Company

2 . . Edit: New audience X
What content does this audience engage with? @ View all
80% 16% 610,000
Are generally interested in Business Administration Are interested in Computing Software ¢ Potential Linkedin members reached
" Where is your target audience?
Where is this audience located? @ View by: City ~ View all 4 o
Locations (Recent or Permanent) 4
Top locations Audience members
* New York, NY 40,000 (7%) United States
- Los Angeles, CA 24,000 (4%)
w San Francisco, CA 11,000 (2%) ENoige) [peogie ta/other iScations
° Chicago, IL 9,100 (1%)
8,300 (1 Your audience has their Profile Language set to| English v @
7,800 (1%) ng or nguag ed here. English may b
t quage, ov reas where a local language s available, to reach all users in th
6,900 (1%) g
Washington, DC 6,500 (1%)
Atlanta, GA 6,300 (1%) Who is your target audience?
Dallas, TX 5,700 (1

Include people who have ANY of the following attributes 4

What information you can find:

You can find information about your audience’s demographics, their companies, their
location, as well as the market size.
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6. Keyword Research Tools

Ubersuggest is a free keyword research tool. It provides similar insight to Google trends,
but at a much deeper level.

Here’s how it works.

Start by typic your keyword and selecting your target location in the search bar (for
example, “web development” in the United States):

Ubersuggest

Want more traff;

Ibersuggest shows you how to win the game of SEQ.

Just type in a domain or a kayword 1o get started

You then get some basic information about the keyword, like the number of searches
and level of competition in organic and paid search:

Ubersuggest | o\ us 5 CONSULTING  PLANS & PRICING
o [ gie
Add Project
Get a detailed keyword overview Location
Dashboard web development v = United States v m
Rank Tracking

SEO Opportunities START FREE TRIAL

My Workspace

Chrome Extension

Keyword Ovi ADD TO LIST ERATE CONTENT WITH Al
Site Audit
Keyword Research SEARCH VOLUME SEO DIFFICULTY PAID DIFFICULTY COST PER CLICK (CPC)
22,200 o 76 S 21 ey $19.66
Keyword Overview |
Last Updated: Today
Keyword Ideas

Keyword Visualization
Keywords by Traffic .

2 ¥ A The average web page that ranks in the top 10 has 5,503 backlinks and a domain authority of 87,
Similar Websites

Content Ideas

SEARCH VOLUME B Mobile Volume Desktop Volur
Keyword Lists
¢

You can also get keyword ideas to include in your landing page.
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Add Project .
Volume SEO Difficulty CPC Keyword Filters

Dashboard

&) UPDATE METRICS
Rank Tracking SIGN UP TO EXPORT >

SEO Opportunities

My Workspace KEYWORDS VOLUME cpc P D UPDATED
Chrome Extension
KEYWORD IDEAS
Site Audit
12,100 $7.84 27 3 4months <
Keyword Research
5,400 $29.31 22 57 Thisweek )
Keyword Overview
Keyword Ideas 3,600 $29.52 6 62 This week
Keyword Visualization <
2,900 $37.96 15 58 Last week
Keywords by Traffic
Similar Websites y 2 2,900 $20.29 33 70 Imonth &
Content Ideas p
2,400 $22.12 36 74 1 month

Keyword Lists v v 1900 $2.79 8 61 1month -

That allows you to know what specifically people are looking for. You can use that
information to update your copy and your offer.

What information you can find:

You can find information about keywords to use on your landing page to match what your
audience is looking for.

Action Step

e Do your research by diving into at least 3 of the 6 methods listed above.

e What did you learn about your prospects?
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4. Craft your offer

With your research done, you now need to answer 5 questions to create an irresistible
offer.

Your offer is the foundation of your landing page. Make it attractive and your landing
page will become a lead generating machine. Make it sloppy, however, and your landing
page won't convert, now matter how great the copy and design are.

Here are the 5 questions to answer:
1.How can | solve my audience’s problem? How can you make their lives better?

2. What outcome can | get my audience? = Your promise. The more attractive the
outcome, the better. For example: “30% conversions is more attractive than “3%
conversions.”

3. How can | make the outcome predictable? = Your likelihood of success. The more
predictably you can deliver the outcome, the more attractive your offer. You can use
elements like testimonials, logos, case studies, and guarantees to convey that
predictability. For example: “We've worked with company X, Y and Z in your industry.”

4. How can | minimize the time to outcome? = Your time to results - The faster the
better. People prefer having 30% conversions today than 3 months from now. You can
use the timing element in your guarantee. For example: You'll get X results in 30 days or
we'll keep working with you until you do at no extra cost.

5. How can | minimize my customer’s effort to get to the outcome? = Your customer’s
required effort. Your customers hire you because they don’t want to put in the effort to
solve their problem themselves. Build your process to minimize their effort, and

showcase it on your landing page.

Action Step

Using the questions above, re-work your offer to make it irresistible.
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5. Define your positioning

Your next task before writing your copy is to define your positioning.

The trick in marketing, in general and customer acquisition in particular, is to be different
from your competition. To appear as THE solution to a specific problem.

You do that through differentiation.
There are 7 ways to differentiate yourself in your landing page copy:

1.Your tone - How you sound like: Direct? Approachable? Distant? Inspiring? All those
are okay, as long as it makes sense for your market and target audience. Don't
hesitate to be bold.

2. Your page look - How your page looks in terms of fonts, colors, visuals, and overall
feel.

3. Your language - What specific words you use to define your leads’ problems and
your solution. Are you naming your solution? Creating a new word to define your leads’
problems?

4. Your personality - Who you are. Make your personality transpire in your landing page
copy.

5. Who you work with - Your ideal clients. It could be that everyone in your market
works with tech companies. So you decide to work with hotels instead.

6. Who you don't work with - Everyone else

7. How you solve a problem - Your unique method/approach. How do you solve your
leads’ problems differently from others?

Combine as many as you can and you win.

Action Step

Combine at least 4 of the above methods to craft your positioning.
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6. Craft your messaging

You have a goal in mind. You know your customer. You have an attractive offer.
Now it's time to figure out how to express those into words. Here's how you do it:

1.Answer the question: “Why would someone take me up on my offer?”
2.List all the reasons why someone would.

3.Create messaging around each reason.

Let's return to our web development agency example from the webinar, Launcherz:

Why would someone work with them?

e Get a quick outcome

* Get quick market feedback

e Not having to hire an internal development team
e Funteam

e No need for tech knowledge

e |nsane guarantee
How does it impact the prospect?

e Data to direct the business

e Valuable asset at minimal cost

e Fun working experience

e Create scalable asset

e Scaling company without scaling the team
¢ No headaches

e Create value for their team

¢ (Create value for their customers
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Now let’s turn those into messages for your landing page:

e Getyour MVP in 30 days. No headaches, all fun.
e Scale your business without scaling your team.
e Extra value for your team in 30 days.

e Extra value for your customers in 30 days.

¢ Be atech business without a tech team.

Keep in mind that this process will most likely take several iterations. The more you test
your messaging, the better it becomes.

Here's a rule of thumb when crafting your messaging.

Make is specific enough that it relates to your audience but broad enough that it addresses
a top of mind problem.

For example:

e “Scale your business” = too broad
* “Optimize your JavaScript” = too narrow

» “Build a website to scale from 6 to 8 figures” = good

Another rule of thumb: Avoid using typical B2B cliches, such as:

e “Market-leading”
e “First-class”

e “World-class”

e “Delighted”

* “Pride ourselves”
e “Revolutionary”

* “Game-changing”

It makes you sound inauthentic. Not something you want to come across as.

Clutch




Action Step
Answer the question: “Why would your prospects take you up on your offer?

Based on that, create a list of at least one messaging statement per reason listed. Don’t
censor yourself, the goal here is to be creative!
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7. Write your copy

Now is time to write your copy. In this section, we'll provide you with templates to follow
with examples.

Let's get started.

1. The Hero

The hero is the first part of the landing page your visitors see. Its role is to compel visitors
to either convert, leave, or keep scrolling.

[Pre-Headline] - Name the offer

[Headline] - Descriptive + Bold Claim

[Sub-headline] - How does the offer work and what makes the
claim believable?

- [Check 1] - Benefit 1
- [Check 2] - Benefit 2
- [Check 3] - Benefit 3

[CTA] - Tell reader what to do next
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For example:

Solution name
Build and launch your app MVP in
under 30 days.

An intensive d-week pragram to take your app from O to market

Clear value & bold claim

How it works

withowt h ring a development team in-house
« [Define your app scope
Benefits « Design an engaging, intuitive product your users will love.

= Find your product-market fit

You also need to add a form in the hero section in order to capture your leads’ details.
You can ask for any information in your form. However, bear in mind that the more form
fields your prospects have to fill, the fewer leads your landing page will convert.

Ready For Launch?

First Name

Last Name
Minimum Required Information -< Company Name
Email Address

Phone Number

Clear Call To Action (CTA)
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2. Problem - Agitate - Solution (PAS) sequence

The PAS sequence is a copywriting framework designed to compel readers to take
action. It works like this:

» State the problem your reader is facing to show empathy and bring it to the top of
their minds. This will make them pay attention.

e Agitate the problem by pegging an emotion to the problem, highlighting why it's a
problem and the potential consequences of not solving it, for them and their
business.

* Introduce your solution as THE product or service they need to solve their problem.

Here's the PAS sequence at work:

[State The Problem] - What problem is

your audience facing?
[Image]
[Expand on the problem] - Show your depth of
knowledge of the problem, and how you know that
information

[Agitate The Problem] - What are the

consequences of the problem?
[Image]

[Amp up the pain] - How will they (and their business)
suffer if they don't solve the problem?

[Introduce The Solution] - How are you solving their problem?

[Expand on the solution] - How does your solution work?

[Icon] [Icon] [Icon]
[What it does] [What it does] [What it does]
[Explain] [Explain] [Explain]
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State their
problem

Show how you
know about it.

Introduce the
soluton

Present what it
does

You have a brilliant app idea.
But can you turn it into reality?

Every CEO we talk to has an awesome app concept in mind. But they don't have the knowledge,

time or resources to build it and push it to market.

99% of app ideas never Shocking
materialize statement

And it's a shame, because apps are oné af the most effective way 1o
create additional value at scabe, via

A direct, secure, real-time line of communication between your H ighl ight the
wd their account man

¢ customized user experience based on their usage data consequences

ay 1o inform your loyal customers of your latest

nd up missing out on those opporiunilies, meaning

ess predictability and less customer loyalty

THE PLAN

An intensive program to scope, build and launch your app, quickly

Fortunately, therne are bus 5 7 sETe il viem builkd and

We'll walk you through our 7-step Next, we'll build your app's MVP based off We'll finish by launching the app to the
process 1o draw your app's blueprint and the blueprint to launch it as quickly as market 1o gather early feedback and
‘ensure optimal value for your customer. possible. identify areas of improvement.
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3. Present the Benefits (3 blocks)

The next 3 blocks of your landing page introduce the benefits of your solution following
the Benefit-Feature-Meaning framework:

 Start by highlighting a benefit in your heading.
e Back up the benefit in the first paragraph by introducing the supportive feature.

e Make the meaning explicit: how is the benefit going to change your prospect’s life?

Here's how it works:

[Benefit 1] - How does it help the customer?

[Feature 1] - What feature makes the benefit possible?
[Meaning 1] - What does it mean for the customer?

[CTA] - What's the natural next step?

[Benefit 2] - How does it help the customer?

[Feature 2] - What feature makes the benefit possible?
[Meaning 2] - What does it mean for the customer?

[CTA] - What's the natural next step?

[Benefit 3] - How does it help the customer?

[Feature 3] - What feature makes the benefit possible?
[Meaning 3] - What does it mean for the customer?

[CTA] - What's the natural next step?
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For example:

No Developper Needed Benefit

We take care of all the development for you. All you need to do is tell us about your Feature
vision, and we take care of turning it into your app's MVP.

You don't have to waste months (and thousands of $5%) to attract, hire and train in- Meaning

house developers. You can focus on what you do best while we take care of the
technical part.

Launch your app

CTA

Minimize Your Market Risk

We build the app quickly to test the concept in the marketplace. Our
goal is to gather feedback a guickly as possible to measure the
viability of your idea before scaling it into a full-fledged app

Which means you won't invest 1 year and 6 figures only to find out
no one's interested in your app. Save time, save money.

Launch with minimal risk

Outpace Your Competition

The App Launcher program is the fastest way to design, build and launch your
MVP. We are able to condense the entire process in less than 30 days (in fact,
our all-time record is just over 22 days from start to finish).

You'll run circles around your competitors while they struggle getting their own

in-house app off the ground.
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4. Testimonials

Testimonials increase reassurance by sharing real client stories about working with you.
The more testimonials, the better.

However, not all testimonials are created equal. The most powerful ones are:
e Relevant to the reader
e Specific, sharing exactly what happened.
e Quantified.

Here's the template to follow:

[Photo]

[Name], [Position], [Company name]

[State the problem they were facing]

[State how you helped them solve the problem]
[Share specific and quantifiable impact data]

For example:

Relevant

Clutch. | was a bit intimidated at first
because I'm definitely not a tech
person, but the team was awesome
and took the time to understand my
vision before building the app. We
launched in 30 days and we were able SPECifiC
to add $53,000 MRR via the MVP" Quantified
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5. Frequently Asked Questions (FAQs)

Use this section to list out the most common objections you hear on sales calls and pre-
empt them by answering questions directly, while also adding some of your personality to
each answer.

[Question]

[Answer]

For example:

Have questions? Here are the most frequent ones:

State objection

Can you really deliver in 30 days?

As of February 14, 2024 our average delivery time from 0 to MVP is 28.1 days. We have no plans to make it longer

| have zero development experience, is that a problem?
Mot at all' Qur job is to turn your vision into a working MVYPE You take care of the ideas, we take care of the execution. You don't

need any development experience at all

Handle ObjeCtion What if you go over 30 days?
Add personality We'll still make the MVE but we'll pay you 55,000 (yes, we're that confident)

Action Step:

Write the first draft of your landing page following the structure outlined above.
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8. A/B Test

Once your page is published, you can always improve it.
You do this by following a process called A/B testing.

Here's how it works, in 4 steps:
1.Pick one variable to test (make sure you test one variable at a time).

2.Choose your North Star Metric: what will define success or failure?

3.Test 2 versions:

a.Current version
b.New version

4.Run the test until you reach statistical significance. You can use a calculator to guide you.

A few variables to test on your landing page:

Variables to test Examples

Audience Search ads vs. LinkedIn ads
Headline Descriptive vs. objection-handling headline
Value propoisiton Peace of mind vs. Savings
Visuals Image vs. GIF
Offer Offer 1 vs. Offer 2
Layout Long vs. Short landing page
Call to Action Book a Call vs. Sign up for the free webinar

Action Step:

List at least 10 A/B tests you can run on your landing page. Be creative!
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9. Final thoughts

By following these steps, you'll be ideally positioned to attract the right audience to your
business. You will have a landing page that embodies your position on the market and
clearly expresses your message to your prospects.

More importantly, it showcases empathy for your prospect by demonstrating that you
understand their goals and challenges, making your landing page an effective lead
generation tool for your business.

Don't forget to test new things on your page regularly to ensure optimal effectiveness.

As a reminder, your landing page will only work if you send the right traffic to it.

If you're looking to improve the quality of your landing page traffic and you already have a

Clutch profile, consider Advertising with Clutch to get your business in front of more high-
intent business leaders.

Need a Clutch profile? Get listed today!
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