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What to expect from this deep dive

Section 1: Be clear

1. Clarity trumps persuasion

2. Write headlines that clearly describe ONLY your product

3. Avoid using smart taglines at the beginning of your copy

4. Don’t blindly copy what big companies do

5. Only use creative copy when it outperforms clear copy in 

A/B split testing 

Section 2: Visualize value

6. Be specific when describing your product and its benefits

7. Connect your product value to a concept people are familiar 

with

8. Use analogies to convey value

9. Use words to convey an emotion

10. Use a “before and after” headline to describe your product 

value

11.  Address the prospect directly

12. Take advantage of contrast

13. Show your product in action right away

14. Start by asking about people’s pain or job to be done

15. Make it easier for people to imagine a future result
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Section 3: Verbs are more important than you think

16. Choose a strong verb for your product

17. If you use a more common verb, try combining it with an 

adjective or adverb

18. Use a verb alone when describing something that people 

didn’t know they could do

19. Combine a verb describing the benefit with a feature 

 describing the product

20. Use relevant verbs in your call-to-action instead of a generic 

“Sign Up”.

Section 4: Reduce friction

21. Tell people that they can achieve their goal in less time than 

they think

22. Reduce friction in small ways to achieve big results

23. Use the breadcrumb technique when asking for peoples’  

personal information

24. Focus on what you’ll eliminate rather than what you’ll

 improve

25. Break the stereotype that you’re a snake oil salesman
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Section 5: Stand out of the crowd

26. Use “negative marketing”

27. Be bolder with your language

28. Play around with a well-known phrase or concept in your 

market

29. Make fun of well-known competitors (in a playful way)

30. Play the David vs. Goliath card

31. Try to do unexpected ads (here’s some inspiration)

Conclusion
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What to expect from this deep dive

We analyzed over 3000 landing pages to answer the following question:

“What do high-converting pages have in common?”

Unfortunately, we do not have first-party data on how well these landing pages 
convert. To determine the likelihood of a page converting, however, we used 
several proxy metrics:

• Examining landing pages that receive a lot of traffic from ads. 
Those landing pages have “skin in the game” and a huge incentive to 
convert someone right on the spot or they’ll lose money.

• Looking at companies that exist for a longer period of time. Since 
these companies have iterated their landing pages over the years, their 
final version probably converts better than their original version. We have 
a lot before-and-after versions of different landing pages to demonstrate 
some principles as well.

• Seeing if the landing pages use evidence-based “best practices”. 
We’ve taken the best data-driven practices from companies that conduct 
thousands of landing page experiments (such as MarketingExperiments) 
and base their recommendations on actual evidence.

This deep dive has 5 sections, 31 principles and 150 examples. Let’s start with 
the one that’s simple (but not easy) and almost everyone gets wrong.

Skip to the next chapter ➤ STACKED MARKETER | www.stackedmarketer.com6 Skip to the next chapter ➤
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2. Write headlines that clearly describe ONLY your product

Why this works: When you don’t clearly describe your product and what it does in 

the first headline, people become confused. As we know, confused people don’t buy.

Many marketers make the mistake of writing headlines that could potentially de-

scribe thousands of products, leading to confusion. 

Examples: Take a look at the first headline below:

The problem: How many products does the headline “investing, made creative” 

describe? 100? 1000? A million? Now take a look at the current headline for this 

product:

“Composer is an automated trading platform”. It doesn’t sound very persuasive (you 

can persuade later), but it’s very clear.

Skip to the next chapter ➤
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Section 2: Visualize value

6. Be specific when describing your product and its benefits

Why this works: When you describe the product with specific words, it’s easier to 
visualize what you can do with it.

Example: Here’s a page that’s both clear and specific with their headline and sub-

headline:

The text is clear and specific. In their previous version, 
they used “personal information” instead of “address, 

phone and other private info”. You can imagine a phone 

or a home address. You can’t really imagine “personal 

information”.

Skip to the next chapter ➤
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7. Connect your product value to a concept people are familiar with

Why this works: Because you use something familiar that people recognize in the 

real world. People already assign value to that thing, and by connecting your product 

to it, they can have a reference point for assigning value to your product as well.

Examples: We found many landing pages where the value proposition was conveyed 

using a concept people that are already familiar with. Take this Apple ad, for exam-

ple:

When the first iPod got released, people still used CDs to 
store their songs. Saying “1,000 songs in your pocket” 

made people imagine hundreds of CDs in their pocket (a 

nightmare). The iPod solved that problem.

Skip to the next chapter ➤
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10. Use a “before and after” headline to describe your product value

Why this works: People who purchase your product are in a “current” state that 

they do not want to be in. Instead, those people want to get to a “future” state and 

hope that your product will help them in doing so. 

Can you create a headline that clearly states that you transform people from a “cur-

rent” state to an ideal “future” state? Here are a few examples to get you started. 

Examples: If you’re into e-commerce, one of the reason people buy your product 

might be because they want to turn something into something else:

Skip to the next chapter ➤
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15. Make it easier for people to imagine a future result

Why this works: People buy your product because they want to get to a desired 

state in the future. By helping them imagine/visualize that future state, you can in-

crease your conversion rate.

Example: If you’re in the B2B niche and help people make more money, you can 

show people how much money they can potentially earn:

Skip to the next chapter ➤
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16. Choose a strong verb for your product

Why this works: Your product ultimately does something for people. The problem 

is that most products do a poor job of conveying what they do using an appropriate 

verb. If you can find the “right” verb for your product, you can improve the overall 
value proposition and make it much easier to understand. 

Examples: Imagine you help people manage the overwhelming amount of news by 

sending them a daily email. What would be a suitable verb to use here? How about 

“tame”? 

Here’s another example, this time for a physical product:

Section 3: Verbs are more important than you think

Skip to the next chapter ➤
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Compare this headline with something like “Get more control of your workday”. By 

pairing your value proposition with a strong verb, you can make it sound much more 

powerful:

STACKED MARKETER | www.stackedmarketer.com66

Don’t just remove or get rid of carbs. Break up with 

them.

You can use strong verbs in both software and e-com-

merce landing pages, as you can see.

How to get started with this: Here’s a good list of 

English verbs. They’re sorted by how common they 

are. As you can see, “reclaim” has a score of only 

7, while “add” or “get” have scores in the high four 

digits. 

Skip to the next chapter ➤
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19. Combine a verb describing the benefit with a feature describing 
      the product

Why this works: If you only use a verb to describe a product, your headline may 

sound like an order (“Build a website!!”). You can “soften” this and make it more 

appealing by pairing the verb with a short description of your product. For example, 

“Build a website by using Google Sheets”.

Examples: This product provides a “wall of love” for your website, showcasing cus-

tomer reviews and testimonials. Here’s their landing page:

STACKED MARKETER | www.stackedmarketer.com78

Notice the overall format? [Benefit] (“attract 
more customers”) by [feature] (highlighting why 
people trust you).

Skip to the next chapter ➤
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20. Use relevant verbs in your call-to-action instead of a generic 
     “Sign Up”

Why this works: People don’t just want to “sign up”. They want to accomplish 

something, like “increase my sales” or  “ride horses safely”. Use that benefit in your 
call-to-action.

Examples: 
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What do women who want to track their birth 

control pills really want? To “Miss fewer pills.”

Skip to the next chapter ➤

PR
EV

IE
W



STACKED MARKETER | www.stackedmarketer.com

For the full deep dive, join Insights by Stacked Marketer.

At least one new deep dive every month.

No long term commitments, cancel any time.

If it’s not for you, message us within 24 hours of subscribing to get 
a full refund.

Try it risk free for $99/month.
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