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Welcome to Math Class

P.S. The chocolate should keep you awake!



MECLABS is
MarketingSherpa 

+MarketingExperiments
+InTouch (www.startwithalead.com)



Conversion Index ©

Formulaic Approach To Landing Page Optimization

C = 4m + 3v + 2(i-f) ς2a©



Conversion Index ©

C = 4m + 3v + 2(i-f) ς2a©

C= Probability of conversion

m = Motivation of user 
(when)

v = Clarity of the value 
proposition (why)

i = Incentive to 
take action

f = Friction elements of 
process

a = Anxiety about entering 
information



4-Step Action Plan 

Design Landing Page

Identify Value 
Proposition

Identify Friction

Identify Customer 
Anxiety



Step 1 

Design a landing page that directly connects 
to your email, blog post, tweet & call to 
action (including copy, relevant imaging, 
ŜǘŎύΧŀƴŘ ǘŜǎǘ ƛǘΦ







Step 2
1. Design a landing page that directly connects to your email, blog 

post, tweet & call to action (including copy, relevant imaging, 
ŜǘŎύΧŀƴŘ ǘŜǎǘ ƛǘΦ

Identify your value proposition and design a 
page that communicates it more clearly 
ǘƘŀƴ ǘƘŜ ŎǳǊǊŜƴǘ ƻƴŜΧŀƴŘ ǘŜǎǘ ƛǘΦ





Analysis of Optimized Landing Page



Step 3
1. Design a landing page that directly connects to your email, blog 

post, tweet & call to action (including copy, relevant imaging, 
ŜǘŎύΧŀƴŘ ǘŜǎǘ ƛǘΦ

2. Identify your value proposition and design a page that 
ŎƻƳƳǳƴƛŎŀǘŜǎ ƛǘ ƳƻǊŜ ŎƭŜŀǊƭȅ ǘƘŀƴ ǘƘŜ ŎǳǊǊŜƴǘΧŀƴŘ ǘŜǎǘ ƛǘΦ

Identify friction on your landing page and 
build a new version that reduces it as 
ƳǳŎƘ ŀǎ ǇƻǎǎƛōƭŜΧŀƴŘ ǘŜǎǘ ƛǘΦ




