Creating Conversions
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Good morning.



Why did you start your blog?

A Personal reasons
A For your friends
A For your colleagues




your goals may have changed.



What do you think a
conversion IS?




A conversion Is a goal met.




Conversions | Hard Sales
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A Contact emails

A Purchases

A Clicks

A Pagdandings

A Bookmarks

A RSS feeds

A Comments

A Social bookmarking




Contact

Drivinga user to call
you, fillout aform,
or send an email.
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Purchase

Feeding a need for a
product or service and
making it easyand
Intuitive for them to
complete thesale.




Clicks

Asking for or compelling
a user to click on an ad,
often driven by calls to
action.




Page Landings

Driving traffic to specific landing pages
that feature information you would

like you audience to know. This could
be a post, a product page, etc




Bookmarks

These conversions
assure ahigher

likelihoodof repeat Eee
visits from loyal
followers.
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RSS Feeds

Causing a user to join
your RSS feed creates
opportunity to many
repeat conversions for
your content.




Comments

This Is about connecting with
a user on a personal level. Thi
conversion is hard to come by
because many people find it
hard to shargheir thoughts

or opinions, but this is one of
the most satisfying
conversions for a blogger




Sharing

This conversion occurs
when a user shares a post
with his followers thus
staking his credibility on
the information shared
with his audience




"You can lead a horse to water, but
you cannot make hiR NJA y' 1 a




The Quest for the Holy Grall

What engages your readers enough to stay?



The Holy Grall

It is simply wonderful
when an audience

cares enough to read
what you have to say.

When youevoke
enoughpassion, your
reader feels the desire
to take further action




Your Website

A Be respectful of youwvisitor
A Make content easy to find

A If you want the audience to
care,you should present
your website in a way that
lets them know that you
care.




Are your readers confused?

A A user will make the choice to
stay or leave within the first 8
seconds of visiting the page

A Confused visitors will leave
your site

A Less confusion = more 4
conversions



Usability

A Putyourselfire 2 dzZNJ NBI RSNBEQ &aK2 S
A Be objective

Typical user behavior: *

A Impatience

A Low commitment

A Text is scanned, not read

A Fixates briefly on more prominent items of interest

A Visitors will pay attention to certain kinds of pictures

A The typical desired next action is to click on something

*Source: Tim Ash of Clickz.com (http://www.clickz.com/3640327)



The Key to Usabillity

A If it's not obvious, change it
Browsing should be intuitive.

A Follow the standards
The wheel existg there Is
no need to reinvent It.




Site Navigation

A Easy to locate
A Easy to understand

A Geared towards the reader,
not the author

A Consistent throughout the site

A Make use of clear and distinct
labels

A Provide context
A Be tolerant of mistakes




Provide a Natural Flow

A user friendly website that
allows people to flow
naturally through your
website increases
conversions.




Information Architecture

A Theway that information is
organized on youwebsite

A Hierarchical or outline styled
structure

Peopledo not necessarily follow
orderly or lineamprogression on the
web. This is why somaebsites
provide multiple navigation schemes to
support their visitors' mental maps
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