SMART AFFILIATE'S LANDING PAGE TESTING TEMPLATES

Complete A/B Testing Framework for Maximum Conversions
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INTRODUCTION: THE SCIENCE OF LANDING PAGE OPTIMIZATION

Welcome to the most comprehensive landing page testing guide you'll ever need. This isn't about random
tweaks or "best practices" - this is about systematic testing that produces measurable results.

What You'll Achieve:
e Turn more visitors into email subscribers
¢ Increase affiliate link click-through rates
e Build a systematic approach to optimization
¢ Know exactly what elements to test (and in what order)

e Stop guessing and start measuring

How This Guide Works: Each section builds on the previous one. Start with the A/B Testing Framework,

then use the specific templates and checklists to implement systematic improvements.

SECTION 1: A/B TESTING FRAMEWORK WORKSHEET
BEFORE YOU START TESTING

v MINIMUM REQUIREMENTS CHECKLIST

I You have at least 100 visitors per week to your landing page [ You have Google Analytics or similar

tracking set up



1 You can create duplicate pages for testing L1 You have 1-2 weeks available to run each test [ You've
identified your primary conversion goal

If you checked all boxes above, you're ready to start testing!

TEST PLANNING WORKSHEET

TEST #: DATE:
PAGE BEING TESTED: URL: Page Purpose:
Current Conversion Rate: %
HYPOTHESIS: | believe that changing will
because
SUCCESS METRIC: Primary Goal: Secondary Goals:

TEST VARIABLES: [1 Headline I Call-to-Action Button [ Page Copy/Description [ Images/Graphics

I Form Fields [ Social Proof Elements [ Page Layout [1 Colors/Design [ Other:

VARIATION DETAILS:

Control (Original): Element:

Current Text/Design:

Variation A: Element:

New Text/Design:

Reason for Change:

Variation B (Optional): Element:

New Text/Design:

Reason for Change:

TEST EXECUTION TRACKING

TEST START DATE:

PLANNED END DATE:

ACTUAL END DATE:

TRAFFIC SPLIT: [150/50 (Control vs. Variation A) [133/33/33 (Control vs. Avs. B) (1 Other:




SAMPLE SIZE CALCULATOR:
Current Conversion Rate: % Minimum Detectable Effect: %
Confidence Level: 95% Statistical Power: 80%

Required Sample Size per Variation: (Use online calculator or formula)

RESULTS TRACKING

CONTROL RESULTS: Visitors: Conversions: Conversion Rate:
VARIATION A RESULTS: Visitors: Conversions: Conversion Rate: __
VARIATION B RESULTS: Visitors: Conversions: Conversion Rate:

%
%

%

STATISTICAL SIGNIFICANCE: [ Yes - Results are statistically significant L1 No - Need more data [

Inconclusive - Need to retest

WINNER: IMPROVEMENT: _ %

KEY INSIGHTS:

NEXT TEST IDEAS:

SECTION 2: LANDING PAGE AUDIT CHECKLIST
TECHNICAL PERFORMANCE AUDIT
PAGE SPEED (Use GTmetrix or PageSpeed Insights)

1 Desktop load time under 3 seconds [1 Mobile load time under 4 seconds

I Images are optimized/compressed [1 No render-blocking resources [1 Passed Core Web Vitals

MOBILE RESPONSIVENESS [1 Page displays correctly on mobile [ All buttons are easily clickable [ Text
is readable without zooming [0 Forms work properly on mobile CI No horizontal scrolling required

BROWSER COMPATIBILITY [ Tested in Chrome [ Tested in Safari
1 Tested in Firefox [ Tested in Edge [1 No broken elements in any browser



CONTENT & MESSAGING AUDIT

HEADLINE EFFECTIVENESS [1 Clearly states the main benefit (1 Uses specific, not generic language [1
Creates curiosity or urgency L1 Matches the traffic source expectation [0 Under 20 words

VALUE PROPOSITION [ Explains what visitor will get (1 Differentiates from competitors L1 Addresses
visitor's main pain point [J Uses visitor's language/terminology L1 Prominently displayed above the fold

COPY CLARITY I Written at 8th grade reading level [1 Uses bullet points for key benefits [1 Avoids jargon
and complex terms O Includes social proof/testimonials (I Addresses common objections

CONVERSION OPTIMIZATION AUDIT

CALL-TO-ACTION (CTA) LI Stands out visually (contrasting color) [1 Uses action-oriented language
1 Creates urgency or scarcity [1 Repeated multiple times on page [1 Mobile-friendly button size

FORM OPTIMIZATION (1 Asks for minimum required information 1 Uses clear field labels 1 Shows
progress if multi-step O Includes privacy/security messaging [1 Error messages are helpful

TRUST SIGNALS [l Includes testimonials or reviews [1 Shows security badges/SSL [1 Displays contact
information L Uses professional design LI Includes money-back guarantee

DISTRACTION ELIMINATION [ Navigation menu removed/simplified [1 No external links to competitors
1 Social media icons minimized [ Focus remains on primary CTA O No auto-playing videos/sounds

SCORING YOUR AUDIT
Count your checkmarks:

Technical Performance (5 items): /5 Content & Messaging (15 items): /15
Conversion Optimization (15 items): /15

TOTALSCORE: ___ /35
GRADE SCALE:
e 30-35: Excellent (minor optimizations needed)
e 25-29: Good (solid foundation, room for improvement)
e 20-24: Fair (several optimization opportunities)
e 15-19: Poor (major overhaul recommended)

e Under 15: Critical (start over with new template)



TOP 3 PRIORITY FIXES:

SECTION 3: 5 HIGH-CONVERTING LANDING PAGE TEMPLATES
TEMPLATE 1: LEAD MAGNET OPT-IN PAGE
BEST FOR: Building email lists, offering free resources CONVERSION RATE RANGE: 25-45%
LAYOUT STRUCTURE:
HEADER:
e Company logo (small, top left)
« No navigation menu
HERO SECTION:
o Benefit-focused headline (H1)
e Supporting subheadline (H2)
e Heroimage showing the lead magnet
BENEFITS SECTION:
e "What You'll Learn/Get" headline
¢ 3-5bullet points with specific benefits
e Social proof (testimonial or numbers)
OPT-IN FORM:
e "GetlInstant Access" headline
e Emailfield only - (Can add First Name field as well)
e Privacy statement
e Large, contrasting CTA button
COPY TEMPLATES:
Headline Formula: "Get My [FREE] [Type of Resource] That [Specific Benefit]"
Examples:

e "Get My FREE Email Templates That Convert 31% Better"



e "Get My FREE Keyword Research Guide That Finds Untapped Traffic"
e "Get My FREE Landing Page Checklist That Doubled My Conversions"
Bullet Point Formula: "How to [achieve specific result] without [common struggle]"
Examples:
e v How to write subject lines that get 40%+ open rates without sounding salesy
e v How tofind profitable keywords without expensive tools
e Vv How to build an email list without spending money on ads
CTA Button Text Options:
o "GetlInstant Access"
e "Download My Free [Resource]"
¢ "Send Me The [Resource] Now"

e "Yes, | Want This Free"

TEMPLATE 2: PRODUCT REVIEW LANDING PAGE
BEST FOR: Affiliate product reviews, comparison content CONVERSION RATE RANGE: 8-15%
LAYOUT STRUCTURE:
HEADER:
e Site logo and simple navigation
+ "Review" or "Honest Review" in title
HERO SECTION:
¢ "[Product Name] Review: My Honest Experience"
¢ Author photo and credentials
o Date of review
REVIEW SECTIONS:
1. Quick Summary Box
o Overall rating (stars)
o Prosand cons list
o Bottom line recommendation

2. Whatls [Product]?



o Objective product description
o Whoit's best for
3. My Experience Using [Product]
o Personalstory and results
o Screenshots or proof
4. Pros and Cons
o Detailed breakdown
o Be honestabout negatives
5. Pricing and Alternatives
o Current pricing
o Comparison with competitors
6. Final Verdict
o Clearrecommendation
o Multiple affiliate links
COPY TEMPLATES:
Headline Formula: "[Product Name] Review: [Time Period] Later, Here's My Honest Experience"
Examples:
e "ClickFunnels Review: 6 Months Later, Here's My Honest Experience"
e "ConvertKit Review: After Building a 5,000 Subscriber List, Here's What | Think"
Pros/Cons Framework: Pros:
e V [Specific benefit with proof]
e Vv [Unique feature explanation]

e Vv [Cost/time savings]

e X [Honest limitation]
e X [Learning curve or complexity]

e X [Price consideration]



TEMPLATE 3: COMPARISON LANDING PAGE
BEST FOR: "Product A vs Product B" searches CONVERSION RATE RANGE: 12-20%
LAYOUT STRUCTURE:
HERO SECTION:
e "[Product A]vs [Product B]: Which Is Better in [Year]?"
e "Updated [Month][Year]" for freshness
e Table of contents/jump links
QUICK COMPARISON TABLE:
e Side-by-side feature comparison
e Pricing comparison
e Rating comparison
DETAILED SECTIONS:
1. Overview of Each Product
2. Feature-by-Feature Comparison
3. Pricing Analysis
4. Pros and Cons of Each
5. Which Should You Choose?
6. My Personal Recommendation
COPY TEMPLATES:
Headline Formula: "[Product A] vs [Product B]: [Specific Comparison Angle] ([Current Year] Update)"
Examples:
e "ConvertKit vs Mailchimp: Email Marketing for Bloggers (2025 Update)"
e "ClickFunnels vs Leadpages: Landing Page Builder Showdown (2025)"
Recommendation Framework: Choose [Product A] if:
¢ You [specific use case]
e You need [specific feature]
e Yourbudgetis [price range]
Choose [Product B] if:

¢ You [different use case]



e You prioritize [different feature]

e You're [experience level]

TEMPLATE 4: VIDEO SALES LETTER PAGE
BEST FOR: Higher-ticket affiliate offers, courses CONVERSION RATE RANGE: 5-12%
LAYOUT STRUCTURE:
HERO SECTION:

e Benefit-focused headline

e Video player (center stage)

¢ No other distractions
BELOW VIDEO:

e Brief description of video content

e Bullet points of what's covered

e Social proof

CTA SECTION:

Strong call-to-action

Price and value proposition

Urgency/scarcity element

Multiple payment options
BOTTOM SECTION:
¢ FAQ section
o Additional testimonials
¢ Money-back guarantee
COPY TEMPLATES:
Headline Formula: "Watch: How | [Achieved Specific Result] in [Time Frame] (And You Can Too)"
Examples:
e "Watch: How | Built a $10K/Month Affiliate Business in 90 Days (Step-by-Step)"
e "Watch: The Email Sequence That Generated $47,000 in Sales Last Month"

Video Script Outline:



1. Hook (0-30 seconds): Bold claim or question

2. Problem (30-90 seconds): Identify pain points

3. Solution (90-300 seconds): Introduce the product
4. Proof (300-450 seconds): Show results/testimonials

5. CTA (450+ seconds): Clear next step

TEMPLATE 5: WEBINAR REGISTRATION PAGE
BEST FOR: Live or evergreen webinars, training offers CONVERSION RATE RANGE: 15-35%
LAYOUT STRUCTURE:
HEADER:
e "FREE Live Training" badge
e Company logo
HERO SECTION:
+ Benefit-focused headline
o Date/time (if live) or "Watch Now" (if evergreen)
e Presenter photo and credentials
WHAT YOU'LL LEARN:
e 3-5specific learning objectives
e Bullet points with outcomes
SOCIAL PROOF:
e Number of registrants
¢ Testimonials from past attendees
REGISTRATION FORM:
¢ Name and emailfields
e "Reserve My Spot" button
e "100% Free" messaging
BONUS SECTION:
e Special bonus for attendees

e Added value proposition



COPY TEMPLATES:
Headline Formula: "FREE Training: [Specific Method] to [Desired Outcome]in [Time Frame]"
Examples:

e "FREE Training: The 3-Step Method to Double Your Email List in 30 Days"

e "FREE Training: How to Create Passive Income Streams That Work While You Sleep"
Learning Objectives Formula: "In this [time] training, you'll discover:"

e v The #1 mistake [target audience] make with [topic] (and how to avoid it)

e Vv My simple [number]-step system for [specific result]

e Vv The secret [tool/strategy] that [specific benefit]

SECTION 4: TESTING PRIORITY MATRIX
HIGH IMPACT, LOW EFFORT TESTS (START HERE)

PRIORITY 1: Headlines

Impact: Very High

Effort: Low

Test Time: 7-14 days

¢ What to Test: Benefit vs. curiosity vs. urgency angles
PRIORITY 2: CTA Button Text

¢ Impact: High

e Effort: Very Low

e TestTime: 7-10 days

e What to Test: "Get" vs. "Download" vs. "Access" vs. "Start"
PRIORITY 3: CTA Button Color

¢ Impact: Medium-High

o Effort: Very Low

e TestTime: 7-10 days

e What to Test: Contrasting colors that stand out
PRIORITY 4: Form Fields

e Impact: High



o Effort: Low
e TestTime: 10-14 days

e What to Test: Number of fields, required vs. optional

HIGH IMPACT, MEDIUM EFFORT TESTS
PRIORITY 5: Page Copy Length

e Impact: High

e Effort: Medium

e TestTime: 14-21 days

¢ What to Test: Long-form vs. short-form copy
PRIORITY 6: Social Proof Elements

¢ Impact: Medium-High

o Effort: Medium

e TestTime: 14-21 days

¢ What to Test: Testimonials vs. numbers vs. logos
PRIORITY 7: Value Proposition

¢ Impact: Very High

o Effort: Medium

e TestTime: 14-21 days

¢ What to Test: Different benefit angles
PRIORITY 8: Images/Graphics

¢ Impact: Medium

o Effort: Medium

e TestTime: 10-14 days

e What to Test: Product shots vs. lifestyle vs. graphics

MEDIUM IMPACT, LOW EFFORT TESTS
PRIORITY 9: Page Layout

e Impact: Medium



e Effort: Low-Medium
e TestTime: 14-21 days
e What to Test: Single column vs. two column

PRIORITY 10: Trust Signals

Impact: Medium

Effort: Low

Test Time: 10-14 days

What to Test: Security badges, guarantees, contactinfo

TESTING CALENDAR TEMPLATE
MONTH 1:
e Week 1-2: Test Headlines (Priority 1)
¢ Week 3-4: Test CTA Button Text (Priority 2)
MONTH 2:
e Week 1-2: Test CTA Button Color (Priority 3)
e Week 3-4: Test Form Fields (Priority 4)
MONTH 3:
o Week 1-3: Test Page Copy Length (Priority 5)
¢ Week 4: Plan next quarter tests
TESTING RULES:
1. Onlytest ONE element at a time
2. Runtests for minimum sample size
3. Wait for statistical significance
4. Documentall results

5. Implement winners before next test



SECTION 5: STATISTICAL SIGNIFICANCE CALCULATOR
UNDERSTANDING STATISTICAL SIGNIFICANCE

What It Means: Statistical significance tells you if your test results are real improvements or just random
chance.

Why It Matters: Making decisions on insufficient data can hurt your conversions. You need enough
confidence that your "winner" is actually better.

Confidence Levels:
e 90%: Good for quick decisions, higher risk
e 95%: Standard for most tests, balanced approach

e 99%: Very conservative, requires more data

SAMPLE SIZE CALCULATOR

STEP 1: Gather Your Baseline Data

Current ConversionRate: _ % (Example: 15%)

STEP 2: Set Your Target Improvement

Minimum Detectable Effect: _ % (Example: 20% improvement = 18% new rate)

STEP 3: Choose Confidence Level [190% Confidence [195% Confidence (Recommended) [199%
Confidence

STEP 4: Calculate Required Sample Size
Use this formula or online calculator: Required visitors per variation =16 x (1-p) / p x (MDE)?
Where:

e p =current conversion rate (as decimal)

e MDE =minimum detectable effect (as decimal)

QUICK REFERENCE TABLE:

Current CVR 20% Improvement Sample Size Needed
5% 6% 2,450 per variation
10% 12% 1,225 per variation

15% 18% 815 per variation



Current CVR 20% Improvement Sample Size Needed
20% 24% 612 per variation

25% 30% 490 per variation

RESULTS ANALYSIS WORKSHEET
TEST RESULTS:
Control Version:

e Visijtors:

e Conversions:
e Conversion Rate: %
Variation Version:

e Visijtors:

e Conversions:
e Conversion Rate: %

IMPROVEMENT CALCULATION: Improvement = ((New Rate - Old Rate) / Old Rate) x 100 Improvement =
%

SIGNIFICANCE CHECK: [1 Reached minimum sample size [ Test ran for at least 7 days [1 Reached 95%
confidence level I Improvement is meaningful (>10%)

DECISION: (1 Implement Winner - Clear statistical significance [1 Continue Testing - Need more data [
Declare Tie - No meaningful difference L1 Retest - Inconclusive results

SECTION 6: MOBILE OPTIMIZATION CHECKLIST
MOBILE-FIRST DESIGN PRINCIPLES
WHY MOBILE MATTERS:

e 60%+ of traffic is mobile

e Mobile users convert differently

e Google uses mobile-first indexing

¢ Mobile experience affects desktop rankings



MOBILE USABILITY CHECKLIST

LAYOUT & DESIGN [ Single column layout 1 Content fits screen without horizontal scrolling [ Text is at
least 16px font size [ Plenty of white space between elements 1 Images scale properly to screen size

NAVIGATION & BUTTONS [ Buttons are at least 44px tall (Apple guidelines) LI Touch targets have
adequate spacing [ Primary CTA is easily thumb-reachable [1 Navigation is simplified or hidden [ No
hover effects (they don't work on mobile)

FORMS & INPUT 1 Forms use appropriate input types (email, tel, etc.) [ Field labels are clear and visible
L1 Error messages appear immediately L1 Submit buttons are large and prominent I Auto-complete and
auto-correct work properly

CONTENT & COPY [1 Headline is scannable in 3 seconds [1 Key benefits appear above the fold
1 Paragraphs are 1-3 sentences max [ Bullet points are used for easy scanning [ Most important info
comes first

PERFORMANCE [1 Page loads in under 4 seconds [l Images are optimized for mobile 1 No render-
blocking resources [1 Lazy loading implemented for images [1 Minimal JavaScript usage

MOBILE TESTING PROTOCOL

DEVICE TESTING: [ iPhone (latest iOS) 1 Android phone (latest Android) (1 iPad/tablet (I Different
screen sizes [1 Both portrait and landscape modes

BROWSER TESTING: [ Safari (iOS) [ Chrome (Android)
[0 Samsung Internet I Firefox Mobile [1 Edge Mobile

CONNECTION TESTING: [ Fast WiFi [ Slow WiFi 1 4G connection [J 3G connection [ Offline capability
(if applicable)

USER BEHAVIOR TESTING: [1 One-handed usage [ Thumb navigation patterns L1 Swipe gestures work
properly [1 Pinch-to-zoom disabled for forms [ Autocomplete functionality

MOBILE CONVERSION OPTIMIZATION
ABOVE THE FOLD PRIORITIES:
1. Clear, benefit-focused headline
2. Supporting subheadline or benefit list
3. Primary call-to-action button
4. Trustsignal (testimonial, rating, etc.)
5. Hero image (if adds value)

FORM OPTIMIZATION FOR MOBILE:



Use single column forms

Minimize required fields

Use smart defaults and auto-fill

Show progress indicators for multi-step

Use large, contrasting submit buttons

MOBILE-SPECIFIC COPY TIPS:

Cut copy length by 50% vs. desktop
Front-load benefits and value prop
Use shorter paragraphs (2-3 lines max)
Emphasize urgency and simplicity

Include click-to-call phone numbers

MOBILE CTA OPTIMIZATION:

Make buttons 50-60px tall minimum
Use contrasting colors that stand out
Position primary CTA above the fold
Repeat CTA every 2-3 screen scrolls

Use action words that work on mobile

MOBILE ANALYTICS TRACKING

KEY MOBILE METRICS:

Mobile conversion rate vs. desktop

Mobile bounce rate

Time on page (mobile)

Pages per session (mobile)

Mobile page load speed

MOBILE-SPECIFIC GOALS:

Track form starts vs. completions

Monitor thumb-friendly button clicks

Track scroll depth on mobile



¢ Monitor mobile exit points
e Measure mobile user flow
OPTIMIZATION OPPORTUNITIES:
e Compare mobile vs. desktop performance
e |dentify mobile-specific drop-off points
e Test mobile-first designs
e Optimize for mobile user behavior

e Improve mobile page speed

IMPLEMENTATION ROADMAP
WEEK 1: AUDIT & BASELINE
e Complete Landing Page Audit Checklist
e Setup proper analytics tracking
o Document current conversion rates
¢ Identify top 3 optimization priorities
WEEK 2: FIRST TEST SETUP
e Choose highest priority test from matrix
o Create testvariations using templates
e Setup A/B testing tool
e Calculate required sample size
WEEK 3-4: RUN FIRST TEST
e Launch A/B test
e Monitor for statistical significance
o Collect data and user feedback
e Documentinsights and learnings
WEEK 5: ANALYZE & IMPLEMENT
e Analyze test results for significance
e Implementwinning variation

e Plan next test based on priority matrix



e Update baseline metrics
ONGOING: SYSTEMATIC TESTING

e Runonetestatatime

e Follow testing priority matrix

e Document all results and insights

e Build optimization knowledge base

CONCLUSION

Landing page optimization is a systematic process, not random guesswork. By following these templates
and frameworks, you'll:

v Make data-driven optimization decisions v Focus on high-impact changes first v Avoid common
testing mistakes v Build a repeatable optimization system v Continuously improve your conversion rates

Remember: The goal isn't perfection — it's consistent improvement. Start with one test, gather data,
implement what works, and move on to the next opportunity.

Your optimization journey starts with the first test. What will you test first?

This guide is part of the Smart Affiliate's Advanced Optimization Pack. For questions or support, contact:
support@makincheddar.com



