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What will you learn today? 
 

1. That free offers really WORK! 
2. Common elements of successful offers 
3. Titles of actual offers that convert 
4. All the elements of a successful offer 

landing page 
5. Always Be Testing! 

 



   

Why bother doing it? 
 

1. Leads into your database 
2. Market to them, build trust 
3. People buy from those they trust 

 



   

We collected data on 
over 80,000 contacts 

from nearly 400 
attorney & doctor 

websites 
 



   

Calls, 15427 

Live Chat, 
14541 

Contact Page, 
5302 

Lead Calls, 
2884 

Mini Forms, 
12653 

Newsletter 
Request, 336 

Offer 
Downloads, 

28937 

How Do Visitors Convert? 



   

Free Offers 
 
 

35% of all contacts 



   

 Free  Gender focused 

 “Secrets”  Niched 

 Bumper Stickers  Coloring Books 

 Biggest 
Mistakes 

 

 Lists (5 biggest 
mistakes) 

 



   

Titles of Top Converting Offers 
 

1. Motorcycle Awareness: Order Your 
“Watch for Motorcycles” Sticker 

2. Get Out Of Debt: Important Secrets To 
Know Before You Hire An Attorney or 
Sign Papers 

3. Auto Accident Kit with Cell Charger 
4. Free Pediatric Coloring Book, Free Kid's 

Coloring Book 



   

Titles of Top Converting Offers 
 

5. How to Get Divorced |  About Divorce for 
Virginia Women - No Cost Book 

6. Free Custody Book, Women's Custody Survival 
Guide 

7. Don't Panic: Win Your VA Disability  Claim 
8. 6 Reasons Why Game-Based Learning Might 

Be the “Next Big Thing” in Your Talent 
Development Strategy 
 



   

What makes an “offer”? 
 

Something you can convince visitors they 
WANT or NEED 

 
 



   

What makes an “offer”? 
 

Catchy page title and meta description to get 
click through 

 
 



   

What makes an “offer”? 
 

 
 

A landing page on your website! 
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What makes an “offer”? 
 

Headline that succinctly describes the offer 
 
 

 



   

What makes an “offer”? 
 

Enticing copy that compels the visitor to fill 
out the form. Describe the offer from the 
visitors perspective*: 

1. FEATURES 
2. BENEFITS 
3. PAIN POINTS 

 
*Don’t assume you know—ask! Then TEST! 

 
 



   

What makes an “offer”? 
 

 
 



   

What makes an “offer”? 
 

 
 



   

What makes an “offer”? 
 

Relevant, clear image or video—not stock! 
 



   

What makes an “offer”? 
 

Testimonials / Reviews 
 



   

What makes an “offer”? 
 

Trust Elements 
 



   

What makes an “offer”? 
 

CLEAR Call to Action 
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What makes an “offer”? 
 

 

FOCUS 
Keep it simple! 



   



   



   

Test…test…test… 
 

1. View your landing pages on desktops 
with different screen resolution, mobile 
phones, tablets 

2. Fill out your forms on all devices 
3. TEST YOUR FORMS MONTHLY 
4. Track revenue by landing page, see 

which actually make you $$ (not just 
traffic or lame leads!) 
 

 



Questions? 



Resources 
• Need Help Getting Started? We have 

professional writers and editors who can: 
write books, offers, landing pages, follow-up 
campaigns, edit your own book or landing 
page! info@fosterwebmarketing.com or 888-
886-0939 

• Oct 24-25: Join us at the 2014 Great 
Legal Marketing conference in Arlington, 
VA (www.GLMConference.com) 

mailto:info@fosterwebmarketing.com
http://www.glmconference.com/

