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Section 1

Introduction
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About this section

In this Ľrst section, we will introduce the main topics of this eBook: 

User Experience and Conversion Rate Optimization. We will also 

explain the importance of Usability and Conversion Rate Optimiza-

tion for SEO. Above that, we give a short introduction to general 

Search Engine Optimization (SEO). This introduction is useful for the 

understanding of the remainder of this eBook. We will conclude this 

introductory section with a chapter in which we explain the relation 

between Design and Usability. 
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Chapter 1

This book

Ranking well in search engines like Google demands an extensive 

SEO strategy. And SEO is so much more than just a trick. A long-term 

SEO strategy should focus on every aspect of your website. The tech-

nical stuļ, the content on your website and especially the user 

experience of your website should be awesome. To keep ranking well 

in Google, you should develop Ğ what we call Ğ a holistic SEO approach. 

Therefore itġs very important to oļer your audience an amazing User 

eXperience (UX)! In this book we will help you optimize your website 

by improving the usability and your conversion rate.

Content of this book   

This book covers the most important topics for Usability, UX and 

Conversion Rate Optimization. It is divided into Ľve sections. The 

sections can be read in any order you like, but the most logical order 

is to begin in section 1 and stop reading after youġve Ľnished section 

5. The information mostly is non-technical and can be read by anyone 

owning or maintaining any kind of website. 

We try to cover the basics, but also provide more in-depth infor-

mation on every topic. For advanced readers, some basic information 

will be common knowledge and could be skipped altogether. The 

chapters are all written by Joost de Valk, Michiel Heijmans, Thijs de 

Valk and Marieke van de Rakt.    

https://yoast.com/about-us/joost-de-valk/
https://yoast.com/about-us/michiel-heijmans/
https://yoast.com/about-us/thijs-de-valk/
https://yoast.com/about-us/thijs-de-valk/
https://yoast.com/about-us/marieke-van-de-rakt/
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In this Ľrst section we will introduce the main topics of this eBook. 

The second section of this book is about General Usability issues. In 

this section, we will discuss the most important usability issues 

which apply to every page on your website. The third section of this 

eBook - Usability of SpeciĽc Pages -, we will look into usability 

issues on speciĽc pages, like the checkout and the search result 

page. The fourth section Ğ Mobile UX Ğ focuses solely on the UX of 

the mobile version of your website. And Ľnally, in the Ľfth section 

about Conversion Research, we will explain how to conduct your own 

research in order to optimize the conversion on your website.

Search engine - terminology    

In this book, we will often write ĠGoogleġ when we refer to a search 

engine. Of course, there are many other search engines, like Bing and 

Yahoo. But since Google pretty much dominates the search engine 

market, we will only refer to Google in our texts. 

Holistic SEO icon

Weġve written this eBook from a holistic SEO view. Whenever we 

speciĽcally go into SEO or consequences of UX decisions on SEO you 

will see this icon:
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Chapter 2

Deȴning Search Engine Optimization (SEO)

This chapter  

User Experience and Conversion research should be a very important 

part of your holistic SEO strategy. To provide some context to the 

content of this eBook, we will introduce the very basics of SEO in this 

chapter. This chapter also appeared in our Content SEO eBook.  

What does Google do?    

How does Google ȴnd your site?    

Search engines like Google follow links. They follow links from one 

web page to another web page. A search engine like Google consists of 

a crawler, an index and an algorithm. A crawler follows the links on 

the web. It goes around the internet 24/7 and saves the HTML- 

version of a page in a gigantic database, called the index. This index 

is updated if Google has come around your website and found a new or 

revised version of it. Depending on the traĿc on your site and the 

amount of changes you make on your website, Google comes around 

more or less often.    

For Google to know of the existence of your website, there Ľrst has to 

be a link from another site in the index - one it already knows - to 

your site. Following that link will lead to the Ľrst crawler-session and 

the Ľrst save in the index.

https://yoast.com/ebooks/content-seo/
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Googleȇs secret algorithm    

After indexing your website, Google can show your website in the 

search results. Google has a speciĽc algorithm that decides which 

pages are shown in which order. How this algorithm works is a secret. 

Nobody knows exactly which factors decide the ordering of the search 

results. Moreover, factors and their importance change very often. 

Testing and experimenting gives us, at Yoast, a good feel for the 

important factors and the changes in these factors.  

Googleȇs results page

Googleġs result page shows 7 or 10 links to sites which Ľt your search 

the best. We refer to these results as the organic search results. If 

you click to the second page, more results are shown. Above these 

10 blue links are, most of the time, two or three paid links. These 

links are ads; people have paid Google to put these links at the top 

of the site when people search for a speciĽc term. Prices for these 

ads vary greatly, depending on the competitiveness of the search 

term. Similar ads could appear on the right of Googleġs search result 

pages as well.

The value of links for search engines    

Itġs very important to have a basic understanding of how Google and 

most other search engines use links: they use the number of links 

pointing to a page to determine how important that page is. Both 

internal links (from the own website) as well as external links (from 

other websites) could help in the ranking of a website in Google. 

Some links are more important than others: links from websites 
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that have a lot of links themselves are generally more important 

than links from small websites with few external links.  

Universal search

Next to the organic and the paid results, Google also embeds news 

items, pictures and videos in its search results. This embedment is 

called universal search.   

What is Search Engine Optimization?   

High ranking in organic search results    

Search Engine Optimization (SEO) is the profession that attempts to 

optimize sites to make them appear in a high position in the organic 

search results. In order to do so, SEO tries to Ľt a website to Googleġs 

algorithm. Although Googleġs algorithm remains secret, almost a 

decade of experience in SEO has resulted in a pretty good idea about 

the important factors. In our view, the factors in Googleġs algorithm 

can be divided into two categories:    

1  There are on-page factors which decide the ranking of your website. 

These factors include technical issues (e.g. the quality of your code) 

and more textual issues (e.g. structure of your site and text, use of 

words). For more information about technical issues, check out our 

blogs about (technical) SEO.

      

https://yoast.com/cat/seo/
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2  There are the off-page factors. These factors include the links to 

your site. The more other (relevant) sites link to your website, the 

higher your ranking in Google will be. 

Yoast Tip

You can read more about link building and other o΍-page factors in 

the eBook written by Paddy Moogan, The Link Building Book.

http://www.linkbuildingbook.com/
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Chapter 3

Deȴning Usability, UX and Conversion

This chapter

In this chapter, we explain the central concepts of this eBook. Next to 

that, we will explain the importance of usability and conversion rate 

optimization for your SEO strategy. 

Deȴning Usability and User Experience

User Experience

What is User Experience? First, letġs agree that user experience is not 

per se website related. Itġs the experience you have while visiting a 

grocery store. Itġs the experience you have when visiting a concert. 

Itġs even waking up in the morning and stepping onto a cold bath-

room ľoor. UX is what you encounter, feel and do while you are using 

things, visiting shops, eating in restaurants. User experience is about 

human emotions. 

In this book, the aim of optimizing the user experience is optimizing 

the positive feeling a visitor has when leaving your website. A number 

of separate things contribute to that user experience. We distinguish 

three elements which are very important for UX: 

� It is the initial feeling a visitor has when landing on either your 

homepage or any other landing page.
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� Itġs the feeling a user has when he can or cannot Ľnd what he is 

looking for on your website.

� It is the feeling a user has after reading the desired information on 

your website or after a user bought something from your shop.

These three elements will all contribute to the Ľnal feeling or expe-

rience a user has when leaving your website.

Usability

Usability is very closely related to User Experience, and is often used 

when describing UX. While User Experience has to do with the feel-

ing people have while using your website, Usability is about how 

user-friendly the website is. Do people understand your website? Do 

they know where to click? Better usability will improve the user 

experience.

In this eBook, we will talk a lot about changing this (usability) to 

increase that (user experience). There is a slight diļerence between 

these two, but we will use the two terms alongside each other 

throughout this book. 

Deȴning Conversion

Conversion is also strongly related to UX. Conversion on websites  

is about turning a visitor into a buyer, subscriber, or returning  

visitor. The reason they are so closely related is because improving 

your user experience will generally have a positive eļect on your 

conversion rate.
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The aim of optimizing conversion rate is less user-centric than the 

aim of optimizing for user experience. Optimizing your conversion 

rate means you just want a higher revenue or more (returning) traĿc. 

However, the road to optimizing for conversion rate is Ľlled with 

user-centric actions. In general a more easily usable and understand-

able website will get a higher conversion rate. And obviously, if people 

have a more positive feeling about your website, which we talked 

about in the previous chapter, theyġll be more willing to buy or 

subscribe.

Holistic SEO and Usability   

At Yoast, we give SEO advice to (small) website owners and large 

consultancy clients (the Guardian, Facebook). Joost de Valk began his 

career in SEO over 8 years ago. And although Google has changed its 

algorithm quite a few times, most of the advice we give at Yoast has 

remained the same over the years. And this advice is very simple: you 

just have to make sure your site is really really good. Do not use any 

ĠSEO tricksġ; while they might get you ranking quickly, they usually 

donġt work in the long run and might even backĽre. 

Googleġs mission is to build the perfect search engine that helps 

people Ľnd what they are looking for. Making your website and your 

marketing strategy Ľt this goal is always the way to go. This is what 

we call holistic SEO.   
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A holistic approach on SEO means you focus on it all:

� good technical SEO;

� a great User Experience;

� writing quality content;

� making sure your site is secure.

Having an amazing website with high quality content, a great user 

experience and up-to-date security will not instantly improve your 

ranking. In the long run though, it will deĽnitely have a positive 

eļect on your SEO!

Attractive websites have a lower bounce rate and a much higher 

chance to receive social media attention. These are exactly the two 

things that make sure your website will keep ranking well in the long 

run. If nobody ever talks about your website on social media, how can 

Google keep thinking itġs a good site?

Awesome websites will also result in higher conversions. If your 

audience likes and understands your website, the chance of them 

buying your products or returning to your website is of course much 

higher.

In our holistic SEO view, usability and user experience of your website 

should thus be a very important part of your long-term SEO strategy. 

Attractive, user friendly websites have lower bounce rates and lead to 

higher rankings in the long run.  

https://yoast.com/cat/seo/
https://yoast.com/cat/usability/
https://yoast.com/ebooks/content-seo/
https://yoast.com/wordpress-security/
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Holistic SEO and Conversion

While Conversion Rate Optimization is not a part of a holistic SEO 

strategy, it does make for a good supplementary strategy. SEO makes 

sure that more people Ľnd your website. An SEO strategy is focused 

on attracting more people from the search engines to your website.  

A conversion strategy focuses on the visitors on your website, turn-

ing these visitors into customers. In the end, both strategies can lead 

to more sales: more people on your website, means more potential 

buyers, while a higher conversion rate leads to more buyers among 

the same number of visitors.

Figure 1: funnels, SEO vs Conversion Rate Optimization
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Yoast Tip

In our vision, you should combine SEO and Conversion Rate Opti-

mization. Combining SEO and conversion means that you focus on 

attracting more people to your website and at the same time focus 

on increasing the chances that people will actually buy your stu΍. 

Thatȇs a double payo΍!
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Chapter 4

Design and Usability

This chapter

In this chapter, we explain why usability and user experience should 

be important for the creation and adaption of website designs. 

Ζmportance of awesome design

Part of a holistic SEO strategy means having an awesome design. The 

appearance of your website should be appealing to your visitors. If 

people like the appearance of your website, they will be more likely to 

stay on your website. A nice appearance will thus decrease your bounce 

rate (visitors who instantly go back to Google).  

What is appealing to a visitor changes. Website designs follow trends 

and what is trendy and hip now, could well be unappealing and boring 

next year. And of course, what is beautiful is always in the eye of the 

beholder.  

How important are the aesthetics of a website?

Marieke did some research about the importance of beauty while 

designing your website. Looking at the results of some recent scientiĽc 

studies on the importance of aesthetics and usability, results appear 

very mixed. Several (recent) experimental studies show relations 

https://yoast.com/beautiful-usable-important-designing-website/
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between aesthetics and usability (e.g. Lee & Koubek, 2010). Others 

(e.g. Tuch et al., 2012), however, show opposite relations. Studies 

indicate that if people are frustrated because they canġt seem to Ľnd 

what they want on your site, their approval of the design of your 

website will become smaller. We thus can conclude that aesthetics are 

important, but usability issues matter even more. 

A lot of research shows that the type of website determines whether 

or not aesthetics are important. Some websites really need a smooth 

design because of the products they oļer (for instance photographers 

need nice pictures to promote their abilities), while other websites 

would beneĽt more from a slightly outdated design (for instance 

second hand shops).

Next to the type of the website, the purpose of your audience appears 

to be a very important factor in the relation between aesthetics and 

usability (e.g. Sonderegger and Sauer, 2010). For goal-oriented 

buyers, usability is most important: they want to buy the product and 

leave your website. For more hedonistic (browsing) buyers, the expe-

rience people have by visiting your website is more important, the 

aesthetics of your site could well convince them to buy your 

products.

What we can learn from these studies is that the beauty of a design is 

very important for a website. Your website should have an appearance 

that is appealing to your audience. And also, usability issues as well as 

aesthetics are of great importance.

http://www.sciencedirect.com/science/article/pii/S095354381000055X
http://www.sciencedirect.com/science/article/pii/S0747563212000908
http://www.sciencedirect.com/science/article/pii/S0003687009001148
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What does this book o΍er designers?

Designing a website is a creative process. You should take that seri-

ously and make sure your site looks amazing. A lot of usability tips 

we give to our clients (and in this eBook) could easily be incorporated 

in such an awesome design. Some tips could make the designing 

process a bit boring (e.g. you would like to be diļerent, but sticking 

to what everybody does is the most usable and leads to the most 

sales). Sometimes usability and aesthetics really bite each other. As 

a designer you should aim for the perfect balance between usability 

and design.

You shouldnġt choose either one, as both are important. We would 

recommend to read section 5 and A/B-test if you have to make choices 

that aļect either aesthetics or usability. 

In our view, every designer should have some basic knowledge about 

Usability and UX. They should try to incorporate these issues while 

developing a new website or while updating an old one. This book is 

especially suitable for website designers. This book is not going to 

teach you much about aesthetics or about state-of-the-art designs, 

but it is going to be a great guide to teach you what is usable and what 

is not!
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Section 2 

General Usability
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About this section

In this section, we will discuss all general usability and user experi-

ence issues. By general issues we mean issues that apply to every 

website. We begin by explaining the importance of Clarity, Mission 

and Call-to-action. We will conclude this section with chapters about 

Menus and Readability. 
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Chapter 5

Clarity and Mission

This chapter

In this chapter we will focus on the importance of a clear purpose on 

your website. It should be immediately clear to your visitors what it is 

your website oļers them. We will explain this importance and we will 

give tips on making the purpose of your website clear to your audience.

The importance of clarity 

Clarity about what your website oļers is the most important usability 

issue. When a visitor Ľnds your homepage for the Ľrst time, it should 

be immediately clear what your website is about. This is what we call 

the purpose of your website. It should be extremely clear what your 

products or services can do for the visitor. It should be clear what your 

company or brand is about. If possible, it should even be clear what your 

values and standards are, so the visitor can immediately bond to your 

company. If the purpose of your website remains unclear, people will 

not know what to do on your website and will probably leave very soon. 

It might seem like a very obvious thing to do: making clear what you 

sell. But in the process of designing and updating your website, the 

purpose can go lost. This is why you should critically review your 

website every now and then and analyze whether or not the purpose 

of your website remains clear. 
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What is your mission?

If you want to communicate the purpose of your website to your 

visitors, it is very important to have your mission clear. The purpose 

of your website is the reason your website exists. It is the thing you 

want your visitors to do on your website (read, buy your stuļ etc). 

Your mission is a bit broader than the purpose of your website and 

consists of the ideas you have about your website and your company. 

So, before you start making any improvements on usability, you will 

have to think about your mission. Do not think too lightly of this. It 

is really hard to have (and keep) clearly in mind what it is you want to 

do. To show you, weġve made a list of questions you should be able to 

answer after youġve thought it all through:    

� What can people do with the products/services youġre selling on 

your website? 

� What makes your product unique? 

� How will your products/services enhance your clientsġ lives? 

� Why should people buy the products/services on your website and 

not on another (f.i. cheaper or better known) website?  

� Whatġs the reason youġre oļering these products/services, besides 

making money?

Businesses are born of ideas, some of which are great, some are not. 

But theyġre all born out of the idea that what you have to oļer is 

special, and adds something to the market. That beneĽt, that 

advantage, that promise, should be reľected on your website. 
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The Ľrst step in improving your usability and user experience is thus 

to write down your own mission. You have to Ľgure out what makes 

you stand out from the rest. Take the time and literally write down 

your mission on a piece of paper. A computer or an iPad will do as 

well of course. You have to come up with one mission, one message 

to send to your audience. 

Formulating your mission is actually the starting point of many 

aspects of holistic SEO. It is the Ľrst step of executing your keyword 

research as well. You can read our Content SEO eBook if you want to 

learn more about that.       

Ways to make your mission clear to your audience

Once your mission is clear, you can check whether or not your mission 

is reľected on your website. Checking clarity means that you should 

mainly focus on your homepage and landing pages as these are the 

pages where your visitors enter your website. Be aware you have 

literally just seconds to get your most important point across. 

Peopleġs attention span is really short. So you have to make sure you 

tell all the important stuļ Ľrst, and tell it quickly. 

There are a few ways to make sure your mission and purpose are 

instantly clear to your audience. You should write decent introductory 

content, make sure your headlines and taglines are clear and insert 

nice, suitable pictures. 

https://yoast.com/ebooks/content-seo/
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1   Ζntroductory content

Your homepage and your landing pages should include a clear intro-

duction. In this introduction you explain the mission or the purpose of 

your website. What is your website about? What do you sell? Make sure 

this text is really clear and adapt to the language of your audience. 

This text should not be too long (one or two paragraphs at the most)!

2   Headline and taglines         

Another way to communicate your mission to your audience is to 

make good use of your headline and tagline. The headline is the title 

of a page or post. A tagline is a small amount of text which serves to 

clarify a thought. It could be the explanation of the headline, or a 

description of your brand or company.

Figure 2: tagline ‘The Art & Science of Website Optimization’ on yoast.com

Make sure that headlines and taglines clearly communicate the core 

goal of your product. This is most easily done by creating a headline 

for your landing page that attracts your visitorsġ attention. Below 

that could be a tagline that really brings home the message of your 

headline. 
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If possible, try to write your headlines in an action-oriented way. You 

can do this by using verbs and sentences that imply an action for the 

visitor. For instance, we could have a headline saying: ‘Keep your site 

optimized with the Yoast SEO Premium plugin!’. This shows people one 

of the core values of the plugin, and making it active will motivate a 

lot more people to actually try it.

Example

Figure 3: homepage pawedu.com

In the above homepage for PawEdu, it is very clear what the purpose 

of the website is. The three larger words could apply to more 

websites, but the tagline below it and the image add nuance to 

these words. In most cases, that could indeed mean getting back to 

a boring business tagline. Vague descriptions just won’t tell your 

audience what you are doing. 

http://pawedu.com/
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3   A picture is worth a thousand words 

A third way to make sure your mission is clear to your audience is to 

make good use of pictures. For most products, it is easy to Ľnd 

pictures that reľect the purpose of your website. Think about what 

you want to tell your audience, keep your mission in mind, while 

choosing pictures. 

Yoast Tip

Be original and make or buy your own photo’s instead of relying on 

some stock image that everybody uses.

Figure 4: don’t rely on stock image that everybody uses

If you are selling candy, make sure to put pictures of tasty candy  

on your homepage. If you are selling cruises to Hawaii, you could 

deĽnitely take some great shots of a tropical island and a nice cruise-

ship. For those of you that sell things like consultancy or plugins for 

that matter, it is more diĿcult to Ľnd suitable pictures.
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Chapter 6

Call-to-action

This chapter

In this chapter we explain the importance of proper calls-to-action. 

Also, we will give some practical tips on how to improve upon the 

calls-to-action on your website.

What is a call-to-action?

A call-to-action is the element Ğ usually a button Ğ you want people 

to click on when they enter your website. In order to guide your visi-

tor into or through your website, you should give him directions. You 

give out signs. These signs are your calls-to-action. The most import-

ant signs should be made the biggest. Make it as big as possible. Make 

it stand out. 

Although a call-to-action is especially important on a homepage, 

there should be a call-to-action on every page of your website. The 

contact form has a call-to-action, of course. Buttons for your own 

products are also calls-to-action. Make sure you give your visitors 

directions, show them where you want them to click.

https://yoast.com/call-to-action/
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Best practices for good calls-to-action

Making sure you show your visitors where you want them to click 

does not seem like rocket science. Still, in the process of designing, 

altering and redesigning your website, the call-to-action can get 

lost. Review your website on a regular basis and critically analyze the 

visibility of your calls-to-action. There are a number of best prac-

tices for setting up a good call-to-action.

� No clutter. If you add a call-to-action, there shouldnġt be other 

elements demanding the visitorsġ attention. For instance, make 

sure to avoid social share buttons right below your call-to-action 

button.

� Add urgency. Why should people act at this moment? You could 

for instance add urgency by adding texts like ‘only three slots  

available’ or ‘just one left’. 

� Size matters. Make sure people are able to view the button without 

any trouble. Donġt go overboard; donġt become too aggressive.

� Add trust. A money-back guarantee will make it Ġeasierġ for the 

visitor to click your order button. A great testimonial below your 

contact form will lower barriers to contact you.

� Be clear about the beneĽts. ‘Sign up now and receive weekly emails 

about optimizing your website’ is a better text to accompany a news-

letter subscription option than just ‘Sign up now’.
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� Right below your price. Adding the call-to-action right below your 

price will entice visitors to click the call-to-action - if they like 

your price. No time to hesitate.

� Color is important. If your entire design is using blue and orange, 

your call-to-action will stand out a lot more if itġs green. Using 

blue will make the call-to-action blend in too much.

� Be short. If your call-to-action is a button, donġt use ‘Buy this 

product now and get a 20% discount’ as the main button text. Use 

‘20% OFF’. Make sure your text Ľts your buttons.

Figure 5: a clear call-to-action on cheapair.com

 
Figure 6: two examples of a call-to-action button

http://www.cheapair.com/
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Text on your call-to-action

Your call-to-action will be a button in most cases. You will put some 

text on this button. We already gave some tips about the text in the 

previous paragraph (like: be short). When thinking about button 

texts, a few other things are important:

First of all, you need to be sure youġre using an active voice. Weġve 

mentioned the necessity of active voice while describing how to write 

taglines (chapter 5). An active voice is action oriented, and thus liter-

ally calls people to action. And thatġs exactly what you want. Make 

people want to click your button! 

Second, make sure your button text is speciĽc for what people are 

doing. Do not put ‘click here’ on a button. ‘Send’ is also just too generic. 

Use something like ‘Sign up!’ for a newsletter, or ‘Contact us’ for a 

contact form. The text has to explain what the button will do. Use 

small and simple words. You need to keep your button text as simple 

as possible. People have to immediately understand what it means. 

Click here »


Contact us »



Figure 7: make sure your button text is speciȴc

Visual cueing

A great way to get people to pay attention to your calls-to-action is 

by use of visual cueing. Visual cueing basically means directing your 

visitors’ gazes. You can do this with colors or textual directions,  

but the most e΍ective way is shapes. And thereȇs one shape thatȇs 
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unparalleled when it comes to visual cueing: the arrow. We use the 

term ‘arrow’ in a broad term, as it can be an actual arrow, or more 

of a triangle shape.

On wheelofpersuasion.com you can ȴnd a great explanation on 
this. Especially this picture makes it very clear.

Figure 8: the arrow, unparalleled when it comes to visual cueing 

So adding those simple triangles in the images resulted in a huge 

increase in people scrolling down to the bottom of the page. But 

even more amazing: they had a 57% increase in conversion. So this 

already shows that keeping and directing your visitor’s visual 

attention pays o΍. Obviously, this is a process that every parallax 
website should be taking advantage of!

http://www.wheelofpersuasion.com/
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Chapter 7

Menus

This chapter

In this chapter, we will explain the importance of menus for SEO. 

Also, we give practical tips to improve your menu.

Main menu    

The main menu indicates the various sections of your website in a 

clear and informative way. This menu is the most global navigation 

on your website. It should consist of a number of main menu items 

(not too much!) that tell your visitor which corner of your website 

could be visited for what information. Your main menu should reľect 

the structure of your website. Do not ľood the menu with unrelated 

items but think about which categories make sense to your visitors. 

Visitors use your menu to Ľnd things on your website. The menu 

helps them to understand what your website is about. So your menu 

is a very important tool to communicate your purpose.  

Submenu    

The submenu should contain details of a main menu item. When the 

main item is Mac, the submenu should read something like MacBook, 

MacBook Air, MacBook Pro, iMac. Note that these submenu items 

should also be present on the Mac page.



36

Figure 9: main item Mac and submenu on apple.com

There are many ways to add a submenu, the most common is where 

the submenu drops down below the main menu item when hovering 

your mouse over that item. You could also add an indication (like a 

downwards pointing arrow) in your main menu item to show that it 

contains a submenu. Otherwise, visitors will not know that a submenu 

exists!

Figure 10: arrow indicates a submenu on walmart.com

http://www.apple.com/
http://www.walmart.com/
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Ζmportance of menus for SEO

Your menu structures your website. Structure of your website is of 

great importance for your SEO. That is because the way your site is 

structured will give Google important clues about where to Ľnd the 

most important content. Your visitor uses your menu to see through 

the structure of your website. Google needs that same structure to 

understand what your site is about, and how easily it will Ľnd and 

index content relevant to your siteġs purpose and intent. In our 

Content SEO eBook we teach you, step by step, how to set up a decent 

site structure. 

If your menu is not focused, has too many items and you canġt seem to 

get them down, you should really dive into site structure some more. 

Menu usability tips

Main level and sublevel

Preferably, the top level items of your main menu should take up just 

one line in your menu. Besides the fact that adding a second line for 

your menu isnġt really user friendly, it just looks less professional as 

well. If your site is not too big, create at most one sublevel. Keep it 

simple and realize there are more ways to get from one page to 

another. Your menu isnġt the only navigational option on your 

website. If you cannot Ľt all your categories in your menu, perhaps 

your website tries to cover too much. What is your mission? Does 

everything your website covers actually belong to this mission?

https://yoast.com/ebooks/content-seo/


38

Menu items should be related

For the majority of websites, the menu starts with the Home item 

and ends with the Contact item. Everything between these two 

items should be related somehow. If you have a website about diving, 

your menu could have the items: freediving, scuba diving and spear-

Ľshing. It is clear that these items have a link between them, and 

therefore the menu feels natural. If these menu items had been 

freediving, scuba diving and Dakar Rally, that wouldnġt feel natural, 

right? Keep things on-topic. If you have a diving website and want 

to write about your Dakar experience, you can squeeze in a blog post 

or link to a specialized, optimized site about it. It doesnġt belong in 

your menu.

Menu visibility

For most visitors of your website, the menu will be the main naviga-

tion on your website. If you write long articles and people have to 

scroll down a lot, make sure you add a sticky menu. That way, your 

menu stays in the screen while people scroll down.

Figure 11: sticky menu
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Breadcrumbs     

People who have clicked on an item on your menu, should be able to 

Ľnd their way back. Guide them with the use of breadcrumbs. Bread-

crumbs are the links, usually above the title post, that look like: 

Home » Yoast Academy » Courses. They are good for two things. First of 

all, they allow your users to easily navigate through your site. And 

secondly, they allow search engines to determine the structure of 

your site more easily.

Figure 12: breadcrumbs     

These breadcrumbs should link back to the homepage, and the category 

the post is in.      
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Chapter 8

Readability

This chapter          

Make sure people can read your texts properly. Reading from screens 

is hard, so make sure you do not make it any harder than it already is. 

In this chapter, we will explain the importance of typography and 

give tips on how to improve the typography on your website.

Typography, readability and legibility

The readability of a particular text depends both on its content (for 

example, the complexity of its vocabulary) and its typography. Read-

ability is about arranging words and groups of words in a way that 

allows the readers eye to access the content easily and in a way that 

makes sense.

Typography is the science of arranging your letters in order to make 

written text readable and appealing. Before digitization kicked in, 

typography was a specialized occupation, nowadays typography is 

something everybody has to deal with, at least everybody who owns 

or maintains a website. Typography involves selecting typeface (font 

family), font size, line length, line-spacing and letter-spacing. When 

choosing a typeface you have to take legibility into account. Legibility 

is the ease with which a reader can recognize individual characters 

in text. 
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Typography

Typography is the science of 

arranging your letters in order 

to make written text readable 

and appealing. 

Legibility

Legibility is the ease with 

which a reader can recognize 

individual characters. 

Typography is  the 

science of  arranging your 

letters in order to make 

written text  readable and 

appealing. 

Legibility is he ease wih 
which a reader can recognize 
individual characters. 

Figure 13: the di΍erence between typography and legibility

Why is typography important?    

Easy reading helps learning and enjoyment, so what we write should 

be easy to understand (source:Wikipedia). Research shows that you 

should limit the length of your text as people tend to stop reading if 

a web text is too long. However, for SEO purposes, your blogs or 

articles should not be too short (minimum of 300 words). A lengthy 

article has more chances to rank in the search engines. If you choose 

to write a lengthy article, one should focus even more on choosing 

the right typography.    

https://en.wikipedia.org/wiki/Readability
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Font

Fonttype

For the best presentation of your website, you have probably been 

thinking about what kind of font to use. Fonts can set a mood, enhance 

a tone of voice or totally ruin the user experience or usability of your 

website.

Yoast Tip

Fonts matter. And as we can basically use any font on any website 

nowadays, be sure to pick the right one for your website and audi-

ence. Use Google Fonts (free) or Adobe Typekit (paid) and pick the 

fonts that suit your website the most.

Font size

The preferred paragraph font size for a website has increased quite a 

bit over the years. Ten years ago, a font of 10 pixels allowed you to add 

more text to a page and made your page look more like a book. With 

the growth of computer screens, nowadays 16 pixels is very normal. 

Is there a minimum? Not really, although we recommend using at 

least 14 pixels. That size is a good read on both the larger desktop 

screens and our mobile screens. 

https://www.google.com/fonts
https://typekit.com/
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Font color

What font color to use is largely depending on the type of website you 

have and what design your website uses. In general, we say that using 

a black font on a white background is still the best read. The general 

thought is that outlines are sharper and letters are easier to distinguish 

and identify. 

The one thing you should do regarding font and background color, is 

test the contrast. There are a number of tools available, all with their 

own kind of contrast checker. A really easy and good one is Colorable 

- it will allow you to enter the foreground (text color) and background 

(background color) and it will tell you immediately if the contrast is 

right or wrong and what score the combination of colors gets. Color-

able is based upon the WCAG accessibility guidelines. These same 

guidelines are used to create Contrast Ratio, which will appeal to a lot 

of developers as it is available on Github. Weġve been using the last 

one for ages and love the feature where you can use the arrow keys to 

brighten or darken a color to make the contrast right. Use these tools 

to your advantage; your audience will thank you for it.

Whitespace

Next to font size, you also want to make sure that the text has suĿ-

cient room to breathe. If you are using a larger font size, but forget to 

add whitespace for headings and paragraphs, your text will still be 

unreadable. Especially on a mobile device. Make sure to use suĿcient 

white space.

http://jxnblk.com/colorable/demos/text/
http://www.w3.org/TR/WCAG20/#visual-audio-contrast
http://leaverou.github.io/contrast-ratio/
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Whitespace isnġt just for between headings and paragraphs. White-

space is also related to the line height of your text. If you neglect to 

add a proper line height, your well constructed sentences become 

one big block of letters. This is far from user-friendly and will make 

your page very unappealing for a visitor. 

Whitespace

White space is also related  

to the line height of your  

text. If you neglect to add a 

proper line height, your well 

constructed sentences become 

one big block of letters. 

White space is also related  
to the line height of your  
text. If you neglect to add a 
proper line height, your well 
constructed sentences become 
one big block of letters. 

Figure 14: make sure you use enough whitespace

Because the whitespace of a speciĽc text increases your textġs legi-

bility, people will actually have a better and quicker understanding of 

your text. This means youġll get your point across more quickly and 

more easily.

Headings

The importance of headings for SEO is (as far as we can see) not 

very big anymore. Does that mean that we can just stop using head-

ings like H1 and H2? No, most deĽnitely not. These headings are still 

very useful. 
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From a usability point of view, we use headings to:

� Summarize your page. Headings make sure the visitor can simply 

scan the page and grasp the general idea (and decide to read the 

full article).

� Divide the page into digestible parts. Longer pages need head-

ings. Any article without headings might as well be in Chinese as it 

will all be one big blur of letters.

� Identify sections on a page, like in your sidebar or footer, or even 

in the main part of your web page.

Yoast Tip

Besides these usability reasons, the use of headings also allows  

for better accessibility, increasing user experience for the visually 

challenged visitors of your website as well. 

Typography of links

The importance of links for SEO is covered in our two previous eBooks. 

The design of the links in your texts itself however, is important as 

well. Make absolutely clear whatġs a link and what isnġt. You can do 

so by:

� using a diļerent color (make sure you pick a whole diļerent color!)

� adding an underline (very user friendly for the visually challenged 

visitors)

� although not commonly practiced anymore, use bold text

https://yoast.com/ebooks/
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To emphasize the link you can easily combine two of the options 

above. In particular, just bold for your links doesnġt suĿce. Using 

bold and a diļerent color is an option. Of course using an underline is 

still one of the best options; this will immediately identify a word or 

combination of words as a link. Make sure you change the style when 

hovering your mouse cursor over the link. Remove the underline or 

change the color. The link is already identiĽed, just make sure there 

is a change in styling of the link to conĽrm that.

Line length

Another thing to consider when it comes to readability is the length 

of your text lines. You can Ľnd a number of studies about this online, 

but there doesnġt seem to be a default solution for this. It all depends 

on the font type used, and the size of your font. 

In Readability: the Optimal Line Length, Christian Holt mentions a 

number of suggested text lines, stating these should be 50 to 65 or 75 

characters. Ilene Strizver even takes text alignment in account in her 

article Line Length & Column Width. She states that non-justiĽed 

text should be 9 to 12 words per line, and justiĽed text should be 12 to 

15 words. 

From our experience, 10 to 15 words is indeed a good read. Is that 

exact science? No, deĽnitely not. Itġs our experience from reading 

and reviewing over 1,000 websites.  

http://baymard.com/blog/line-length-readability
http://www.fonts.com/content/learning/fontology/level-2/text-typography/length-column-width
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Section 3 

Usability of Speciȴc Pages
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About this section

In this section, we will discuss usability and user experience (UX) 

issues for speciĽc pages. We will cover best practices for respectively: 

your homepage, landing pages, checkout pages, forms, archive pages 

and your search result pages. We will help you to further optimize 

these pages improving both the UX and your conversion rate.
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Chapter 9

Homepage

This chapter

In this chapter we want to explore the main purpose of your home-

page and give tips on how to optimize your homepage to make it 

totally awesome!

What is your website about?

The Ľrst homepage optimization tip is to optimize for clarity, some-

thing we already discussed in chapter 5 (Clarity and Mission). Your 

purpose and your mission, the uniqueness of your website, should be 

reľected on your homepage.  

Is your homepage just a large list of products and services, or did you 

actually take the time to write a decent welcome for your visitors? 

One of the most annoying things a website owner can do, is actually 

write ‘Welcome to our website’. By welcoming your visitor, we mean 

telling or showing your visitor what can be found on your website.

What is your main product or service? What can be found on your 

website about your products about your company? And most 

important: what is the main beneĽt (USP; Unique Selling Point) for 

the visitor? But clarity isnġt the only thing that matters on your 

homepage.
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Best practices for your homepage

A second objective of your homepage is to give guidance to your visi-

tor. You should make sure your homepage guides your visitor to your 

main pages. Of course your homepage needs an introduction and 

tagline as we discussed in chapter 5. These would however be useless 

if your homepage wouldnġt allow the visitor to click to the pages 

where the deal is closed, the product is sold or the contact form can 

be Ľlled out. We will discuss 6 important ways to guide your visitor 

through your homepage.:

1  Ζmages and CTA (as an alternative to sliders) 

At Yoast we donġt like sliders. Sliders decrease your pageġs focus. The 

focus is divided with a slider, while it should be very clear what the 

page is about. Read Thijsġ post about sliders for more information. 

Still, a slider is used very often to promote homepages. And, used in 

the right way it deĽnitely could work. If your important stuļ is put in 

a slider which only comes up every now and then, the important stuļ 

gets little attention. The lack of attention these pages get, is one of 

the reasons why we donġt like sliders. 

The area you use for your slider can actually be a great spot for guid-

ance. Add an image of your featured product and include a great 

call-to-action (CTA) button. Make sure this button stays in place. If 

you want to rotate that image with every browser refresh, we will be 

the last one to stop you. That is a great way to make your homepage 

appear diļerent with every visit. Just make sure you are sending one 

message (or using one main call-to-action) per image. 

https://yoast.com/opinion-on-sliders/
https://yoast.com/call-to-action/
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2  Menu

The most obvious way to navigate your audience on your homepage is 

of course the menu. Have you thought about what is in your menu? Is 

it structured and focused? We already covered menus in chapter 7.

3  Products

If you have an online shop, the possibilities for guiding your visitors 

through your homepage are endless. Donġt add the entire category 

list in your sidebar. Focus on your most visited categories and add 

these in a prominent spot on your homepage. Add your best selling 

product to the homepage, perhaps in that larger image weġve already 

mentioned. Be creative. Your homepage is the best spot on your site 

to announce a new product, for instance. If your shop has a sale, make 

sure that people notice it on the homepage.

4  Search as a call-to-action

In around 80% of the sites we review, the search bar is located in the 

header or footer. If you are selling thousands of products, or if you 

have written over a hundred articles on your site, chances are that a 

search bar will come in handy for your visitor. Why not make that one 

your main call-to-action and list it as the main element on your 

website? DeĽnitely make sure your search result pages look decent. 

Read more about search result pages in chapter 13. 
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5  Contact

You also have to realize that a (returning) visitor could just be looking 

for your contact details. List a link to your contact page where one 

would expect it. That could be in the last spot in your menu, but could 

also be an address in your footer, or a (short) contact form in the 

sidebar.

6  Do not clutter!

Do not go overboard in guidance on your website! Do not clutter your 

homepage with all kind of actionable guides, but pick two or three 

that make sense on a site like yours. And focus on these.

Example

Figure 15: a great example of a focused homepage 

TrendyPeas has even thought of making that call-to-action a distinctive 

color. One could argue about the hamburger menu in the top right 

corner, but fact remains that this ‘extra’ menu puts all focus on the 

main menu and the 20% o΍ in the center of the main image.

https://www.trendypeas.com/
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Chapter 10

Landing pages

This chapter

In this chapter we want to explore the main purpose of your landing 

pages. We also give tips on how to optimize your landing pages to 

make sure you guide and convert the visitors on your website!

What is a landing page?

A landing page is a page where your visitors Ġlandġ (arrive) from other 

sources, such as search engines or social media. Itġs a page thatġs 

optimized to evoke a certain reaction from the visitor, such as buying 

a product or subscribing to a newsletter.

You can have separate landing pages for diļerent sources; a landing 

page for people coming from Google, one for people coming from 

Facebook, etc. You can also have diļerent landing pages for the 

diļerent keywords people use to Ľnd your website in Google. You 

should have landing pages for all keywords you want to be found on 

and customize these landing pages accordingly.

Yoast Tip

Read our Content SEO eBook for more info about how to construct 

landing pages.

https://yoast.com/ebooks/content-seo/
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Landing pages should be designed in such a way that they oļer the 

visitors exactly what they were looking for. Try to design these pages 

so they Ľt the expectation of your visitors and subsequently guide 

them through your funnel. 

Product pages vs landing pages

If you have a shop and oļer few products, your product pages will be 

landing pages. Take our own company as an example. Our plugins all 

have product pages and these pages are the pages people enter our 

site when searching for our plugins in Google or after they clicked on 

an ad in Facebook. 

If you have a large shop, product and landing pages could very well be 

diļerent. People will search for speciĽc products, but also for certain 

categories. If you own a webshop selling clothes, people could search 

for a speciĽc brand of jeans or for jeans in general. You should make 

sure both function as landing pages.

Best practices for landing pages

There are a few things that you should take care of on your landing 

page in order to navigate your visitors from the landing pages through 

the checkout. We will discuss 5 best practices for landing pages. And 

focus more on the checkout process in the next chapter.
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1  Focus

Focus is especially important on your landing pages, since this is 

where youġre selling your products! Make sure you only have one thing 

people can focus on and not a lot of diļerent things. If people come to 

your landing pages because they are looking for the ballet shoes you 

are oļering on your website, you want to guide these visitors to your 

checkout. 

For most landing pages itġs usually pretty easy to Ľgure out what you 

want people to see most prominently. If youġre selling a product, 

your landing page for that product should focus on the ‘Add To Cart’ 

button, also known as the call-to-action. Think about the place-

ment, color and text of your call-to-action (see chapter 6). 

2  Safety signs

Safety signs are basically security signs and logos that increase the 

trust of the website for visitors. They make sure people feel like your 

landing page is a safe place. Of course, some safety signs seem to be 

more eļective than others. Generally, though, having a security sign 

works better than having none. 

Figure 16: add security signs to increase trust

https://vwo.com/blog/increase-conversion-rate-with-trust-badges/
https://vwo.com/blog/increase-conversion-rate-with-trust-badges/
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3  Payment options

People also prefer your webshop supporting more than just one 

payment option. And if people see your landing page has (multiple) 

trustworthy credit card logos, theyġll feel safer on it! But most 

importantly, about 60% of your visitors will simply abandon their 

transaction if their preferred payment option isnġt or appears not to 

be available. So make sure these signs and logos are easy to Ľnd on 

your landing page. 

Figure 17: support more payment options 

4  Ζmages

Images are said to have a big impact on navigating your visitor from 

your landing page through your website. If youġre selling physical 

products, having decent images on your landing pages can have a 

really big impact. This way people will better understand what theyġre 

buying. Itġs basically a replacement for actually touching and seeing 

a product in a physical store. People can envision themselves using 

the product. 
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Figure 18: Death StarȠ video and (360°) images on shop.lego.com

5  Testimonials

Another important part of your landing pages should be testimonials. 

Testimonials are basically (little) stories by customers explaining 

why they feel your product or service is excellent. Stories like this 

will greatly increase the trust of your visitors, especially because itġs 

not just you bragging about yourself. Thijs wrote a very insightful 

post about why testimonials work. 

You should deĽnitely make sure that you use photos with your 

testimonials. This adds to the credibility of those testimonials. Your 

audience will be more convinced if the testimonials look more legit. 

It goes without saying that you should never make your testimonials 

up yourself. Testimonials should always be real and legit. 

http://shop.lego.com/en-NL/
https://yoast.com/creating-trust-testimonials/
https://yoast.com/creating-trust-testimonials/
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Yoast Tip

A good way to convey that your testimonials really are legit, is by 

using video testimonials. This will obviously take more time, but 

videos are great for getting a message across. 

Testimonials of inľuential people usually have more impact. There 

are some people that are so well-known in their Ľeld of work that 

their opinion really carries weight. So with testimonials from inľu-

ential people, the product will be perceived as better or more 

trustworthy.

Figure 19: testimonial The IceCube Collaboriation on slack.com

https://slack.com/
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Example

Figure 20: the HelpScout landing page, no clutter and focused 

The HelpScout landing page works really well. It’s clean, has almost 

no clutter and is focused what it should be focused on. Clicking the 

blue call-to-action will actually bring up a video that both explains 

the product and has video testimonials. Scrolling down you’ll get 

great visual representations of the product and more information 

and testimonials. Also, they end the page with some security and 

safety notes, showing why they’re a safe choice.

http://www.helpscout.net/
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Chapter 11

Checkout

This chapter

We have covered homepages and landing pages in the previous 2 

chapters. But what happens when people click on your call-to-action 

button and enter your checkout process? In this chapter will teach 

you the basics how to improve your checkout page. This chapter also 

appeared in our previous eBook: Optimize your WordPress site.

What is the checkout page?

The last step in your process is always the checkout page; your 

websiteġs cash register. Although a lot of your visitors might go here, 

that doesnġt mean theyġll actually buy your products. Make sure youġre 

being clear enough and oļer them enough feedback and validation so 

they know theyġre heading the right way. Make them want to complete 

the order.

Shopping cart abandonment

In the checkout process youġll usually still lose a lot of people. These 

people do not Ľnish their sale. This is a bit weird: in a real shop it 

would be like people adding items to their basket, going to the 

counter, letting you scan all the items and tell them the total price. 

And then, they would leave. Without paying, without products. In a 

physical shop, this does not happen that often. On the internet, it is 

https://yoast.com/ebooks/optimize-wordpress-site/
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quite common. Read more about shopping cart abandonment in one 

of Thijsġ posts. Luckily, there are quite a few things that can really 

help you let your visitors actually complete their transaction.  

Best practices for checkout page

Progress bar

Make clear to your visitors how far along in the checkout process 

they actually are. You can easily do this by adding a progress bar. A 

progress bar is a bar, that shows the progress of your visitors! It will 

give structure to the process, explaining people how far along they 

are in the shopping process. Every step of your checkout process 

should be in this progress bar. The progress bar also gamiĽes the 

process of buying something. This means that people will want to 

make it to the end of the process, simply to reach the end of the 

progress bar. After completing one step, you should give a clear Ġpat 

on the backġ, like: Ġyou have successfully Ľlled out your address!ġ 

Make sure that your progress bar shows the steps your visitors have 

already completed. Do not make your checkout process too long  

(5 steps is long enough!). Gamifying will not work in long checkout 

processes, people will get tired of your checkout process then. 



Figure 21: progress bar, gamiȴcation 

https://yoast.com/shopping-cart-abandonment/
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Inline validation 

Inline validation means that you give your visitors immediate feed-

back on whether theyġve done the right thing. In your checkout 

process you could add a check which immediately shows people 

whether they used a valid email address, home address or credit card 

number. 

Or not so much:

 Figure 22: inline validation, immediate feedback

This will prevent people from making a lot of mistakes and then 

having to reĽll everything. Also, it makes people feel good to get 

validated. Itġs a bit diĿcult if you cannot write code, but it is deĽ-

nitely worth it if you have the technical skills. In you want to read 

more about inline validation, please read Joostġs post on checkout 

Ľeld validation tips and tricks.

https://yoast.com/checkout-field-validation/
https://yoast.com/checkout-field-validation/


63

Ζncrease cache expiration time

Donġt you just love it when the shopkeeper still knows your name 

and what product(s) you were looking at the day or week before? 

People love that same thing with online shops. They want to be able 

to leave items sitting in their cart, feeling safe itġll still be there later 

on. About 30% of people wait for at least 12 hours until they make 

their purchase. So you need to make sure youġre saving all this data! 

The best way to do this would be by increasing the cache expiration 

time on your checkout pages. You can read more about caching in 

chapter 24 about speed of our Optimize your WordPress site eBook.

https://yoast.com/ebooks/optimize-wordpress-site/
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Chapter 12

Archive pages

This chapter

If you have a website with quite a number of articles and posts (a blog, 

a news site, an informative site) you should have some kind of system 

in which you present all of your content to your audience. How do you 

archive your old posts? In this chapter, we explain how to best do this 

for both usability and SEO purposes.  

Archives by taxonomy

If youġre searching for a post on a speciĽc topic on a site, would you 

go to the monthly archives? Or would you start browsing by tag or 

category? The latter makes far more sense right? People hardly ever 

use date archives. In the majority of cases, archives by date are not 

the most useful archives on a blog. 

Both for SEO and usability reasons, you should make archives on the 

base of content. Articles and posts that are alike, should be linked to 

one another and put in the same taxonomy. This makes more sense 

to your audience and to Google. The taxonomy pages will be the pages 

your audience uses to search through your archive. 
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The use of taxonomies

The reason you should make use of taxonomies for SEO purposes 

is that your site will get more structure (or at least Google will 

understand it better). In WordPress you have two standard ways of 

using taxonomies: you can use categories and you can use tags. The 

diļerence has to do with structure. Categories are hierarchical, so 

you can have sub-categories and sub-sub-categories, whereas tags 

donġt have that hierarchy. You can consider categories to be the 

table of contents of your website, and tags the index.  

Taxonomies can go wrong!     

A lot could go wrong with taxonomies when people start using them 

randomly. The structure of your taxonomies is important. As taxon-

omies group your content, you should keep in mind where these 

could be used, how they are used and where they are linked. Do not 

create too many categories. Do not create too many tags. If every post 

or article receives yet another new tag, you are not structuring 

anything. Make sure tags are used more than once or twice. Make 

sure tags group articles together that really belong together.

Make your taxonomies visible    

A lot of people forget to make their taxonomies visible to a visitor. 

What would be the use of these taxonomies in that case? So your 

posts are nicely archived for yourself? That would be a waste of that 

taxonomy. In some themes, the categories and tags are instantly 
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shown as you add them to your post. But, some themes neglect to do 

so. You should make sure these tags and categories are in fact shown, 

preferably at the bottom of your article.

Figure 23: taxonomies

Best practices archive pages

Clear introduction

Your taxonomy page should give your reader a clear introduction of 

what to expect in the articles you grouped together. WordPress will 

then automatically list the most recent articles or posts within this 

taxonomy. 

Ideally, you would like your most important (and perhaps your most 

recent) articles to appear Ľrst on your archive pages. Your corner-

stone content articles (see our Content SEO eBook) should deĽnitely 

be on that list. 

However, changing the order of the articles within a taxonomy will 

take some coding and development (at least in WordPress). Our 

https://yoast.com/ebooks/content-seo/
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advice is to make sure you link to your most important content in 

your introductory text on every archive page. In that way, your most 

important articles will always appear on your archive page. Re-read 

your archive pages every now and then and add or change the most 

important content.    

Pagination     

People do not want to click through an endless collection of posts. 

Suppose your blog has 1,000 articles and youġre listing 10 articles per 

page, that would give you a hundred archive pages. If you would link 

these pages just by adding an Older (Previous) posts link and a Newer 

(Next) posts link, that would mean you would have to click 99 times 

to get to the last page. There is no need to make it that hard. 

By adding a numbered pagination, linking for instance the Ľrst, 

second, third, tenth, twentieth, thirtieth, up to the ninetieth and last 

page, you reduce the number of clicks. Jumping every 20 pages will 

already lower that number to 10, of course. Pagination will allow your 

users to click through your archive in a rather simple way.

Figure 24: you don’t want to click each page to get  

to page 50

Figure 25: you should be able to skip pages  
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 Chapter 13

Search result pages

This chapter

Internal search is the search that is on your website itself. Itġs the 

search widget in WordPress and the product search in WooCommerce. 

Make no mistake: if your website has over twenty pages, your website 

should most deĽnitely have that internal search option.

There are a number of best practices for that internal search option, 

which we will cover in this chapter.

Internal search for informational websites

It doesnġt matter if your website is the wikipedia of golden 

retrievers, or you simply have a blog about your three-year-old. If 

your website is packed with content, you really want to add that 

internal search option. The thing is when someone lands on your 

website from Google, they are looking for a speciĽc piece of infor-

mation about a certain subject. When they canġt Ľnd it immediately 

after clicking that link in Google, there are only a few options to 

prevent that user from clicking back to Google immediately. An 

internal search option instantly raises the chances of people staying 

on your website. This will reduce your bounce rate and increase your 

chances of ranking.
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Characteristics of a good internal search option

Try to think about the internal search option as a user, not as a 

website owner or developer. What would you say is required for that 

search option to work for you? I think there are a few characteristics 

that work for any visitor:

� It should be visible. If you want people to use that search option, 

donġt hide it in your websiteġs footer. Adding it to either the top of 

your sidebar, or in your header, would be a much better option.

� It should be clear that itġs a search option. Very important. If itġs 

just an input Ľeld without heading, submit button or watermark 

explaining itġs a search option, it simply wonġt work for the major-

ity of your visitors.

Example

Figure 26: redesign 2012 vs redesign 2015 

We will emphasize our internal search option more in our new rede-

sign. The larger magniȴer icon already makes a huge di΍erence. But 
besides that, we have also lifted the internal search option from our 

sidebar to the right side of the menu. The search option is equally 

important for us as our shopping cart and all main menu items.
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Best practices for internal search result pages  
for informational websites

The internal search Ľeld is only step one of an internal search option. 

Step two is the search result page itself. In our reviews, we check a 

number of characteristics of a search result page:

� The search keyword is highlighted in the search result pages

If you want to decide on what result to click, youġd like to scan the 

results and quickly click one. Internal search result pages are a 

means to an end, a tool, not a destination itself. Highlighting the 

keyword used in search (like Google does), improves scanning 

these results a lot.

� The search result pages contain text snippets with the keyword

Itġs really hard to decide on a result with just the title shown on an 

internal search result page. There is a reason Google sometimes 

ignores your suggested meta description and shows a text snippet 

of your page containing the keyword. It helps your visitor. That 

goes for internal search results as well.

� Search results are ranked by relevancy

To all you WordPress users out there: WordPress now orders search 

results by relevance (since 3.7). Make sure to update. That being 

said, plugins like SearchWP can still help you improve your internal 

search results a lot, and make you manage that relevance. In the 

old days, WordPress results were ordered by date (newest content 

Ľrst), which made absolutely no sense. Serve the best result Ľrst.

https://searchwp.com/
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� Internal search results are not indexed by Google

Make sure that these pages are not indexed by Google. Noindex,-

follow these internal search result pages.

Ζnternal search for webshops

Weġd like to elaborate a bit on internal search for webshops. Internal 

search is perhaps even more important for these websites. There is 

a reason larger webshops add so much focus on their internal search: 

you will buy their stuļ if you can easily Ľnd the product you are 

looking for. 

In a larger product collection or on a large internal search result page, 

a Ľlter is really important. We use it all the time, no matter what 

kind of webshop. Sizes, colors, material. All these Ľlters will help 

you Ľnd that one desired product. And as a webshop visitor, you 

utilize these Ľlters, without it feeling as an extra step, right? Shop-

ping is a diļerent process than Ľnding information. Itġs really 

convenient that this webshop provides these Ľlters. Weġre always 

happy with Ľlters in webshops.

Best practices for Ζnternal search result pages for 
webshops

There are two kinds of internal search result pages in webshops:

� Actual internal search result pages

� Category pages
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Both basically look the same, right? The main diļerence is that the 

category pages are presented after clicking a link, most probably in 

the menu, and the search result pages are presented after an actual 

search query.

Figure 27: amazon.com, internal search result page and category page  

For both pages, the same characteristics apply as for informational 

pages:

� Highlight the search keyword

� Add text snippets containing the keyword

� Rank results by relevance

� Make sure internal search results are not indexed by Google

There is one extra characteristic weġd like to add here. 

� Make sure a product image is shown in your internal search results. 

This makes searching a lot easier. For instance, with books (and 

even eBooks), weġd rather pick the one with a nice cover than the 

boring alternative. Make sure there is an image available.

http://www.amazon.com/b/ref=sv_mas_7?ie=UTF8&node=2478844011


73

Chapter 14

Forms

This chapter

Every website should have a form. In our opinion, you should deĽ-

nitely have a contact page. You want people to be able to contact you 

very easily. A contact page is just so much more user friendly than a 

mailto link. In this chapter weġll share our views on how you should 

optimize each variety and how to optimize forms in general.

Di΍erent types of forms

There are three major types of forms on websites: the checkout form 

(weġve already covered that one in chapter 11), the contact form and 

the ‘request a quote’ form. 

Contact forms

Contact forms are probably the most common kinds of forms youġll 

Ľnd on the web. However, we see a lot of contact forms that look like 

no one ever thought about them.

Privacy

Try to look at the contact form as the equivalent of someone coming 

up to a salesperson in a physical shop. In an actual store, youġd 
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expect the salesperson to be open, friendly and helpful. Now consider 

what youġd think about that salesperson if he/she was telling you 

“Tell me your name, date of birth and occupation before you ask me any 

questions!”. That would probably result in you walking out the door, 

right? So why should your website be any diļerent?

Tone of voice

The tone of voice is very important for people to feel safe enough to 

ask a question. And tone of voice is just as much determined by 

whatġs said as by whatġs not said. So not having any text near your 

contact form will not absolve you from needing a decent tone of voice. 

You need to invite visitors to ask you a question and explain the 

process of how youġll handle their question. The last thing you want 

to do is confuse or piss oļ customers right before they want to ask 

you a question. Theyġll either leave your site or theyġll be angry while 

contacting you.

Example of a good contact form

Our own contact form actually changes based upon the type of inquiry 

that is made. If you are contacting us about a site review, weġll ask 

only the things we need to know and send your inquiry to the right 

department. If youġre interested in sending us press releases, weġll 

kindly ask you not to and show no contact form at all.
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Figure 28: our contact form changes based  

upon the type of inquiry

Example of a contact form that could be much better

Some forms just donġt invite the visitor to use it, like Figure 27. The 

form Ľelds donġt match the design of the website and the submit 

button looks as if the website owner just doesnġt like getting emails. 

Even the Captcha (means to prevent automatic, repetitive sending of 

the form) looks unreliable. 
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Figure 29: this forms doesn’t invite the visitor to use it

ȆRequest a quoteȇ form

A Ġrequest a quoteġ form is a form where you ask the person youġre 

contacting to set a price or make an invoice for your (speciĽc) needs. 

Sometimes it can deĽnitely be helpful to ask for more information in 

a Ġrequest a quoteġ form. It all depends on the setup of your business, 

your website and your form. The same premise still holds though: if 

you donġt really need certain information, donġt ask for it.
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Pricing information

Half the time I see a Ġrequest a quoteġ button or form, I feel kind of 

cheated. These kinds of forms really make me feel the website owner 

just doesnġt want to share their usual pricing, because they can see if 

they can make more money oļ of you. So you should be clear about 

the reason youġre not communicating your prices. 

Yoast Tip

If you’re not communicating your prices you should preferably show 

people a price range they can expect. This will not only ȴlter out 

people that aren’t interested in that price range, but it’ll also give 

people like me a better idea of what they can expect. And that alone 

can help increase your response rate and conversion rate.

Best practices for forms

Focus your form

Just as with everything else on your website, you need to focus your 

forms. No matter what kind of form it is, make sure you break it down 

to the bare necessities. If you donġt need personal information, donġt 

ask for it. The fewer the Ľelds, the shorter the form and the higher 

the response rate on that form.

The Ľelds in your contact form need to be clearly visible. Donġt be 

tempted to use Ġslickġ form design that will basically make the Ľelds 

transparent. It must be clear where people should enter the details.
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And, of course, make sure your call-to-action (the send button, in 

this case) is visible and clear. We canġt stress this enough. If people 

canġt Ľnd that button, then all the form optimization in the world 

wonġt help you.

Decent erroring and validation

One of the other things that can be implemented for any kind of form 

are inline erroring and validation (see chapter 11). People donġt want 

to be told theyġve made a mistake Ľlling out your form after they 

already hit the send button. Make sure these errors and validations 

appear right when the user is done Ľlling out the Ľeld.

Make sure people understand how to Ľll out your form and, in the 

rare event of a mistake, make the errors so ridiculously clear, they 

wonġt ever be able to make that mistake again.
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Section 4

Mobile UX
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About this section

Mobile UX has become very important. People use their mobile 

phones to search, read and shop online. More than half of Googleġs 

search queries are actually done on mobile devices. Therefore your 

website simply needs to be mobile friendly.

In this section, we will explain the importance of a good mobile 

website for both UX issues and your SEO strategy. We will also give 

practical tips on how to improve your mobile user experience. 
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Chapter 15

The importance of Mobile UX

This chapter

In this chapter, we will explain the importance of Mobile UX. In the 

following chapters, we will focus on how to improve your Mobile UX.

The importance of Mobile UX for SEO

In april 2015 Google announced a new update which included the 

performance of websites on mobile devices as a ranking factor. In the 

SEO-world this update is known as ĠMobilegeddonġ. Consequences 

of this update are rather simple: if your website isnġt deemed mobile 

friendly, it wonġt rank well in mobile search results.

Whether mobile search is important for your company depends on 

the market youġre in. Numbers diļer, but it seems in most western 

countries 50-60% of searches is conducted on a mobile device now, 

with that number rising every year. Not ranking well in those search 

results as a result of this Mobilegeddon update means youġre not 

ranking well for the majority of people searching. 

Also, the more location dependent your business is, the more 

important mobile search becomes. People use their mobile device 

especially when searching for local businesses. For restaurants, 

bars, shops etc. the impact of this change is hard to dismiss. 
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Desktop search?

This Mobilegeddon update probably doesnġt not impact desktop 

search directly. But Google is known to use click through rate (CTR) 

from the search results as a ranking factor, which weġre guessing 

will be impacted. If your website isnġt shown in the mobile results, 

people who searched on one of your keywords on their mobile devices 

wonġt be able to click on your site. Your total CTR will therefore 

decrease.

Also: if 50% of searches happens on mobile devices, itġs a major 

discovery method. People can only share URLs or link to them etc. 

when theyġve actually found your site. This ties back to rankings, so 

this will impact desktop search quite heavily in the long run.

The importance of Mobile UX for conversion

As about half of the searches in Google is done on a mobile device, 

most websites would attract a lot of visitors using a mobile device. If 

you want these mobile visitors to buy stuļ on your website or become 

regular visitors, you should oļer them a great user experience. So the 

usability of your website should be awesome on a mobile device. The 

importance of mobile UX will only increase in the following years.
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Check whether or not your site is mobile-friendly!

Google made a complete guide to mobile-friendly sites. Thereġs also 

a mobile-friendly test, which will give you either of these responses:

Figure 30: Google mobile-friendly test results 

And when you get the message the page is not mobile-friendly, 

theyġll obviously also tell you why itġs not. This might be a nice tool 

to use for new pages, for example. However, itġs only per page, so 

this is probably not the best option in case you want to check your 

entire site. Thatġs why you can also check the Mobile Usability section 

in your Google Search Console. This will give you a list of all the all 

the pages Google found errors on.

If your website is not mobile-friendly according to this test, you 

really have work to do! This mobile-friendly test actually passes a lot 

of sites that arenġt that mobile-friendly. If your site doesnġt pass this 

test, it must work really bad on mobile devices. Chances are very high 

your site will not appear anywhere near page 1 in the mobile results 

of Google. 

Yoast Tip 

Even if your site does appear to be mobile-friendly, you should keep 

on top of it and evaluate your mobile website very regularly.

https://developers.google.com/webmasters/mobile-sites/get-started/
https://www.google.com/webmasters/tools/mobile-friendly/
https://www.google.com/webmasters/tools/
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Chapter 16

Responsive design

This chapter

In this chapter, we emphasize the importance of a responsive design. 

We will Ľrst explain what a responsive design is and give tips on how 

to test whether or not your design is responsive. 

What is a responsive design?

A responsive website will scale to 

any size automatically, without 

trying to show the entire website on 

a much smaller screen (such as a 

smartphone). We use internet on 

our smartphones, on our tablets and 

on our desktop. These screens have 

very diļerent sizes and therefore 

ask for other features. On your desk-

top you click with your mouse, while 

on tablets and phones you click with 

your thumb. A responsive design 

automatically scales to the right 

format, making sure your website 

looks decent on all screens.

Figure 31: theguardian.com 

example of a responsive website

http://www.theguardian.com/international
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For most of you, developing a responsive design yourselves will not 

be possible. That requires some serious coding and developing. If 

you choose a (WordPress) theme, make sure to choose one thatġs 

responsive. If you work with a developer or a web development 

agency, you should ask them to make your website responsive. And 

when designing a website, make sure to design diļerent mobile 

interfaces.

Make a mobile version!

The Ľrst step in making a responsive design is to design the mobile 

version of your website. Donġt just take the desktop website, reduce 

browser width to 320 pixels and see how you can make that look good. 

That wonġt do. The mobile version (phone and perhaps also a 

tablet-version) has to have some diļerent features and often less 

content. In the next chapter of this section, we will give you lots of 

tips on how to design your mobile version. 

With the mobile and regular site designed, it is time to decide where 

to break your design for diļerent devices.

Break it down

After you have designed your mobile and desktop website you will 

have to think about breakpoints. At what point (at what browser 

width) will you decide to show people the mobile version instead of 

the desktop version? These are just choices you have to make. In 
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order to make these choices, you should do some testing. Look at how 

your website looks in diļerent formats. Borrow that iPad and judge 

the quality your website, test your website on diļerent mobile phones 

and on desktops with diļerent resolutions. Your website should look 

at least decent (and preferably awesome) on all possible devices. 

Keep testing, even after you have chosen your breakpoints. Alter 

them if necessary. 

Mobile ȴrst

It could be a real good thing to start designing a new website with the 

mobile version. If you design the mobile version Ľrst, you have to 

think about what is really important. The mobile design just doesnġt 

provide that much space. It forces the designer to think about what is 

really important. It makes it easier to really grasp the purpose of the 

website. 
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Chapter 17

Best practices for Mobile UX

This chapter

In this chapter, we will discuss the most important best practices 

regarding UX on your mobile website. 

Use a task based design

Design your mobile website and its structure with the mobile user in 

mind. Think about the reasons visitors use their mobile phones to 

check your website. 

Check your Google Analytics in order to know which pages are most 

visited amongst your mobile audience. You can easily check this in 

Google Analytics, for instance at Audience » Mobile » Devices by 

adding a secondary dimension for Destination Page. Decide on top 

tasks for your mobile website and optimize mobile UX to make sure 

these are accessible with the most ease possible.

If someone Ľnds your website and starts browsing it, make sure they 

can easily Ľnd and complete what they wanted to do. The use of a 

mobile phone most of the times implicates being on the go and a 

lesser attention span. Distractions are everywhere. Design your 

mobile UX to make sure they get things done, before switching to 

other apps instead.

https://support.google.com/analytics/answer/6175970?hl=en
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Hamburger menu

We all know that hamburger icon and adding that as a substitute for 

your menu seems logical: itġs a space saver. Most menus fold out 

vertically, but some fold out to the left or right. Sometimes the word 

‘menu’ is shown instead of the hamburger icon.

Figure 32: hamburger menu

Yoast Tip

Your mobile menu should stay focused, especially when your website 

also has a drop down menu. Consider creating great landing pages 

for your main menu items and just forget about the submenu for 

your mobile website. It will be more convenient to focus on mobile 

search instead.
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Add a sticky menu with a search option

One of the main elements of mobile 

UX is search. As the small mobile 

device does not allow you to put 

everything in your mobile menu, you 

want the search option to always be 

available. When scrolling a page, 

when clicking to another. Show that 

search option in the main content 

area in that case, and make it avail-

able via the sticky menu on other 

pages (see chapter 7 on menus).

One more thing about mobile UX related to search: having the option 

is just step one. Make sure your internal search result pages look 

really good as well. The search results should be ordered on rele-

vancy, for instance, on both desktop and mobile. But what stands out 

most is the lack of separation of results. Make sure individual results 

can be distinguished.

Use short forms

As on your desktop website, your mobile site could or should aim for 

conversion. Buying products, or getting a quote for your services. 

Subscribing to your newsletter or simply Ľlling out a contact form are 

all actions that need user input. On a mobile phone, six-page forms 

ruin the UX even more than on an desktop. 

Figure 33: make sure your 

search option is always available
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For optimal UX, you want to keep forms as short as possible. Remove 

all the things you want to ask but donġt really need. Newsletter? Just 

the email address (with a type=email input Ľeld). Quote? Last name 

and email address. Shop? Delivery address and invoice address. Or at 

least an option to copy the delivery address to the invoice address.

Tone it down

Your desktop site probably looks fantastic using all the rainbow 

colors that were available, but on your mobile website, the eļect will 

be negative. There will be less focus. Your website doesnġt have to be 

black and white only, but a nice white background, black letters and 

one or perhaps two supporting colors is really enough for a better 

mobile UX.

Large touch surfaces

We have already mentioned this before. Itġs so obvious, yet still not 

common. Mobile websites are usually browsed with a thumb. Google 

Insights checks this under Size Tap Targets Appropriately. And we 

need to be able to click elements with that thumb as well.

In the article Designing for Mobile Part 3: Visual design, Elaine McVicar 

mentions these numbers:

“Ideally, buttons should be between 44px and 57px on a standard screen 

and 88px to 114px on a high-density (retina) screen. This allows enough 

area for the average fingertip to easily activate a button.”

https://developers.google.com/speed/docs/insights/SizeTapTargetsAppropriately
http://www.uxbooth.com/articles/designing-mobile-part-3-visual-design/
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There is one thing that is closely related to button hit areas; touch 

elements can be too close. Itġs really annoying to click a link and end 

up somewhere else, just because the link next to it is too close to the 

link you wanted. Itġs in Google Page Speed Insights as well, like the 

button hit areas. That tool is not the holy grail of mobile UX, but if 

Google can test it that easily, why not keep it in mind when designing 

your mobile website, especially when designing elements like a 

mobile menu or footer links.

Make your fonts large enough

Font size is really important for mobile UX. You canġt just use all the 

desktop font sizes on your mobile website as well. There are two 

reasons for that:

1 The mobile screen size. You donġt want the title to Ľll the screen, 

you want to make sure the article starts within the Ľrst view of the 

page. Neither do you want the base font (like your paragraph font) 

to be too small to read without having to pinch and zoom.

2 Youġll create a mess when using more than three font sizes. The 

size diļerences will be much more visible. Thatġs why we advise 

limiting the number of font sizes to two, maybe three.

Optimize for speed

Another major factor for the right level of mobile UX is speed. The 

faster a website loads, the better the user experience. Especially 

when your visitor is travelling, and probably has a slower internet 

https://developers.google.com/speed/pagespeed/insights/
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connection than in the oĿce or at home, speed is a factor. In our 

website reviews, we use multiple tools to check site speed. Most of 

the time, there are two main areas of improvement. The Ľrst one 

always seems obvious to us: image optimization. Of course you can 

simply hide all or most images, but that is a lazy design solution. 

Truth be told, Iġm guilty of hiding for instance images sometimes as 

well, to prevent them from loading. You should at least reduce image 

size using PunyPNG or JpegMini. Next to that, you should combine 

and minify the CSS and JavaScript Ľles that are loaded. The less 

connections to the server that need to be made, the faster your 

website will be and the better the mobile UX. 

Ζn-text links       

Make sure your links are clickable on a mobile phone. Weġre not just 

referring to your telephone number (which is of course really import-

ant; make sure people can call you with just one click!). But if, for 

instance, your sidebar contains a list of categories, make sure visitors 

can click one link at a time, and the sidebar is not crammed with 

links, so clicking one is nearly impossible without zooming. There 

needs to be suĿcient white space around that link.

 
Figure 34: make sure your links are clickable on a mobile phone  

http://www.punypng.com/
http://www.jpegmini.com/
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Test your mobile UX again. And again.

When serving a responsive website to your visitors, you need to make 

sure that every change on your desktop site is also tested on the 

mobile version of your site. That is the only way you can make sure 

your mobile website is always up to date.
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Section 5

Conversion Research
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About this section

A lot of usability and user experience issues seem quite logical and 

straightforward. Be aware though, that what works for user experience 

on one website might not work for the next website. Moreover, what 

leads to many sales on one website, will not always lead to many sales 

on the next. If you want to improve both user experience as well as 

your conversion rate, you should do some testing. In this section, we 

will explain how to track your data and test the conversion of your 

website.
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Chapter 18

The importance of doing  

conversion research

This chapter

In this chapter, we explain the importance of doing your own conver-

sion research in order to improve your conversion rate. We will also 

show you how to track your data using Google Analytics.

Why do conversion research?

In the previous sections of this eBook, we have covered the impor-

tance of User Experience. We gave practical tips and best practices 

you could use on your website. You can deĽnitely improve your user 

experience with this info. In most cases a better UX also leads to 

more conversions. However, things that work on one website, could 

well be totally wrong for the conversion rate on another website. 

Your website is unique and your audience is unique. In order to 

further improve your conversion rate you should do some research. 

Conversion research: more than just A/B testing

If you know just a little about Conversion Rate Optimization, you 

will deĽnitely have heard about A/B testing. With an A/B test you 

can check whether your original page or a variant of this page 
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converts better (leads to more sales). A/B testing is the best known 

way of testing in the Ľeld of conversion rate optimization. However, 

there are other ways to do conversion research. Before doing any 

A/B testing, you should take a good look at your statistics. We will 

show you which statistics you should study particularly. Also, survey 

research could be a very good way of doing research in order to 

increase your conversion rate.

How to start your research: track your data!

In order to do any research, you should track your data. Tracking your 

data means that you gather statistics about the visitors on your 

website. How long do they stay on a page? Where do they click? How 

many of them actually make a purchase? Tracking your data can be 

done with a package like Google Analytics. This can give you great 

insights into how people behave on your site.

Yoast Tip

If you would like to know more about the motives or behavior of your 

audience (and maybe more characteristics of your audience), you 

should simply ask them (see chapter 20).

http://www.google.com/analytics/
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What is Google Analytics?    

Google Analytics is a tool that tracks the visitors on your website. It 

provides very insightful statistics of your website and how people use 

it. Google Analytics can give you detailed information about:

� How many visitors have been and currently are on your website 

(and speciĽc pages). 

� Where those visitors came from. 

� How much time visitors spend on your page(s), on average. 

� Which pages visitors visit subsequently. 

� Where visitors leave your site. 

� Page speed. 

� If your visitors watch a video or download a PDF Ľle (requires extra 

tracking code). 

� How your visitors go through your sales process. 

� and much more...     
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Chapter 19

Using statistics for conversion research

This chapter

Google Analytics provides for a lot of valuable data to start investi-

gating and optimizing the conversion rate of your website. In this 

chapter, we will show you which data you should be tracking and 

analyzing. 

Ζntensive Care Pages

Although itġs very tempting to start oļ your testing right away, there 

are a few things you should think about Ľrst. Otherwise your energy 

and resources might be directed the wrong way. How do you know 

which pages to test?

In order to Ľnd the pages you need to test, the ĠIntensive Care Pagesġ, 

youġll need to know what the top priorities of your website are. For 

most people doing conversion rate optimization thatġs pretty easy: 

making money. Finding the right pages to optimize is a bit harder 

when youġre making money on them, because you have to look at a 

lot more than just the amount of pageviews and your bounce rate. 

Weġll tell you the best ways to Ľnd your Intensive Care Pages.
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Use your tracking

There are two key statistics you need to be aware of:

Exit Rate

The Exit Rate is not to be confused with bounce rate. Exit Rate is the 

percentage of people leaving your site, when theyġve viewed more 

than one page on your site. So people leaving a page, but staying on 

your website, will not be counted towards your exit rate. They need to 

be actually exiting your site.

Page Value

Page Value is basically the average amount of money people spend 

after having visited a page. So if a bigger portion of the visitors to a 

certain page buys something on your website, the page value of that 

page will go up. 

Finding your intensive care pages

When youġre making money with your 

website, the combination of the two statis-

tics Exit Rate and Page Value is what should 

be your Ľrst concern. In Google Analytics 

you need to select All Pages under Site 

Content. Youġll Ľnd Site Content under the 

Behavior tab.

Figure 35: Behavior tab, 

Google Analytics
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In this window (Figure 36) youġll be able to order your pages by Page 

Value. In order to get some relevant data, you should set an advanced 

Ľlter:

Figure 36: Google Analytics, advanced ȴlter

Of course make sure the numbers after Greater than are actually 

relevant for your website.

Youġll now be able to see your most important and valuable pages. 

Are there any pages with a high exit rate and a high page value? 

Those are your Intensive Care Pages!

Note: in order for this to work, you do need to have Ecommerce Tracking 

set up in your Google Analytics.

What should you do di΍erently?

After youġve found your Intensive Care Pages, youġre probably left 

wondering what it is that needs improvement on those pages. Google 

Analytics oļers a great feature called In-Page Analytics. This allows 

you to see what percentage of people are clicking on what clickable 

part of your site. This can give you great insight whether the focus of 

that page is actually where you want it to be. 

https://developers.google.com/analytics/devguides/collection/gajs/gaTrackingEcommerce
https://support.google.com/analytics/answer/2558811?hl=en
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You could also use other tools such as click heatmaps and scrollmaps 

to make the data even more understandable. However, such tools 

arenġt available in Google Analytics and should be implemented 

separately.

Yoast Tip 

At Yoast we use crazyegg. This tool allows you to make click heat-

maps, scroll heatmaps and more. It can be easily set up for your 

website, by adding a little bit of code (much like how Google Analytics 

works). And this small adjustment makes sure you get invaluable 

insights on how people behave on your website!

Another great way to Ľnd out why people leave your pages, is to 

simply ask them using surveys. Weġll cover surveys in the following 

chapter.

http://www.crazyegg.com/yoast-90-days
http://www.crazyegg.com/yoast-90-days


103

Chapter 20

Survey research

This chapter 

In this chapter, we will teach you the basics of doing a survey. Surveys 

are really the easiest and least intrusive way to get direct feedback 

from your visitors. And you can just ask the questions youġre inter-

ested in. Weġll explain the purpose of doing a survey and give practical 

tips on how to set up a survey and to (start to) analyze results. This 

chapter also appeared in our previous eBook: Optimize your Word-

Press site. 

Knowing your audience: do a survey  

Google Analytics gives some information about your visitors. But 

besides that, you are pretty much clueless about your audience. If you 

have a webshop, youġll know some things about the people who buy 

your stuļ. You probably know where they live, maybe you know how 

old they are and whether they are men or women. However, youġll 

only have information about those people who decide to buy some-

thing. Youġre still left entirely in the dark about the intentions and 

characteristics of people who donġt buy your products. The only way 

to really get an idea of your audience, their characteristics and their 

intentions is to ask your audience questions.   

https://yoast.com/ebooks/optimize-wordpress-site/
https://yoast.com/ebooks/optimize-wordpress-site/
http://www.google.com/analytics/
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Why is it important to know your audience?

Of course youġll have some idea of what your audience looks like. You 

have an image of a visitor in mind when youġre writing an article for 

your blog, or when youġre adding products to your webshop. If you 

have a personal website with your scientiĽc work on it, it is to be 

expected that your audience will consist of people with a personal or 

professional interest in your expertise. Why should you do a compli-

cated survey and annoy your visitors with questions you already have 

the answers to?   

Multiple audiences     

It could well be that youġre reaching people who are somewhat 

diļerent than the audience you had in mind. Or perhaps, youġre 

reaching multiple audiences. Imagine you have a arts and crafts 

webshop on which you reach both the die-hard arts and crafters as 

well as people who shop incidentally. Next to that, you could be 

reaching people who shop to do arts and crafts with their children, 

while another group visits your website for professional materials. 

These diļerent groups within your audience could very well be look-

ing for slightly diļerent products. Also, it could well be that in order 

to be convinced to buy your product, these diļerent groups need a 

diļerent approach.  
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Adept marketing strategies  

Knowing your audience better allows you to adjust your marketing 

strategies on your audiences, making them more eļective. Also, it 

allows you to consider making adjustments to your assortment on 

the base of your audienceġs preferences. Read Mariekeġs post on 

yoast.com for more explanation about the advantages of knowing 

your audience.       

Setting up a questionnaire   

It seems so easy. You just put some questions in a survey and present 

them to your audience. Theyġll choose between some categories 

youġve made up between coļee and lunch. Creating survey questions 

is, however, quite complicated. If your questions arenġt well formu-

lated you could be measuring the wrong thing. And if your questions 

are of bad quality, your results will be absolutely useless. Questions 

should be valid, meaning that they have to measure what you want 

them to measure. And questions should be reliable, meaning that 

questions should be answered in the same way by the same people, 

regardless of other factors (read more about validity and reliability in 

box 1.1).

Open questions or multiple choice    

You should think about the type of questions you want to formulate. 

The type of questions you choose depends largely on the number of 

people youġll reach. Open questions (in which you will allow people to 

type their answers) will give much information, but the information 

https://yoast.com/know-your-audience/
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will become overwhelming if you have too many respondents.  

If you have many respondents, multiple choice questions are much 

easier to analyze. 

Formulating survey questions     

Here are some guidelines you should bear in mind if youġre formulat-

ing questions for a survey:

1 Make sure your question isnġt vague. For instance, donġt ask ‘have 

you ever visited my website?’ but ‘how often did you visit my website in 

the last year?’.

2  Make sure that your question is understandable, try to avoid 

complicated terms and long sentences.

3  Make sure you ask only one thing in your question. For example, 

donġt ask people whether they like your products and your service. 

It could well be that they like your products but they donġt like your 

service and that makes the question impossible to answer.

4 Make sure your question is not suggestive but neutral. Formula-

tions like: ‘don’t you also think’, should be avoided.

5 Make sure that your question is applicable.You should only ask 

people what they thought of your products, if these people have 

actually used your products. So youġd have to ask whether theyġve 

ever bought one of your products, before asking such a question.
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6 Think about the answering possibilities you give people. Make sure 

you give all possible answering possibilities. Be aware that answer-

ing possibilities give context to your respondents.

7 Think about the order in which you ask your questions. You want 

people to Ľll out the entire questionnaire. Give everybody the same 

clear introduction. Begin with easy and non-threatening ques-

tions. Asking for income at the beginning of a survey is not wise. 

Make sure the questions follow a logical order. Pay attention to 

context! If you ask people about their opinion of your products 

after you asked them about your service, you could have inľuenced 

people by your previous questions.

8  Always make sure you test your questionnaire on some individuals 

who could be part of your audience.

Box 1.1: Validity and Reliability

Validity:

The validity of a measurement tool (for example a question in a 

survey) tells us the degree to which the tool actually measures what 

it claims to measure. Sometimes it is referred to as accuracy. 

Reliability:

Reliability is the extent to which a measurement gives consistent 

results. So, if you pose the same question to the same person twice, 

will the answers be the same? A reliable measurement tool results in 

the same answers over and over again.   
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Di΍erence between reliability and validity:

Imagine a person of 200 pounds stepping on the scale 5 times and 

getting readings of 15, 250, 95, 140 and 500 pounds. This scale is 

not reliable, because the reading is di΍erent every time. Ζf the scale 
consistently reads 150 pounds, the scale is reliable, because the 

readings are the same. However, the scale is not valid, because the 

weight is wrong. It does not measure what you want it to measure.

So how do you collect the data?

After you conscientiously formulated your questionnaire, you can set 

up your online survey. There are numerous free (and premium) pack-

ages that allow for an online questionnaire. For example Polldaddy, 

but other packages could work Ľne as well. You can set up a question-

naire that pops up when people enter a certain page on your website. 

You can also send a link to your questionnaire in your newsletter. It is 

really easy to create a questionnaire in such an application.

Subsequently, people will Ľll out the online questionnaire and the 

data are stored in the online application of your choice. Some pack-

ages allow for uploading of the results in an Excel Ľle. You can then 

do analyses in any statistical package. If you are not such a statistics 

nerd, you can leave the data in the survey package and start analyzing 

within the package.

https://polldaddy.com/
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Analyzing your data

Most common survey packages instantly present your results. At Yoast 

we usually work with Polldaddy because of the beautiful integration 

with WordPress. Polldaddy presents frequencies and percentages in 

an easy to grasp format. Polldaddy also allows for Ľlters, which makes 

it easy to analyze speciĽc groups. For most website owners, those 

tables are all they need. You can see what people answered to your 

questions.

Yoast Tip

If you want to do more sophisticated analyses, you should make sure 

to upload your results in an Excel format. You can use Excel to do 

your analyses, but we would recommend using SPSS or R.   

 

 

https://wordpress.org/
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Chapter 21

A/B testing

This chapter

In this chapter, we will teach you the basics of setting up a A/B test. 

The aim of such a test is to investigate whether a change in the design 

or content of your website leads to a higher conversion rate. This 

chapter also appeared in our previous eBook: Optimize your Word-

Press site.   

What is A/B testing?      

A/B testing means youġll test the page of a website as it is now (A), 

against a variation of that page (B). Visitors are shown one of the two 

variations. These variations are randomly assigned to the visitors. 

Comparing the outcomes of the two diļerent versions allows you to 

analyze whether a variation actually leads to more conversions: more 

sales, or more returning visitors. You could for instance change the 

color of your call-to-action button, to see if that leads to more clicks 

and sales. 

A B

Figure 37: test A against variation B   

https://yoast.com/ebooks/optimize-wordpress-site/
https://yoast.com/ebooks/optimize-wordpress-site/
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In your optimization process, A/B testing is one of the easiest and 

fastest ways to get results. When your website is important for your 

business, you should realize this: optimization is never over. Opti-

mizing your website using A/B testing really is a continuous and 

on-going process.   

Hypothesize ȴrst     

Before making any A and B variations, itġs really important to think 

about what youġre going to do. If you want to run a test, you should 

Ľrst hypothesize. You should be able to explain what youġre changing 

on your website and why. What eļect do you think the change will 

have? And what are you basing that expectation on?  

One way to come up with ideas for changes in (the design of) your 

website is to look for other people or websites that have (had) similar 

issues. What works for other websites, could work for your site as 

well! In this book, we have made numerous suggestions about design 

or content, these should deĽnitely give you ideas about possible 

improvements! In chapter 11 we told you that adding a progress bar 

could help increase your sale, because such a progress bar gamiĽes 

the checkout process. You could run an A/B test to check whether a 

progress bar in fact increases the sales on your website as well. Your 

hypothesis is that version B (with progress bar) will get more 

conversions because people will be more willing to complete the 

checkout progress because of the gamiĽcation.   
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Doing A/B test after formulating hypotheses will prevent you from 

running tests that make no sense at all. And not running tests that 

you donġt need in the Ľrst place saves you time.   

Ζnvestigate     

If you want to hypothesize, you Ľrst need to have some idea what 

pages you could make some improvements. You can investigate your 

website in the two ways weġve already discussed:

1 You should really investigate the statistics of your website and Ľnd 

your Intensive Care Pages (chapter 19).

2 The second way to investigate upon possible improvements of your 

website is to do a survey (chapter 20). The results of your surveys 

could really pinpoint the mysterious issues youġve uncovered in 

Google Analytics. 

Tools you can use to set up an A/B test

In order to set up your A/B test, you need a tool that allows you to 

show a diļerent version of your site, which will be randomly 

assigned to diļerent people. There are several ways of creating your 

test variations, but the easiest way is by using an A/B testing tool.

Our personal favorite A/B testing tool is Convert (check convert.com/

yoast for an awesome free oļer), because they simply have the best 

support and could help us in ways none of their competitors could. 

http://www.convert.com/
http://yoa.st/convert
http://yoa.st/convert
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Convert makes sure that half of your visitors views the old page 

(version A), while the other half will visit the new and improved page 

(version B).   

To get started     

In order to get started you need two versions of the page youġre 

improving. Subsequently, youġll need a tool like Convert to analyze 

your results. This A/B testing tools make it possible to create varia-

tions without any knowledge of coding whatsoever.  

Tips for setting up A/B tests 

There are a few things you need to be aware of, when youġre setting 

up your tests:  

1 When setting up A/B tests, you shouldnġt be afraid of making big 

changes. People are often seduced by others saying that making a 

minor change gave them a huge increase in sales and revenue. But 

donġt fool yourself: this most probably wonġt be the case for you. 

So to get big improvements in sales, youġll need big changes.

2 Donġt stare at the conversion rate of the individual products too 

long. The only thing that should really matter to you is your revenue. 

Sometimes a variation with a lower conversion rate actually earns 

you more. People might buy more, or more expensive products from 

you due to the changes youġve made.    
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3  Check if whatġs being tracked by the A/B tool is actually accurate. 

Unfortunately, it happens all too often that your A/B tests are 

missing some sales. So keep an eye on your data!  

4  Have patience with your tests. We usually tell people to leave tests 

running for at least 7 days. This will make sure the diļerences in 

days are always accounted for.

Multivariate Tests

Explaining what multivariate testing is, seems quite easy. In fact, 

when you look up multivariate testing on Wikipedia, it says the 

following:

“In internet marketing, multivariate testing is a process by which more 

than one component of a website may be tested in a live environment. It 

can be thought of in simple terms as numerous A/B tests performed on one 

page at the same time.”

However, we Ľnd this to be oversimplifying things a bit. With A/B 

tests youġre testing diļerent versions of a complete page. This is not 

what you do with a multivariate test (MVT). With a MVT youġre testing 

elements within a page.

So letġs say you have 2 versions of a headline, 2 versions of an image 

and 2 versions of a block of text. With a multivariate test you will test 

every possible combination against the others to Ľgure out which 
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combination yields the best conversion rate. And this is where things 

get tricky, because in the setup we mentioned above, there are already 

8 combinations (2 x 2 x 2 = 8):

Figure 38: a multivariate test with 8 combinations  

Advantages

The Ľrst advantage of multivariate testing is that you can see the 

eļect small changes on your site have. Of course, small changes can 

also be tested with an A/B test, but thatġs suboptimal as you can only 

test one small change at a time. Generally, A/B tests are used for the 

big changes and multivariate testing is used for optimizing smaller 

elements.

Also, by using a multivariate setup, youġre able to not only test the 

eļect of changing one element, but youġre also able to test the 

combined eļect (interaction eļect) of several elements. Will chang-

ing an element still have the same eļect if you change another 

element on that same page? 
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These are questions you wouldnġt be able to answer with an A/B test, 

but you can answer them with a multivariate tests. With multivariate 

tests you can pretty accurately see what the eļect of each element is 

in which setup or situation.

Limitations

The biggest drawback of multivariate testing is that you need an even 

bigger amount of traĿc and especially conversions than you do for an 

A/B test. We always say you should have at least 100 conversions on 

each variation. So if your multivariate test has 3 diļerent versions of 

3 diļerent elements, youġll need at least 2700 conversions (3 x 3 x 3 = 

27 combinations with each at least 100 conversions).

And thatġs a lot for most websites, especially if weġre talking sales on 

a speciĽc product. For most websites this also means that the page 

needs to have quite some traĿc on it, since most conversion rates 

arenġt that high.

Secondly, the multivariate test setup looks at a lot more variables 

than an A/B test and also looks at how these variables interact. This 

means thereġs a much bigger chance that mistakes or errors can 

occur in the reporting. So you should check your multivariate test 

results even better than your A/B test results.
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Multivariate or A/B?

If you Ľnd your hypotheses are about changes that drastically change 

the pageġs layout or look, then youġre better oļ choosing for an A/B 

test. As said, A/B tests give you the possibility to Ľnd out whether 

one (version of a) page performs better than the other.

If, however, you Ľnd that your hypotheses are about small changes 

(f.i. text on your calls-to-action) then multivariate testing could be a 

good choice. But you have to be sure your page meets the criteria for 

multivariate testing that we mentioned above.
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Chapter 22

Analyzing the data of your A/B-test

This chapter      

Once you have executed your A/B test, you have to analyze your data 

and conclude which of the versions of your website converts your 

audience best. After that analysis, you can make the changes in your 

design Ľnal (or stick to your original design, depending upon the 

results of your test.)   

Ζnterpreting your results

Before you can actually start interpreting your A/B test results, you 

need to be sure that your test has been running for at least 7 days. 

This means that youġll have corrected for the fact that some days get 

you more traĿc, sales or anything else than others.

Sometimes it can be hard to actually know whatġs going on when 

looking at the results of your A/B test. So letġs walk you through what 

we always look at in the results in Convert Experiments.

http://www.convert.com/
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Figure 39: results A/B test (Convert) 

Conversion / Visitors

Weġre using Convert for our A/B tests, and when a test is done, it will 

give us a chart that looks something like this one. Thereġs a lot going 

on here, which can be quite daunting. First of all, it shows quite 

clearly that Variation 1 is the winner. However, weġre always very 

careful when it comes to this. Letġs show you why:

Figure 40: Variation 1 is the winner

This chart shows you that thereġs a pretty big jump in the conversion 

rate, the improvement is 150% and a nice conĽdence level. Please note 

that you should aim for a minimum of 100 conversions per variation. 
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The graph

The next thing to check is the graph:

Figure 41: the graph shows the conversion rate of the original and a variation

Take a look at the trend of the test. This graph shows the conversion 

rate of the original version and the variation. The original version 

(blue line in this case) and the variation (purple line) should not be 

too close during the duration of the test. If thereġs just a spike at the 

end that made the test variation the winner, you know the results 

arenġt trustworthy. In this case, it looks pretty good, as the variation 

outperformed the original pretty soon. 

Be sure you also look at the Y-axis (the vertical one) to make sure the 

diļerences arenġt really small, for instance less than 0.1%. The 

Y-axis tends to change with results, so small diļerences can look 

like big ones.

Other statistics

Convert will give you quite some other statistics that could be inter-

esting and important to look at.
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The conversion rate and amount of conversions 

are obvious ones, but you should be mostly 

interested in the revenue stats. Which version 

got you the most total revenue and revenue per 

visitor? You could also be looking for a higher 

adoption rate of your product (more people using 

your product) instead of more revenue. In this 

case you should look at the bottom one: average 

products sold per visitor:

Figure 43: the di΍erences between the variations

Figure 42: statistics
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These statistics will be available per variation and will give you some 

detailed information on what the diļerence between the variations 

actually was. So be sure to look at these and use them for your 

interpretation!

Some things to keep in mind while testing  

Conversion research can be really useful. Once you get the hang of it, 

you can quickly test and get results. Some people can go a bit over-

board in their Ġtest-hungerġ. We would advise you to remain critical 

to the test and to stay aware of the limitations of the tests. 

Just tools

Conversion tools are aptly called Ġtoolsġ. You can compare them to a 

hammer; youġll use the hammer to get some nails in a piece of wood, 

but you wonġt actually have the hammer do all the work for you, 

right? You still want the control, to be sure the nails will be hit as 

deeply as you want, and on the spot that you want. Itġs the same with 

conversion tools; theyġre tools you can use to reach a desired 

outcome, but you shouldnġt let yourself be led by them. It is of great 

importance that youġre always aware of what you are testing and 

nuancing results in the light of possible period eļects and 

relevance.
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Period e΍ects

We would advise people to test in full weeks, but not much longer 

than 2 weeks if you do not want to pollute your results with period 

eļects. Period eļects are eļects of things that happen while your 

test runs that could possibly interfere with the results of your test. 

Letġs give you an example:

Imagine you have a site for nerds and you try to sell plugins. 

You’re doing an A/B test on your checkout page. Then you write a 

phenomenal blog about your stunning wife and a whole new (and 

very trendy) population visits your website. It could be that this 

new population responds differently on the changes in your check-

out page than the old nerdy population. It could be that the new 

population (knowing less about the web) is more influenced by 

usability-changes than the old nerdy population. In that case, 

your test-results would show an increase in sales based on this 

new population. If the sudden increase in trendy people on your 

website is only for a short period of time, you will draw the wrong 

conclusions.

Running tests for longer period of times will only work if you keep a 

diary in which you write down all possible external explanations. You 

should interpret your results carefully and always in light of relevant 

changes in your website and your population. If you want to read 

more about period eļects you can read Mariekeġs post about the 

Science of Conversion Rate Optimization.

https://yoast.com/science-testing/
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Suɝcient visitors

Also, we would strongly advise to only run tests if a website has 

suĿcient visitors. If your website has very little visitors, A/B testing 

just isnġt that informative. 

Conversions are very skewed. A conversion rate of 5 % would be really 

high for most sites. The Z-statistic which is used in most conversion 

rate tests is actually not designed for such skewed datasets. This 

statistic will become unreliable if conversions are below 5 % (some 

statistical handbooks even state 10 %!). 

This unreliability issue does not mean that the Z-statistic is useless. 

With very large amounts of data the statistic regains reliability. Butĩ 

especially on sites with small amounts of visitors (and therefore very 

little conversions) one should be very careful interpreting the 

signiĽcance. We think you should have at least 30 conversions a week 

to do proper testing. Note: that is our opinion, not a statistical law!

In our opinion, not the signiĽcance, but the relevance should be 

leading in deciding if changes in your design lead to an increase in 

conversions. Is there a meaningful diļerence (even if it is not 

signiĽcant) after running a test for a week? Yes? than you are on to 

somethingĩ No? than you are probably not on to somethingĩ
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Finally: Choose and Ζmplement!

If you have run your A/B tests and analyzed the results of your test 

you are ready to declare a winner! After that, you should implement 

the design which converted best on your website. In many cases, you 

will not have a clear winner. Both versions lead to the same amount 

of conversions. You can than conclude that the speciĽc change you 

thought was important is not that important for conversion issues. If 

there is not a clear winner, you can implement both A or B to your 

website.

Yoast Tip

The result of your test can also be a trigger for more tests. Especially 

as the results of your test are surprising, you may want to run some 

more tests. Running multiple test is a great way to keep on optimizing 

the conversion of your website.  
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Epilogue

You have reached the end of this eBook. In this eBook, we tried to 

teach you all about usability and conversion. If you are reading this, 

you will now have all the knowledge you need to provide your 

website with an awesome user experience. Besides that, you will 

know the basics of doing conversion research. We have presented all 

the information from a holistic SEO perspective. User Experience 

and SEO can go - and should go - hand in hand.

If you want to further optimize your website, you should think about 

optimizing your content and thinking about technical SEO improve-

ments. You could read our eBook about Content SEO. If you want to 

make sure all angles of your SEO and user experience are covered, you 

should deĽnitely check our Website Reviews as well. 

Also, we have a really amazing online training (as of october 12th 

2015) about SEO which will give you very many tips about optimizing 

your website for search engines. We are currently developing a 

training on usability as well. 

While writing this eBook, we had a lot of help and feedback from our 

colleagues of the Yoast-family! A special thanks to Erwin Brouwer for 

the amazing illustrations and to Mijke Peters for the design of this 

eBook and for her ability to critically review and edit all of our texts. 

https://yoast.com/ebooks/content-seo/
https://yoast.com/hire-us/website-review/
https://yoast.com/academy/courses/
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