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The most important function of SaaS web sites is to convert curious onlookers into paid 
customers. To Optimizing your web site for conversions requires the right mix of design, 
organization and content. 

A recent redesign at OfficeDrop, an online digital filing system, gave my team the 
opportunity to test various site elements and experiment with A/B testing, five-second 
tests, usability testing, comprehension tests and others. In this white paper, I will focus 
on the Qualitative and the Quantitative tests that we performed and summarize the key 
lessons that we learned from the re-design. 
 
Quantitative Vs. Qualitative Tests 

As with any market research, it is important to consider BOTH qualitative and 
quantitative testing when optimizing your web sites. This means the numbers should 
add up AND it should also “feel” right. Qualitative test results were compiled mostly 
through human testing and surveys, while quantitative results were taken from 
automated applications. Both are crucial to conversion rate optimization. 

The pre-optimized version of our Landing Page 

Below is the pre-optimized version of our Landing Page that we used as the baseline. I 
will be referring to this page over the course of this whitepaper. 

http://www.officedrop.com/�
http://www.abtests.com/�
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Pre-Optimized version of Home page 

Qualitative Tests: 
 
1. Usability Tests 
Usability testing exposes your site to current and future users that will spend a limited 
time looking at your site. Usability testing is a particularly valuable tool because it 
simulates a visitor’s experience so YOU can see your content from the perspective of 
someone who has never seen or heard about your company or service. Usability testing 
can be done in different ways: 
 On-site testing: Inviting current and future users to your office and observing them 

while they complete a series of pre-defined tasks. 
 “Starbucks” testing: Setup up shop in your local Starbucks (or the one where your 

user base goes to), and have people try out your site. A $20 gift card goes a long 
way. 

http://en.wikipedia.org/wiki/Usability_testing�
http://blog.performable.com/wp-content/uploads/20101013_homepage_markup.png�
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 Remote testing (using sites such as usertesting.com or feedbackarmy.com) This 
is the second best thing to getting your users into your office. For extensive and 
targeted user tests, use a service that allows you to pick testers who match a given 
demographic profile to execute a series of steps on your site. This is a really 
illuminating (and fun) test because you get a screencast of what the user is doing on 
the screen – complete with a narration of what is confusing, what jumps out, 
impressions, and any other questions you ask for them to answer. When we 
preformed this we got candid feedback such as: “the way the service was explained 
was overwhelming. It’s an easy and straightforward service but there were so many 
diagrams and blurbs and paragraphs, etc., that it kind of bogged it down.” This led us 
to simplify the graphic on the main page (marked up in the screenshot above) and we 
took the approach of communicating the benefits of the service rather than the 
features. 
 

2. Five-Second Test 
In the 5-second test, users are given a 5 second view of your page and then answer 
simple questions about it. We used this test to get a feel for how easily our site 
explained our value proposition and recall. Though brief, the answers received tell a lot 
about the messages you are currently sending to new visitors. For example, one thing 
most users remembered about our original home page was the section with major news 
outlets logos (marked up in the screenshot above). Feedback like this will tell what 
content you should pair with images, or what content to put in close proximity to call to 
action buttons. Setting up and running a 5-second test is very easy using sites such as, 
yep, you guessed it, fivesecondtest.com. 
 
What We Learned 
 
Speak in Your Customers’ Words 

The words you choose to explain your company can be a make or break your 
conversion rate. It is important to adopt the phrasing of your users when possible. If 
your 5-second test shows that a majority of users use a phrase or word to refer to your 
service, try  optimizing your page by using their phrase instead. For example, we used 
to use the phrase “document management,” but now focus content and SEO on “digital 
filing”. 

http://usertesting.com/�
http://feedbackarmy.com/�
http://fivesecondtest.com/�
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Rich Media Works 

As opposed to plain images or static content, rich media like slideshows and videos 
almost always yield a better response from viewers. Users who clicked on a video that 
explained our service had dramatically higher comprehension of our service. We were 
really impressed with how quickly site visitors who heard just the first 20 seconds of our 
company’s video “got” the rest of the site – and more importantly how they were able to 
articulate the key value of OfficeDrop’s service. 

If video production is too much to ask for, even picking a few images and running them 
in an auto-running slideshow will grab the eye and be a hit with visitors. Don’t forget to 
link each image of the slideshow since people tend to click the images expecting to be 
taken to a relevant page. 
 
Quantitative Tests 
 
3. Browser Size Test: 
These days, most sites do a good job of positioning their calls to action “Above the fold”. 
However, The positioning of the content on your site highly influences conversion rates, 
because not every user is viewing it through the same size browser window.  
 
The Browser-Size tool from Google Labs provides a graph that you can lay over your 
site to see what percentage of viewers see the various sections of your site in their 
browser window. You want to ensure that the calls to action and the important parts of 
your page are visible to over 90 to 95% of your users. 
 

http://www.slideshare.net/�
http://browsersize.googlelabs.com/�
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4. Clickmap Tests and Heat Map analysis 
Clickmap tests are pivotal in link and button optimization because they show you where 
an audience naturally wants to click on your page. There could be a high concentration 
of clicks on an unlinked image and consequently, no one is clicking your signup button. 
By seeing where your visitors want to click, you can form a strategy on how to position 
the images and links so that they get the most attention. Here is an example clickmap 
test (generated using fivesecondtest.com) that highly correlates with the subsequent 
heatmap. 

http://fivesecondtest.com/�
http://blog.performable.com/wp-content/uploads/20101018_browsersize.png�
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The clickmap clearly shows that : 

 People like clicking on images of people, so we should make these images link 
somewhere productive 

 Our call to action buttons on the right are working; and 

 The video, positioned just above the fold, is working to pull people down the page 
and is getting views. 

The heatmap below (generated using Clicktale) corroborates the clickmap, and 
additionally shows that people tend to hover over the slideshow action buttons too: 

http://www.clicktale.com/�
http://blog.performable.com/wp-content/uploads/20101018_clickmap.png�
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5. A/B testing 
 
In an A/B test, you can simultaneously expose two different versions of your landing 
page to a section of your visitors and test if one performs better than the other. It is 
relatively easy to perform highly valuable A/B tests (using a tool such asGoogle 
Website Optimizer or Performable), and the results will give you definitive answers for 
the more effective choice. An A/B test is especially helpful because the results are 
quantifiable reflections of whatever your goal is (typically a “conversion”). 

Usability tests can also be used to inspire setups for A/B tests. For example, if several 
users noted a small font size or commented on the choice of colors, you may want to 
conduct a test that compares a landing page with the current text size to one with a 
larger text size or changing the color scheme. The key is to see if an increase in text 
size/change in color improves conversion rate. If conversion rate is unaffected,  it may 
not be worth changing your page simply because a few users noted it. 

In some cases, however, usability test inspired A/B tests give strong signals. In one 
specific test we performed, we tested a static landing page to one that included an 

http://www.abtests.com/�
http://google.com/websiteoptimizer�
http://google.com/websiteoptimizer�
http://www.performable.com/ab-testing/�
http://blog.performable.com/optimizing-conversion-rates-with-5-simple-qualitative-quantitative-tests-part-1/�
http://blog.performable.com/wp-content/uploads/20101018_heatmap.png�
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auto-rotating slideshow. The test was performed in Google Website Optimizer and the 
results were astounding. Conversion went from 0.85% to 2.15% (a 154% increase) 

 

 
 
What we learned 
 
Human Faces Drive Conversion 

Our testing shows that people relate better to images of people. Friendly faces have 
shown big spikes in positive response, so featuring images of smiling employees or 
even stock images of people will get you better conversion than views of inanimate 
objects. Again, keep links on the human images, anticipating that their incentive to click 
will coincide with the images they best relate to. 

Big Buttons = More Clicks 
It seems obvious, but bigger, stylized buttons on a website yield better clicks than 
smaller ones. That being said, covering pages and emails with giant buttons will 
confuse viewers who will probably be looking for some kind of hierarchy. Save the big 
buttons for your signup page or most important call to action pages. Some other great 
button tips can be found here. 
 
Lessons Learned 
 
1. Always be Testing 
It is very important to keep trying different things and see what works. We did a lot of 
different types of tests and they have all helped us learn. You won’t always improve 
your conversion rate, but you will definitely learn what doesn’t work. Now there is also 
recent data that matches our experience. According to a recent report,  companies 

http://blog.performable.com/5-tips-to-supercharge-your-call-to-action-buttons/�
http://econsultancy.com/us/blog/6747-frequent-testing-is-key-to-improving-conversions-report�
http://blog.performable.com/wp-content/uploads/20101018_abtest_stats.png�
http://blog.performable.com/wp-content/uploads/20101018_abtest_conversion.png�
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whose conversion rates had improved over the last 12 months carried out on average 
three times more website tests than those whose conversion rates had not improved. 
 
2. Use both Qualitative and Quantitative tests to avoid the Local Maximum 
Does this sound familiar? You keep tweaking your graphics and copy and A/B 
testthem, but it feels like you have hit a glass ceiling (or the Local Maximum). Time to 
mix it up a little then. Come up with a radically different concept / design and use 
qualitative tests to determine how it resonates with your target market. Once you hone 
in on a good variation, test it against your current home page and measure conversion. 
If it improves, you can use the newer design as the starting point for the future tests. 
Test, Measure, Repeat. 
 
3. Establish trust with the visitor 

This one is relatively straightforward. Just like in real life it is important to establish a 
good baseline for the conversation you are about to have with your lead (or visitor). If 
you are a startup, why should the visitor care about you? If you have been featured in 
popular blogs / news outlets, use those prominently (and above the fold) to establish 
trust. Headshots of your early customers also work very well. It is especially important 
that you turn your early customers into advocates. 

4. Make effective use of your Copy, Rich Media and Big Buttons 
Big buttons work. Videos work. Eat your veggies, Exercise everyday. Ok, seriously, we 
found a significant correlation between visitors who watched our intro video and 
conversions. And when writing copy, make sure you use your users’ words. As a 
commenter pointed out in Part 1, it is easy for us to succumb to the “curse of 
Knowledge” and use jargon. 
 
5. Keep measuring AFTER conversion too 
Don’t just stop at conversion. Engage your users throughout the usage lifecycle. 
Conventional wisdom that retention is more cost effective than acquisition is true. 
Recent data shows that it is 6 to 7 times more costly to acquire a new customer than 
retain an existing customer. You have done the hard work of acquiring them. So make 
sure you gather adequate metrics and continue to test on key metrics of customer 
engagement after you have acquired them. 
 

http://www.abtests.com/�
http://www.abtests.com/�
http://blog.performable.com/why-ab-testing-isnt-just-about-small-changes/�
http://blog.performable.com/5-tips-to-supercharge-your-call-to-action-buttons/�
http://blog.performable.com/optimizing-conversion-rates-with-5-simple-qualitative-quantitative-tests-part-1/�
http://bokardo.com/archives/more-on-the-usage-lifecycle-lifecycle-messaging/�
http://www.flowtown.com/blog/the-value-of-an-existing-customer�


Optimizing Conversion rates with  
5 Qualitative and Quantitative Tests  
 

Copyright 2010, OfficeDrop, Inc.  P a g e  | 11 

OfficeDrop is an affordable, award-winning, on-demand digital filing system for businesses that 

saves organizations time and money and enables them to be more environmentally friendly. 

Businesses send paper documents to OfficeDrop via the company’s "scanvelopes," (water-and 

tamper-resistant, pre-paid postage envelopes), or their own scanners using ScanDrop (a simple 

desktop tool) or email. Upon receipt, OfficeDrop scans, categorizes, converts paper to text 

searchable & high image quality PDFs and uploads the documents to a customer's web account, 

where they can be securely accessed by authorized users anytime, anywhere. Using OfficeDrop, 

users can effortlessly organize their documents with folders and labels, quickly find information 

with keyword searches, securely share documents with others and control access to 

documents. Go Paperless with OfficeDrop! 

Read OfficeDrop’s Reviews (Some under our previous name, Pixily) 
Click on the links below to read reviews of our service. 
 

Pixily Moves Your Paper 
Documents Online 

 
With tax season around the corner, 
you need to organize your expenses 

 
Is paper piling up? Send it off to Pixily 

 
 

 
The Pixily online service files your paperwork for you… Pixily 

digitizes the documents and organizes them so you can retrieve 
them with a keyword search  

Pixily turns stacks of paper into search-
friendly scans 

Contact OfficeDrop  
We welcome your feedback and would love to talk with you about your document scanning & 

digital filing needs. Please contact us at the addresses below! 

OfficeDrop, Inc 
Website: http://www.officedrop.com/ 
Call: 1-888-ORG-NIZE (888-674-6493) 
Email: contactus@officedrop.com 
Chat:  

http://www.businessweek.com/technology/content/mar2009/tc2009036_616414.htm�
http://www.businessweek.com/technology/content/mar2009/tc2009036_616414.htm�
http://online.wsj.com/article/SB123128964895059403.html�
http://online.wsj.com/article/SB123128964895059403.html�
http://www.boston.com/business/technology/articles/2008/07/20/is_paper_piling_up_send_it_off_to_pixily/?page=full�
http://www.startribune.com/lifestyle/homegarden/36629664.html�
http://www.startribune.com/lifestyle/homegarden/36629664.html�
http://www.startribune.com/lifestyle/homegarden/36629664.html�
http://news.cnet.com/8301-17939_109-9998537-2.html�
http://news.cnet.com/8301-17939_109-9998537-2.html�
http://www.officedrop.com/�
mailto:contactus@officedrop.com�
https://messenger.providesupport.com/messenger/pixily.html?ps_s=HfrReFQGRc8L&ps_mht=false�

