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Copy That Speaks To You

Your, My ... or Neither?



So, what’s your website goal?




Pressing The Right Buttons

Call To Action (CTA) copy matters. The most persuasive ones:
* Are compelling

* Are clear and concise

* Are action-oriented

* Create a sense of urgency

* Set expectations

* Speak in the first person



Tell Me About First Person Perspective
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No thanks, | treat all click behavior the same.




Point of View in Case Study — Unbounce

Control:

90% increase in CTR

; During the compoign periode, the
! treatment increased CTR by 90%
\

Source: https://unbounce.com/a-b-testing/failed-ab-test-

results/



https://unbounce.com/a-b-testing/failed-ab-test-results/
https://unbounce.com/a-b-testing/failed-ab-test-results/

Point of View Inspiration
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Do you believe in destiny?

Surprise me with a story

Source: https://realbigwords.com/best-ux-writing



https://realbigwords.com/best-ux-writing

Point of View in More Than Buttons
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Point of View Takeaways

* Not much of an impact on usability.
» Usability = “Need to Have”

e Can influence persuasion.
A UX “Want to Have”

* Keep it consistent.

e Research supports Second Person Perspective as a desirable copy
narrative when providing instructions or contextual help.

* Research supports First Person Perspective as a desirable copy
narrative for interactive components.



Headline

“Start My Approval”

+5% lift App Starts

+19% lift, Credit Pulls

Control

Euy a home with
confidence.

Start your home buying journey with numbers
you can trust

Variant B
-2% Lift, App Starts
-3% Lift, Credit Pulls

Buy a home with
confidence.

Start your home buying journey with numbers
you can trust

Variant A

+5% Lift, App Starts at 84% confidence
+19% Lift, Credit Pulls at 99% confidence

Buy a home with
confidence.

Start your home buying journey with numbams

Start My Approval

Variant C
-2% Lift, App Starts
+10% Lift, Credit Pulls

Euy a home with
confidence.

Start your home buying journey with numbers
you can trust
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