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FRICTIONLESS 
FORMS
Boost Conversions By 
Making It Easier For Your 
Customers to Say ‘YES’!
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Introduction 

Lead generation is a priority for marketing teams 
of all types and sizes. Adding new potential buyers 
is the lifeblood of any business, helping to fill the 
top of the sales-and-marketing funnel. Whether it’s 
through paid search, display ads, email marketing, 
or some other digital channel, generating leads 
usually requires prospective customers to fill in 
a form to provide you with their names, email 
addresses, phone numbers, etc. Getting people to 
trust you enough to give up their personal data is 
no easy feat.  

A concise, cleanly designed, and easy-to-fill-out 
form is critical to your digital marketing efforts. 
This guide will help you create high-converting 
forms. We’ll also cover important design elements, 
selection of the right data collection fields, 
optimization strategies, and more. 
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Creative That Converts 

When a form is designed properly, people are more likely to convert — e.g., make a 
purchase, sign up for your email program, or register for an event. On the flip side, a 
poorly designed form presents a barrier to conversion for prospects, and often leads 
prospects to abandon ship before they click that “submit” button. The overarching 
goal for all marketers should be to make your forms as easy as possible to use 
and fill out. Consider these design tips to help boost the conversion rate of your 
online forms:

Cues such as photos, videos, symbols, and other visual elements 
can be effective signals to tell someone to complete an action. 
Take a look at example No. 1 to see how an arrow is used to drive 
visitors to fill out the download form for an eBook. Arrows are 
generally regarded as the most influential of symbols in directing 
someone’s attention to a particular location.

Use directional cues to guide visitors to your forms.1
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Additional information and directions for fields can help increase the 
likelihood of completion. Use hint boxes (e.g., an example of the format for 
a phone number field), sublabels, and hover text to make sure your visitors 
know exactly how to enter their information into the form. This prevents 
visitors from encountering submission error messages — an annoying  
hurdle for form submitters, which often causes them to give up and  
abandon the form.

Creative that Converts (continued)

Provide visitors with extra info throughout the form.2

You can also add trust seals and links near your submission button to make sure your visitors know their submitted data will be 
secure. If you’re not already doing so, your company can participate in security certification or review programs and place security 
seals on your forms. Companies like VeriSign, McAfee, eTrust, and the Better Business Bureau have website badges that can be used 
by those that qualify.

The contrast of different elements — such as color, brightness, and number of 
objects — helps to distinguish parts of your form, letting visitors know where to 
focus their attention. For example, complementary colors on a form help make 
it stand out against the rest of the page. Using a light-colored form against a 
darker background draws visitors’ eyes directly to the web form, and vice versa. 
Take a look at the example No. 3 from Copyblogger to see this tactic in action.

Use contrast to make your form stand out on the page.3
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If a field is required, communicate that to visitors by either spelling out “required” next 
to the field or marking it with an asterisk. If you use an asterisk, have a legend stating it 
means “required.”

Determine what information is need-to-know (e.g., name, email address) and mark those 
fields as required, while leaving information that’s nice to know (e.g., annual revenues for 
a business) as optional. Take a look at example No. 4 from Mint.com — it goes the extra 
step of putting “REQUIRED” in a different color to help it stand out.

Creative that Converts (continued)

Clearly denote whether a field is optional or required.4

This button will be the moment of truth; the final action a user takes on your form before 
being directed to another page. The button’s text and appearance are equally important. 
Your submission button text should use active verbs, such as: subscribe, buy, register, 
download, etc. Think of it as a sentence starting with the phrase “I want to … ”  To help 
your submission “button grab” the attention of visitors, consider the following tips:

»  Choose a color contrasting with the rest of the form. 
»  Make it look like a button. 
»  Make it as big as possible, ensuring it’s easy to find and easy to click. 
»  Use directional cues, such as arrows to guide visitors to it.

Example No. 5 from Vidyard features a submission button in a contrasting color, asks for 
an action, looks like a button, and has plenty of space around it, making it easily findable  
for visitors.

Make your submission button stand out.5
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The faster it is to fill out your form, the better. According to a recent study by 
Quick Sprout, reducing the number of options in your form fields from six to 
three can increase your conversion rate, on average, by 66 percent. Only ask 
for information that’s essential to fulfilling the user’s request, or the minimum 
amount of data required by your sales team to make a follow-up call.

If your form must span multiple pages — e.g., a retailer’s checkout page — let 
people know where they are in the form-filling process. Showing visitors how 
close they are to the end helps to reduce abandonment. Take a look at example 
No. 6 from Apple, as it breaks its checkout process up into four steps (and 
separate pages): Sign In, Billing & Shipping, Payment, and Verify/Edit.

Creative that Converts (continued)

Limit the number of fields.6

With the adoption of smartphones continuing to rise, more and more consumers are shopping, reading 
emails, doing research, and filling out forms on their mobile devices. Therefore, marketers need to 
design their forms with mobile users in mind. Here are some important tips to remember:

»  Align form labels vertically rather than horizontally due to limited screen real estate. 
»  Ditch optional fields. 
»  Make your submission button big, in a contrasting color, and with plenty of white space around it.  
    It must be thumb-friendly! 
»  Use GPS to help fill in the form when it makes sense (e.g., automatically setting a default retail store). 
»  Avoid drop-down menus, if possible. Alternatives include switches, sliders, and segmented controls.

 Don’t forget about mobile users.7
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Average Number of Fields Required 
by Marketers Worldwide on 
Registration Forms Used for Email 
List Growth Purposes, Jan 2015
% of respondents

Source: Ascend2, “Email List Growth Survey  Summary Report,” Jan 20, 2015

1 field  
(email only)

2-4 fields 
(short form)

5-7 fields 
(medium form)

8+ fields 
(long form)

11%

61%

25%

4%

Static vs. Animated Buttons
The Act-On team conducted a head-to-head test 
using a static green button versus a gray button  
with multicolored, animated arrows. The open rates 
were identical, however, the animated button got 
more clicks.

TEST 
STATIC  
BUTTON

ANIMATED 
BUTTON

Sent

Open

Open %

CTR

25,854

2,701

11%

3.10%

25,889

2,697

11%

4.26%

Creative that Converts (continued)

http://www.Act-On.com


Frictionless Forms  |  7www.act-on.com

As with all forms of marketing, testing is a critical component to optimizing the performance of online forms. One of the most 
commonly used forms of testing is the simple, straightforward A/B Test — the process of analyzing the effect of one change, known as 
the variant, against a current design, known as the control. By keeping your tests identical (aside from one variation), you can evaluate 
the results to see which variant impacts your email or landing page performance, and in what way. For example, you can quickly 
discover whether the call to action “Buy Now” or “Shop for Deals” will work better with your target segment. 

Knowing what, when, and how to test gives you an upper hand in the battle to convert visitors into leads and leads into customers. The 
first step is deciding what you want to test — or better yet, what not to test. The options are seemingly endless — number of fields, 
placement of your form on the page, color of buttons, font style, font size. So come up with a list of tests that you think could have the 
biggest impact on your conversion rate. Here are a few to consider:

Testing to Perfection (or at Least Close to It)

 

Form Length Colors

How many fields should you 
include on your form? In addition 
to name and contact information, 
what else do you want to know 
about respondents? And how 

does asking for this information 
impact conversion? A/B testing 
can help you get stats on form 
length. Use a control with the 

initial number of fields, and a test 
with fewer fields. Then see which 

performs better. According to 
a recent study by Ascend2, the 
average number of fields on a 
form is between two and four.

Copy Page Layouts

Will a blue submission button 
perform better than an orange 
one? Do a quick A/B test and 

find out what works best for your 
audience. Testing the impact of 

background colors, image colors, 
and button colors is a relatively 

easy yet insightful exercise.

From the title/headline of the 
form all the way through to the 

submission button text, test 
how tweaks to the copy function 

impact response rates. Does 
“Submit” draw better than 

“Register”? Are block paragraphs 
or bulleted lists a better approach 

for body copy? Testing will 
give you the answers to these 

questions.

Placement of your page elements 
can also have a big impact on 
conversion rates. Create a few 
different page layouts and test 
them head-to-head to find the 
ideal configuration. And if your 

form is on the longer side (e.g. a 
check-out process), try testing a 

multi-page form against a single-
page form.

http://www.Act-On.com
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Testing to Perfection (continued)

HERE ARE SOME ADDITIONAL THINGS TO CONSIDER 
WHEN RUNNING A/B TESTS ON YOUR FORMS:
 » Only test one variable at a time so you draw the correct conclusions.

 » Wait until you have statistically valid results before ending the test. This will depend 
on your website traffic, not a length of time. The more traffic you get, the shorter 
you have to run the test. Remember, the more visits you track, the more accurate 
your test will be. Consider running your test until you have at least 100-200 
conversions.

 » Market conditions are constantly changing, so don’t limit yourself to a few 
tests and assume you’re done. Make testing a part of your regular routine 
so that you’re continually evolving with your target audience. 

 

     Test until you have at least       

     100-200 conversions.

www.act-on.com
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Using Technology to Your Advantage 

Progressive profiling is a marketing tactic that 
allows brands to display new form fields to 
prospects each time they fill in a new form. So 
rather than asking prospects to fill out a form with 
10 required fields, you may only ask three to four 
questions initially and use subsequent forms to 
gather the additional data you need. 

Progressive profiling typically yields higher 
conversion rates, because it enables marketers to 
keep forms relatively short — three to five fields on 
average — and it’s been proven that shorter forms 
produce higher conversion rates. Ask your most 
relevant questions first when creating your forms. 
Progressive profiling offers a better user experience 
for visitors. They’re not asked the same question 
twice, and they get a personalized experience. 
Progressive profiling can also provide your sales 
team with deep insights into prospects’ needs. With 
progressive profiling, you can start collecting more 
“nice-to-have” fields from returning prospects. 
Collect their interests and priorities, needs, budget, 
timeframe to buy, etc.

Progressive Profiling

Form Progression

Here’s an example of the types of form fields a B2B marketer would 
create for a progressive profiling strategy:
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Your Data-Collection Strategy

Determining what information to ask for in your online forms is largely dependent on what visitors 
get if they convert. What is it that you’re trying to get them to do? Are they purchasing a product 
or service? Signing up for a webinar? Opting in to your email program? The answer to that 
question should dictate the questions you ask on your form. 

The goal should be to collect information that informs your sales and marketing strategies. This 
will differ for B2C and B2B brands. For example, a B2C site might want to know your mailing 
address, but this information might be useless to a B2B brand. Likewise, a person’s job title is a 
valuable piece of data for a B2B brand, but essentially meaningless for a B2C brand. 

Here are some things to consider when determining what information to collect on a form:

Narrowing the Playing Fields

 
 

The goal should be 
to collect information 
that informs your 
sales and marketing 
strategies.

Test different form 
lengths to find the 
optimum balance 
between acquiring the 
data you need (and in 
some cases just want) 
and getting conversions. 
The results of those 
tests will tell you what 
information you should 
collect.

1. Order Fulfillment: Make sure you are collecting all the data you need in order to complete the form 
submitter’s request. If it’s a subscription to a newsletter, this may be as simple as collecting the submitter’s 
email address. If it’s an online checkout form, you may need billing and mailing addresses.

2. Sales Follow-up: If your sales team will be reaching out to form submitters, make sure you are 
collecting the right types of contact information. Most sales organizations need a phone and email address 
to make meaningful contact. Sync with your sales team on this.

3. Marketing Follow-up: Are there any data points you’ll need to intelligently deploy future marketing 
campaigns to the contact? Many forms collect primary areas of interest or current product usage so future 
campaigns can be tailored to the needs of the form submitter.

4. Lead Routing: If you’re using your forms to generate leads, make sure you have all the details you 
need to properly route the leads to your sales organization. If your reps have territories designated by 
global region or industry, make sure you are collecting this data from the prospect on your form so you 
won’t run into trouble with lead routing later down the road.

5. Lead Qualification: Collect information that will help qualify (or disqualify) form submitters from 
being considered potential customers. This is often demographic or firmographic data like age, job title, 
or company size.

http://www.Act-On.com
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Data is the lifeblood of marketing campaigns. Without it, you’re essentially shooting in the dark. With up-to-date, clean, and accurate 
data on your subscribers and customers, you’re able to engage in one-to-one conversations on the things that matter to them. Many 
marketing teams have turned to data append and validation technologies to help clean, sort, and expand data collected on forms. 

The More You Know, the Better Off You Are

Data append
enables marketers to fill in the missing gaps in a 
customer’s profile, giving marketers a complete picture. 
This helps to inform future marketing efforts targeted to 
that customer.

For example, if a respondent fills out a form that doesn’t 
include a phone number field, but it would be valuable 
to have that information down the road in order to 
provide the level of service necessary, a data append 
service could solve this problem without asking for yet 
another field on your form. The same holds true for a 
missing email address, mailing address, or other types 
of demographic and firmographic data. Data append 
helps marketers continue the data collection after the 
respondent clicks “Submit.”

Validation technologies
ensure that the data users are inputting or that’s being 
appended is, in fact, accurate. With these two pieces 
in place, your chances for retaining a customer or 
progressing a lead past the initial conversion grow 
significantly.   

Online forms require users to enter data, which makes 
them susceptible to human error. It’s easy to miss a 
number or letter on your email address, for example. 
Safeguarding your forms with data validation technology 
is a good way to prevent a messy database. It’s hard 
enough to get visitors to complete a form, so when they 
do, you want to make sure the information they’re giving 
you is accurate. Human error always ends up as the prime 
suspect for invalid data, no matter how wel-intended the 
users are. Data validation technology can help you keep 
your data clean.
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The Start of a Beautiful 
Relationship 

Getting a prospect to fill out a form offers 
marketers the opportunity to initiate a relationship. 
In some respects, prospects who fill out a form 
are raising their hands to show their interest. Take 
that gesture and run with it. Listen to what they’re 
telling you, from both the data you collect on 
the form, as well as their actions after they click 
“submit,” and act on it to satisfy their needs. 
That’s the fou dation for a long-term relationship 
between your brand and a loyal customer. And to 
think it all got started because of a form.

Online forms are the bridge between your  
business and new customers. Take the  time and 
effort to build a bridge that’s easy to navigate, gets 
respondents to where they want to be, and stands 
the test of time. Your reward – the opportunity to 
forge long-term and profitable relationships with 
customers – will be well worth it.
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Acclaim for Act-On

Act-On Software is a marketing automation company delivering innovation that empowers marketers to do 
the best work of their careers. Act-On is the only integrated workspace to address the needs of the customer 
experience, from brand awareness and demand generation, to retention and loyalty. With Act-On, marketers can 
drive better business outcomes and see higher customer lifetime value. The Act-On platform provides marketers 
with power they can actually use, without the need for a dedicated IT resource. 
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Connect with us to learn more
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