Cleveland Clinic Landing Page Lacks Heart
Robert W. Bly


As I noted in my last article, a review of the landing page for the Mayo Clinic Health Letter, there are a number of consumer health newsletters being published today, mainly in two categories: “guru” or doctor-driven (e.g., The Atkins Letter, Dr. Andrew Weil); and institution-driven, such as the Mayo Clinic Health Letter and the Cleveland Clinic Heart Advisor, the subject of this month’s landing page review. 

To repeat what I said in my earlier article, one of the challenges of consumer health information online is that there is already an abundance of health information available on the Web for free. That’s why virtually all successful health newsletters have either a guru or institution behind them: the subscribers trust the editor, and rely on him or her to provide wise, expert counsel in health matters.


The other challenge is price sensitivity. Consumer health newsletters always have low price points, and believe me, all the publishers have arrived at these low price points through testing, not charity. Therefore, you are always at risk of encountering consumer price resistance when asking for the order, and should use copywriting techniques to minimize that resistance.

1. Headline (strategic intent) – C.  

The large banner at the top of the landing page contains the publication title and tag line. The tag line is a solid, clear positioning statement: “Advice and information from the world leader in coronary care and research.”


But when you make a big claim, such as being “the world leader in coronary care and research,” you’d better prove it. The proof here is in a caption under the visual of the newsletter, which notes that the clinic was “rated #1 in cardiac care by U.S. News & World Report for the last 10 years in a row.”

That’s an extremely credible source, and it sets the Cleveland Clinic apart from everyone else in the cardiac health field. So I would set this copy in large, bold type. And I’d move it up to the headline or at least make it more prominent. 



Also, in the tag line, “advice and information” is weak. No one needs more “information” about health, a ton of which is available for free on the Internet -- without paying for a subscription to the Cleveland Clinic newsletter.


No, what the reader wants is not information but cures and solutions – medical technologies, remedies, treatments, nutrition tips, exercise routines, and health breakthroughs to help us live longer, happier, healthier lives.


Below the publication name and tag line is a headline offering two free issues of the newsletter.


Free offers work well online. But if the strongest thing Cleveland Clinic can say about its heart newsletter is that they give you two issues free, they’re in trouble. I want to know how this publication can help me live longer and healthier, and why it’s different and better than the mountains of cardiac health information already overflowing my bookshelves and files. 


2. Story and content – C.

The Cleveland Clinic has opted for a bland, non-selling landing page free of hype.

Unfortunately, it’s also free of copy that makes anything but the most minimal attempt to sell us a subscription.


The Cleveland Clinic newsletter is, I am sure, full of fascinating news and recommendations on cardiac health. So why don’t we see a list of bullets teasing us with the promise of getting those healthy heart secrets if we subscribe? 


Instead, the main copy on the landing page is a fairly generic description of a health newsletter along with the offer. There’s not much here to indicate that there is anything special, exciting, new, or unique about the content published in the newsletter.

The lead-in under the “ABSOLUTELY FREE” headline mentions heart attack, heart disease, and high blood pressure. To this list I would add high cholesterol and stroke.


3. Content Webification – C. 


The content is fairly well adapted to the Web. For instance, you can click on a cover of the newsletter to read a sample issue online.  


The landing page has multiple links to the order form, which also appears at the bottom of the page. A number of these lists are highlighted using bursts, making them easy to find. The order form is clean and simple.

4. E-mail capture – C.  

When I clicked away, I was not served a pop-up window offering me a bribe (e.g., a free e-newsletter or special report) in exchange for my e-mail address. This is a huge tactical error for any landing page.

Why? Because if you get the visitor’s e-mail address before he leaves without ordering, you can serve him a series of follow-up e-mails via autoresponder attempting to convert him to a trial subscription. And, you’ve added another valuable name to your house e-list. Without his e-mail address, you have lost the opportunity for follow up, significantly reducing your conversion rate. 

5. User testimonials – C. 

I didn’t see any subscriber testimonials here. Nor does the copy say how long the newsletter has been published, how many subscribers it has, or who the editor is. 

6. Links to order flow – B.


The various links throughout the landing page encourage you to click to order. Clicking brings you to a simple, easy-to-follow order page with a soft offer: you can sign up for a subscription on a bill-me basis. 

Traditional health newsletter publishers like Agora and Phillips promote their publications with hard offers (payment up front; institutional health newsletter publishers like Mayo Clinic, Cleveland Clinic, and Johns Hopkins seem to use mainly soft offers (bill me). This makes me wonder what the pay-up rate is from orders placed on this landing page.

7. Labeling and language – B.

The landing page uses clear language: terms commonly understood by the target user. Terminology is consistent, and “power words” (e.g., “absolutely free,” “Request your FREE issues today!”) appear throughout to encourage ordering.

8. Readability and content design – B.


The typeface and layout are familiar, common, and easy to read. The copy is made readable with the use of subheads, links, bullets, and dual columns: there’s a wide central column with the main message, and additional selling copy and graphics to the left. When you click on the graphic of the newsletter cover in the left column, you can download a PDF of the latest issue. 

9. Content freshness and urgency – C.


I could see having a section on this landing page where health items in the news (those featured in the newsletter) are prominently displayed. But there’s nothing here to make me believe that they haven’t been using this same copy for years. It doesn’t convey a sense of freshness, excitement, timeliness, or discovery. 


Alarming statistics about the incidence of cardiac illness in the U.S. are conspicuously absent. Not only does this result in a failure to create any sense of urgency about getting a cardiac health newsletter. But it also conveys the impression that the publisher hasn’t done his homework to find out the facts.


Also conspicuously absent is any mention of cardiac health breakthroughs, such as new supplements for lowering cholesterol or safer ways of performing heart surgery.

10. Load time – B.

This is a reasonably fast-loading page. When tested on WebSiteOptimization.com, the page downloaded in 22.7 seconds over a 56 Kbps connection.

11. Aesthetics – B.

This is a nicely designed, completely standard short-copy landing page. The design is clean and easy to read, and presents all copy and graphic elements clearly. The newsletter comes with a money-back guarantee of satisfaction, which could be made more prominent by placing it in a box with a certificate-style border. 

12 – Order options – B.


The primary order option is to click on a link and go to the order page where you can subscribe online. The publisher’s name, e-mail address, and toll-free phone number  appear at the end of both the landing page and the order page. There is no option to order by fax.

The price for a one-year subscription (13 monthly issues) is $20, which, we are told, works out to around five cents a day. The publisher correctly recognizes that consumer health newsletters have a low price point, and is stating the daily cost to  minimize price resistance. 


Conclusion – C.


There’s very little to dislike about the Cleveland Clinic Heart Advisor landing page. The copy is concise and easy to read; the layout is clean and bright; the graphics are simple and eye-catching.


On the other hand, there’s very little to like – or at least to get excited about -- on this landing page, either. I don’t learn anything about the importance of cardiac health, the existence of new life-saving developments, or how reading this newsletter can improve my cardiac health. 


If you divide products into two categories – must-have and nice-to-have – newsletters fall decisively in the latter. No one needs newsletters. As Bill Bonner, founder of Agora Publishing, a large consumer newsletter publisher likes to point out, “Nobody wakes up, taps their significant other on the shoulder, and says, ‘Honey, we need to get some more newsletters today.’”


Newsletters do not sell themselves. They need to be sold. And this landing page just doesn’t live up to the copy standards that Agora, Phillips, SoundView, and other successful publishers use to sell their health newsletters. 
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