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What is a Landing Page

According to Hubspot, “ A landing page is a web page that allows you to capture a visitor’s information through 
a lead form.” Sounds simple enough. Regardless of the definition, a great landing page takes into consideration a 
variety of factors such as audience(s), needs and offers. You can create landing pages targeting specific audiences at 
various stages of the sales funnel with different types of offers (such as whitepapers, webinars, ebooks, list, demos 
or trials). More sepcifically, a landing page can be any page that is designed to satisfy the goals of a campaign. Lead 
capture is usually synonymouse with a landing page, but it doesn’t have to be.

Creating Landing pages

Before you start to think about the design of your landing page, start with the user and a valuable offer.  That 
offer can be a piece of content your audience will find useful or a demonstration or assessment. Be cognizant of 
where your user is coming from (a PPC campaign or email campaign or something else) and build your landing 
page for the unique audience. Do not be afraid to have multiple pages for the same offer that are altered slightly 
for your different audiences, user groups or channels.

Figure out how to explain your offer in simple terms. What is the value or benefit to the visitor?

Then, write a compelling headline for your landing page that matches the call-to-action in language and explains 
what the offer is. Using similar language allows users to recognize that the landing page is the same offer promised 
in the call-to-action. The goal is to make sure the visitor understands the offer at the blink of an eye. 

Start the header with a verb. For example: “Download our free ebook on landing pages”

Keep the main text clear and consistent with the header and call-to-action. Use bullet points expanding on the 
benefit of the offer and explaining what the visitor receives when he/she completes the form. Use formatting to 
create a visual hierarchy.

Create a form. For top of the funnel offers, keep the form short. For bottom of the funnel, you can request more 
detailed information from visitors.

Place content above the fold. 
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Remove menu navigation and links. You want the visitor to do one thing, submit the form. Do not distract 
them with other links or additional calls-to-action that could lead them away from the landing page before giving 
you their information. Make it very clear and as easy as possible for your visitor to figure out what they are sup-
posed to do.  However, do include sharing links. These links will open a popup that does not take the user away 
from your page while allowing them to share your offer to their friends/family/colleagues/network.

Include an image (or video). A picture speaks a thousand words and landing pages with images help visitors 
visualize the offer. And using a picture of a real person instead of a stock model can improve conversion rates by as 
much as 50% because visitors can identify with and trusts a person who “looks like them.” (KISSmetrics)

Keep it simple.

Redirect to a “Thank You” page. This page gives the visitor access to the offer or notifies him/her when the offer 
will be available (for example, with a Demo, the visitor might be contacted within 48 hours).  Add social media 
sharing links that share your landing page (not your thank you page). The thank you page also gives you a chance 
to convert the visitor again on another offer or give him/her more relevant information and links. The goal is to 
keep the visitor on the site. 

Note: reconversions can lead visitors down the funnel from low to high commitment offers.

Use an auto-response email to deliver the content so the visitor can download and read it when it is convenient 
for them. Making it easy keeps them engaged.

Tie your landing page and forms to lead nurturing campaigns. This will allow you to nurture your leads in a 
timely manner with relevant information and follow up through targeted emails.

Slides courtesy of Hubspot

https://blog.kissmetrics.com/personality-and-trust/

