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Webinar Information

• Webinar lasts one hour

• Enter questions at any time

• Recording will be posted in our webinar archive within 48 

hours 

• Please take the post-webinar survey which will appear at 

the conclusion of the webinar

• Follow along on Twitter using the #Geonetric hashtag
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What is a landing page?

Navigation?

– A homepage or main page for a section

Google Analytics?

– First page of your site visited in a user’s session

Search Engine Optimization?

– Page optimized for particular keyword phrase(s)

Pay-per-Click?

– Page that your ad(s) link to



A Landing Page Has Two Goals

1. Attract & retain traffic

2. Get users to take a specific action



A Typical Conversion Funnel

RetainConvertEngageAttract



What’s a conversion?

Revenue

• Appointment scheduled

• Screening or class for fee

Actionable Leads

• Information session/tour

• Phone call (trackable)

• Risk assessment (with email)

• Download (with email)

• Email campaign sign up



What’s a micro-conversion?

Engagement

• Pages / screens viewed

• Multiple visits

• Video views

• Use of dynamic page elements 

(e.g., image enlargements, 

calculators, tabs, accordions, etc.)

• Anonymous downloads

Un-focused Interactions

• Social shares, follows

• Email newsletter sign up

• General contact us

• Added to retargeting list



Elements of a Landing Page

• Connected to user’s task / link / ad

• Clear value proposition

• Trustworthy & credible

• Necessary information to make a decision

• Call to action



When do you need a landing page?

User Need + Call to Action

For example:

• Women ages 45 to 75 + Download Mammogram Guide

• “mammogram guidelines family history” + Download Mammogram Guide

• Women ages 45 to 75 + Schedule Your Mammogram

• “mammogram second opinion” + Speak to a Physician



Which call to action?

• Schedule an appointment

• Sign up

• Register now

• Call today

• Request a call

• Download

• Subscribe

Revenue

• Appointment scheduled

• Screening or class for fee

Actionable Leads

• Information session / tour

• Phone call (trackable)

• Risk assessment (with email)

• Download (with email)

• Email campaign sign up



Think Mobile First

• Test pages on top mobile devices

– Technical (videos, load times)

– Content (length, order)

– Design (target sizes, touch support)

• Reduce download times

• Ensure phone numbers are click-to-call

• Keep forms simple, use HTML5 input types



Optimizing forms



Keep It Short



Ex. The Balancing act –

shorter vs. better 



Copywriting matters

• Form title

• Question copy

• Button copy



Helper Text



Placeholder Text and Defaults



Label Structure Matters



Real-time Field Validation



Make it Mobile Friendly



Example: 

Email 

Fields in 

Forms



Deploy

TestUpdate

Test, Test, Test!



Ex. Partial Responses



CRM Integration

• Close the data loop

• Real-time connection

• Marketing automation

• Use CRM insights to make the web smarter

• Gather email everywhere



Promoting Landing Pages

Paid

EarnedOwned



Measurement

• Use campaign tracking

• Track conversions using Goals & Funnels

• Track significant micro-conversions using Goals

• Track additional micro-conversions using Events



Calculating Conversion Value

Example 1

• $100 per screening

• 3/5 screening requests complete 

screening

$60 goal value per screening 

request.

Example 2

• $20k net income per surgery

• 2/3 candidates have surgery

• 2/5 in-person visits are candidates

• 3/5 info session attendees schedule 
in-person visit

• 4/5 info session registrants attend

~12/100 registrants have surgery

$2,400 goal value per registrant



Page Value











Questions?



Thank You!




