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LANDING PAGES AND
INBOUND MARKETING



What is a landing page?



D

—INITION OF A

A website page specifically designed to convert visitors into leads.



Landing pages are your
digital sales reps.




Landing pages are
sales reps that work 24/7.




I'll give you something

How do landing
nages work?

If you givé me
something




Jot down on a piece of paper:
The last 3 times you submitted your
email address.

What did you get in return?
Were you satisfied?
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Landing pages are your
digital
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Landing Page
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Why is it so important to the
Inbound Methodology to
convert visitors to leads?




Converting unknown visitors
to known leads provides you
the necessary information to
begin fostering a relationship.




-

Not having landing pages is like going on a blind date
and never asking for your date’s name.

¥ A a
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Inbound concepts boost
website conversions:

Inbound marketers double

the average site conversion
rate of non-inbound marketers,
from 6% to 12% total.

2013 State of Inbound Marketing



INBOUND MARKETING AND LANDING PAGES

Inbound Marketers on average generate 2x more leads than non-inbound marketers

NON-INBOUND MARKETERS INBOUND MARKETERS
100 monthly visitors at 6% = 100 monthly visitors at 12% =
6 visitors converting to leads 12 visitors converting to leads
0000000000 0000000000
0000000000 0000000000
0000000000 0000000000
0000000000 0000000000
0000000000 0000000000
0000000000 0000000000
0000000000 0000000000
0000000000 0000000000
0000000000 0000000000
0000000000 0000000000

. Website visitors

@ \Website visitors converted to leads

@® Website visitors

@ Website visitors converted to leads

2013 State of Inbound Marketing



IMPACT OF NUMBER OF LANDING PAGES ON

LEAD GENERATION

New
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Landing pages

2013 State of Inbound Marketing



Marketers see a

increase in leads when increasing
landing pages from 10 to 15.

2013 STATE OF INBOUND MARKETING



HOW TO BUILD LANDING
PAGES THAT CONVERT
VISITORS TO LEADS



ELEMENTS TO A HIGH QUALITY LANDING PAGE:

0 Offer
9 Buyer’'s Journey

e Buyer Personas

Q Landing page best practices



(1) OFFERS




DEFINITION OF AN

A present or proffer (something) for (someone) to accept or reject
as so desired.




DEFINITION OF A
LANDING PAGE OFFER:

Something offered by an organization that has perceived value to website
visitors other than the core products or services the organization sells.



LANDING PAGES
AND OFFERS

GO TOGETHER LIKE

PEANUT BUTTER
AND JELLY.




OR



LANDING PAGES
AND OFFERS L

GO TOGETHER LIKE B -\

PEANUT BUTTER
AND BANANAS.

kthread



OR



LANDING PAGES
AND OFFERS

GO TOGETHER LIKE

PEANUT BUTTER
AND FLUFF.

kimberlykv



OR



LANDING PAGES
AND OFFERS

GO TOGETHER LIKE

PEANUT BUTTER
AND NUTELLA.




OFFERS

Above all else your landing
page and offer must be in
harmony with what your
persona is looking for based
on where they are in the



@ BUYER’S JOURNEY



71-89%
Of purchase

decisions start with
a search engine.

Brafton
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LANDING PAGES AND THE BUYER’S JOURNEY

Awareness Consideration Decision
Stage Stage Stage

80% 16% 4%
Website Visitors Website Visitors Website Visitors



LANDING PAGES AND THE BUYER’S JOURNEY

Awareness Consideration Decision
Stage Stage Stage

80/1,000 16/1,000 4/1,000
Website Visitors Website Visitors Website Visitors



50% of leads are qualitfied but not yet ready to buy.

(Source: Gleanster Research)

Awareness Consideration Decision
Stage Stage Stage

—

48 qualified leads 2 qualified leads




The businesses that are the
best educators will be the
Most successtul.

@MarkKilens



Reference your buyer’s journey guide.
D EE

BUYER STAGES

User Behavior

Have realized and expressed
symptoms of a potential prob-
lem or opportunity

Have clearly defined and given a
name to their problem or oppor-
tunity

Have defined their solution
strategy, method, or approach

Research & Info Needs

Research focused on vendor
neutral 3rd party information
around identifying problems or
symptoms

Committed to researching and
understanding all of the available
approaches/methods to solving
their defined problem or oppor-
tunity

Researching supporting docu-
mentation, data, benchmarks or
endorsements to make or recom-
mend a final decision

Analyst reports Comparison white papers Vendor comparisons
Research reports Expert Guides Product comparisons
eGuides & eBooks Live interactions Case Studies
Content Types Editorial content Trial Download
Expert content M Webcase/podcast/video Product Literature
White papers
Educational content D Live Demo
Troubleshoot Upgrade Solution Tool Compare Pros and Cons
Issue Improve Provider Device Vs. Benchmarks
Key Terms Resolve Optimize Service Software versus Review
Risks Prevent Supplier Appliance comparison Test
1 ) Ahal | have strep throat. | can seea primary care
aifniyston Wit are my optons o i, £, s r i
What's wrong with me? relieving or curing my et i
symptoms? insurance.
. e o @




@ BUYER PERSONAS



LANDING PAGES & BUYER PERSONAS

Persona Relevancy Factor

The offer on your landing page is relevant
to your persona - not just a persona.

Persona Irrelevancy Factor

The offer on your landing page is irrelevant
to all personas.




-
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PERSONA RELEVANCY FACTOR
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LANDING PAGE
BEST PRACTICES




LANDING PAGE BEST PRACTICES

Write clear, concise, compelling headlines.

Explain the value and importance of the offer to your persona
Use bullet points to make information easily digestible.
Select the appropriate number of form fields for your offer.
Remove navigation and all links.

Include a relevant image, gif or short video.

Add social media share icons.

Add testimonials when relevant.

R RALRR R A

Use industry awards and recognition.



HubSABt Callus: 1.988 HUBSPOT Write clear, concise, compelling headlines

(888-482-7768)

The 30 Greatest Lead Generation Tips, Tricks & Ideas Explain the value and importance of the offer to your personas

Check out these proven - yet often overlooked - lead generation strategies

Use bullet points to make information easily digestible

Generating leads is a marketer's single most
important objective. Yet, only 1in 10
marketers say their lead generation efforts
are highly efficient and effective.

GetTnese s o Select the appropriate number of form fields for your offer

FirstName *
That's why we've compiled the 30 greatest

lead generation lessons in this brand new N Remove nav'gatlon aﬂd all |IﬂkS

qguide, so you can start reeling in those leads.

Download these 30 tips to learn: Email (privacy policy) *

v What makes the best lead-generating

Include a relevant image, gif or short video

content Phone Number *

v What drives killer landing page performance

v How to create offers that are impossible to ignore Website URL *

Add social media share icons

v Secretwebsite optimization tips with A/B testing

v ..and more! Company Name *

This is your guide to generating more quality leads for your sales team. Get your free copy now.

Add testimonials when relevant

How many employees work there? *

- Please Select- v

Whatis your role? *

NENENEANEANENENENEN

-Please Select - v

Use industry awards and recognition




Wotinty.

Essential Guide to Member
Engagement

Get Your Copy Now!

Learn how to better engag
participation, and emp/

7Essentia| Guide to:

FirstName *

Trade associations, advocacy groups, and
chambers of commerce all have one thing
in common... They need to increase
member engagement! But how?

Coming up with creative ways to engage
members and increase participation is
challenging...so, we have some ideas for
youl!

Learn the best practices and creative H

ways to engage members with our new

ebook "The Essential Guide to Member H

Engagement”.

[

mpletely

In this member engagement guide you will

learn:
A

NENENEANEANENENENERN

Write clear, concise, compelling headlines

Explain the value and importance of the offer to your personas

Use bullet points to make information easily digestible

Select the appropriate number of form fields for your offer

Remove navigation and all links

Include a relevant image, gif or short video

Add social media share icons

Add testimonials when relevant

Use industry awards and recognition



Call us: 1-888-HUBSPOT
(888-482-7768)

HubSpEpt

Get a Free Inbound Marketing Assessment

Want to know how to optimize your website to get more traffic and leads?

AtHubSpot, our mission is to help companies move away from
interruptive marketing tactics. That's why we're offering free
marketing assessments —to show you how to do marketing the
inbound way.

-

Request Your Free
Assessment:

‘ f‘ Name *

v Search engine optimization opportunities L dame-

Erfail (privacy policy) *

v Landing pages & lead-gen forms

v Calls-to-action prline Numper |
v Marketing offers { ]
2IﬂpanyName'

many employees work there? *

v Competitor analysis

-Please select- v I

Whatis your role? *
r 1

NENEANEANEANEAEAEAEA

Write clear, concise, compelling headlines

Explain the value and importance of the offer to your persona

Use bullet points to make information easily digestible
Select the appropriate number of form fields for your offer
Remove navigation and all links

Include a relevant image, gif or short video
Add social media share icons
Add testimonials when relev

Use indust



Get the Guide

Your First Name *

Your Last Name =

The Ultimate Campaign Planning Kit

The easiest way to plan your next oniine fundraising ol
campaign. Follow along with an example campaign you put
together the five key components of your own fundraising THE ULTIMATE CAlIP)
plan. In a few simple steps you can be on your way to PLANNING KIT

fundraising success. Online campaigns have never been Your Nonprofit *
easier!

Download the guide and learn to:

+ Setan effective campaign goal ‘
Number of Paid Employees? *

« Define your target audience Please Select One v

« Develop a communication strategy Which Best Fits Your Position? =

Flease Select One v
« Puttogether a compeliing incentive structure
State =
- Please Select - v

Request More Information About StayClassy's
Fundraising Platform

Subscribe to StayClassy Blog

NENENEANEANENENENEN

Write clear, concise, compelling headlines

Explain the value and importance of the offer to your persona

Use bullet points to make information easily digestible

Select the appropriate number of form fields for your offer

Remove navigation and all links

Include a relevant image, gif or short video

Add social media share icons

Add testimonials when relevant

Use industry awards and recognition
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How Big Data is Breaking New Ground to Help Game

Developers Predict Player Behavior Last Name *
Email *
' Take full advantage of the
{ advancements being made in the field
Nlruo‘y‘ etics of data analytics

In this whitepaper you'll learn: st Anslytics Challenge

« The value of big data and the nature of your pla:

« The critical role historical data plays

« The basics of predictive analytics, including cross
fold validation, F-scores, and the concept of reak-time

How this kn dge translates to actionable

that will help you determine where to focu
efforts Download Now
Help Spread the Word Ninja Metrics - Privacy P
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Remove navigation and all links
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Write clear, concise, compelling headlines

Explain the value and importance of the offer to your persona

Use bullet points to make information easily digestible

Select the appropriate number of form fields for your offer

Remove navigation and all links

Include a relevant image, gif or short video

Add social media share icons

Add testimonials when relevant

Use industry awards and recognition



HubSppt

Call us: 1-888-HUBSPOT
(888-482-7768)

Free Ebook: The Ecommerce Guide To
Holiday Shopping & Marketing

Strategies for successfully tackling the upcoming holiday season for ecommerce:

The holiday season is, undoubtedly, an essential time of
year for facing busi And is
no exception to this once-a-year opportunity.

Retail stores may be able to lure consumers in by hanging
snowflakes in the front window and sending out glossy
sale circulars, but this kind of cosmetic marketing won't
begin to cut it for competitors in the increasingly crowded
ecommerce field

This holiday season, savvy ecommerce firms wil have find
ways to put consumers’ actual needs and desires at the

center of their marketing plan.

Download this ebook, and you can discover how to:

V' Buy and sel for humans

HOLIDAY

il Shopping &

Download this guide now:
First Name *

Last Name *

Email (privacy policy) *

Phone Number *

Website URL *

Company Name *

How many employees work there? *

- Please Select - M

What is your role? *

-Please Select- v

Does your company sell any of the
following:

- Web design

- Online marketing

- Branding

- Social media marketing

NENENEANEANENENEANEA

Write clear, concise, compelling headlines

Explain the value and importance of the offer to your persona
Use bullet points to make information easily digestible

Select the appropriate number of form fields for your offer
Remove navigation and all links

Include a relevant image, gif or short video

Add social media share icons

Add testimonials when relevant

Use industry awards and recognition



HubSEbt Write clear, concise, compelling headlines

Explain the value and importance of the offer to your persona

Free Ebook: The Ultimate How-to Marketing Guide

Downloaded by more than 54,000 marketers, this free guide unlocks invaluable advice from best-selling author
David Meerman Scott

Use bullet points to make information easily digestible

Marketers have a lot to juggle. Social media, SEO, and email

Download the Guide
are just a few of the channels you need to master. Plus, new THE ULTIMATE

opportunities in online marketing are emerging from every HOW-TOlNG . i

s FirstName * Select the appropriate number of form fields for your offer
Wouldn't it be nice to have one, handy reference guide to ‘

learn it all? LastName *

Remove navigation and all links

Get your free copy of this special edition guide to learn 20

‘how-to’ marketing lessons covering a range of topics, Email (privacy policy) *

including:

Include a relevant image, gif or short video

“This guide will give you nuggets of inspiration to

drive marketing success at your business.” ﬁ Add social media share icons

‘R===
- David Meerman Scott, Author of =
The New Rules of Marketing & PR y

_~

Add testimonials when relevant

[

NENENEANEANEANENENEN

Use industry awards and recognition




Dbizible

ROAS: The Golden Metric of

Marketing

How to measure and optimize for return-on-ad-spend

In the age of big data and analytics, why are
so many companies still looking atclicks
and submissions to measure their
performance? It's most likely because
they've lost sight of the bigger picture and
the golden metric of marketing.

ROAS: The Gowden
Metric of Warkeles

This jam-packed guide covers:
« Howtocalculate ROAS
« ProjectingROASfor longsalescycles

« ApplyingROASwith multi-touch
attribution

« and much more

Download Guide

First Name =
Work Email =
Phone Number

CRM *

- Plesse Select - v

Download Now

*
c G _ " ANaS
Forbes Microsoft BizSpark ~ Searchi Engine Lani. GeekWire tech ¥xconomy
T

NENENEANEANENENEANEA

Write clear, concise, compelling headlines

Explain the value and importance of the offer to your persona

Use bullet points to make information easily digestible

Select the appropriate number of form fields for your offer

Remove navigation and all links

Include a relevant image, gif or short video

Add social media share icons

Add testimonials when relevant

Use industry awards and recognition



WHAT GREAT LANDING
PAGES LOOK LIKE AND
HOW TO ANALYZE THEM



LANDING PAGE EXAMPLES WITH
PERFORMANCE METRICS

Business to business landing page example
Educational landing page example

Non-profit landing page example

Landing pages to analyze



BUSINESS TO BUSINESS
LANDING PAGE EXAMPLE



Ninjo Metrics,

Prediction: The Future of
Game Analytics

How Big Data is Breaking New Ground to Help Game
Developers Predict Player Behavior

Nlnjo Metrics:

Prediction: The Future
of Game Analytics

(It's Already Here-It's Just Not Very
Evenly Distributed)

Take full advantage of the
advancements being made in the field
of data analytics

In this whitepaper you'll learn:
« The value of big data and the nature of your players

« The critical role historical data plays

The basics of predictive analytics, including cross fold
validation, F-scores, and the concept of real-time

« How this knowledge translates to actionable items that
will help you determine where to focus your efforts

Help Spread the Word

flin]w]3 |9

Download your FREE
copy today!

First Name *
Last Name *
Email *
Company Name *

What is Your Biggest Analytics Challenge
(Optional)

Download Now

Ninja Metrics - Privacy Policy




LANDING PAGES IN ACTION

NinjaMetrics.

Prediction: The Future of
Game Analytics

How Big Data is Breaking New Ground to Help Game
Developers Predict Player Behavior

! Take full advantage of the

; z . .

| -Nln . advancement§ being made in the field

; Sy jaMetics of data analytics

¢

i Prediction: The Future In this whitepaper you'll learn:

i of Game Analytics « The value of big data and the nature of your players
o e vry

« The critical role historical data plays

+ The basics of predictive analytics, including cross fold
validation, F-scores, and the concept of real-time

« How this knowledge transiates to actionable items that
will help you determine where to focus your efforts

Help Spread the Word

[ flin]w]3[o]

Download your FREE
copy today!

First Name *
Last Name *
Email *
Company Name *

What is Your Biggest Analytics Challenge
(Optional)

Download Now

Ninja Metrics - Privacy Policy
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Write clear, concise, compelling headlines

Explain the value and importance of the offer to your persona

Use bullet points to make information easily digestible

Select the appropriate number of form fields for your offer

Remove navigation and all links

Include a relevant image, gif or short video

Add social media share icons
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Analyt

Game Analytics cony maN

e — @ All Sources
= / ® Organic Search
- 60%
/ @ Referrals
@ Social Media
@ Email Marketing
@ Paid Search
@ Direct Traffic

Landing Page Details @ Other Campaigns
@ Offline Sources

Contacts

. T
Information Jan 2014

Performance

Source Customers  View —sub. yjey _, cont. View — cust.

Landing Page Actions

View Live Direct Traffic 51.39% 37.5% 0%
Unpublish Email Marketing 58.82% 11.76% 0%
Edit

Offline Sources 0% 0% 0%

Clone
. o Organic Search 0%
View Revisions

Archive Other Campaigns -
Delete Paid Search o
Public link Referrals -
Social Media

[http:/lwww.ninjametrics.corn/predictior|~the~‘]

Total




EDUCATIONAL LANDING
PAGE EXAMPLE



LANDING PAGES IN ACTION

Are You Ready for Online Learning?

A Free 10-Step Guide to Download Now Request Information

First Name
Where do you begin? What ars the
things you should be thinking about as
you explore online programs?

Saint Leo University's fres e-book, Are
You Ready for Online Leaming, outlines 10

Take the first step toward earning your
college degree!

Fill out the form to download this
valuable resource now >>

® 2014 Saint Leo University




LANDING PAGES IN ACTION

Are You Ready for Online Learning?

A Free 10-Step Guide to Download Now

Where do you begin? What are the
things you should be thinking about as
you explore online programs?

Saint Leo University’s
You Ready for Online L . outiines 10
simple steps that can help u for

success in an onlin

Take the first step toward earning your
college degree!

Fill out the form to download this
valuable resource now >>

® 2014 Saint Leo University

Request Information

First Name
Email

Frogram of Interest

NENENEANEANENENENER

Write clear, concise, compelling headlines

Explain the value and importance of the offer to your persona

Use bullet points to make information easily digestible

Select the appropriate number of form fields for your offer

Remove navigation and all links

Include a relevant image, gif or short video

Add social media share icons

Add testimonials when relevant

Use industry awards and recognition



1l Submission Rate v | #) 10/01/2013 - 02/28/2014... + i

Landing Page Details

Contacts
Information

Performance

Landing Page Actions

View Live
Unpublish

Edit

Clone

Create A/B Test
View Revisions
Archive

Delete

Public link

@ All Sources
@ Organic Search

@ Referrals
@ Social Media

TN\

@ Email Marketing
@ Paid Search
@ Direct Traffic

N ———

@ Other Campaigns
@ Offline Sources

Source Contacts

Customers View — sub.

View — cont. View — cust.

http://info.online_saintleo.edu/download-onin

Direct Traffic
Email Marketing
Offline Sources

Organic Search

Other Campaigns

Paid Search

Referrals

Social Media

Total

35.13%

66.67%

0%

16.03% 0.24%

0% 0%

0% 0%




NON-PROFIT LANDING
PAGE EXAMPLE



LANDING PAGES IN ACTION

The Ultimate Campaign Planning Kit Get the Guide

Your First Name *
to plan your next online fundraising

long with an example campaign you put > ‘
e key components of your o fundraising THE ULTIMATE CAMPAIGN S
plan. In a few simple steps you can be on your way to PLANNING KIT

fundraising success. Online campaigns have never been
easier

NA

Your Last Name *

Download the guide and learn to:

Your Email *

Set an effective campaign goal

Define your target audience Your N

profit =

Develop a communication strategy

Number of Paid Employees?

Put together a compeling incentive structure

v
v

State =
Please Select - v

Request More Information About StayClassy's
Fundrising Platform

Subsaribe to StayClassy Blog




LANDING PAGES IN ACTION

Sty Classy™

The Ultimate Campaign Planning Kit

The easiest way to plan your next onine fundraising
campaign. Follow along with an example campaign you put

together the five key components of your own fundraising THE ULTIMATE CAMPAIGN
plan. In a few simple steps you can be on your way to PLANNING KiT
fundraising success. Online campaigns have never been

easier

Download the guide and learn to: =
»
- Setan effective campaign goal '
- Define your target audience

« Develop a communication strategy

4 4
« Puttogether a compeling incentive structure <
D]

f

rd

')
§

Get the Guide

Your First Name =

Your Last Name *

Your Email =

Your Nonprofit =

Kl K K K KKK K] KR

Write clear, concise, compelling headlines

Explain the value and importance of the offer to your persona

Use bullet points to make information easily digestible

Select the appropriate number of form fields for your offer

Include a relevant image, gif or short video



Landing Page Details

Contacts
Information

Performance

Landing Page Actions

View Live
Unpublish

Edit

Clone

View Revisions
Archive

Delete

Public link

http://go_stayclassy.org/ultimate-campaign-

[ nl Submission Rate - j 9 10/01/2013 - 02/28/2014... v
60%
40%
20%
0%

Oct2013 Nov Dec Jan 2014 Feb
Source v | Views Submits Contacts Customers _ View — sub.
Direct Traffic 396 149 7 1 37.63%
Email Marketing 202 136 16 0 67.33%
Offline Sources 0 1 0 0 0%
Organic Search 978 389 343 0 39.78%
Other Campaigns 6 1 1 0 16.67%
Paid Search 0 0 0 0 0%
Referrals 79 30 21 0 37.97%
Social Media 51 17 9 0 33.33%
Total 1ir12 723 467 1 42.23%

View — cont. View — cust.
19.44% 0.25%
7.92% 0%

0% 0%

35.07% 0%

16.67% 0%

0% 0%

26.58% 0%

17.65% 0%

27.28% 0.06%

@ All Sources
@ Organic Search
@ Re

@ Social Media

@ Email Marketing
@ Paid Search

@ Direct Traffic

@ Other Campaigns
@ Offline Sources




LANDING PAGE
EXAMPLES FOR REVIEW



WHAT COULD BE IMPROVED?

:BIGIytics

Download the Ebook: Telecom Big Data 101

Biglytics helps businesses understand & leverage virtually any kind of data

Put your Telecom in the lead Sign up for our Ebook

First Name *

Leverage Big Data for competive advantage

Telecommunications has never been so Gowded, competitive, (and frankly)  Last Name *
ss cutthrost ss we find it todsy. To help your business gain a oritical
sdvantage, BigLytics offers a new Ebook - “Telecom Big Dsts 101"

Telecom Big Data 101 Company
« Explains systemetized big data storage for telecoms
. the di between single-axis and imensional big il +

data
Shows how mined dats informs processes
Demonstrates industry specific intuitive visusl anslysis tools

What is your IT Budget

- Plesse Select - v
Job Title
Website
Industry
- Please Select - v
Number of Employees
v

- Plesse Select -

Annual Revenue




WHAT COULD BE IMPROVED?

kBIGIytics

Download the Ebook: Telecom Big Data 101

Biglytcs helps businesses understand & leverage virtually any Kind of data

Sign up for our Ebook

Select the appropriate number of form fields for your offer

Include a relevant image, gif or short video

Add social media share icons

Add testimonials when relevant

<] [&] K] K] [X] K] K] [X] [X]

Use industry awards and recognition



WHAT COULD BE IMPROVED?

Download Facebook For Business

Learn how to actually make money with
Facebook marketing

AN INTRODUCTION
TO FACEBOOK FOR
BUSINESS

Asetup and strategy guide
for marketers.

[ flin]w]2] 0]




WHAT COULD BE IMPROVED?

Download Facebook For Business

Learn how to actually make money with
Facebook marketing

AN INTRODUCTION
TO FACEBOOK FOR
BUSINESS

HubSpst

[T T

Kl K K K KKK K] KR

Remove navigation and all links

Include a relevant image, gif or short video

Add social media share icons



KEY TAKEAWAYS
AND RESOURCES



KEY TAKEAWAYS

Inbound marketers covert 2x the amount of website visitors to leads.
Landing pages act as digital sales reps that gather information about
visitors for marketing and sales to use for building relationships.

Landing pages and offers are co-dependent.

Successful Landing Pages require an in-depth understanding of your
Buyer Personas and Buyer’s journey.

All leads are not created equal.

Landing pages can not be successful alone, you must take into
consideration the supporting infrastructure.

Conversion rates provide insight into the success of your landing pages.



RESOURCES

How to Optimize Landing Pages for Conversions

How to Add Social Media Share Icons & Setup Thank You
Pages

What You Can (and Should) Ask for on Your Landing Page
Forms

Before and After: 3 Real-Life Landing Page Makeovers




