
Google Confidential and Proprietary 1 

7 Best Practices of Landing Page Design 
and how take advantage of them 
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Making the best first impression 

•  Visitors decide whether to stay on your page within 2-3 seconds 

•  Your landing page design could be leaving money on the table, by 
turning away potential customers 

•  For a visitor to stay on your page, he or she will want to know: 
•  “Am I in the right place?” 

•  “Does this place match what I was expecting to see?” 

•  “Should I bother reading or click away immediately?” 
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2-3 seconds! 
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The 7 Best Practices 

•  The following are seven common pitfalls and opportunities in 
landing page design 

•  If you are looking for ways to improve your page, start by identifying 
the following opportunities 

•  By testing the design of your site you will be able to optimize its 
performance and increase your site’s conversion rate 
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#1: Strengthening call-to-action 
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•  Your site’s visitors need to be told what to do 
clearly and succinctly 

•  “Call-to-action”s should be in clear view and 
immediately draw the eye 

•  Avoid “call-to-action”s that are below the fold of 
the computer screen or that are the same color as 
the other links on the page 
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#1: Strengthening call-to-action 
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  Buy button hidden at end of 
long form 

   Low-contrast color (gray)  

  Buy button above the fold, more 
prominent 

   High-contrast color  

MISSED OPPORTUNITY 
REALIZED OPPORTUNITY 
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#2: Reducing choices 
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•  Your site’s visitors should not have to spend 
more than 3-4 seconds reading options to 
determine which one they want 

•  If your landing page has more than 25 options to 
choose from consider re-grouping the choices 
into fewer options 

•  You can always add later steps with sub-
categories if finer selections are necessary 
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#2: Reducing choices 
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  386 clickable links! 

  Text-only approach is difficult 
to navigate 

  Page scrolls on and on… 

  Hundreds of products 
collapsed into 16 clear 
categories 

  Intuitive use of pictures 

MISSED OPPORTUNITY REALIZED OPPORTUNITY 
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#3: Simplifying forms 
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•  Your site’s visitors see forms as hurdles, don’t 
make them unnecessarily difficult 

•  For each field ask “if this data point absolutely 
necessary to the current transaction?” 

•  Consider removing unnecessary fields or asking 
for that information at a later step in the 
conversion process 
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#3: Simplifying forms 
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  The more fields, the fewer 
conversions 

  Is the information asked for 
absolutely necessary to the 
current transaction? 

  Short and sweet 

  Only asks for the essentials, 
can ask for more in the next 
step 

MISSED OPPORTUNITY 
REALIZED OPPORTUNITY 
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#4: Streamlining text 
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•  Your site’s visitors don’t like to read 

•  Make sure important and relevant information is 
communicated through headlines or bullet points 

•  Consider removing long blocks of text that can be 
off-putting 
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#4: Streamlining text 
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  Lots and lots of text 

  Important links hidden in 
text 

  Text broken into clear, bucketed 
graphics 

  Important information highlighted 

MISSED OPPORTUNITY 

REALIZED OPPORTUNITY 
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#5: Improve connection to ad copy 
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•  Make sure you show your “clicks” what they want 
to see 

•  If you promise a discount in your add make sure 
the discount information is clearly displayed on 
your landing page 

•  Fulfill the “promise” of your ad 
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#5: Improve connection to ad copy 
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  Call-to-action fulfills 
promise of ad copy 

  Meets visitor’s 
expectations 

  Ad copy promises access to 
digital camera reviews but… 

  Call-to-action is “Join today!” 

  Disconnect from visitor’s 
expectation 

MISSED OPPORTUNITY REALIZED OPPORTUNITY 



Google Confidential and Proprietary 

#6: Reducing visual distractions 
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•  Graphics should supplement the “call-to-action,” 
not distract from it 

•  Remove flashy, moving graphics that are not part 
of the “call-to-action” 

•  Try to replace generic, stock photos with product 
photos or real customers 
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#6: Reducing visual distractions 
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  Large support pop-up fills up 
valuable screen space 

  Distracting and potentially 
annoying 

  Graphics are used to draw the 
eye to important products 

  No unnecessary images 

MISSED OPPORTUNITY REALIZED OPPORTUNITY 



Google Confidential and Proprietary 

#7: Improving placement of trust builders 
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•  If your brand name is not widely known you can 
rely on “trust builders” to make your visitors feel 
comfortable 

•  Trust builders can be  
–  Recognizable brands that you sell 
–  Recognizable news outlets your business has been mentioned in 
–  Business badges like the “Better Business Bureau” or “VeriSign” 

•  If you do have trust builders make sure they are visible and 
effectively placed 
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#7: Improving placement of trust builders 
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  Trust seals at top of page, near 
cart 

  Recognizable logos (Sealy, 
Serta, Tempur-pedic) build 
credibility 

  Trust seals (like VeriSign, BBB) 
and credibility indicators (like 
CNN, USA Today) are hidden 
at the bottom of the page 

  Most visitors will not see them 

MISSED OPPORTUNITY 
REALIZED OPPORTUNITY 
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Next steps… 

  Improve your landing page for free 
  Use Google’s Website Optimizer to test alternative designs: 

http://www.google.com/websiteoptimizer 

  Advertiser success videos: 
http://www.google.com/websiteoptimizer/workout 

  More information on landing page design 
  Books on landing page optimization 

  “Always Be Testing” by Bryan Eisenberg 
  “Landing Page Optimization” by Tim Ash 

  Google-authorized consultants:  
http://www.google.com/intl/en/websiteoptimizer/partners.html 
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Thank you!  


