


PPC LANDING PAGES  
WHY THEY MATTER & HOW TO GET THEM RIGHT

The PPC world revolves around click-through rate (CTR), cost-per-click (CPC),  
impressions, ad copy, match types, ad scheduling, and countless other measurements 
and settings that dominate our days. In the midst of the chaos, landing pages, regrettably, 
often get banished to the set-it-and-forget-it underworld. This, of course, induces lots of 
face-palm moments, because conversions happen on landing pages. 

In plain talk, you get customers and grow your business — or fail miserably — on your 
landing pages. With that in mind, the focus of this guide is to help you understand PPC 
best practices for landing pages that convert so all your front-end PPC work pays off.

 
WHY LANDING PAGES MATTER SO MUCH  
(HINT: IT’S NOT ALL ABOUT QUALITY SCORE)  
	
	 	 PPC professionals put a lot of emphasis on 
  Quality Scores because good scores can improve 
  your ad rankings and lead to lower costs. Along 
  with ad relevance, CTR, use of ad extensions, and 
  account history, your Quality Score is affected by  
  the quality and relevance of your PPC landing page  
  experience.    
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Along with ad relevance, CTR, use of  
ad extensions, and account history, your  
Quality Score is affected by the quality  
and relevance of your PPC landing page 
experience.  

http://www.wordstream.com/blog/ws/2013/03/26/google-quality-score
http://www.wordstream.com/blog/ws/2013/10/24/adwords-ad-rank-algorithm


Advertisers typically earn better landing-page component scores by creating keyword-
specific landing pages that fit the searcher’s intent, with the added bonus that these  
types of pages convert better than generic ones. For example, clicking an ad for “home  
air conditioning repair” would send a searcher to a landing page specific to home air  
conditioning repair.

Your Quality Score is important, but more importantly, PPC landing pages are the last 
mile in your pipeline to customer acquisition. They are where all the AdWords work 
pays off — or fails. All too often, however, landing pages go overlooked and/or neglected 
due to lack of time or expertise. 

   Ponder this question as you progress through this  
   guide: If you could optimize your landing pages and  
   increase your conversion rate even just a little bit,  
   what would it do for your campaigns and your overall  
   ROI? You likely invest a lot of time and planning to get 
visitors to your landing page, so make sure it pays off. In other words, don’t just pay for 
the click — turn that click into a conversion. 

 
PPC ACCOUNT STRUCTURE DRIVES LANDING PAGE STRATEGY

In order to understand the path to your landing pages, let’s start at the beginning. Proper 
account structure in a PPC campaign drives a well-executed landing-page strategy and 
can make landing-page creation a much more seamless process. As you build out your 
campaigns, be thinking ahead to the user experience and the landing page you will be 
directing users to.

Campaign Level: Consider a campaign’s objectives and what you want to achieve. 
When you’re setting up your PPC campaign, you use settings to target languages and 
geographic locations, so your landing pages should be built with these factors in mind. 
For example, if you’re targeting a specific city or region, landing pages should mention  
the city or region in their content . This increases relevance for the user.

Ad Group Level: As you build tightly themed ad groups, it makes sense to envision all 
of the keywords in an ad group being directed to the same landing page. That way the 
message on the landing page(s) will fit all the keywords in the group. Ideally each ad group 
has its own specific landing pages. This depends, of course, on the website’s structure 
and your ability to create specific landing pages.

In this example, it’s pretty obvious you’d be advised to split Ad Group 2 into more  
cohesive groups, such as Commercial, Local, and Home, so the ads fit the themes of the 
keywords. The same thinking applies to the landing pages you choose to create for them.
  

Don’t just pay for the click — turn that click  
into a conversion. 
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Keyword Level: Keywords bind the search query, PPC ad copy, and landing page 
together. They are the underpinnings of a cohesive campaign and user experience  
because a searcher: 

 1. Uses the keyword in the query,
 2. Sees the keywords in the ad (hopefully), and
 3. Expects to see the keyword on the landing page.  

   Of course, different match types for keywords give 
   you less or more control over the PPC ad that might  
   display for a given search. For instance, by bidding  
   on an exact-match phrase, you know what the  
   searcher typed in that triggered your ad, so your ad  
   should address that query as closely as possible,  
   and the landing page should do the same. 

If you’re bidding on broad-match keywords, then you won’t know for sure, ahead of  
time, what the query is, so your ads and landing pages can’t have the same degree  
of specificity that exact-match keywords do. 

It also pays to use search volume and historical data to make informed decisions. If you 
know that a subset of your keywords drives most of your traffic and conversions, consider 
creating specific landing pages for those high-performance keywords.
 
Ad Copy Level: Ads are promises that (should) get fulfilled on landing pages. Analyze 
your ads from the perspective of someone performing a search and ask yourself what 
you’d expect to see if you conducted the search and were looking at your ads. Does  
your landing page fulfill the promise in the ad?  
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Keywords bind the search query, PPC ad 
copy, and landing page together. They are the 
underpinnings of a cohesive campaign and 
user experience. 

http://www.wordstream.com/keyword-match-types




If not, consider rewriting the ad. Better yet, create landing pages that do fulfill the promise. 
For example, if a searcher clicks an ad touting “home plumbing service,” that person 
would expect to be directed to a landing page about home plumbing, not your homepage 
where he’s left to find the relevant information on his own. 

 TIP: 
 As a guide principle, try to make your prospects do as little work as possible. 
 If they need to fill out a form, make it clearly visible above the fold. If they need  
 to click a button to submit a form, make the button big and bright.  

THE TYPES OF LANDING PAGES

PPC landing pages usually fall into one of two categories: lead generation (AKA lead gen) 
or click through.  

When you use PPC for lead gen, you’re attempting to capture user data, such as a name 
and email address, so that you can connect with prospects and continually market to 
them. Your landing page usually serves as an exchange point where you give something 
of value (an eBook or white paper, for example) in return for the person’s information. The 
amount of data you request of prospects can have an effect on your conversion rate, so 
the best practice is to ask for the minimum amount of information you need to start a 
relationship — usually just a name and email address. (You may decide you need more 
information, such as job title, address, phone number, and so on — just remember that 
the more work you make them do, the lower your conversion rate will be.) 

   Click-through landing pages, conversely,  
   have one goal: to get the visitor to whip  
   out the credit card. They provide persuasive  
   information designed to result in e-commerce  
   transactions. These landing pages aim to give  
   prospects sufficient information that answers  
   all of their questions right there so they click  
   the Buy Now button (or Add to Cart, etc.).

   No matter what type of landing page you use,  
   be aware that we’re now delving into fun  
   psychological and motivating factors that  
   drive consumer purchase decisions. One  
particular concept to understand in our context is Monroe’s Motivated Sequence. The 
short version of it is attention, interest, desire, proof, and action. Check yourself to make 
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Is Your Landing Page 
Awesome or Not?  
Find out now with 
the FREE AdWords  
Landing Page Grader 

http://www.wordstream.com/blog/ws/2013/09/23/get-more-leads-with-ppc
http://www.mindtools.com/pages/article/MonroeMotivatedSequence.htm
http://www.wordstream.com/landing-page


It’s all about aligning your on-page message  
and CTA (call-to-action) with what the 
prospect wants.

sure you’re meeting the threshold for these psychological requirements at all intervals in 
your PPC campaigns, from ad copy to landing pages.

 
THE ELEMENTS OF A GREAT LANDING PAGE

The following elements comprise quality landing pages. They apply to most PPC 
campaigns but not all because not every campaign or desired outcome is exactly alike. 

   As you absorb each element, apply it to your own  
   campaigns. You’ll likely spot areas where you’re  
   nailing it and areas where you can improve. In the  
   end, it’s all about aligning your on-page message  
   and CTA (call-to-action) with what the prospect  
   wants.

1. Headline and Subheadlines: The number one goal of your headline is to tell visitors 
they’re in the right place, that they’ve found the solution to their problem. Ideally your  
keyword appears here to keep the continuity going from search query to PPC ad to  
landing page. The concept is the same as AdWords best practices that call for inserting 
the keyword in the title and description of your text ad. Visitors will see the keyword and 
know they’ve found what they’re looking for.
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2. The Offer: Make your offer compelling. (The offer is what you’re offering to give them 
in exchange for their lead information.) If your offer isn’t good, or you don’t convincingly 
sell the value in it, it’s easy for users to hit the back arrow and start over. Moreover, if your 
offer is compelling, make sure it matches the ad’s copy — nothing’s more disappointing 
than clicking an ad for a great offer, then not seeing the offer on the landing page. 

 Bonus Tip: 
 Create a sense of urgency. Phrases like “limited time” and “limited quantity available”  
 help spur visitors to action. In the example below, Gilt, who are masters at creating  
 urgency, provide a countdown of the time left on their hoodie sale. This prevents 
 visitors from clicking away or closing the window with a plan to come back later. 
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3. Landing Page Copy: The words on the page are crucial both for visitors and for 
Google (because this helps signal relevance and affects your Quality Score). If you’re  
sending visitors to pages from PPC ads, then logically you want the words on the 
page to include the keywords and revolve around the theme for those keywords 
(see the ad group section above).  

Make the landing pages relevant to the searches by supplying information about the  
specific product or service. You can even update your landing pages to correspond to 
the time of year (such as the holiday season) to be even more relevant. 

The example below from Oracle is for a search for “proposal software.” The copy is full  
of the words proposal and software, which creates a highly relevant page that provides 
valuable context around the search query.

http://www.wordstream.com/blog/ws/2013/11/27/seasonal-landing-pages
http://www.wordstream.com/blog/ws/2013/11/27/seasonal-landing-pages


When visitors clearly understand WIIFM (what’s 
in it for me) and how your product or service 
will benefit them, they’re hooked and looking 
for the next step.  
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4. Credibility: Build trust with your visitors by displaying trust symbols like trade 
associations, safe-checkout logos, media mentions, awards, and existing customer  
logos and testimonials. Without those signals that you’re a credible business, visitors 
might be wary of converting on your site, and you’ll likely lose them forever. Visitors  
need to feel their personal and credit card information is safe with your site, so use your 
landing pages to dispel any anxiety.

   5. Features and Benefits: After the headline, the 
   features and benefits are the most important copy in  
   terms of convincing your visitor that they should stay  
   on your page. You’ve made statements and promises  
   in your ad text, and now you need to reinforce the  
   most important points to seal the deal. When visitors  
   clearly understand WIIFM (what’s in it for me) and 
how your product or service will benefit them, they’re hooked and looking for the next 
step.  In the example below, FreshBooks calls out the features and benefits that matter  
to its target user: Easy to Use, Work Anywhere, and Save Time Billing.
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6. CTA: You know what you want visitors to do, but do they know what you want them 
to do? Make it clear by using an obvious Call to Action that stands out from the rest of  
the text and tells the visitor what clicking the CTA button will achieve. 

The button color, white space around it, and even the shape of the border are all elements 
to test as you optimize your landing pages (more on that later). Notice how the CTAs  
below tell users what’s going to happen when they click the button.

In this example for the search “buy new domain,” GoDaddy’s CTA is calling out Search 
(in orange) as your primary action to get to your ultimate goal, which is to buy a new  
domain.



   7. Design and Process Considerations: When you 
   go shopping for groceries, you want to be in and out  
   as fast as possible. You don’t want to have to step  
   over boxes, get barraged by vendors trying to tempt  
   you with samples at every turn, then be forced to  
   watch a 30-second clip before you can leave the 
store. The same holds true for your landing pages: Visitors should be able to find what 
they’re looking for — quickly and easily — and move along as fast as possible.

Keep these principles top of mind as you analyze your landing pages:

	 n  Reduce friction by using clear words, not asking for too much information, and 
  providing all the information the visitor needs right there on the landing page.

	 n  Exercise consistency with your brand. Your landing page text, logos, and 
  colors must match your brand guidelines and website. Speaking of colors, Neil  
  Patel wrote a helpful piece on how color can affect conversion rates that should 
  be kept handy.

	 n  Simplify your design and cut out useless text. Remove anything that doesn’t 
  directly support your conversion goal. Following these steps reduces distractions  
  (remember the grocery sample guy?) and keeps visitors on the path to conversion.

	 n  Stop talking about yourself. You can provide more information about your 
  company in the footer links, but this is no time to be telling the visitor your life  
  story. You’ve already laid out the case for your product or service, so sit back  
  and let people convert. 

Visitors should be able to find what they’re  
looking for — quickly and easily — and move 
along as fast as possible. 
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	 n  Ask for less when it comes to form fields. Get what you need to complete the 
  transaction and that’s it. Any more than seven form fields and conversion rate  
  drops off dramatically. 

	 n  Eliminate choices and lose the diversions. Don’t send a visitor off to watch your 
  latest YouTube video because he might end up watching videos for 30 minutes  
  and forget about his shopping cart.

	 n  Use images when they support the sale or conversion. It’s helpful for visitors 
  to see the product you’re selling them or a graph of the money your service has  
  saved past customers. It’s not helpful, however, to show unrelated images that  
  don’t contribute to the visitor’s need to solve a problem (see Monroe’s Motivated  
  Sequence above). If you do use an image, make it a clear, sharp, top-quality one  
  that builds your visitor’s confidence in your brand.

 Bonus Tip:
 A good rule of thumb is to make sure your landing page passes the “blink test” — 
 the visitor can understand the offer and know what she needs to do within five  
 seconds. This test helps keep your landing-page-building efforts focused on clarity  
 and brevity.

   8. Include a Thank-You Page: A thank-you page 
   gives your new customers additional confidence in  
   their decision to trust you. Use the page to tell  
   customers what’s going to happen next and what  
   they need to do (for example, if they need to check  
   their inbox for an email message). This also cuts  
   down on the customer service calls and emails you 
might receive. Lastly, it’s a great place to encourage people to sign up for your blog, share 
their new purchase on social media, or review additional products and services you offer. 

9. Enable Social Sharing: Make it easy to share your landing page. If your offer is 
strong, visitors will be inclined to share it with their followers, and you don’t have to pay  
for those visitors. In the example below, Amazon makes it easy for users to share the  
book information on social platforms.

A thank-you page a great place to encourage 
people to sign up for your blog, share their new 
purchase on social media, or review additional 
products and services you offer.

http://thenextweb.com/dd/2013/10/28/lose-users-eternity-first-5-seconds-survive-blink-test/#!trFni
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   10. Don’t Forget About Mobile: Mobile follows the 
   same “make it easy on the user” principles that we’ve  
   already covered for desktop landing pages. Follow  
   the mobile best practices below to optimize your 
   mobile landing pages:

	 n  Landing pages should be lightweight and load quickly. This is a general 
  best practice, but mobile users are especially impatient and may have slower  
  internet connections.

	 n  Be very direct and concise. Don’t use a lot of text as this can be hard to read 
  on mobile devices.

	 n  Use large text and big buttons that can easily be clicked by a thumb.

	 n  Include a clickable phone number on the mobile landing page if you are set 
  up to receive phone calls.

	 n  If you’re a local business, include your address to make it easy for people 
  to get directions.

	 n  Use as few fields in forms as possible.

Include a clickable phone number on the  
mobile landing page if you are set up to  
receive phone calls.

http://www.wordstream.com/blog/ws/2012/08/29/mobile-ppc-best-practices
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DEEPER DIVES ON LANDING PAGE BEST PRACTICES

Now that you’ve got the best practices mastered, it’s time to head to the lab and test your 
work. Simple tweaks can produce major changes in landing-page performance. You’ve 
likely got ideas about the tests you may conduct already, and you can test virtually any 
component of your landing page, including images, copy, bullet points, colors … it’s nearly 
limitless. 

As with any type of PPC activity, establish objectives and structure for your testing pro-
cess first. Make sure you understand how A/B testing works so you don’t make changes 
without establishing what it is you’re testing. In some cases, multivariate testing will prove 
more efficient than testing only one element in A/B testing.

OH NO! HERE COMES GOOGLE ANALYTICS

You didn’t think you’d escape without looking at analytics, right? Google Analytics is a 
treasure trove of intelligence about your landing pages. Assuming you’ve got your landing 
pages tagged first (please say you do), you can see revealing stats like:

	 n  Page views
	 n  Entrance and exit paths
	 n  Time on page
	 n  Conversions 

TOOLS/RESOURCES
	
You can’t build landing pages with AdWords, but WordStream does have tools to help  
you create your own custom landing pages without having to call in your web developer 
to do the work.  

Additionally, there are companies out there devoted entirely to landing-page optimization 
and conversion. (That’s how important landing pages are.) A few of them are Optimizely, 
ion, and SiteTuners, along with plenty of others. 

Make 2014 the year of the landing page!

http://www.wordstream.com/blog/ws/2013/07/11/landing-page-conversion-rate-guide
http://www.wordstream.com/blog/ws/2012/09/25/a-b-testing
http://en.wikipedia.org/wiki/Multivariate_landing_page_optimization
http://support.unbounce.com/entries/307637-Integrating-with-Google-Analytics-VIDEO-
http://support.unbounce.com/entries/307637-Integrating-with-Google-Analytics-VIDEO-
http://www.wordstream.com/landing-page
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ABOUT WORDSTREAM
	
WordStream Inc. provides search marketing software and services to small and 
medium-sized businesses that want better results from paid search. WordStream’s  
easy-to-use PPC Advisor software facilitates more effective PPC campaigns by  
providing a customized workflow, the 20-Minute PPC Work Week, to help advertisers  
increase relevance across Google, Bing, and Yahoo and get expert-level results in a  
fraction of the time. Whether you’re new to search marketing or are an experienced  
PPC manager, WordStream’s PPC management software and services can provide  
the boost you need to grow your business and drive better results.

 HOW DO YOUR LANDING PAGES STACK UP?

 Feeling like your own PPC landing pages don’t quite measure up? Use the  
 AdWords Landing Page Grader to analyze your current performance and pinpoint  
 areas where you can improve your pages and increase conversion rates.

http://www.wordstream.com
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