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INTRODUCTION

Successful paid search (PPC) isn’t all about getting people to click on your ad - if you want a 
respectable conversion rate, you also need to put careful thought into what they see when they 
arrive on your landing page; if it doesn’t match the expectations you set in your ad, it’s unlikely 
they’ll convert.

What’s the point in generating a high level of traffic if they’ve got little chance of finding your site 
relevant or interesting, and even less chance of converting?

Here’s how to optimise your customers’ landing page experience to make sure you’re getting the 
best ROI from your budget...
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WHAT IS A LANDING PAGE?

In short, a landing page is a page where someone arrives when clicking on a link external to 
your site. You can consider a landing page to be a kind of gateway, whether that is to the further 
exploration of your site, to the completion of a designated goal. This guide will deal with those 
from pay-per-click (PPC) ads, but landing pages can be created to greet visitors from search engine 
results pages (SERPs) or any other inbound link.

The content of each landing page should follow logically from the ad that triggers it, giving users 
a consistent message. Remember that your landing pages can influence your page rank and CPC 
(cost-per-click) as it’s part of the criteria Google uses to determine your Quality Score.

It’s worthwhile considering creating multiple landing pages that match where a customer is on the 
buyer’s journey, as the information they’re expecting to see will vary.

A consumer at the awareness stage, for example, may be seeking information regarding the product 
– such as pricing, reviews or functionality, while at the purchase level they may simply need some 
refresher information to confirm they’re in the right place and a buy it now or add to basket button.

https://www.click.co.uk/resource/improve-your-quality-score/?utm_source=eBook&utm_medium=eBook&utm_campaign=PPC-landing-pages
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WHAT MAKES A SUCCESSFUL LANDING PAGE?

To maximise conversions and reduce bounce rate as far as possible, your landing pages need to:

•	 Be persuasive and engaging

Use a powerful headline and only use copy if it adds value - don’t be afraid of white space. Offering 
prospects something for free, such as a download, can be a powerful motivator

•	 Offer a useful and engaging user experience (UX)

Answering questions or displaying relevant products; it must also be easy to navigate.

•	 Develop credibility and trust in your brand

Through clear brand identity and additional information that reinforces why to choose your brand 
(such as facts and figures or testimonials where appropriate).

•	 Provide a logical and consistent journey from the referral source

For example, an organic search result, a PPC ad or a link in an email.
 

•	 Contain a clear CTA (call-to-action)

What do you want the visitor to do? Make it clear and simple for them to do it. Limiting the options 
on each page can be an effective technique.

•	 Load fast

Site speed is crucial in organic rankings, but it can have a major impact in paid search as well. 
Research shows that users become dissatisfied and are more likely to abandon a website that takes 
more than 3 seconds to load

Google will provide you with a score and a detailed summary outlining the tweaks you should make 
if you want to optimise page load times.

Perhaps the most important aspect affecting landing page success - and a theme that runs through 
each of the factors - is relevancy: a landing page should always seek to provide what the consumer 
is expecting to see.
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DESIGN FOR CONVERSIONS

One of your biggest concerns is users becoming frustrated with your website and leaving, and a 
badly laid out site will contribute towards this. A site must be easily navigable for the user to achieve 
their (and your) goal, be that to purchase an item or retrieve a certain piece of information. To help 
the user in this process it’s important that the site is clearly signposted with clear calls to action.

The hierarchy of a web page is very important, so aim to guide a user through a process by 
highlighting the most salient elements. As a mainly visual medium, your website should always 
look as good as possible but it’s important to bear in mind accessibility for visually impaired users, 
by using proper meta data in your imagery for screen reading software with clearly defined file 
names and alt text. As a bonus to including this, it also helps boost your SEO profile as Google reads 
image descriptions when crawling sites.

When it comes to eCommerce websites, upselling and adding offers is a great way to encourage 
users to buy. See how sites like Amazon offer you a ‘frequently bought together’ option, allowing 
users to simply add to their shopping baskets while remaining on the page. Users value credibility a 
lot when it comes to spending their hard earned cash, and being transparent and adding elements 
like user reviews will go a long way towards earning their trust.
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UNDERSTAND YOUR CUSTOMERS

To create successful landing pages, it’s essential to fully understand your digital audience, what 
they want, the keywords and searches your ad will display alongside, what appeals to them and 
what they will expect to see when they arrive at your landing page.

In short, you need to ensure that the landing page to which each ad directs a user is unique, 
relevant and engaging.

When researching your keywords, the first step is to identify the audience you’re targeting. Think 
about who, what and where your target audience will be searching for when trying to connect with 
sites like yours.

Make the most of Google’s Keyword Planner

This Google Ads tool is essential when creating keyword lists. Firstly, it gives you the option to 
search for keywords by volume using a generic or specific topic (ideally you’re looking for the 
golden ration of low competition and high volume). You can then narrow this down by location, 
product category, language and network. This makes the suggested keywords as specific to your 
business as possible. Your landing page can also be added to the search, which will improve the 
Quality Score of the keywords fed back because of their relevancy to your landing page.

You can use as little or as many of these options as you like, but the more you use, the more specific 
the results will be to your business. Use your brainstorm ideas to expand your Keyword Planner 
research further. To exhaust all possible variations, the Multiply Keyword Lists tool within the 
Keyword Planner is extremely useful. This gives you the option to combine multiple keyword lists, 
for example, combining ‘Remote Control Helicopter’ and a list of colour variations. This can be a 
great time saver but the tool also provides forecasting information that can be used during the 
planning process.

https://www.click.co.uk/resource/understanding-your-digital-audience-ebook/?utm_source=eBook&utm_medium=eBook&utm_campaign=PPC-landing-pages
https://www.click.co.uk/blog/ppc-keyword-strategy/?utm_source=eBook&utm_medium=eBook&utm_campaign=PPC-landing-pages
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Google your keywords

Predictive technologies like Google Autosuggest and Related Searches are a goldmine of 
information. Test your keywords in Google Search and see what suggestions it comes up with 
– these are the same suggestions potential customers will be seeing when they make similar 
searches, making this information extremely valuable to your keyword research.

Four tips 

•	 Think like a customer – pick short and long tail keywords likely to be searched by your buyer 
personas.

•	 Look for gaps – in a crowded marketplace it can be difficult for newcomers to compete 
against established companies. So don’t compete, find where they aren’t present.

•	 Rank for priority – it is counterproductive to spread yourself too thin, so choose your targets 
wisely and look for the golden ratio of high volume, low competition.

•	 Consolidate gains – if you begin to rank for certain terms, don’t rest on your laurels but 
continue to target these keywords as you expand your target list. 
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CATER TO EXPECTATION

This is one of the most important parts of optimising a landing page when using them in
conjunction with PPC (though it is also applicable as a general rule for landing page optimisation).

If you are using PPC for an awareness level search term, the landing page should provide possible 
solutions to that initial ‘awareness of need’, whether that is product or range specific or a strictly 
informative page on the type of problem or need the consumer may be experiencing.

Though the main drive behind each and every landing page may be an eventual conversion, giving 
the consumer what they want should be your priority. A consumer is much more likely to return 
later down the funnel if they are satisfied by the first landing page they visit on your site than if 
they arrive to see a hard sell or information irrelevant to their search query. A lot of the hard work 
optimising your PPC ad copy, CTAs and the like can be wasted if the consumer does not see what 
they were expecting on arrival at the landing page.

Create multiple landing pages with content tailored for different levels of intent

Make sure that the most appropriate ad group, and keyword-relevant destination URL is being 
used. Having a highly relevant landing page will not only improve your conversion rate but will have 
a positive effect on your Quality Score. Use your landing page Quality Score factor to identify poor 
quality landing pages which need improvement, or to be changed to a pre-existing more relevant 
landing page.

The type of landing page you create will depend on the goal of your ad campaign, as well as match 
the intent level of the search you wish your ad to show for.

Generating leads - your ads appear when people are actively searching for the products and 
services your business offers. You need to ensure you send searchers to a landing page containing 
content that is specific to their search and includes a clear call-to-action such as a callback request 
form, email subscription form, and/or a downloadable brochure.

Generating revenue and profit - your ads appear when people are looking for a product or 
service you sell, or searching for a need or solution that one of your products could fulfil. Here, it’s 
important that your landing page includes relevant products - remember to emphasise the benefits 
they offer, rather than simply listing features – and a clear navigation to purchase.

Brand exposure and awareness - your ads promote your brand to a highly relevant audience, 
with the potential to increase traffic to your site. It’s vital here that your ads are creative enough to 
engage people with your brand - the content on your landing page should reinforce this message 
and encourage people to interact further.
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MAKE SURE YOU MONITOR CONVERSIONS ACCURATELY

•	 Make sure your campaigns have conversion tracking properly set up

This is fundamental to measuring any campaign performance - without this you are effectively 
spending money in the dark. With further understanding on the value each conversion has and CPA 
targets, you can optimise the account to improve conversion rate and overall ROI.

Google Tag Manager is a free tool that allows marketers to easily add and remove tracking code to 
websites whenever they want. It only requires developer input once, after its set up you can avoid 
the bottleneck of relying on other teams or agencies.

•	 Use Google Ads Conversion Import

Collect the “GCLID” from leads driven via Google Ads, this can come through as a hidden field in an 
enquiry form and be easily imported into many CRMs. When your leads are given a grade or value, 
they can then easily be imported to Google Ads to determine the keywords and ads that are driving 
your best leads and worst leads. Are those generic keywords used by people who are going to buy? 
Are some ads just generating customer service enquiries?

•	 Track offline conversion rates

You may not have the technology to track each offline conversion back to its original source. 
However top line data about leads to conversion is still better than nothing. If your offline 
conversion rate and lead time is normally consistent, share it with your campaign managers and it 
may be possible to map improvements or reductions back to changes on campaigns.

This can be done with very little investment and, if you have Google Tag Manager, it can also be set 
up without technical assistance.

•	 Track phone calls

This can be done for free with Google Ads Call Conversions which limits you to phone calls received 
from Google Ads traffic. For a relatively low investment phone calls can be tracked at session level 
across all sources through other call tracking software. This shows you how much you currently 
spend on display advertising or SEO without knowing how many, and what type of phone calls the 
traffic generates?
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•	 Feedback on the quality of calls or leads

Many businesses can be put off by the large amount of admin and process involved in tracking 
enquiries through to conversion and beyond. While this is the ideal, it’s much easier to provide basic 
feedback that can improve your campaigns today. For example, basic feedback such as a grading 
system or potential leads value can be valuable data.

•	 Check your Google Ads account linked to the correct Google Analytics property

Linking a Google Analytics property to your Google Ads account can help you analyse customer 
activity on your website. This information can shed light on how much of your website traffic or 
sales comes from Google Ads, and help you improve your ads and website. 

After linking Google Analytics and Google Ads, you can do the following:

•	 Import Google Analytics goals and transactions into Google Ads as conversions.

•	 View Google Analytics site engagement data in Google Ads.

•	 Create remarketing lists in Analytics to use in Google Ads for targeting specific audiences.

•	 Automatically view your Google Ads click and cost data alongside your Analytics site 
engagement data.
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CASE STUDIES

Here are some examples of brand that are using their PPC landing pages to their advantage.

Case study 1

Ad
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Landing page
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•	 Offers a clear call to action, with a prominent and simple form to get the free consultation 
that the ad references. This form is featured again at the very bottom of the page for those 
who need a bit more persuading and have read or scrolled to the end.

Develops the trust and credibility in the brand that the ad offered when it talked about “unrivalled 
expertise”. This is subtly but powerfully done with the inclusion of its five-star Trustpilot review – 
84% of people trust peer reviews as much as recommendations from friends.

•	 Echoes the three promises made in the ad:

•	 We get to know your business

•	 We get you back on track

•	 We’re here for you - 24/7

•	 Further down the page, clarifies the benefits of using the service, including ‘taking the stress 
away’, ‘boosting business prospects’, and ‘personal service’.

https://www.inc.com/craig-bloem/84-percent-of-people-trust-online-reviews-as-much-.html/?utm_source=eBook&utm_medium=eBook&utm_campaign=PPC-landing-pages
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Case study 2

Ad shown for “flight delay compensation calculator”

Landing page
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Landing page
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•	 CTA is front and centre, simple to use and matches the customer intent of the search, ie, 
allows you to calculate the amount of compensation you could claim.

•	 In another clear CTA, users are prompted with a pop-up to request a callback (see image 
below).

•	 The ad extensions cover a number of options/questions to answer and these are all 
addressed on the full landing page: flight checker. Eligibility requirements, explanation of how 
the service works and, further down the page, an option to actually submit your claim. This 
creates a smooth, logical and consistent journey from the ad to the landing page.

•	 Page is animated to mimic the landscape moving past like you’d see looking out of a plane 
window, which immediately grabs the attention.
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Case study 3

Google Shopping ad
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Landing page

•	 Directly relevant to the ad – the user sees exactly the same image as the ad displayed.

•	 Copy is detailed and persuasive, presenting the product as aspirational (which helps to justify 
the steep price), particularly here:
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•	 Trust and credibility quickly established with the prominent inclusion of positive customer 
reviews, and a mention of their Price Match Guarantee underneath the display price.
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CONCLUSION

Not only is optimising your landing pages for PPC a consumer friendly practice, it also acts as a 
positive first interaction with potential consumers and, with cookie placement, can feed into your 
knowledge of your buying cycle and into your efforts at conversion rate optimisation.

In addition, the relevance of the PPC ad landing page is also used in the calculation of ad quality by 
Google – meaning that a landing page well optimised for PPC can also influence how high your ads 
appear on SERPs.

The time it takes to create better landing pages for PPC, therefore, can also be said to contribute 
toward brand awareness, conversion rate and ad quality – meaning that it is time extremely well 
spent from a business perspective as well as from the point of view of the consumer who receives a 
better tailored, more useful experience from each landing page interaction with your brand.

https://www.click.co.uk/resource/simple-guide-cro/?utm_source=eBook&utm_medium=eBook&utm_campaign=PPC-landing-pages
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