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3+1 Series

Strategies For 
Landing Pages
Making A Powerful First Impression



Before We Begin
Both Higher Education and 
Healthcare examples used.

70% of New Users arrive on a 
Mobile device

Paid or Non-Paidtraffic, the 
landing page principals remain 
the same.



What Is A Landing Page?
Defining a Landing Page and its role in marketing



What is a Landing Page?

Landing Page: 

The first page a visitor sees 
when they arrive on your 
site.



Landing page
New 
Users

/home 8092
/insights/tough-research-questions-you-
should-ask 824
/careers 723
/insights/marketing-action-plan 503
/insights/10-tips-campus-photography 461
/insights/challenges-facing-business-
schools 377
/stamats-content-migration 311
/insights/build-higher-education-
communication-plan 257
/insights/the-cost-of-student-recruitment 254
/insights/workplace-art 216
/about/our-experts 215
/audience 188
/insights/blog-governance 186
/contact 156
/insights/costs-program-delivery-what-
research-shows 132
/insights/strategies-audience-growth 129
/insights/dual-enrollment-marketing 126
/insights/keyword-research-tools 122
/insights/tuition-pricing-strategy 113
/insights/universal-analytics-data-removal 104
/tagline-repository 91
/about 87

Any page could be a 
landing page!



No matter how visitors come to your 
site; every first page is a landing 

page.



Landing pages have one job:

Convert Interest (Questions) Into 
Action



From a Paid Traffic Point of View

“Nobody ever chose a 
school because of a 
search ad.”

They clicked an ad because it aligned 
with their interests.

The content of the landing page 
convinced the visitor to act.

Very high performing ad, 74% click-through rate.
• Would you decide to go into welding because 

you saw this ad?



Search

Video

Display

Social

Email

Marketing Messages Capture Interest

Landing Pages 
do the heavy 
lifting.

They convert 
interest into 
action.



You’ve Got 
10 Seconds

Attention Deficit 
Marketing

Glass Half Full

Context & Perspective 
Mean Everything

Tell Me What To Do

Then, Let Me Do It

(+)1

Now That You Have My 
Attention, Don’t Lose It!

Landing Pages: 3 + 1 Strategies



Strategy 1
You’ve Got 10 Seconds
Capture attention to earn the 11th second, then the 12th , then the 13th….



The Landing Page Problem:
45% to 60% of site visitors bounce off 

the page



In other words:
Half of your site’s 
visitors don’t even 

spend 10 seconds on 
your site



You’ve just paid $3.71 for an ad click.

Now, get the visitor to stick around!

$3.71 average cost per click, search campaigns Stamats portfolio. National average CPC for higher ed is $4.71



How Long Is 10 Seconds?

A premier land grant University, our faculty and staff are 
renowned for their expertise and attention to student 
needs. Our facilities are among the most modern in the 
area, and our cultural opportunities are endless. With 
more than 40 degrees, we offer free tuition to the first 100 
applicants every year

12345678910

We are Northwest Kansas University

Home of the Fighting Flatlanders!

10 Seconds

That’s not a lot of time to look at 
this webpage.

But over half of your site’s New 
Users spend 10 seconds or less on a 
landing page.



Blink & You Miss It

What was the headline of page on 
the previous slide?

What did you think about the 
graphic?

Did anything stick in your mind 
about the page?

A premier land grant University, our faculty and staff are 
renowned for their expertise and attention to student 
needs. Our facilities are among the most modern in the 
area, and our cultural opportunities are endless. With 
more than 40 degrees, we offer free tuition to the first 100 
applicants every year

We are Northwest Kansas University

Home of the Fighting Flatlanders!



Be Message-Forward

‘Regular’ Website Landing Page Message-Forward Landing Page

Regular website landing page, engagement 

rate is 40% or less.

Message-forward landing page, engagement 
rate averages 60%. Nearly 4X more likely to 
convert

60% bounce off the 

page!

2.3% Conversion 

Rate

60% engaged with 

the page!

8% Conversion Rate



Message-Forward Pages Perform Better
They capture attention by speaking to the visitor

Starts out with 
“what’s in it for me?”

Puts the user first.

• Your Success

• Your Passion

Strong call to action 
AND urgency

Message-Forward Landing Page

Informative but dry 
content.

Impersonal, refers to 
‘students’ doesn’t 
use “You First”-
language.

No call to action and 
no way to do 
anything beyond click 
to learn more.

‘Regular’ Website Landing Page



Ineffective Landing Pages

• Generic headline and body 
copy

• Vague calls to action

• Next steps unsupported by 
content

• No relevance to the prospect’s 
search query

• Over 20 different campaigns 
for different degrees sent ad 
clicks to this page

Northwest Kansas 
University

Bounce Rate: 

89% 

 

Lost:

$30k 
 Per Month!



Strategy #1 - Make Your Landing Pages Sticky

• Be intentional, capture and hold 
attention.

• Speak to the visitor, talk about 
them and not you.

• Deliver your message up front, 
don’t be shy.



Strategy 2
Glass Half Full
Context and perspective



Answering the Question

Most site visits start with a question.

There are more questions, 
perspectives, and contexts than any 
single landing page could handle.

Often the most effective strategies 
dedicate unique pages to important 
questions.

“Landing pages convert interest (questions) into 
action”



Start With Context

Brainstorm the common 
questions a prospect might ask.

Then, group the questions into 
segments by context:

• Discovery – what is?

• Research – how to?

• Commitment – who can help?

This is the first step to a landing 
page content plan.

Healthcare Example: Cervical Cancer

Discovery Research Commitment



Higher Education Example, BSN Program

Start With Context

Discovery Research Commitment



Landing Page Content Plan

Not difficult, but it does take some 
effort.

Start with one section of the 
website.

Map your current content to each 
context segment, then look at your 
list of questions to find content 
gaps.

• Some current pages may need to be 
optimized to fit the new plan

• Often, the answer is a new page 

Discovery Research Commitment



Perspective Matters:

To the Optimist the glass is half full
To the Pessimist the glass is half empty

To an Engineer the glass is twice as big as 
it needs to be.



Strategy #2 - Context, Then Expand Into Perspective

When we consider perspective, we 
add the dimension of the individual. 
What is their situation, desire, or 
specific need?

“I’m currently employed, looking to 
move up in my career”

“My elderly mother needs cancer 
surgery and I’ll be the caregiver 
afterward. What resources do you 
have to help me?”



Strategy 3
Tell Me What To Do
Call-to-Action



Now that you have my attention…

…tell me what to do!

Every landing page needs a 
call-to-action and clear 
instructions on next steps. 

This is the most neglected 
feature on a landing page.

No Call-to-
Action!

First Call-to-
Action

Next Call-to-
Action

No Next 
Steps!

Entrance

1st Scroll

2nd Scroll

3rd Scroll

4th Scroll

5th Scroll

6th Scroll



Hyperlinks vs. Buttons

Hyperlinks get buried and may be 
easily overlooked.

Many users simply scan the page. 

• Buttons or other icons standout 
from text and draw the eye.

• Clear and evident CTAs improve 
engagement and may reduce 
bounces

Don’t avoid hyperlinks, just don’t 
make them the only form of CTA.

Next Steps

CTA

2nd CTA



Go Direct (as possible)

If the button says “apply” or 
“appointment”, take the prospect to 
the form and not an intermediate 
page.

If you must use an interstitial page 
to manage different types of forms, 
acknowledge it!

• “Now, Let’s Get You On The Right 
Path!”

1st Scroll

3rd Scroll

2nd Scroll

Entrance



+1
Say “Thank You!” 
…And Mean It
The value of a thank you page



The Un-Thank You Page

You lead me step by step through the site…

      I did what you asked me to…

           And now “We’ll be reaching out to you shortly” is all you’ve got to say?



Purposeful, Meaningful, Useful

If the next step is for you to contact them, tell 
them what they need to have handy.

• Documents or completed forms

• Discussion topics so they know how to prepare

Offer new ways to connect.

• Your video channel

• Your social platforms

Showcase relevant activities.

• Campus or facilities tours

• Events, online or in-person



Yours To Lose!

Until they show up, they are only an 
interested prospect.

• You don’t want them aimlessly 
wandering the internet while they 
wait for “shortly”.

• They haven’t committed to 
anything yet; they’re a hot lead 
that’s cooling by the moment.

• Every moment they are online 
before your nurture kicks in, they 
are exposed to other offers.

Competitor ads don’t go away!



Summary



You’ve got 10 seconds

• Capture the visitor’s 
attention, motivate them to 
stay engaged.

• Don’t be shy! Make your 
offer at the top of the page

• Speak to the visitor, what’s 
in it for them?



Context, Then 
Perspective

Discovery

Research

Commitment• One page cannot cover every 
context and perspective

• Context first! Ask: Do our 
landing pages answer the most 
common questions our target 
audience is asking?

• Next, layer in perspective. 
Address the individual’s 
situation, needs, or concerns. 



Call to Action

• You’ve invested time and 
effort to earn the visitor’s 
attention, now tell them 
what to do!

• The visitors expect you to 
provide direction and call-
to-action. 

• It’s your site, they don’t 
know what to do or where 
to go next.



+1 Bonus: Thank You
• This is your next chance to 

wow the prospect, don’t let it 
fall flat!

• Useful and helpful thank you 
pages strengthen 
engagement and 
commitment.

• Be memorable after the form 
fill. The prospect has many 
other choices, and all are just 
one click away.



A person smiling at the camera

AI-generated content may be incorrect. Thank you!

A person standing with her arms crossed

AI-generated content may be incorrect.

A person smiling for a picture

AI-generated content may be incorrect.

March 20th 

April 3rd 

April 17th Webinars You 
Don’t Want 
to Miss!

Click webinar cards to register

https://register.gotowebinar.com/register/5470754689808125016
https://register.gotowebinar.com/register/3307938352158918230
https://register.gotowebinar.com/register/91751392193282646


What questions do you have?

Link to related podcast:
Why CTAs are a Big Deal

Links to related blog articles:
• Landing Pages Can Make or Break LeadGen 

Marketing

• Are Landing Pages The New Keywords?

• You Have 10 Seconds, Thrill Me!

Consultation and content services that 
will improve your site’s landing page 
performance. Contact us and get ready 
for an all-new level of winning.

www.stamats.com/contact

https://www.stamats.com/insights/call-to-action-distol/
https://www.stamats.com/insights/landing-pages-can-make-or-break-leadgen-marketing/
https://www.stamats.com/insights/landing-pages-can-make-or-break-leadgen-marketing/
https://www.stamats.com/insights/landing-pages-the-new-keywords/
https://www.stamats.com/insights/landing-page-10-seconds/
https://www.stamats.com/contact/
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