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NOTE ABOUT THE 2016 UPDATE: 

Active Marketing original ly published this eBook under the t it le A Guide to Lead 

Generat ion Websites. The 2016 version has been updated for accuracy and relevance 

and includes expanded sections discussing the conversion funnel and generat ing 
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Introduction
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Hi, I ’m Mike Myles, founder and CEO  
of Active Marketing.

I’ve spent nearly 15 years building websites and marketing businesses in the 

addiction treatment industry. Over the years, I ’ve developed a really good handle on 

what works, and what doesn’t—especially when it comes to web design. Ultimately, 

you want and need your site to earn you money.

Think of it l ike this: when you make an investment into hiring a sales rep, you’re 

expecting to see a return on that investment in the form of new business. Likewise, 

for marketing and any other expense—the asset has to positively affect your 

business’s bottom line. Otherwise, what’s the point?

You should view your website as another facet of your sales and marketing team—

one that operates 24/7/365. If you’re not seeing the return on that investment, you’re 

reading the right book.

As a marketing agency, whenever we undertook a web design project, we found 

ourselves reinventing the wheel over and over again when planning out the structure 

and message of websites. Over time, we realized that we were actually going through 

a very similar planning process for each site. Even within a single vertical, we stil l 

wasted hours of valuable time planning website hierarchies that seemed to end up 

very similar. Looking back, it is clear that we had created an informal formula for the 

creation of high-converting websites.

This guide is an outline of best practices and how you can use them as a formula to 

create your own high-converting website. By following this guide, you will  be able to 

move your visitor forward through the conversion process, shorten the time to sale 

and increase overall conversion rates.



6

Thought Leadership

Conversion

Branding

Post-Conversion



7

The Four  
Types of Pages
First, let’s talk about the real “meat” of any website: its content. We organize our 

sites’ content around four distinct types of pages, each with a specific purpose.

The four types of pages on your website are:

1. Thought Leadership

2. Branding

3. Conversion

3. Post-Conversion

We’ll briefly discuss each in the pages that follow and then we’ll  touch on converting 

visitors on mobile.
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Images

Social sharing buttons

Answer the question



9

1.

2.

Answer a question important 
to your potential clients

Generate inbound traffic to 
your website

Thought 
Leadership Pages
Thought leadership pages generate the majority of the organic traffic to your site, 

and also establish credibility with your target market. This credibility improves your 

rankings in the organic search engines, and it improves the number and quality of 

leads you are able to generate on your website.

PURPOSE OF THOUGHT LEADERSHIP PAGES

ESTABLISH 
CREDIBILITY

INCREASE
TRAFFIC

IMPROVE 
LEADS

The best way to drive traffic to your site is by creating Thought Leadership Pages 

with two purposes:
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The Old Way
LEGACY SEO PAGES

There was a time when webmasters would create page headings exactly matching 

the search phrase for which they wanted to rank in the search engines. This was the 

era of keyword stuffing, thin content and other practices now frowned upon thanks 

to Google’s continuous refinement of its algorithm, based on user need. Legacy 

SEO pages stil l  exist, but they don’t perform well and they don’t meet your target 

audience’s expectations. 

There is a better way, and that better way is called content marketing. 

The New Way
CONTENT MARKETING

Blogs, infographics, videos, eBooks and white papers: it’s all part of this thing called 

content marketing. 

Today, in most cases, thought leadership content should be published on a blog or in 

a separate and dedicated section of the site, like a “Resources” page or a content hub. 

Regardless of where the content is published, it needs to be designed and published 

in a way that maximizes its benefits as an informative page that builds brand trust and 

credibility, as well as optimized as an entrance page to the site (we’ll get into entrance 

pages below). Pages created specifically for this purpose should be continually added 

to the site to keep feeding your visitors new and interesting content.
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QUESTION:
How Do You Establish Thought Leadership? 

Thought leaders answer important questions. You establish thought leadership when 

your target market thinks of you or your business as the source for the best answer to 

their most important questions as they relate to your brand. Your market determines 

what they are interested in, and it’s up to you to answer their questions. If you want to 

become a thought leader in their minds, you have to earn it .

Thought Leadership Pages Are Entrance Pages

The portion of your website that establishes you as a “thought leader” is also where 

most of your market will  first land, or “entrance pages.” That might mean your 

homepage, and it might also mean a particular page on your site that addresses a 

specific pain point. It all  depends on what your audience is searching for and how 

well you’ve optimized your site. 

As a general rule, these pages should be written and designed specifically to answer 

the questions of your market and to appeal to that market as a credible source of 

information. Do this, and your visitors will  return when they need more information. 

They will  l ink to your site and share your site with their peers, and they will  have 

greater trust in your brand.
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Thought Leadership Page Components

Create a standard format for your Thought Leadership pages to improve your 

visitors’ ability to find the information they are looking for. Sometimes different 

types of content will  need different layouts and formatting, but you definitely want to 

try to keep these pages laid out as similarly as possible.

Your visitor will  only have to learn the layout on the first page, and then finding 

information from then on will  be much faster for them.

Your Thought Leadership pages should include the following components:

1. Images

2. Answer the question

3. Calls-to-action

4. Social sharing  
buttons

5. Comments
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IMAGES
Use a featured image at the top of your post that is interesting. Focus less on making this a 
perfect match to your content, and more on finding an image that will motivate your visitors to 
read your post.

Make sure that your images are in line with your brand and the positioning of your company (who 
you are to your market) and with the voice of the content. If it’s a formally written document, 
choose a formal image. If it’s a conversational piece of content, then use a less formal image.

ANSWER THE QUESTION
This is the main body of your content. Make sure, above all else, that the content effectively 
answers the visitor’s question. Take extra time to make sure that the content is skimmable by 
adding headings and subheadings to break up the content.

CALLS-TO-ACTION
Your Thought Leadership pages answer the questions that the visitor came to your site to have 
answered, but in doing so you will probably create even more questions that they will want 
answered. Offer them answers to these questions—but require that they first “convert” before 
providing it to them. Use calls-to-action to drive your visitors to a place where they can provide 
you with more information about them (so you can continue to communicate with them in the 
future) in return for receiving the answers to their additional questions.  

SOCIAL SHARING BUTTONS
Give your audience the opportunity to share your content through their social media channels. 
This not only helps build credibility (new visitors are more likely to trust your content if they see 
others have enjoyed it so much that they felt compelled to share it), but these social signals help 
drive traffic and increase conversion rates. When your content is shared on your visitor’s social 
profiles, you gain all the extra exposure to their social network.

COMMENTS
In addition to social shares, visitor engagement in the form of comments goes a long way toward 
further establishing thought leadership. Make sure to enable comments on your site and ask 
visitors directly to post comments. When they do, engage them and participate in a conversation. 

1.

2.

3.

4.

5.
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Answers to 
frequent questions

A call - to-action

Trust-building 
content/symbols

A value proposition
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Branding Pages
You’ve probably seen or heard Amazon CEO & founder Jeff Bezos’ quip about your 

brand being the sum of what other people say about you when you’re not in the room. 

To a large degree, you don’t get ult imate control over that . But you can help set 

expectat ions. 

Brand is everything. From the way your content sounds to the types of imagery you 

use and the general look and feel of your marketing collateral, it all  must be consis-

tent and fall within the range of what your target audience expects of you. 

As this relates to building a site that converts, a key element is your Branding Pag-

es. While your Thought Leadership pages help attract visitors to your site and spur 

them toward conversion (thanks in part to your high-quality content) Branding Pages 

impress them with your business’s persona, characteristics and value propositions. 

They help your audience relate to you and connect with you on an emotional level. 

BRANDING PAGES SHOULD HELP FOSTER THE 
FOLLOWING GOALS: 

1. Long-term loyalty

2. Lower Cost-Per-Acquisition

3. Greater Revenue-Per-Customer
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Long-Term-Loyalty  

MAKING AN EMOTIONAL CONNECTION

The Branding Pages on your site should be specifically tailored to help your potential 

clients connect with your business on a personal level. Ultimately, you want your 

visitors to take some form of Purchasing Action (defined further on), and they are 

more likely to do that if they connect with you in a personal way.   

RESONATING WITH YOUR TARGET AUDIENCE 

To forge those emotional connections, you must first know what your market is most 

interested in and which questions they need to have answered before they will  take a 

Purchasing Action. This data can be found from multiple sources, such as:  

WEB ANALYTICS DATA

A good star t ing point for determining what your audience is interested in 

is taking a look at your web analy t ics data. Analy ze the way visitors who 

conver t currently f low on your site, and also look at the most popular pages. 

This data will  be a little biased because your visitors can only see the content 

that’s currently on the site and not necessarily the content that should be 

on your site, so keep that in mind as you work through the data. The idea is 

that you want to find out what your visitors need before taking a Purchasing 

Action so that you can make sure the information can be easily found.

VISITOR SURVEYS

To more closely determine exactly those topics that your visitors are 

interested in without biasing your data with the existing website, try a visitor 

survey. There are several tools that offer user feedback surveys, but they all 

provide the same result: a better understanding of your visitors’ interest
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.Branding Page Components

By including a standard group of content components on your Branding Pages, 

you will  be able to effectively give the visitor the information they are seeking. You 

should include the following pieces of content on every brand page:

1. A value proposition

2. Trust-building 
content /symbols

4. Answers to frequent 
questions

3. A call -to-action
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THE VALUE PROPOSITION
Displaying your value proposition is most 
effectively done with a combination of graphics 
and text. Try to tell a story that contains the 
problem, the solution and the outcome. On the 
home page, this will  be the value proposition of 
the business. On your topic pages, this will  be 
the value proposition of that particular portion of 
your offering.

Refine how you present your value proposition so 
that it will  resonate with your market. Consider 
the stories of your client successes. Theirs are 
the stories that will  best showcase what you bring 
to the market.

TRUST-BUILDING CONTENT
To build trust and credibility with your visitors you 
will  want to display what others have said about 
your business. This may include:

• Who has covered you in the news

• Testimonials from satisfied clients

• Certifications, awards and ratings

Cer t i f icat ions and awards are common trust-
bui ld ing symbols , especial ly in the addict ion 
t reatment industr y. We commonly see (and 
somet imes even help our cl ients achieve) 
cer t i f icat ions from NA ATP, JCHAO, SAMHSA 
and more. 

Adding these to your site wi l l a lmost immediately 
increase conversion rates, especial ly i f  the 
v isitor recognizes the name of the person talk ing 
about your business. Remember to place your 
trust-bui lding content close on the page to your 
cal l-to-act ion.

CALLS-TO-ACTION
The point of every page on your site is to 
eventually turn your visitors into a lead or a 
paying client. Your calls-to-action should fit the 
message of the page and be consistent with the 
value proposition that you are also displaying on 
the page. Use words that focus on your customer 
(e.g. “you” and “your”), and spell out what they can 
expect to receive or experience if they choose to 
convert.

Remember, the best way to make a sale is simply 
to ask for it .

ANSWERS TO FREQUENTLY 
ASKED QUESTIONS
The rest of the content on your Branding Pages 
should answer your audience’s frequently asked 
questions. Answer those questions in a way that 
stays on brand and also provides them with what 
they need to make a decision—but don’t put too 
much information in here. 

The idea is to give them only the information they 
need and to make sure you don’t overwhelm them 
by trying to feed them all the information you 
want them to have. Chances are you have more 
to say about your product than your visitors have 
time or desire to hear.

This is a common mistake most businesses make. 
It’s easy to fall into the trap of writing about all 
the great bits of your business, right down to the 
finest detail.  Doing this, however, will  not make for 
a great visitor experience. If you must put every 
detail of your offering on your site, make sure you 
move the detailed content into interior pages. 
This will  allow your visitors to have the option to 
get more information if they want it and vastly 
improve their user experience.

1.

2.

3.

4.
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The Brand Page Navigation Hierarchy

Your site will  be structured in a hierarchy with your home page at the top. Under the 

home page will  be top-level topics that are answers to broad questions, with links to 

subtopics that answer more detailed questions within the topic.

In the addiction treatment industry, an example of this might be:  

HOME

OUR FACILITYABOUT US RESOURCESOUR PROGRAMS CONTACT US

As you add detail to the information on your site, you might be tempted to create a 

hierarchy that is quite deep. Avoid creating a topical hierarchy that is more than 3 

levels deep. By doing this you keep your offering easy to understand, and you won’t 

overwhelm or confuse your market with nuances.
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THE HOME PAGE 

The home page is the ultimate showcase for your brand. It’s where you 

highlight what your business is all  about. Of all  the Branding Pages on 

your site, your home page is the most important. Take extra care when 

communicating your brand and value proposition on this page. On 

top of the standard Branding Page components, make sure that you 

clearly elucidate:

•  Who you are

•  What you do

•  Who you do it for

TOP-LEVEL BRANDING PAGES

Top-level Branding Pages answer the questions that you determined 

are the most impor tant to your market by reviewing your analy t ics 

and taking user sur veys. These contain the answers to your 

market ’s purchasing questions regarding your of fer ing and form 

the foundation of your website. You wil l  need to create one page for 

each top-level topic.

ALWAYS REMEMBER:
Do What Is Best for Your Visitor

Keep in mind that these shouldn’t be looked at as hard and fast rules. It’s important 

that your visitors feel l ike they are getting the information that they need and that 

they feel comfortable with your brand. If that means linking from a particular topic on 

your homepage to a subtopic of a blog, no big deal. This is just a set of guidelines to 

simplify your decision-making process.



The Offering

The Hero Image

Trust-Building 
Content

Conversion Action 
Functionality
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Conversion Pages
The job of every Conversion Page is to make it easy for your audience to convert—

right then, right there.

There are several types of conversions, and defining them is a matter of determining 

what is most important for your business. Nonetheless, any web page on your site 

that is dedicated simply to generating conversions, and whose purpose for the 

visitor is to convert, is a Conversion Page.

The two most common types of Conversion Pages are landing pages and the 

standard “Contact Us” page.

In the addiction treatment industry, “Contact Us” pages are common, but we also see 

pages with more urgent calls to conversion, such as “Get Help Now” pages. 
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PURCHASING ACTIONS

Purchasing Actions are actions that strongly signal the prospect is ready 

to further a conversation that could lead to future revenue. These often 

include phone calls and forms that request a personal response. 

• Purchasing Action: A phone call 

For a business that makes its sales by closing leads, there is nothing 

better than a call on the phone. This gives your expert sales team the 

opportunity to actually close the sale. For nearly every business that has 

a sales process, this is the most valuable lead and should be the most 

heavily promoted website conversion.

• Purchasing Action: A form requesting a personal response 

While these don’t actual ly connect the v isitor to the salesperson, i t ’s 

the nex t best thing. This is a request from the v isitor for more informa-

t ion about their personal needs, and they want i t to be provided by a 

person on your team. It ’s not nearly as valuable as a phone cal l ,  but i t 

is the beginning of a conversat ion with your sales team and is a Pur-

chasing Action.

 COMMUNICATION ACTIONS

Communication Actions strongly signal that the prospect is interested in 

learning more about you, your business or what you offer. They may not 

be ready to buy, but they’re warming up and you can use these signals to 

strategize around how to nudge them toward a Purchasing Action.  

1.

2.

Types of Conversions

Motivat ing your customers to take an act ion is the primar y goal of the website 

as a whole. There are many t ypes of conversions. We break them down into three 

primar y categories: 
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• Communication Action: An eBook, whitepaper or other download 

This doesn’t fall  into the category of a Purchasing Action, but it is a sign 

that your content is compelling and that you are establishing yourself in 

the visitor’s mind as a thought leader. When they download your content, 

they should be providing you with enough information about themselves 

for you to nurture them until they are ready to take a Purchasing Action. 

When they are ready to purchase, it is l ikely they will  give your business 

the first shot at making the sale.

• Communication Action: Blog and newslet ter subscriptions 

These may have less direct value to your business when compared 

to other conversions, but what they lack in actual value they make up 

for in volume. Typical ly, these leads are just email addresses and are 

ready to be nur tured l ike other leads. You wil l  want to promote your 

downloadable assets to them, and use their subscript ion as a way to 

communicate your brand to them over t ime. Eventual ly, many wil l  con-

ver t in a more valuable way.

ENGAGEMENT ACTIONS 

Engagement Actions include such things as comments on blogs or fol-

lows on social media. While they tend to be the least valuable in terms of 

leading to future revenue quicker, they do provide useful intel about what 

k inds of content resonate with your audience. 

• Engagement Action: On-site engagement  

You can t ypical ly think of this as leaving comments on a blog post or 

shar ing your content with their social net works. This creates valuable 

user-generated content on your site when comments are posted, and 

i t strengthens your credibi l i t y when they share your message with 

their peers.

3.
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Conversion Page Components 

After having tested hundreds of Conversion Pages and having seen what works and what 

doesn’t, we know that successful pages typically include the following components:

1.
The Offering: 
This is what the visitor can expect to receive when  
they convert.

2.
The Value Proposition: 
This is why the visitor should desire your offering.

3.
The Hero Image: 
This is the main banner on the page. It should be a large, 
prominently placed image that conveys emotion and 
matches your value proposition.

4.
Conversion Action Functionality: 
Provides the visitor with the ability to receive the 
offering. Typically, this is a feedback form and/or a 
phone number.

5.
Trust-Building Content: 
Provides proof and credibility that you can actually 
provide the offering and that the offering is going to 
be as good as you say it will .  This is often testimonials, 
ratings or certifications.

6.
Content to Overcome Objections: 
Provides content that reduces the anxiet y your 
prospects may have that would keep them from 
conver t ing. This may be conf ident ial i t y, t ime 
investment or f inancial investment .
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1.

2.

3.

4.

5. 6.
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Post-Conversion Pages
Post-Conversion Pages are t ypical ly thank-you pages; they are the pages that 

v isitors land on af ter they have conver ted and they are t ypical ly not given 

much thought . But these pages give you an oppor tunit y to hit your v isitor with a 

per fect ly t imed message to ent ice them to take another act ion that provides your 

business with even more value. 
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Post-Conversion Page Components

The components of your Post-Conversion Pages are going to var y depending on 

the t ype of conversion you have already received from the v isitor. In general , your 

Post-Conversion Pages wil l  include the same content as your Conversion Pages 

along with some content to thank the v isitor for conver t ing. Your Post-Conversion 

Pages should include:

1.
Thankful Content: 
Always remember to thank your visitor  
for converting.

2.
Delivery of Promised Offering: 
The of fer ing from the previous conversion should 
be del ivered to your v isitor here. Downloads, v ideos 
and other assets should be made avai lable on this 
page i f possible.

3.
The Hero Image: 
This is the main banner on the page. It should be 
a large, prominently placed image that conveys 
emotion and matches the value proposition of the 
new offering. Try to also match the hero with previous 
Conversion Page.

TIP:
A New Offering
Promote a new, complement ar y of fer ing to the v is i tor. Here’s where your Post- Conversion 
Pages st ar t to resemble your t ypical Conversion Page. Ent ice your v is i tor with another 
value proposit ion, conversion act ion funct ional i t y, t rust-bui ld ing content and content to 
overcome object ions. 
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1.

2.

3.
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Communication Actions on  
Post-Conversion Pages

When your visitors have taken an action that gives you their consent to 

send them more information, they are essentially telling you that they 

want to hear more of what you have to say. Psychologically, they are 

also more likely to agree to provide you with more value if you ask them 

immediately after they have finished converting.

On the post-Conversion Page for Communication Action conversions, 

you should promote two offers:

1. Take an additional Purchasing Action

2. Follow your social profiles
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Purchasing Actions on Post-Conversion Pages 
(Forms Submissions and Phone Calls) 

FEEDBACK FORM SUBMISSIONS:

On the post-conversion page for a feedback form submission requesting more 

information about purchasing from your business, you want to promote the following:

1. Fill  out a new form and add information 
to the lead

2. Call on the telephone

3. Engage Socially

PHONE CALLS:

With the r ight technology in place, you can for ward your v isitors to a Post-

Conversion Page af ter a phone cal l .  This is a great place to l ink to a page where 

they can make a payment or sign a contract . Since ult imately this is what i t takes  

to ‘close’ a sale, those are the nex t logical steps in the sales process.

Addit ional ly, take this oppor tunit y to promote your social prof i les and get 

feedback from the prospect on how the salesperson handled the cal l .  Find out i f 

they were sat isf ied with the result of the cal l .  Use this information to improve your 

internal sales process.



34

Interest

Awareness

Action

Desire
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The  
Conversion Funnel 
Here’s the truth about your users: they are rarely—if ever—going to come to your site 

and immediately convert. If that was the case, all  we would ever need are a handful of 

landing pages and a thank-you page. 

They’re coming to your site because they need something from you. Typically, that 

something is information—but the specific type of information depends on where 

they’re at in their sales journey. 

The following section describes how to leverage the pages we described above to 

push your visitors through the conversion funnel. 
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Thought Leadership Pages

When we’re talking Thought Leadership Pages, our typical conversion is a 

Communication Action. A good example of a relevant Communication Action on a 

Thought Leadership Page would be to allow the visitor to download an eBook that 

gives in-depth detail about a topic that a few blog posts have covered.

Cheat-sheets, worksheets and eBooks that consolidate several blog posts are great 

ideas for high-value Communication Action conversions.

Make sure that you also encourage your visitors to subscribe to your newsletter or 

blog, and to leave comments regarding the post they have just read. A great way to 

encourage commenting is to ask a question as the closing sentence in your blog 

posts. Also, post a comment yourself, and ask your team and colleagues to comment. 

Once you get a conversation started others will  want to join in.

PUSHING THEM TO CONVERSION:

Thought leadership pages should include links to (in order of prominence):

1. Complementary thought leadership content

2. Relevant conversion actions

3. Links to relevant brand pages
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LINK TO SUPPORTING  
THOUGHT LEADERSHIP PAGES

Linking to other Thought Leadership Pages is something that you 

should do with the purpose of better educating your visitor and 

providing them with the best answers you can. This is you giving them 

something for free: information. They might not realize right away 

that they are receiving something for free, but if you answer their 

questions they will  immediately appreciate you for it .

LINK TO RELEVANT CONVERSION ACTIONS

Thought leadership pages are an opportunity to provide your 

visitors with answers and education. Visitors don’t land on Thought 

Leadership Pages to purchase or even to learn about your offerings. 

They land on these pages to get answers to their questions. Give them 

those answers, and then try to take them to a tactful next step. You 

won’t want to try to get your visitors to take a Purchasing Action from 

this section of your site.

LINK TO RELEVANT BRAND PAGES

Linking to relevant brand pages is your way of guiding interested 

visitors closer to taking a Purchasing Action. Remember, you don’t 

want to hit them up for an actual Purchasing Action from Thought 

Leadership Pages. Thought leadership pages are your gift to them, so 

large calls-to-action that promote a Purchasing Action won’t sit well 

with your audience.

You want to be very careful that you primarily use links to Branding 

Pages as references that reinforce your content, and only when 

extremely relevant to the article. These are not calls-to-action. When 

in doubt, leave this link out.
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Branding Pages

The conversions that you are promoting also need to be the right conversions for 

where your visitors are in their exploration process. Since they are being exposed to 

your brand, you should promote more valuable conversions.

In your calls-to-action, promote your Purchasing Action conversions on your 

Branding Pages, but also allow visitors who aren’t ready for that yet to take 

smaller steps. In a less prominent way, promote downloadable assets and other 

Communication Action conversions to allow those visitors who aren’t ready to take a 

Purchasing Action to take a smaller step.

PUSHING THEM TO CONVERSION: 

It is your job to facilitate this process by making it easy for them to convert right 

then, or if they aren’t ready, to see the next part of your “pitch.” This means you want 

to include the following on all of your Branding Pages (in order of prominence):

1. A call -to-action that is effective at 
motivating the visitor to convert

2. A link to the next part of your pitch

3. A link to a subtopic related to the 
page they are on

Always try to encourage visitors to move toward the Purchasing Action. Link to 

the next top-level Branding Page when possible, and leave out links that take them 

backward in the conversion process. Never link from your Branding Pages to your 

Thought Leadership Pages.
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A CTA FOR YOUR  
PRIMARY PURCHASING ACTION

For most companies that are generating leads on their website, this 

call -to-action is going to be your phone number with some text asking 

your visitors to call.  Sometimes, this just needs to be a phone number 

with a label, l ike “Help Is Available Now. Call (999) 555-1212.” Most 

Internet visitors are savvy enough to know to call when they are ready, 

but you stil l  want to make it convenient and easy for them to reach 

out to you. Putting your phone number in the header on every page 

accomplishes this.

Call (999) 555-1212
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Use a Shorter Form

Optimize  
Your Imagery Make Every 

Word Count

Keep the Content 
Readable
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Lead Gen and Mobile 
Chances are, bet ween 30 and 50 percent of your website v isitors wi l l  be v iewing 

your site on a mobi le device. The popular i t y of mobi le cont inues to grow, and i f 

your site doesn’t take these v isitors into account , chances are you’l l  experience 

some dips in per formance.  

Of course it’s one thing to design a site that responds well in mobile (see our note 

about responsive design, below) and it’s quite another to design a site that converts 

well in mobile. Here, we discuss lead generation on mobile devices.
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A NOTE ON  
RESPONSIVE DESIGN 

A responsive website “responds” automatically 

to the screen size on which it ’s being viewed to 

improve the user experience. This essentially 

turns a normal website into a mobile site, but 

only for those who need it . This means that you 

no longer need a separate mobile site to reach 

your visitors on mobile. 
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Essentials for a Mobile Page that Converts 

MAKE EVERY WORD COUNT

You should follow this advice whenever you are writing copy for your 

business, but it is especially true in the mobile world. Your audience will  not 

give you time to be verbose; keep the content tight and sharp.

KEEP THE CONTENT READABLE

Your audience is not going to zoom in on your site so they can read 

whatever it is you’re offering. Use a base font of 16 CSS pixels (per Google) 

and make sure your buttons (especially those CTA buttons) are nice and big 

(easy to click with fat fingers). 

USE A SHORTER FORM

Often, a simple email field is enough in the mobile realm. Of course, if more 

fields are necessary, you can play around with the spacing between fields 

to give the appearance of a smaller form fil l . 

OPTIMIZE YOUR IMAGERY

Speed (or the lack thereof ) kil ls the mobile experience. Images are often 

the culprit—and while it may look beautiful on a desktop, if it drags your 

load speed down in mobile, you could be losing out. Use correct formats 

(JPEG is preferred) and adjust the pixel size. 

1.

2.

3.

4.
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Conclusion
Hopefully this document helped to give you and your teams a set of guidelines and 

best practices that will  help shorten and elucidate the process of creating a high-

converting website. Most of the content in here is focused on improving the visitor 

experience as a means to improve conversion rates. Promoting the right content 

and the right conversions at the right time is important in maximizing the impact and 

benefit of your site.

Of course, the information contained herein is only a starting point for conversation. 

The real trick to creating a site that converts is leveraging the best practices against 

your unique business needs and objectives. That means sitting down and having a 

conversation about what those are and how to best accomplish them online (and 

off—after all,  your website should complement your other marketing efforts, no 

matter where they exist).  We would love to continue this conversation with you, and 

I even make myself available in many cases to talk about your business goals and 

objectives. So, take some time to digest what we’ve presented here, but when you’re 

ready—reach out. We’re looking forward to hearing from you. 

Best regards,

Michael Myles, MBA

Founder and CEO, Active Marketing 
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EXAMPLE:

Brand Page



47

EXAMPLE:

Conversion Page



activemarketing.com
1 (888) 251 4635  |  sales@activemarketing.com


