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SEO ruled the homepage and turned search into a bit of a 
monopoly.  How could one compete with giant companies on 
keywords? The answer was to get specific and use alternative 
pages with alternative keywords.  The blog was a great tool 
that helped achieve this and evolve the way we market our 
businesses. 

Because of this users today can land on any page of your 
website and they’ll get there by one of 100 different sources 
and they’re likely to find the exact info they want which is not 
on your homepage. 

The question now is how to use the information above…

The evolution of online marketing
Users became more intuitive, handling search and browsers more 
fluently with a desire for correct and quicker information.  

The evolution of the UserLanding Pages are defined 
as a page that a user 
lands on when entering 
your site.  That page use 
to be the homepage but 
now the homepage plays 
second fiddle to every 
other page on a website 
because websites, 
marketing, the internet 
and users all evolved.  

Websites were a set of static pages and whilst that structure 
is still used today, static pages are probably the least looked at 
pages on a site.  Big or  evolved websites pretty much became 
blogs expanding a 5 page site into a 2500 page site with the 
intention to grow so users could get new and correct information  
on a daily basis.

The evolution of the Website

With the new structure of websites came new technology such 
as RSS, XML, feeds and feed readers, creating a reason not to 
visit a homepage to find content.  Home landing pages were now 
simply brochure covers and visual index pages.   

The evolution of the internet



Taking all of the above into account we can see that a specific single 
page of content is a more powerful way of making a sale than a generic 
homepage because it answers a specific question to a specific audience 

but what good is that if a reader finds their answer and then leaves 
your site without doing anything else?      

The Evolution of the 
Squeeze page

With that came the invention of the squeeze 
page.

Are they landing pages?  Yes, because you 
do land on them from an external source but 
they don’t usually show up as a part of the 
main site because they’re utilised for a very 
different and specific reason.

Squeeze pages are quite simply defined as a 
page that a user lands on where the goal is 
to obtain an action from them of some sort.  
This action could be a sale (sales page) or 
subscribe (signup page).  

To be honest every single webpage wants 
you to do something at the end of reading 
it, even if it doesn’t use a call to action 
otherwise why would it exist?  The squeeze 
page however differs because its sole 
purpose is to call you to action.

You’ll find many guides and tips on creating 
squeeze or landing pages and in doing so 
you’ll find a great variety of answers with 
contradictions from each post.  What’s more 
you’ll find one about copy writing and the 
next about design.  One will be about its 
definition whilst the next is just a squeeze 
page in itself.



Define 
what action it is that 

you want your reader to do? 

Do you want more subscribers?  If so the final 
action will be to sign up?  Is it a sale?  Then the final 

action will be to buy now.  Do you want a sales lead?  If so 
you’ll need a contact form.  Decide what it is you want out of 

the page and stick with it.  

2. Whats your Topic?
• Who are you targeting (businesses, individuals, men,  women, etc)
• What are you offering them?
• What problem will it solve?

• How are you solving it?
• Why should they take action?

Answering the above should give you a a 
headline, a single sentence to sum up why 

a user should read your page.

STEP 1
What’s the action?



4. Writing copy

A landing or squeezepage can be as long or short as it needs to be to get the desired action 
and a good way to summarise how long your copy needs to be is by the function of the final 
“call to action”.   
 
For example a newsletter signup doesn’t need 10 pages of copy to get the desired conversion.  
That could be done within 5 bullet points.  If your asking for a big purchase then more detailed 
copy may be needed.  The trick here is to just unload your mind and write down as much as 
possible about what you want to say.   If necessary start with bullet points and elaborate.  If 
not start with headings.  If not just write! These are the points to cover:

What most people fail to do when creating any type of copy for  
website is write “sales copy”.  You’re not writing an instruction 

manual or a report, you’re selling  something and your copy needs to 
reflect that with its tone, structure and style.  

Keep it simple and stupid with un-techincal language.  Write like 
you’re talking to a friend and not regurgitating from a text book.

3. Tone of voice 
and copy

• Your readers problem
• Your Solution
• The details of your solution
• Your solutions Credibility
• Click triggers
• Summary to act
• Call to action



Whatever you’ve written at this point, go over it and cut out the crap! 

• Cut down on your adverbs and pronouns where possible
• Make details simple and easy to read   
• Cut out the waffle
• Cut everything up into little chunks/paragraphs
• Give each section a header

After doing so a structure and sections will start to emerge and hopefully a 
story too!  By the end of it, that’s what we want, a good story to tell and sell.

For example here’s the original version that I wrote of the first paragraph of 
page 2.

“Landing Pages are quite simply defined as a page that 
a user lands on when entering your site.  In the good 
old days that page use to be the homepage but for a 
long time now the homepage has been playing second 
fiddle to every other page on a website.  The reason 
being is that websites, marketing, the internet and 
users all evolved.”

And here’s the cut down version after editing.

“Landing Pages are defined as a page that a user lands 
on when entering your site.  That page use to be the 
homepage but now the homepage plays second fiddle 
to every other page on a website because websites, 
marketing, the internet and users all evolved.”  

5. Edit &  
            strip it down



With use of testimonials, quotes 
and results you can make your 
offer a very “real” solution that 
goes beyond the squeeze page.  

References and use of real 
people work great as social 
proof to reinforce trust and 
confidence into your page and 
your offer.  It’s pretty much the 
seal of the deal.

If you can take it past 
testimonials and words with 
use of photos and video then 
your social proof becomes even 
stronger.  Add in statistics, facts 
and results and your social proof 
will make your call to action 
full-proof.

6. Social proof

“People buy into 
people”



7. Use full 
width images

The full width image has become a cliché in web 
design but there’s good reason for it.  A full screen 
image creates better conversion rates by captivating 
users and drawing in their attention through great 
design.   That doesn’t mean that you need full width 
images all the way down the page though.

Much like your copy, the web design needs to be 
broken down into sections and chunks to form a 
structure.   By use of good design and deciding how 
and where to use images and blank spaces you can 
take the user on a journey down the page, keeping 
their attention on the journey and re-focusing it at 
every interval.



8. Buttons
Your buttons need to stand out against anything and everything on the page so a strong contrasting colour is 

ideal for the final button click.  Making a button look like a button also helps a great deal.

Another great tip is to write your CTA button text in 1st person because it has a greater conversion rate.  
Instead of “Find out more” write “I want to know more”



More often not, newbies to 
squeeze pages tend not to get the 
idea and strategy of navigation on 
a squeeze page.  They think that 
like a homepage, a squeeze page 
should have a big clear menu bar 
but it shouldn’t.  You don’t want 
the user to do anything else except 
make that call to action so think 
about prioritizing the navigation.  
 
If using a menu bar make the call 
to action stick out clearly among 
a small set of buttons but the 
ideal solution is to remove the 
navigation altogether so readers 
are lead down a specific sales 
route created by you.

9. Navigation



10. Easy forms The easier your call to action form is, the more chance there is that the user will take action.  It’s not 
always possible but try and get the users to leave as little info as possible in your CTA, albeit the most 
important info that you need. 



Should you use video on a squeeze 
page?  If you have one, yes and the 
best place for it is either right at 
the beginning or right at the end 
either as an intro or conclusion.
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12. 
The final call 
to action

In doing so you can take two approaches to it.

1. Simple 
The simple approach uses clarity and simplicity 
to get your action.  Some big text and a big 
button.  It’s makes the readers decision easier 
and simple because there is no decision to 
make.  There’s only one button and all you have 
to do is press it.

2. The power summary 
This call to action uses every sales trick in the 
book as a final push to get you to signup.  Its 
uses click triggers, testimonials and bullet 
points to pretty much sum up the whole page 
and reinforce your decision to make that call to 
action.

The final call to action is the most important aspect 
of the squeeze page as it’s the last line of defence.  

The truth is that both work well according to the 
style of the page, the final action and teh type of 
reader, reding the page so it’s up to you to decide 
your strategy.
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