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How Landing Pages for Gated Content Work
In the sacred quest to convert unknown prospects to known leads who ultimately turn in to a sale, the gated landing page (a landing
page that includes a form that precedes gated content) is of key importance. In fact, the landing page is at least equal in importance to
the actual gated content itself in the overall effort to convert, and some may argue that the page may even be more critical to the effort
to convert than the actual subject content itself. After all, it’s this page that separates the content from the free digital world, and it’s
this page that must convince the reader to trade his or her personal information for the secrets that the hidden content beholds, long
before the reader ever gets to the page.
So how exactly can a single page exert such profound influence over a nameless visitor? There
are three principal ways:
Key concept: Gated content is a
• Overall visual appeal. Let’s face it, looks matter, especially when it comes to content. If you
digital asset that is only
accessible to readers after
want a visitor who lands on your page to stay, you’ve got to appeal to the reader’s senses
providing some specified
and first up is appealing design. This includes the overall layout, a pleasing color palette
information. Gated content is
and the use of complementary imagery. Overall visual appeal also includes how text is
not limited to any specific type
formatted on the page (font size, bulleted text, etc.), and how it is used to lead the eye.
of media format, but it could
come in a variety of formats. It
• Page structure. Placement of key assets on the gated landing page can significantly affect
always must represent a high
the likelihood of visitor conversion. For example, whether the form is above or below the
value to the reader in order to
fold, how many calls to action (CTAs) are on the page, or how the page renders on a mobile
mandate change.
device – these aspects each heavily influence conversion rates.
•

Messaging. Clearly the nuts and bolts of the page itself, the landing page copy is critical, as this is what principally communicates
the message of the page itself. More specifically, the way in which the messaging is conveyed can have a significant effect. For
example, copy that is postured from a customer point of view consistently converts at higher rates than copy delivered from a
company-centric point of view.
Now that you know the basic theories that support how gated landing pages can affect a visitor’s actions, you can learn more about
how to create effective landing pages with the “9 Key Features of a Landing Page that Converts”.

9 Key Features of a Landing
Page that Converts
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Raise-Your-Hand Hero Text

Look-at-Me Hero Image

What’s the first thing you see when you land on a web
page? After years of traditional schooling, your eye is
trained to look to the top of the page first for the “title” of
the content. And in this case, you wouldn’t be too far off, as
that is what we most liken to hero text.
As this the case, it’s important to use this opportunity to
grab the reader’s attention. To do so, this text should be:
• Prominent at the top of the page, so it draws the
reader’s attention first
• Formatted to attract attention at first glance using larger
font, complementary colored font, etc.
• Brief enough to read with a quick scan of the page
• Representative of a thought or message that will hook or
intrigue the visitor into reading more

Working in partnership with the hero text, is the hero image
which should complement the accompanying text in nature
and subject matter. Both are imminently visible to the
reader at the outset, and both must entice the reader to
look further on the page.
Given the few seconds that a reader is willing to invest in
judging the overall value of the page, the hero image must:
• Be interesting enough to make the reader want to know
more
• Relate to the hero banner text and the subject matter of
the gated content

Key concept: The hero banner and hero text are critical to
the success of a landing page, as they are the first parts of
the page that the reader consumes.

Practice Tip:
Placement of the hero text and hero image may vary according to design preference. They may also be integrated into a single image file or arranged in
some other alternative structure, but don’t forget that they should be coded in a mobile responsive way to deliver the best experience possible.

Now-that-I-Have-Your-Attention Subheader Text
If you’ve done your job right with the hero banner text and the hero banner image,
you’ll have earned a few more seconds of your reader’s attention. This is where the
subheader text comes in to play, and it is most effective at achieving this goal when
these two aspects of the text are considered:
1. Make the copy easy to read, or better yet, make it difficult not to read. This can
be accomplished by formatting the subheader text to set it apart from the
remainder of the main body copy (but not so prominently as to detract from the
hero area). For example, use a slightly larger font size than the remainder of the
body text, and/or present the subheader in a font color that complements the
color palette of the page.
2. Deliver an interesting message that engages or makes the reader curious. Now
that you’ve visually set this statement apart from the rest of the landing page
copy, you’ll need to carry through with the commitment and use the single
sentence subheader to connect with the reader. Consider how you can draw the
reader into the subject matter of your gated content. Is there a surprising
statistic that you could open with? Is there a statement you could pose that
shows how you can relate to the reader’s issues/concerns? This statement’s main
purpose is to hook the reader and get him/her interested in reading more.

Bright Idea:
Don’t discard unused ideas for
hero text or subheader text.
Recycle unused ideas for social
copy.

Practice Tip:
Who are you speaking to?
Within the principal text of the landing
page, make the audience who you are
addressing clear.

What’s-it-to-you Statement of
Benefits
If the reader is still with you at this
point, you’re on a roll. Here is where
you can talk to the reader and provide
more detail about how the reader will
benefit by consuming the gated
content.
Having started this main body text
section with an interesting hook in the
subheader text, elaborate on the topic
continue the conversation. Discuss
specific results, give tangible evidence,
and use this area to provide detail.

Key concept: Customer-facing
content should be written
from the customer
perspective. Particularly for
early funnel content, content
should address customer
concerns rather than product
features.

What-to-Expect Bullet List
This section goes hand-in-hand with the
statement of benefits discussed above.
In fact, it’s not actually a separate
section, but rather part of the main
body text of the landing page. While
the statement of benefits provides
more context as to what the gated
content is, this section concisely states
in bullet list format what the reader can
expect to gain by consuming the gated
content.
Again, the two critical aspects of this
section are the design and content
itself. The bullet list format allows the
content to stand out and quickly read
what the list includes; the list of items
itself allows clear focus on what the
reader should expect.

Practice Tip: Frame all landing page
copy in a reader point of view, so the
reader can best relate and understand
how he/she will benefit.

Give-’em-a-Taste Sample Content
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Practice Tip: To create visual interest on
the page, choose diagrams or
illustrations from the gated content that
conveys information. Or, when using text
such as quotes, choose quotes that are
no more than 1-2 sentences long so as
not to detract from main body text.
Quotes should be set off from main body
text to indicate supplemental content.

In a consumer setting, free samples help consumers learn about products they
haven’t tried in a riskless. In fact, the distribution of free samples in a retail setting
have been known to boost sales by as much as 600%, according to The Atlantic’s
article, The Psychology behind Costco Samples.
In the world of content marketing, the theory of samples is the same. By presenting
an image or diagram, quote, facts, or even a table of contents or chapter excerpt,
you can excite a reader about what lies beyond the form in a relaxed way.
With this in mind, remember that the more compelling you can make this evidence,
the more likely a reader will be to provide their contact information.

Key concept: Customer evidence and testimonials have a positive impact on
potential customers. Likewise, attention-grabbing, thought-provoking diagrams,
or callouts from the gated content itself, offer readers a preview of the content
at no cost.

Nice-to-Meet-You Handshake to the Form

This-is-What-You’ll-Get Call to Action

By this point, the reader should have a pretty good idea of
what he/she will get in return for completing the form on
your page. However, the copy that precedes the form is
another opportunity to make your reader feel comfortable.
So, instead of the standard, “Fill out the form below” copy,
this is a place to explore some softer, friendlier handshakes
such as:
• Give a little, get a lot
• Tell us a little about yourself
• We’re pleased to meet you
• Let’s get started

At the end of the form, you’ll ask the reader to submit his or
her information in order to get the gated content. Standard
CTAs that are used on this button include “click here”,
“download” or “register.”
Try moving away from these overused CTAs that focus on
what you have to do, and instead use action-oriented
language that tells the reader exactly what they are going to
get, or what will happen next. For example:
• Get my eBook
• Reserve my space
• Start my free trial

Bright Idea:
Recycle unused ideas and use A/B testing to confirm which approaches work best for your markets and audiences. While there
are hypotheses regarding best practices, they may differ among various audiences.

Practice Tip: A CTA should be 5 words or less and placed within a large touch area in a stand-out, but complementary color to the page color palette.

Get-a-Great-Experience-from-Anywhere
Design
With more readers consuming content on their mobile
devices, responsive design is of critical importance. A
bad experience will lead to high numbers of page
bounces, while a good experience will most certainly
lead to higher conversions.
Landing pages with forms must be coded for mobile
consumption with these considerations in mind:
• Stacking design. Hero banner headlines, images
and the form should scale or stack in a pleasing,
yet readable way. The form should not fall too far
down on the screen requiring a reader to scroll to
get to the form.
• Shortcut CTA button. In the event that a reader
must scroll a distance to reach the form, you will
want to include another CTA button closer to the
top of the page that jumps directly to the form.
• Large CTA buttons. On a mobile device, readers
rely on their fingers to interact with content. CTAs
should be obvious and designed to encompass
larger areas for ease of touch.
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Putting it All Together: The Science of a Successful Page
The 9 key landing page focus areas presented in this guide are just a few of the ways
that you can exert influence over a reader’s likelihood to exchange his/her private
information in exchange for a piece of content or other service.
Web pages can and should be set up in a variety of ways, but as you try and test, the
three guiding principles discussed earlier are important to keep in mind with respect
to the success contributed by the landing page itself. Together, visual design, page
structure, and specific messaging exert the biggest influence over the reader with
respect to the page itself.
Other factors outside of the page itself, such as the gated content itself and the
method of promotion contribute hugely to the conversion rate as well and deserve
their own deep-dive review. Please stay tuned for more on these important topics,
coming soon!

Bright Idea:
Keep an eye out for other
gated landing pages that
grab your attention and
make you want to trade
your contact information
for the gated asset. What
it is that appeals to you the
most? What is it that
grabbed your attention
first?

Keep a notebook that
includes screenshots of
these pages along with
your notes, and review this
collection periodically to
extrapolate learnings and
best practices from others
that can be leveraged in
your work.

Thank you for your interest!
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