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LANDING PAGE 
OPTIMIZATION
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• Discuss best practices for landing pages

• Discuss importance of having unique landing pages / event 

detail pages

• Improving calls to action & the use of gated content

• Technical aspects of a landing page

• A/B Testing

The goal of this session is to help improve conversion rates by 
pairing up targeting, creative, and landing page. 
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BEST PRACTICES FOR 
LANDING PAGES
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DIGITAL AD 
PERFORMANCE
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Unlike traditional advertising, digital ad publishers are loyal to the 
consumer. Providing the most relevant ad to the right person is 
always the goal for Google, Facebook/Instagram, etc. 
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AD QUALITY 
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POOR AD QUALITY


Matching your ad to user intent should be Goal #1

Google Quality Score is best explained with regards to Search Ads:

• Keywords should always match your ads

• Ads should always match the corresponding landing page

• CTR should be high

• Bounce-back rate should be low

• Other considerations: Page Load Time, Dwell Time, Conversion 

Rate

Example of Below Average Ad Relevance: (What NOT to do)

• User searches for "Oil Change Near Me”

• Your ad for single game tickets served


• User has never been to your website + has no obvious affinity

• Your Facebook ad for single game tickets served


• User has never been to your website + has no obvious affinity

• Your Display ad is served on walmart.com 
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AD QUALITY 
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BETTER AD QUALITY


Historical Performance will predict likelihood that your ad will be 
clicked on when shown. A low CTR is an indicator that your ad 
was not a good match.

Example of Average Ad Relevance / Low CTR:

• User searches for “Birthday Party Ideas”

• Your ad for single game tickets served


• User has been to your website and/or has affinity

• Your Facebook ad for single game tickets served


• User has been to your website and/or has affinity

• Your Display ad is served on walmart.com 

mailto:ian@patchboard.co
http://walmart.com


AD QUALITY
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GOOD AD QUALITY


Google tracks whether users bounce back to the search results. If 
your landing page isn’t properly matched your ad quality will 
suffer over time. 

Example of Above Average Ad Relevance / High CTR:

• User searches for “Birthday Party Ideas”

• Your ad for birthday parties at a game is served


• User has been to a page on your website related to birthday 
parties and/or is in-market for birthday parties


• Your Facebook ad for birthday parties at a game is served


• User has been to a page on your website related to birthday 
parties and/or is in-market for birthday parties


• Your Display ad is served on happymomhacks.com 


Common Pitfall: Landing Page is not relevant 
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AD QUALITY
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BEST PRACTICE


Practice: Match a granular landing page to a specific adgroup that 
is narrowly targeted to the right people at the right time.

Example of Best Possible Ad Relevance / High CTR / High Landing 
Page Experience:


• User searches for “Birthday Party Ideas”

• Your ad for birthday parties at a game is served


• User has been to a page on your website related to birthday 
parties and/or is in-market for birthday parties


• Your Facebook ad for birthday parties at a game is served


• User has been to a page on your website related to birthday 
parties and/or is in-market for birthday parties


• Your Display ad is served on happymomhacks.com 


+ Landing Page is narrowly focused on Birthday Parties, Loads 
quickly, and has a clear CTA
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NARROW FOCUS
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Having one clear focus on a landing page is always best

The Paradox Of Choice: More Options Tank Conversions

Barry Schwartz Ted Talk

KISS - Keep It Simple, Stupid
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CLEAR CTA
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Having one clear & compelling Call To Action is important.

Use a Simple, Compelling CTA: Download a Free Guide, 

Order Tickets Now, Show Me How


Offer a Solution: Save Money When You Bring a Group, Learn 
How to Fundraise with the Cyclones, Book Your Birthday Party 
for as low as $14/person


Place a CTA above the fold (on mobile): You have less than 7 
seconds to hook ‘em, so don’t hide the bait


Don’t Be Shy: Big Buttons, Bold Letters, Bright Colors


Get rid of distractions: Get to the point & don’t offer any other 
solutions to their problem. Some of the highest converting 
landing pages don’t even have navigation/breadcrumbs to 
explore the rest of the site.
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LANDING PAGE IDEAS:
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• Event Detail Pages  
Every event deserves one dedicated landing page to focus on 
conversions for that particular event. Give users everything they 
need to know about their ticketing options & experience during that 
game on a single page.


• Multi-Game Ticket Packages  
If running a campaign for a specific package then consider creating a 
landing page for each package. 

• Ticket Specials 
If your campaign is for a Family 4-Pack for a specific game then 
consider creating a landing page with that same focus. 

• Birthday Parties

• Group Sales

• Fundraising

• Scouts

• Field-Trip Game (with a teacher/curriculum focus)


If you find yourself linking to your homepage for a campaign then 
you need to evaluate whether your targeting is as efficient as it 
should be. Here are a few examples of landing pages for ECHL 
teams:
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OR STAY ON PLATFORM
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Instant Form 4-Pack Campaign  

• 298 Leads in 7 Days

• ~ $3.36/Lead

• High Conversion Intent


If conversions can occur on platform you will see they highest 
conversion rates by not asking users to leave.
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OPTIMIZATION
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Technical aspects of your landing page are an important factor 
when determining ad quality + increasing conversion rates.

Technical:


• Page should load in under 400ms 
Check your performance here: https://pagespeed.web.dev 


• Page should be responsive 
Check your mobile-friendliness:  
https://search.google.com/test/mobile-friendly 


• Limit Form Fields 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ALWAYS BE TESTING

Ian Bolender | ian@patchboard.co

A/B Test constantly. Things change & you may be surprised to find 
that what didn’t work last season will work now.

Landing Page Partners that offer A/B Testing:

• Unbounce

• Leadpages


Elements to Test:

• Images

• Copy (Long Form vs. Short Form)

• Headlines

• CTA

• # of Form Fields

• Page Layout

VS VS

Variant A Variant B Variant C
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UTM PARAMETERS
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UTM Parameters are short text codes you can add to URLs to help 
give you visibility to the performance of a campaign.

Campaign Source: The Social Network, Search Engine, Newsletter 
Name, etc.. 

example: utm_source=facebook


Campaign Medium: The Channel driving traffic (organic social, paid 
social, email, display, etc.)

example: utm_medium=paid_social


Campaign Name: The specific campaign that you ran 

example: utm_campaign=4pack_offer


Example URL:  
https://cycloneshockey.com/game/2022/04/15/fan-appreciation-weekend?
utm_source=facebook&utm_medium=paid_social&utm_campaign=4pack_offer


Google UTM Parameter Builder
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NEXT STEPS:
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MAY 19: HOW TO CREATE CUSTOM AUDIENCES


• Step-by-step instructions on how to create custom audiences

• Recommendations for evergreen audiences

• Recommendations for Game Specific audiences


JUNE (LEAGUE MEETINGS): DIGITAL MARKETING PLAYBOOKS

Learn how to implement digital marketing campaigns that have a 
proven track-record. 

• 14-Day Facebook/Instagram Retargeting Campaign

• Previous + Potential Group Leader Campaign

• Field Trip Day Campaign Targeting Educators

• Game Day FAQ Email / Post-Game Thank You Email
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