
Is Your 
Landing Page 
Optimized? 
64  QUESTIONS TO HELP YOU DECIDE
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The Invisible Basics 

Is your page fully mobile responsive? 

How long does your page take to load?  

Could you improve speed by letting LeadPages host your page? 

Do your images have alt tags? 

Does your page have a title tag? 

Is your title tag 55 characters or less? 

Does your page have a meta description tag? 

Is your meta description 156 characters or less? 

Does your meta description contain any keywords you hope to rank for? 

Does your meta description invite people to click through from a search results page? 

When you share the page on Facebook, do you see the headline, description, and image    you 

want to see? 

Do you know how you’ll measure the success of this page?

I S  Y O U R  L A N D I N G  PA G E  O P T I M I Z E D ?  

64 Questions to Help You Decide 
Even small improvements to your landing page can result in huge gains in performance—more 

sales, more email subscribers, larger purchases. This checklist will help you optimize your 

landing pages in a methodical fashion, time after time. We hope it helps your business grow!



Your Copy 

If you’re hoping for organic traffic, does your copy use keywords people are searching for? 

Does your headline contain a challenge your audience faces or a benefit they can achieve? 

If you have a subheadline, does it reinforce the headline and add extra appeal? 

If your page is a landing page for ads, does the headline reflect what’s promised in the ads? 

Are your paragraphs short enough that people can easily skim and read the page? 

Are the primary benefits of your product easy to find on the page?  

Are the primary benefits of your product easy to find on the page? 

Does your language draw on visitors’ emotions and motivations? 

Do you refer to your readers as “you” where possible? 

Is your landing page copy easy to read out loud, or do you stumble over the words? 

Does your copy inspire trust (instead of sounding overblown or too good to be true)? 

Is your language as direct, concrete, and specific as it can be? 

Is your page free of typos, misspelled words, and grammatical errors? 

Is your page free of jargon that a portion of your audience may not understand?
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Your Overall Content 

Is the amount of content your page includes proportionate to the amount of trust visitors need 

to invest in you before acting? 

Is your content delivered in the media format that will help visitors understand it best? 

Do the media formats you use reflect the information-seeking habits of your audience? 

Does your content build trust by including elements such as testimonials, guarantees, real-life 

results, verifiable data, and relationships with higher-profile companies or figures? 

Your Page Design 

Are your design choices consistent with your company’s branding?  

Are your design choices consistent with any banner ads that will bring visitors to the page? 

Does your page layout lead visitors through your content in a logical sequence? 

Do your design elements draw the eye directly to your call(s) to action? 

Are the fonts you use easy to read? 

If you’re using more than one font, do they work well together? 

Are you using sans-serif fonts for longer sections of text? 

Do the colors you’re using complement each other? 

Do the colors you’re using either echo or add contrast to any images on your page? 

If your page offers multiple options, does the design emphasize the one you most hope visitors 

will take? 

Have you tested different templates to see what type of page supports your content best?
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Your Calls to Action and Opt-in Forms 

Do your buttons clearly stand out from the rest of the page? 

Do your buttons have a hover effect that makes it clear that they’re interactive?  

Does your button copy express the outcome of the action (i.e., “get the e-book”) instead of the 

mechanics of the action (i.e., “click here”)? 

If your page is longer than one screen, do you use multiple call-to-action buttons so visitors 

can opt in wherever they are? 

If there’s a time limit to your offer, have you placed a countdown timer near your call to action 

to create urgency? 

Are you using a two-step opt-in form (instead of form fields embedded directly in a page)? 

Does your form ask for only the information you truly need and will use from leads? 

Does your form look legitimate, or does it look like it might not be related to the page?
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Your Images 

Are you using original photos, high-quality illustrations, and/or high-quality stock photos? 

If you’re using stock photos, have you run a reverse image search to ensure that your target 

audience hasn’t been exposed to this image too often already? 

Is your image large enough that it won’t become distorted on larger monitors? 

Is your image file small enough that it won’t take extra time to load? 

Does your image have the look and feel of real life? 

If you’re using original photography, is the lighting good? 

If you’re using a headshot, do you look warm and approachable? 

Do strong directional elements in your images always point toward your calls to action? 

If you’re selling a physical product, does the page include photos and/or video of the actual 

product in use? 

Do your background images add texture to the page, not compete with primary elements? 

Testing and Improving 

Are you able to split test your page? 

Have you determined whether your page will get enough traffic to split test? 

Have you identified which page elements you should split test first? 

Have you shown your page to someone inside and outside your market for feedback? 

Does your page build on lessons you’ve learned from your previous landing pages?
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