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Struggling to Improve a 
Landing Page

C H A L L E N G E



The ads were making promises that the 
landing pages weren’t keeping.
We had hit a ceiling set by the ads bringing the traffic.

K E Y  F I N D I N G



The Ad Alignment Report
A I  T O  T H E  R E S C U E



The Ad Alignment 
Report

• Number of ads
• Number of landing pages
• Ad types
• Creative themes
• Top landing pages

ads per landing page
4.7:1



Most of the ads land 
on the Homepage

The homepage struggles to 
keep the promises of any ad.

L A N D I N G  P A G E S

ads arrive on the 
homepage

23



The report shows all
ads and landing
pages side by side

Anyone can see the 
misalignments.

S I D E  B Y  S I D E



E Y E  O P E N I N G

See ads next to 
their landing 
pages.

One ad, roughly 9% of spend, but a mismatch that wastes that 
budget entirely.Conversion Sciences 0 4



The report flags 
certain alignment 
gaps and offers fixes

Specific suggestions for your 
ad team.

A L I G N M E N T  G A P S



A D  A L I G N M E N T  C R I T E R I A

The Ten Alignments

The Offer The 
Headline

Trust & 
Proof

Product or 
Service

Call-to-
action

Image
Visual language

Brand
Identifying marks

Tone
Voice of the copy

URL
Destination URL

Color
Primary colors 
used

Five primary and five secondary features of an ad that the landing page can match.

Conversion Sciences 0 5



The Offer
A L I G N M E N T  1



A D  I N T E L L I G E N C E

Two kinds of ad traffic

Interrupt-driven

Social ads interrupt 

the visitor.

Intent-driven

Search ads match the 

current intent of the visitor



It’s the offer. It’s the 
headline. It’s not on 
the landing page.

The landing page offers:
• “Save over 50%” for packs
• “10% Off” your first purchase

Technically, 10% and 50% are 
“up to 70% off”…

7 0 %  O F F



O F F E R  M I S A L I G N M E N T

“4 Months Free” — until you arrive
T H E  A D promises 4 months free T H E  P A G E never mentions it

Conversion Sciences 0 6



A L I G N I N G  T H E  O F F E R

Same property. Now the page keeps the promise.

✓ The “4 Months Free” offer is 
front and center — visible and 
claimable.

✓ The ad's “Where High-Rise 
Meets High Touch” line 
becomes the headline.

✓ The call-to-action matches the 
offer — “Claim 4 Months Free.”

✓ AVE's real proof — #1-ranked 
operator, Grace Hill 95% Club — 
moves up top.

Conversion Sciences 0 7

This landing page was generated using an LLM trained 
landing page best practices.



The Headline
A L I G N M E N T  2



O F F E R  M I S A L I G N M E N T

“55% Less Time” vs. 
“Coordinate your 
work in one place”

T H E  P A G E never mentions it

Conversion Sciences 0 6



O F F E R  M I S A L I G N M E N T

Fulfill Dreams vs. 
Standard of Care

Conversion Sciences 0 6



Mother’s Day 
Delivery not 
mentioned on 
Product Page



Headline: 
“for Cigar Smokers”

Landing 
Page:
“Clean Air Defined”



Auto-generated 
landing page



The Call to Action
A L I G N M E N T  3



“Learn more?”    
or 

“Shop Now”
or

“See Details”



Two calls to action

Read the case study

Learn more



Trust
A L I G N M E N T  4



Safe at Home
≠ Headline: No mention of 

"Family Caregivers" or 
"Team“

≠ Trust and Proof: No Safe at 
Home Logo

≠ Offer name: "Safe at Home“ 
not on landing page

≠ Call to action: 
"Learn More" vs. 
"Get started today“

≠ Brand: No Careforth 
uniform

≠ Image: Hugging vs. sitting 
at a table



Safe at Home: Auto-generated Landing Page

√ Headline: Matches

√ Offer Name: Safe at 

Home

√ Image: Worker in 

branded vest

√ Branding: Safe at 

Home Logo

√ Call-to-Action: 

"Check your Eligibility"



Product or Service
A L I G N M E N T  5



Where’s 
the Chair?



Images
A L I G N M E N T  6



Imagery 
misses on all 
points



Auto-
generated 
Landing Page



Brand
A L I G N M E N T  7



Affirm? Zales?



The Landing 
Page Doesn’t 
Say “Riomar”



Tone
A L I G N M E N T  8



Compassion 
to gameshow 
host



AI-generated 
Landing Page



URL
A L I G N M E N T  9



Acorns to Apple

While the call to action “Install 
Now” matches the landing 
page, taking the visitor right to 
the Apple store may be jarring.

U R L



Colors
A L I G N M E N T  1 0



Pink and Purple 
anyone?

C O L O R S



L A N D I N G  P A G E  S T R A T E G I E S

How to improve well-aligned 
landing pages



The top of the landing 
page is critical
Especially for social ads. Dopamine, dopamine, dopamine… 
cognitive load



S T R A T E G Y  0 1

Emphasize the 
Differentiators

New visitors arrive from a search page crowded with 
competitors.

They don't yet know why Uline is different.

So we surface the differentiators at the very top of 
the landing page.

The page still offers a list of products. It also 
highlights reasons to buy from Uline.

Differentiators surfaced at the top

ULINE

Same-day shipping 30-day guarantee 14 N. American locations



S T R A T E G Y  0 1  ·  B E F O R E  &  A F T E R Office chairs — differentiators surfaced

BEFORE

LANDS ON

Original page — straight to the 
product grid.

AFTER

← Differentiator bar added

Desktop — trust differentiators run across the top, above the grid. This mockup was generated by an LLM trained on 
our landing page strategies.

Mobile — same three 
points, stacked.



S T R A T E G Y  0 2

Good-Better-Best
We feature three products at the top, above the 
collection grid.

Ordered most expensive to least, with prices shown.

The high first price is an anchor.

Price anchoring raises the visitor's sense of value as 
they scan down the page.

BEST
Executive U-Desk
FULL FEATURED

$2,765

BETTER
Classic Office Desk
MOST POPULAR

$740

GOOD
Downtown Office Desk
BEST VALUE

$425

The first price sets the scale — everything below it reads as a better deal.



S T R A T E G Y  0 2  ·  B E F O R E  &  A F T E R Home office desks — anchored Good-Better-Best

BEFORE

Original page — a long grid of desk 
categories, no featured products or 
prices.

AFTER

$2,765 — anchor

$740

$425 — best value

Desktop — three priced desks anchor the top, high to low. This mockup was generated by an LLM trained 
on our landing page strategies.

Mobile — the same three, 
stacked above the grid.



Ten Winning Ad Landing Page Strategies

Differentiators Band
Good, Better, Best Products

Quiz-style Sign Up
Mobile Navigation Menu
Call-to-action in Hero

Form in Hero
Lead Magnet Offer
Exit-intent Popup
Sticky Elements

AI Agent Content

B E T T E R  L A N D I N G  P A G E S



This sounds like a lot of work
M A N A G I N G  L A N D I N G  P A G E S



M A N A I N G  L A N D I N G  P A G E S

Two strategies
01 Personalization and AB Testing Tools

Change the landing page at the 
time of visit

02 Managed with AI 
Create aligned landing pages and 
route visitors using AI

Works with small landing page 
portfolios.

Best for large landing page 
portfolios.



K E Y  P O I N T S

Four ideas at a glance

Discover

Misaligned 
ad/landing page 
pairs.

Diagnose

Too few landing pages? 
Misaligned offer, 
headline, etc.

Generate pages

AI can generate 
matching landing 
pages for most ads.

Route

Route ad traffic 
automatically to the 
right landing page.



New Reality with Google 
AI and Performance Max
It used to be that you could have a mediocre website and great 
ads.

Now your website influences the ads and other visiting agents.

L A N D I N G  P A G E S  D R I V E  A D S



Get your free Ad 
Alignment Report

conversion.science/ad+lp



Questions?



Let's settle it with 
evidence.
Nothing beats rigorous testing for understanding 
what your ad traffic really wants.

Brian Massey (512) 368-9291 conversionsciences.com
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