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A squeeze page is a stripped-down opt-in page with one job: capture Tags
an email address. No navigation, no sidebar, no links out. The visitor UTM Tracking
either optsin or leaves.

Use squeeze pages when you want maximum opt-in volume from
paid traffic. They work best at the top of funnels — especially with PREREQUISITES
ads — where every distraction costs you conversions. 300+ Visitors

Your biggest conversion lever is elimination. Remove every element
that doesn't directly support the opt-in. Each extra link, image, or
paragraph thatisn't earning its place is pulling people away from VARIATIONS

your form.
Lead Magnet

Reverse Squeeze
Pop-up Opt-in

PERFORMANCE CALCULATION

. . @ METRIC TARGET
Determine Your Opt-in Rate

30~50%

) /squeeze/\creeﬁﬁuio\e 1850

Track everyone who lands on your squeeze page. This is your starting point.

o [ Squeeze] Free Gquide - Optin Yo

E Track everyone who submits the form and gets tagged as a new subscriber.

New Leads + Visitors U0.0%



OPT-IN FUNNEL SQUEEZE PAGE

Breakdown Your Opt-in Rate

Segment your traffic to find who converts — and who doesn't.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | REFERRER

Not all traffic converts the same. Paid cold
traffic behaves differently than warm email
clicks. Segment by source to find where your
page resonates — and where it repels.

SCALE WHAT WORKS
Double spend on top-converting sources.

Pause or rework creatives for channels below
20%. Don't average your results — segment
them.

P4 AD CREATIVE

¥ @l [ UTM CONTENT | UTM CAMPAIGN | AD SET

Different ads attract different mindsets. A
curiosity-driven hook brings tire-kickers. A
problem-aware angle brings motivated leads.
Match your squeeze page promise to each
creative's angle.

MATCH THE MESSAGE

Build dedicated squeeze pages for your top 3
ad creatives. Mirror the ad's headline and
hook on each landing page for message
continuity.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source Optimization

Facebook
Google
Email

TikTok

DEVICE TYPE

[ MOBILE | DESKTOP | TABLET

A squeeze page converting at 45% on desktop
might hit 20% on mobile. If your form is hard to
tap, your button is tiny, or your page loads
slowly, mobile visitors bounce.

FIX MOBILE FIRST
Test your squeeze page on a phone. If the

formisn't above the fold with a thumb-
friendly button, you're losing half your traffic.

AUDIENCE TARGETING

n INTEREST | LOOKALIKE | CUSTOM AUDIENCE

Broad audiences bring volume but weak intent.
Niche interests convert better but cost more per
click. Custom audiences from email lists or
video viewers convert 2-3x higher than cold
prospecting.
WARM AUDIENCES FIRST
Build custom audiences from email
subscribers, video viewers, and site visitors.
Test cold targeting only after warm audiences
are maxed out.

FOCUS SEGMENT
Channel
900 270 30.0%
uSo0 1%0 40.0%
200 130 65.0%

300 us 15.0%
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Optimize Your Squeeze Page

Every element either converts or distracts. There is no middle ground.

§) Your Attention
Getting Headline

Get this thing to be your best! a

Email

Yes! 1 want the thing!

Tell them you're not stealing their email.

HEADLINE
A\ PROMISE A CLEAR, SPECIFIC OUTCOME

LoGo LOGO

Your headline is your only shot. State exactly
what the visitor gets — in one sentence. Avoid
vague promises. 'Get the 7-Step Checklist That
Doubled Our Open Rates' beats 'Unlock Your
Potential' every time. Test 3-5 variations before
scaling traffic.

FORM & CTA

A MAKE THE ACTION OBVIOUS AND EFFORTLESS
Ask for email only — every extra field drops
conversions 10-25%. Make the button large,
high-contrast, and action-oriented. 'Send Me
the Checklist' outperforms 'Submit' by 20-30%.
Place the form above the fold so visitors never
scroll to find it.

Trusted by these other amazing people!

LOGO LOGO LoGo

SUPPORTING COPY
A\ SAY LESS TO CONVERT MORE

One to two sentences max. Reinforce the
headline's promise with a specific benefit or
proof point. If you need a paragraph to explain
your offer, your headline isn't working. Every
extra line gives the visitor a reason to think
instead of act.

TRUST SIGNALS

A REDUCE RISK WITHOUT ADDING CLUTTER
Add one trust element below your form:
subscriber count, a short testimonial, or 'No
spam — unsubscribe anytime.' Don't stack
signals — that adds visual noise to a page built
for simplicity. One proof point outperforms five
scattered ones.



OPT-IN FUNNEL SQUEEZE PAGE

How to Optimize Squeeze Pages by

Industry

Adapt the squeeze page formula to your business model.

i.g COACHES
9 TRADE YOUR BEST FRAMEWORK FOR AN EMAIL

Package your signature framework into a one-
page cheat sheet or quick-start guide. Coaches
sell transformation — your squeeze page should
promise the first step. 'The 5-Minute Morning
Routine That Changed 10,000+ Lives' works
because it's specific, fast, and proven. Connect
the freebie directly to your paid coaching offer.

E-COMMERCE
@ CAPTURE THE EMAIL BEFORE THE CART

Lead with a discount or early access offer. '10%
Off Your First Order' is simple and effective. Use
the squeeze page before sending shoppers to
your store — capture the email first, then
redirect to products. You'll recover abandoned
carts and retarget browsers who leave without
buying. Every email is future revenue.

m B2B & SAAS
@ GATE DATA YOUR BUYERS CAN'T FIND ELSEWHERE

Gate a high-value resource like a benchmark
report, ROI calculator, or industry data sheet.
B2B buyers need ammunition to justify
decisions internally. Your squeeze page should
promise specific, hard-to-find data — not
another generic whitepaper. Position the
download as a competitive advantage their
team needs today.

j CREATORS
L d @ OFFER WHAT YOUR PUBLIC CHANNELS CAN'T

Gate exclusive content your audience can't find
on your public channels — a resource library,
bonus templates, or behind-the-scenes access.
Your followers already trust you. The squeeze
page just needs to answer one question: 'What
do | get that | can't find on YouTube or
Instagram?' Stay on-brand with your visual style
and voice.

@ COURSE CREATORS

u LET THEM SAMPLE YOUR TEACHING STYLE

Give away a mini-lesson or sample module that
demonstrates how you teach. Students buy
courses from instructors they trust. Your
squeeze page should feel like a preview of the
full experience. 'Watch the Free 15-Minute
Lesson on [Topic]' qualifies leads who actually
want to learn — not just collect free downloads.

4 PROFESSIONAL SERVICES
4

Q DEMONSTRATE EXPERTISE BEFORE THE CONSULT

Offer a self-assessment, checklist, or diagnostic
tool related to your specialty. A financial advisor
might use 'Download Your Retirement
Readiness Scorecard.' The squeeze page
positions you as the expert before the
consultation. Make it genuinely useful — it's

your first impression and sets expectations for
paid work.



