Registration Page

Uncover Your Perfect Audience-offer Match

e_® TARGET ¢ REPORT c TIMEFRAME
Acquisitions

‘@ New Leads 45 min

& DiRECTIONS € INGREDIENTS

A registration page is how you capture leads interested in your Tags
webinar. The goal: convert as much traffic as possible into confirmed UTM Tracking
registrants for your event. This is no info dump; it’s a high-stake

conversion point that can make or break your results.

Use registration pages for live webinars, evergreen automated @3 PREREQUISITES
presentations, multi-part workshops, or any educational offers. If it 100+ Visitors
feeds into your sales funnel, your registration page becomes your

first conversion point before the actual pitch begins.

The most important element of any registration page? Audience- VARIATIONS

Offer Match. Your registration page must speak to your audience’s .
Cold Traffic

acute pains, desires, and goals. Tease the outcome without revealing .
Warm Traffic

your exact methods.
Evergreen

PERFORMANCE CALCULATION

. . @ METRIC TARGET
Determine Your Opt-in Rate

10~15%

) /webinar/oc‘r»:zu/reﬁismr 2450

Track the people who visited the registration page. Afterwards we’ll segment them!

o CWebinar) oct a4 - Reais‘rev ’uS

E Tag people who register so you know which webinar they opted in for.

Visitors + Leads 3U.5%



WEBINAR FUNNEL & REGISTRATION PAGE

Breakdown Your Opt-in Rate

4 ways to segment your traffic to find underperformers worth fixing and winners worth scaling.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | REFERRER
Compare conversion rates across channels to
identify where qualified visitors originate. Cold

traffic typically converts significantly lower than

warm audiences.

FOCUS ON WARM LEADS
For underperforming sources, test problem-

focused hooks OR redirect spend to proven
channels while building retargeting
audiences.

@ AUDIENCE TARGETING

n AD DEMOGRAPHIC | TOPICS | CUSTOM AUDIENCES
Broad topics bring volume but weak intent;
niche topics bring fewer serious registrants.
Custom audiences from engaged contacts
typically convert significantly higher than cold
prospecting.

MATCH COPY AND AUDIENCE
If cold audiences underperform, pause and

build warm audiences first (video viewers,
content engagers, email subscribers) before
scaling spend.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source Optimization

Paid
Social
orﬁanic
Aliate

AD CREATIVES

[ HEADLINES | IMAGES & VIDEO | CTA
Break down by creative to see which promises
resonate. Aspirational imagery attracts
dreamers; problem-focused creative brings
action-takers. Top performers share specific
outcomes or credible proof.

CONTINUALLY OPTIMIZE ADS

Kill underperforming creatives monthly.
Double spend on winners and test variants of
individual elements (headline, image, CTA) to
find patterns.

NEW VS RETURNING
[ CONTACT CREATED DATE

Strong conversions from new visitors mean you
have a solid page. Strong conversions from
returning visitors indicate effective nurture. Low
conversions from returning visitors signal the
need for more trust elements.

REENGAGEMENT IS DIFFERENT THAN NEW
If returning underperform, add testimonials

and result specifics. If they significantly
outperform new visitors, test clearer value
propositions for cold traffic.

FOCUS SEGMENT
Channel
o 120 13%
foJole} 125 56%
150 124 1%

525 U6 %



WEBINAR FUNNEL B REGISTRATION PAGE

Optimize Your Page

The theme of your registration page is TRUST. Make sure people understand who you are, and what they’ll get.

PN Loco

PN 1MAGE

PN Loco

PN Loco

Features Pricing Order Now

Your Attention
Getting Headline

Register For Webinar Now

Tell them you’re not stealing their email.

Y Loco PN Loco

What you'll Learn

PN 1MAGE

EYE-CATCHING IMAGE
A\ FIRST IMPRESSIONS MATTER

This is the first thing visitors will see. Make it
memorable! Use people or the outcomes or
transformation from the webinar. Avoid generic
stock photos -- they signal low effort and reduce
trust with skeptical cold traffic.

B SOCIAL PROOF

A PEOPLE TRUST PEOPLE, NOT BRANDS

Display 2-3 specific testimonials with names,
photos, and concrete results achieved. Vague
praise ("This was great!") doesn't convert;
specific outcomes do ("Increased revenue 40%
in 60 days"). Include logos of recognizable
brands if you've worked with them.

PN 1MAGE

PN IMAGE

OPT-IN FORM
A\ REMOVE HURDLES & MAKE IT SIMPLE!

Minimize required fields to email (and maybe a
target segment) only. Every additional field
drops conversion 5-10%. Place the form above
the fold on desktop. Use action-oriented button
copy like "Save My Seat" or "Register Now"
instead of generic "Submit."

n SHOW THE VALUE

A OVERCOME OBJECTIONS WITH PROOF

Clearly state what attendees will learn and what
they'll be able to do afterward. Use bullet points
with specific, outcome-focused language. Avoid
vague promises like "transform your business"
-- instead say "learn the 3-step system to X
without Y."



WEBINAR FUNNEL & REGISTRATION PAGE

How to Optimize Webinar Registration
Pages for your business

Tailor your registration strategy to your business model

i.g COACHES
9 POSITION YOUR EXPERTISE AND BUILD TRUST

Focus on outcome-specific registration pages:
"Get Your First 5 Clients in 60 Days" beats
generic titles. Use registration to pre-qualify
attendees -- ask about current revenue or
biggest challenge to filter tire-kickers and
personalize content. Include testimonials with
specific transformations and timeframes to
build credibility before they register.

E-COMMERCE
@ CREATE URGENCY WITH LIMITED-TIME BUNDLES

Bundle multiple products at a webinar-
exclusive discount. Tease what's included

without revealing everything -- create curiosity.

Use countdown timers showing when the offer
expires. Include product imagery and social
proof with the bundle's retail value versus
webinar price. Offer a small immediate
incentive (discount code, free shipping) to
boost registration conversion.

m B2B & SAAS
@ FOCUS ON ROI AND POSITION AS PRODUCT DEMO

B2B buyers are webinar-fatigued -- consider
calling it a 'Product Demo' or 'Strategy Session'
instead. Clearly state what business problem
you're solving and quantify potential ROI. Use
company logos and industry-specific case
studies. Ask qualifying questions during
registration (company size, current tools,
authority) to segment your pitch and filter
unqualified leads.

'j CREATORS
Pl @ BUILD COMMUNITY AND DELIVER IMMEDIATE VALUE

Your audience follows you for personality and
connection. Use casual, conversational copy --
avoid corporate speak. Tease exclusive behind-
the-scenes content you haven't shared publicly.
Make registration contingent on joining your
email list or community. Offer an immediate
lead magnet (template, resource, bonus video)
to reward registration and build reciprocity.

m COURSE CREATORS

9 OVERCOME "ANOTHER COURSE" SKEPTICISM
Differentiate your approach from dozens of
similar courses. Show your unique
methodology with a teaser. Include before/after
results with specific metrics. Address "l don't
have time" by explaining your implementation
approach. Offer a free mini-lesson or workbook
immediately upon registration to demonstrate
value before the webinar starts.

4 PROFESSIONAL SERVICES
4

? SHOW AUTHORITY & ADDRESS BUYER SOPHISTICATION

Your audience is skeptical of sales pitches
disguised as education. Lead with credibility:
certifications, case results, recognizable client
logos. Frame as strategic insight, not sales. Use
professional imagery and minimal hype.
Consider a brief qualifying survey during
registration — this increases commitment and
surfaces their specific challenges for you to
address.



