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Business: Pink Paws Animal Rescue 
 
Target Audience: The target audience for this landing page focuses on those interested in 
adopting a pet.  
 
Audience Goal: The call to action on this landing page is to drive the audience to visit the 
physical location of the adoption center. Although the primary goal of the adoption center is to 
adopt out pets, even if the audience isn’t ready to adopt an animal, by visiting the adoption center 
it will boost their interest in the idea of adopting.  
 
Project Research: I started this project by researching trending topics on Google Trends, 
researching keywords (including longtail), and SERP Analysis on Moz. Moz. Keywords were 
also researched on Google by using Google predictive search, related searches, and researching 
competitor companies with Moz plug in. For the overall layout of the navigation, I took the 
information that I had learned about the target audience (why they are visiting the site) and the 
information I had learned from keyword research. I was then able to strategically choose targeted 
keywords to use in the navigation that would help the website to show up in the SERP and create 
an overall good user experience (easy to understand, easy to navigate, memorable). For the titles 
of each page, I used common keywords relating to the company and worked to use simple, clear 
language. I tried to limit the number of topics there were with the idea that there would be 
subtopics below each button. 
 
During the research phase of this project I found that important elements of a well designed 
landing page that help the page to rank high and drive the audience to conversion include having 
a customer testimonial, easy to find business information (name, address, phone, and hours), 
clearly stating what the business is and what they offer (good usability practice), clear call to 
action (reflecting the campaign goal), consistency throughout the page (using a strong 
hierarchical structure to guide the audience through the page), and using consistent language (to 
be informative and clear). After creating a logo for the brand, I chose to use a similar color 
scheme throughout the landing page to draw the audience’s attention to key elements of the page. 
I kept the design and color of each button the same throughout the page, to reflect consistency 
and repetition so that the audience understands what is a button. Once my research on landing 
pages and the target audience was completed, I started the layout by using an attention-grabbing 
image to really draw the audience into the page. At the top of the page, I included information 
about a sale to help create a sense of urgency and fear of missing out. To create a strong call to 
action right way, I included a “visit us now button” right next to the sale information. With an 
ecommerce site, I might have included a buy now button but with an animal rescue it does get 
more complicated because I need the audience to visit the physical location in order to complete 
the conversion, which is why my call to action buttons focus on visiting the adoption center 
versus buying a product.   
 



With the keyword research, I was able to determine the best title and h1 tags for the landing 
page. The title of the website “Pink Paws Animal Rescue – Adopt a Pet Near You” includes both 
longtail keywords and lets the audience know right away what the landing page is. With the 
keyword and audience research, I determined the best subcategories for the landing page which 
also include keywords commonly searched by the audience to help with organic rankings. With 
the goal of this page being to drive the audience to the physical location, I focused the page on 
local search strategies. On the main page, above the fold, I included not only the rescue name but 
also the location, hours, and phone number to again help to rank higher on Google’s organic 
search results and to help create a good user experience by making this information easy to find.  
 
Focusing on the location, the first section of the landing page gives a brief snippet of information 
on who the rescue is but primarily focuses again on hours and location. It features a clear call to 
action button, directions, and a map, both used to drive the audience to the physical location of 
the rescue. The language used throughout this section and other sections, was kept light and 
upbeat. This type of language has shown to have a better likelihood of conversion than feelings 
that provoke sadness. Moving down to the next section of the landing page, this section focuses 
on available pets for adoption. Instead of having an adoption list button, the user has the option 
to flip through pets and schedule an appointment to meet and greet the pets. This section will 
focus on a/b testing to see if scheduling an appointment to interact with a pet reduces bounce 
rates of the landing page or if the conversion is met. To help provoke fear of missing out 
feelings, a reminder of half off adoption fees with an end date is added to this section, just above 
the pet listings. In this section I used images to provoke emotions, versus having too much 
written information. I want the audience to focus on making an appointment (which gets them to 
the physical location) and the sale on the adoption fees.  
 
Although this landing page is fairly long, I did try to keep it simple enough, with a clear call to 
action on each section, so that the audience has the option to keep reading if they need more 
convincing to visit the location. While success stories aren’t necessary on a landing page, it is 
proven that customer testimonial are one of the most important elements of well-designed 
landing pages. By having success stories from real people who have adopted, it helps to build 
trust with the audience and company (hitting a potential pain point of the customer thinking can I 
trust this company?) and it helps to build confidence in the audience that adopting is the right 
choice for them. The idea behind the success story, using an image to provoke an emotional 
response, is that it again creates feelings of fear of missing out and perhaps even feelings of 
nostalgia or empty nest for the audience.  
 
Below the review section, I have included information in the footer that is relevant to the 
audience, clearly stating how the company can be reached, when they are open, and a box to give 
the audience direction to their location. This also shows the audience that the company is ready 
and will to be available to answer any questions and will help the landing page to rank higher by 
including the NAP information. With social media being such an important aspect of digital 
marketing, I included easy to find social media buttons and an email button that will give a 
popup, prompting the audience to enter in their email or send an email directly to the business. 
This will also help to build an email list for future marketing.  
 



Building Ads: As mentioned, I included several keywords and search variations throughout the 
landing page. As an example, I used “adopt a pet” in the organic and paid search ad for Google. 
The organic search result example, includes the main keywords “adopt a pet.” However with the 
title of the website being “adopt a pet near you” and the metadata including “adopt a pet today,” 
it gives a chance for the website to rank with other variations of longtail keywords that the 
audience may use. Similar to the language used throughout the landing page, I tried to keep the 
information in the metadata descriptive and informative, yet positive as this has been a proven 
way to get the audience to positively react over negative or sad language used. Although the 
reduced adoption fees is something that ends in March, it would be important for the adoption 
agency to include this information in their metadata (updating as needed), as it helps to drive the 
audience to act faster because of the sale.   
 
For the paid ad, I tried to include information for the audience that would be relevant to driving 
them to visiting the adoption center. I did this by using sitelink extensions to highlight 
information on customized adoption plan, scheduling a meet and greet, hours, directions, and 
success stories.  A location extension was used because the page is focused on local search 
strategies, with the audience being local it is likely that they will want to confirm right away that 
this rescue is within a certain distance to their own location. A promotion extension was used to 
emphasize urgency on the call to action (half off adoption fees with an expiration date). 
Although the audience won’t be able to take action and adopt online, it will help to drive the 
conversion of the audience clicking on the ad to see the pets and visit the physical location.   





Organic Google Results

Paid Google Ad Results


