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Designing Lead-Generation Pages
People Can Trust

Lead-generation pages ask people to trade contact details for a promised
conversation. This guide shows how to make that exchange easier to
understand, complete, and trust.
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01

Earn the conversation before asking for details
A lead form is not the sale. It is the moment someone decides whether sharing their situation feels worth

the effort. The page should answer the questions behind that decision: Do you understand this kind of

problem? Can I see how you think? What happens after I press send?

Build the page around the visitor’s decision rather than the agency’s org chart. Give the offer a clear

boundary, show relevant proof, and explain what follows the form. The submission should feel like the

start of a useful conversation, not an application for permission to be sold to.

Build the page around the visitor’s decision rather than the agency’s org chart.

02

Reduce the work before reducing the number of screens
Baymard’s large-scale checkout research is commerce-focused, so its exact findings should not be

copied blindly into B2B lead generation. The durable lesson is about effort: the number and complexity of

fields matter more than how many steps contain them. Optional questions also need to look optional.

Ask for the minimum needed to route and answer the inquiry. Phone, website, budget, company size,

and timelines may be useful later; they do not all need to stand between an interested person and the

first reply. If a secondary detail can help, place it behind an optional disclosure instead of making the

primary path feel longer.

● Name and a reply channel
● The problem in the visitor’s own words
● A broad area of focus for routing
● Explicit permission to respond
● Secondary qualification details only when volunteered

Phone, website, budget, company size, and timelines may be useful later; they do
not all need to stand between an interested person and the first reply.



XenGrowth  ·  Implementation Guide Designing Lead-Generation Pages People Can Trust

4

03

Make proof easy to inspect
Visual quality affects perceived credibility, but polish is only the first signal. Research on website

credibility also points toward the way presentation shapes trust judgments. For a service business, the

stronger proof is inspectable: named work with permission, a defined period, the source of the numbers,

what was actually measured, and what the evidence cannot establish.

Do not turn platform activity into a revenue claim unless revenue is genuinely connected and verified. A

modest result with a clear source is more persuasive to a serious buyer than a spectacular number

nobody can audit. This also gives search and generative systems cleaner factual context to retrieve.

Do not turn platform activity into a revenue claim unless revenue is genuinely
connected and verified.

04

Help people recover when the form fails
W3C guidance recommends labels, clear instructions, concise error messages, and feedback that can be

perceived by assistive technology. When several fields fail, place a short summary near the top, link each

item to its field, identify the field programmatically, and keep the visitor’s valid entries in place.

The wording matters. “Please add a little more context” gives someone a next action. “Invalid input”

merely reports that the interface is unhappy. Good recovery protects intent at the exact moment

frustration is most likely to win.

05

Measure speed and commercial quality together
Google’s Core Web Vitals are field metrics, which means real-user data matters alongside laboratory

tests. Largest Contentful Paint should be evaluated at the 75th percentile across mobile and desktop,

with the current good threshold at 2.5 seconds. The fastest decorative page can still fail commercially,

and a high-converting form can still attract the wrong inquiries.

Track the full chain: useful landing-page visits, form starts, validation failures, completed inquiries,

response time, qualified conversations, proposals, and clients. Segment carefully enough to improve a

page, but avoid collecting personal data you do not need. A conversion system earns its name only when

the measurement survives beyond the thank-you message.
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Key Takeaways
● Ask only for information the team needs before the first useful reply; move secondary questions out of

the main path.
● Trust comes from specific, checkable evidence and clear limitations—not decorative badges or

inflated certainty.
● When a form fails, show a concise error summary, link people back to the affected fields, and

preserve what they already entered.
● Judge the page by qualified conversations, pipeline, and client outcomes alongside Core Web Vitals

and form completion.
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Sources
1. W3C Web Accessibility Initiative: Forms tutorial — https://www.w3.org/WAI/tutorials/forms/

2. W3C Web Accessibility Initiative: User notifications — https://www.w3.org/WAI/tutorials/forms/notifications/

3. Baymard Institute: Checkout field count and usability —

https://baymard.com/blog/checkout-flow-average-form-fields

4. Google web.dev: Optimize Largest Contentful Paint — https://web.dev/articles/optimize-lcp

5. Robins, Holmes and Stansbury: Consumer health information and visual design (JASIST) —

https://doi.org/10.1002/asi.21224

6. Website aesthetics and credibility research (Information Processing & Management) —

https://www.sciencedirect.com/science/article/pii/S0306457307000568


