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Have you ever read something  
online so captivating that, within minutes, 
you subscribed to a newsletter, or found 
yourself on Amazon buying a book?
 
Or, have you ever found yourself driving 
along and seen an ad for the perfect 
strawberry milkshake and, not five  
minutes later, you were enjoying the 
refreshing taste of fresh strawberries?

These situations have something in 
common and that is a strong call  
to action (CTA). Effective marketers  
know how to grab your attention and  
pull you in.

As a small business owner, it’s crucial  
that your marketing messages have  
clear CTAs. This is especially true when 
working in the digital space. Online 
marketing can sometimes seem 
saturated, so how will you stand out? 
What will you inspire your audience to 
do? More importantly, what do you want 
them to do? 

This guide will cover what an effective  
call to action is, and how to create 
one that will get clicks, leads, and new 
customers for your business. 
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What is a Call To Action?
A call to action is a specific type of 
marketing tactic that gets your audience 
engaged. You don’t want to fire up your 
customers and then lead them nowhere. 
A digital call to action lets your audience 
know what they should do next. 

In marketing, you want to keep your 
consumers so engaged that once they 
have consumed one type of content, 
they’re actively pursuing the next steps.  
A call to action can take your consumer 
on the next step of the journey. What 
every effective marketing message 
has in common, though, is an invitation to 
do something next.  

Some commonly used digital calls to 
action include:

•Read More/Learn More
•Download Now
•Buy Now
•Get the Code/Discount
•Sign Up 
•Register
•Start Your Free Trial 

These short and concise messages 
clearly illustrate what the viewer should 
do next and are good examples of the 
right words to use. The messages are 
clear and to the point. But there is one 
thing businesses can do to elevate their 
call to action: personalize it and own it. 
When your call to action clearly reflects 
your business, you can easily attract your 
ideal customer.
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A CTA could be on a banner ad, part 
of a coupon offer, on a landing page or 
website, or in a video ad. CTAs can help 
create a sense of urgency and move 
viewers through the sales funnel. Each 
message should be tailored individually 
for each type of medium — blog post, 
video ad, billboard, etc.

These CTAs are examples of how brands 
can effectively engage with their specific 
audiences -- for specific purposes. The 
design is simple, and the language is 
illustrative and powerful.

“BE AWESOME,”
connects with 
a certain type 
of viewer.

“GET COUPONS”
 creates a sense  

of urgency — you 
could be saving 

money now.  
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The key to writing a great CTA is to 
personalize it for your business as well  
as your specific medium. The worst thing 
you can do with a call to action is not 
have one at all. However, there are some 
ways that you can perfect and refine the 
digital CTA. 

The Right Words
In your call to action, you’ll want to  
use engaging, descriptive and  
action-oriented words such as “click  
here,” “download now,” or “sign up  
for a demo.” You can even personalize 
your call to action so it reflects your 
brand and your consumers. Give it a little 
personality. Your copy should let viewers 
know what they are getting and why  
they can’t live without it. The copy should 
be so irresistible that they can’t help but 
sign up, share, buy, etc.

CTA Best Practices
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This example is simple, clear, and to the point. You understand what you’re 
getting and know how to move to the next step. It’s uncluttered and  

makes use of color contrasts and negative space.

Use of Clickable Buttons 
In addition to great copywriting, you’ll 
want to utilize buttons that look clickable 
so users have, or seem to have, an action 

to complete. Don’t let your message get 
too cluttered. Have a simple, yet effective, 
CTA when appropriate, with a button to 
get started.

Clickable buttons can increase 
conversion rates and help move  
viewers along. Make sure you are  
utilizing color and negative space  
to make it eye-catching. Buttons  
can help maintain the integrity of  
the message, while separating the 
actual action. Together, great  
copywriting and design can make  
your buttons irresistible! 

https://www.searchenginejournal.com/call-to-action-psychology/192935/ 
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Size Matters
Your CTA needs to stand out. Great 
photos, your logo, and other creative 
elements are important… but what’s 
most important is that it’s really clear 
what action you want the viewer to take 

next and WHY. You don’t want things to 
be overdone to the point where your 
actual message gets lost. So while 
size matters, it’s important to keep the 
message at the forefront of your CTA and 
let the size help display the message.

When creating your call to action, use 
negative space to your advantage and 
keep your text clean and legible.  

Your call to action should be separate 
from the content, such as with  
clickable buttons.

In this example, the content 
overshadows the call to action. 
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Branding
Include your logo as part of the call to 
action so viewers can associate the  
CTA with your brand. To make it design-
friendly, use contrasting colors to make 
your creative pop. Your call to action 
should be just a few words and the  
value proposition should be clear  
to the consumer. 

Where to Next?
Lastly, make sure your call to action  
is taking the viewer somewhere as  
part of the next step - a landing  
page, a checkout page, blog post, 
business profile page, etc. You rarely  
want your ad to go to your home page 
unless your campaign is purely for 
branding purposes. 

For example:
•  Download this coupon should go 

directly to a page with that coupon.

•  Check out our specials should 
have clear and easy-to-find specials in 
one spot (not just your sales page).

•  Take a demo should incude a page 
with a form to get started right away.

•  Read our testimonials should 
clearly outline testimonials and not just 
live in the sidebar of your home page.

This example has a 
clear logo and an 

easy-to-understand 
call to action. 
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Choosing the Right Offer:
Where Goals Come into Play
Now that you have a firm grasp on how  
to best use call to actions, it’s time to 
choose the right offer. By setting clear 
goals and expectations for what you’ll 
consider a success, you can then, and 
only then, think about creative. If your 
goal is leads, your CTA must reflect  
a clear invitation to complete a form  
of some type. 

Set Clear Goals
The first step is to be crystal clear on  
what you want from your audience. 
What are your goals for this particular 
campaign? Do you want more email 
subscribers? Social shares? Sales?  
Leads? Traffic?  

Examples of clear goals:
• 100 new subscribers
• 50 e-Book downloads
• 25 demos signed up for
•  3,000 visits to our pricing/ 

product page
• 15 new sales of X product
• 150 coupon downloads

Examples of unclear goals:
• Brand awareness
• More leads
• Double the leads
• More traffic to our site

Whatever you’re looking for, be clear on 
what you want, so you can apply metrics 
to your goals and track your progress. 
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Determine How You’ll Measure Success
Once you figure out what your goals  
are, how will you measure success?  
This is a vital part of deciding what  
you will offer and how you will measure  
its effectiveness. Come up with  
clear numbers and goals for  
measuring success. 

For example:
•100 new subscribers
   ➞  Complete subscribe form on 

landing page.

•50 e-book downloads
   ➞ Complete form on landing page.

•25 demos sign-ups 
   ➞ Sign up and complete 
       demo within 2 weeks.

• 3,000 visits to pricing/ 
product page   

  ➞  Visit web page for 3 minutes or more.

•15 new sales of X product
   ➞  Visit X page, then make purchase 

within 2 weeks.

•150 coupon downloads
  ➞ Download and use a coupon 
      within one month.

From a logistical standpoint, you’ll want 
to have a process in place so you can 
easily measure, track and tweak your  
CTA over time.
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Knowing Your Customers
Now that you’ve identified your goals, it’s 
time to review the most important aspect 
of your business: your customers. Your 
business doesn’t exist without customers, 
so it’s crucial that you understand their 
needs, wants, and motivations. It’s key 
to offer value in your advertising to keep 
your audience engaged with not only the 
specific product or service you’re offering, 
but also your brand. 

It’s also important to track how consumers 
interact with your website. How are they 
finding you? How long are they staying 
on your site? You can find this information 
via Google Analytics or other tracking 
software. 

Looking at your current website analytics 
can help reveal what calls to action might 
be effective. 

For example:
• If consumers are searching for ‘coupons’    

related to your product and finding your 
site, you might want to think about having 
coupons for that particular product as a 
way to bring in new customers. 

• If you find that one particular video tutorial 
you’ve created has driven thousands of 
viewers, then you might want to lead with 
that as an initial call to action. 

You can also use demographic data 
to help inform your call to action for 
maximum effectiveness. When coming up 
with a digital call to action, it’s important to 
differentiate between ads that are specific 
to a niche site (like a company website) 
and ads that might be retargeted ads 
for consumers around the web. These 
messages should be different. If someone 
is already on your site, you’ve won half the 
battle, so how will you engage them and 
inspire them to take action? 
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What Stage in the Buyer’s Journey Are They In?
When a consumer comes to your site, 
they are searching for something. 
The question is, will you deliver? Most 
consumers are in one of three phases: 
awareness, research, or decision-making.

Awareness: Consumers have heard  
of your brand somewhere and want  
more information. How will you offer 
information in a captivating, non-spammy 
way? The key is to provide value and 
be true to your brand. In this stage, it’s 
important to inform the consumer  
about how your product or service is 
different from the rest. 

Research: Consumers have heard 
positive things about your brand or need 
your product or service and are looking 
to do some research on price, quality, 
etc. This is the phase when you want to 
convert casual browsers into buyers. 

Decision-Making: Consumers are 
ready to buy and make a purchase. Will 
you make this an easy process for them? 

Your copy and call to action should 
engage consumers at each point in 
the journey. Some consumers may be 
coming to your business for the first time 
— how will you make a good impression? 
Speak their language! Understand their 
needs and wants. 

Knowing your consumers and where  
they are in the sales cycle are important 
factors in creating a successful digital  
call to action. In each stage, you’ll want 
to give them what they need to move 
along in the sales journey.  
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For example, if they are in the 
awareness stage, encourage them to 
sign up for your newsletter and follow 
you on social media. In this phase, they 
are getting acquainted with your brand. 
If they are in the research phase, show 
them a fun video, or refer them to a 
specific blog post about your particular 
product or service. If they are in the 
decision-making stage, entice them with 
a coupon, or an exclusive sale. 

Consumers like knowing they are getting 
a deal, so having a time-sensitive sale 
can inspire them to action. You can also 
have a special code for first-time buyers 
to sweeten the deal. It’s all about offering 
something of value to your consumers at 
any stage.
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Having a killer digital call to action can 
mean the difference between a static, 
stale sales page and one that inspires 
consumers to action. Every business 
owner, big or small, can take steps to 
improve and enhance their calls to 
action. Testing is key. 

You can also create relationships with 
your consumers and ask for feedback. 
The more you know, the better you  
can deliver. Get started using these 
tips today, so you can take your  
business to the next level.

Get Started
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