Landing Page vs Homepage: What's the
Difference?

If you've ever sent paid traffic to your homepage and wondered why nobody signed up, you
already know this topic matters.

A landing page and a homepage look similar at first glance. Both live on your website. Both
have text, images, and buttons.

But they do completely different jobs, and mixing them up can quietly drain your ad budget.

This guide breaks down the landing page vs homepage debate in plain terms: what each page
is built for, how they differ in structure and goals, and when you should use one instead of the
other.

What Is a Landing Page?

A landing page is a standalone web page built around one offer and one action. Someone clicks
an ad, opens an email, or taps a social post, and lands here with a single job to do: sign up,
download, book a call, or buy.

There's no navigation menu pulling attention away. No footer full of links. Just a headline, a
short pitch, and one call-to-action button that repeats a few times down the page.

A landing page strips navigation entirely, often skipping the menu and even unlinking the logo,
so nothing distracts from the sticky call-to-action buttons.

Marketers build landing pages for specific campaigns. A Black friday promo, a free trial offer, a
webinar sign-up page. Each one talks to a specific visitor about a specific thing.

What Is a Homepage?

Your homepage works more like the front door of your store. It behaves like a friendly
receptionist, welcoming different types of visitors and pointing them toward whatever they came
looking for.

It carries your logo, full navigation menu, links to your products, your blog, your about
page, and your contact form.

A homepage serves people at every stage of their journey. Some are just browsing. Some
already know your brand and want to find a specific page fast. Some arrived from Google with



no clear intent at all. Your homepage has to serve all of them at once, which is exactly why it
isn't built to sell one single thing.

Landing Page vs Homepage: Key Differences

Feature Landing Page Homepage
Goal One conversion action Multiple goals, brand overview
Navigation Little to none Full menu, footer links
Traffic source | Ads, email, social Organic search, direct visits, referrals

campaigns

Call-to-action Single CTA, repeated Several CTAs for different visitors
Success Conversion rate Bounce rate, time on page, pages per
metric session
Content length | Focused, offer-specific Broad, covers many topics

Homepages present multiple calls-to-action to accommodate different visitor intentions, while
landing pages feature one CTA repeated at strategic points on the page.

That difference in focus is the real reason one page type consistently outperforms the other for
paid campaigns.

Why Do Landing Pages Convert Better Than Homepages?

The numbers tell a clear story here. Landing pages convert four to five times better than
homepages when it comes to paid traffic.

Other data backs this up from a different angle: homepage conversion rates in 2026 sit
around a flat 2 to 3 percent, while a well-built landing page regularly lands between 6 and 11
percent, roughly triple the result for the same ad spend.

Why the gap? A visitor who clicks a targeted ad expects a specific answer, and landing on a
busy homepage instead feels like walking into a maze of options with no clear next step.

Multiple menus and competing links act like exit doors, pulling attention away from the one
action you actually want.

There's also a message-match problem. If your ad promises a discount and your homepage
opens with a mission statement, visitors bounce immediately because the page doesn't match
what they clicked for.



One real-world example makes this obvious. A case study from Yuppiechef found that simply
removing the navigation menu from a page doubled its conversion rate, from 3 percent to 6
percent.

No copy changes, no design overhaul. Just fewer ways to leave.
When to Use a Landing Page
Reach for a landing page when:

You're running a paid ad campaign on Google, Meta, or LinkedIn
You want visitors to take one specific action (sign up, buy, register)
You're promoting a limited-time deal or seasonal sale

You're testing a new offer or market segment

You're sending email traffic to a specific promotion

When to Use a Homepage

Stick with your homepage when:

You want to build general brand awareness

Visitors are arriving through organic search with broad intent
You need to support different visitor needs at once

You're telling your full brand story, not pushing a single offer
Someone already knows your brand and wants to explore

Best Tools To Build High-Converting Landing Pages

You don't need a developer to build a page that actually converts. Tools like Leadpages,
Unbounce, and Instapage handle the whole process with drag-and-drop editors and
ready-made templates.

Leadpages in particular has built a name for itself as an easy, budget-friendly option for small
businesses that want speed over a steep learning curve.

If you're setting up a campaign page and want to keep costs down, it's worth grabbing a
Leadpages discount code before you sign up.

It can knock a chunk off your first bill without asking you to compromise on features.

Save More on Leadpages With Seasonal Deals

Pricing on landing page tools tends to shift around big shopping seasons, and Leadpages is no
exception. Keep an eye on the Leadpages Black Friday deals page if you're planning to launch


https://leadpages.com/
https://landinglead.discount/
https://landinglead.discount/
https://landinglead.discount/black-friday-sale/

a campaign toward the end of the year. Locking in a discounted annual plan during that window
often works out cheaper than paying month to month the rest of the year.

Frequently Asked Questions
Is a landing page part of my homepage?

No. A landing page is a separate, standalone page built for one campaign and one goal. Your
homepage is the main hub of your site with full navigation.

Can my homepage work as a landing page?

Technically yes, but it rarely performs well. A large share of so-called landing pages online are
actually just homepages, and that mismatch is a common reason campaigns underperform.
Which one should | use for a Google Ads campaign?

A dedicated landing page, almost every time. Dedicated landing pages regularly outperform
standard website pages by two to five times, and paid clicks cost too much to waste on a page
that isn't built to convert.

Do | need a separate landing page for every offer?

Ideally, yes. Businesses running 31 to 40 landing pages generate roughly seven times more
leads than those running only a handful, since each page can speak directly to one audience
and one offer.

Final Thoughts

A homepage and a landing page aren't competing for the same job. One welcomes everyone
and shows them around.

The other grabs one visitor with one clear offer and asks for one clear action. Send paid traffic to
the wrong one, and you're paying full price for clicks that walk straight out the door.

Google also recommends creating pages that satisfy a clear user purpose instead of trying to
serve every possible audience with a single page.

Pick the right page for the right traffic, keep the message tight, and cut distractions wherever
you can.

That single shift, more than any headline tweak or button color, tends to move the needle the
most.


https://lineardesign.com/blog/landing-page-design-best-practices/
https://developers.google.com/search/docs/fundamentals/creating-helpful-content
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