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Forms
Best 
Practices

v 1.1  Act-On Forms Best Practices Guide

Converting Website Visitors to Leads
Act-On forms have enhanced functionality and are the key to 
learning the behaviors of your audience.  Even if you prefer to 
host your own forms, the goal is to tie form activity to Act-On 
behavioral tracking.  This linkage is the foundation of all  
advanced marketing automation strategies.

http://www.act-on.com
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Form Intro
In order to build a relationship with your 
audience, you need content – lots of it – 
and you need to make it available across 
various media and multiple channels. 
Lots of organizations make a common 
mistake: They wait until an audience 
member is 80% – 90% of the way through 
the decision making process before they 
create an opportunity to get the prospect’s 
information using a “Contact Us” form. 

Here, we will explore other form 
strategies to help maximize audience 
engagement and nurturing.

Presentation
Forms can be presented using several 
methods. Depending on your needs, these 
options provide different benefits that will 
be covered in this document.

Display Forms are forms that are visible 
when a user views a web or landing page, 
and the completion of the form is the call to 
action. Gated URLs are triggered by clicking 
on a link that subsequently “pops up” a form 
between the user and the desired content.

Types of Forms
There are several basic types of forms  
which will be discussed for your content 
marketing strategy:

•	 Sign-up forms
•	 Access forms
•	 Contact forms
•	 Progressive profile forms

Asking for Information
The amount of information that you 
request should be appropriate based on 
your relationship and offer content. As 
an example, asking for a Social Security 
Number is appropriate for a bank loan,  
not a white paper. The less information that 
you request, the higher your form conversion 
rate will be. Using tactics like Progressive 
Profiling, you can learn a lot about your 
audience over time!

When a member of your audience 

submits an Act-On form, Act-On’s 

marketing automation platform 

connects that user’s behaviors 

on your tracked marketing, sales, 

and retention assets to their email 

and identity. 

https://www.act-on.com/services/consulting/
https://www.act-on.com/services/consulting/
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Types of Forms
The key to determining 
what type of form to use
Understanding what we are trying to 
accomplish is the key to understanding how 
information should be displayed and what 
our calls to action should be.  

What do we wish  
to accomplish ?

Here is a simple flow chart to help determine 
IF a form should be used, and if so, then what 
type of form.  

See appendix for examples
of these Act-On forms.

Is this a contact us
opportunity? Yes

No

Contact form

Sign-Up Forms
Sign-up forms are presented alongside 
content and provide a way for the 
individual to register or sign up for 
a resource or event that will happen 
later, or be delivered later. 

Access Forms
Access forms let people have access 
to content right away, for example an 
on-demand video, or a downloadable 
eBook. Access forms use web pages 
or landing pages to provide a synopsis 
of the content being offered, a value 
proposition for why the individual 
should want the information, and the 
call to action is to submit the form 
visible on the screen.

Contact Forms
Contact Us forms are typically used in 
the last stage of a nurture process  and 
are a very clear indication of serious 
intent. Contact Us forms often request 
detailed information from users as it 
relates to a customer engagement.

Do we want the audience
to register or sign up? Yes

No

Sign-up form

Is all content about you, 
your product or service? Yes

No

No form

Will this teach the 
audience a skill or save 

them money?
Yes

No

Access form

Yes

Is this proprietary 
information? No

https://www.act-on.com/services/consulting/
https://www.act-on.com/services/consulting/
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Form  
Presentation
When to Use Display Forms
and Gated Content Forms

To help determine  which makes the most 
sense for you, please consider the following 
flow chart:

Read More 
About Progressive Profiling

Do you want to use 
progressive profiling? Yes

No

Use 
Display Form

Display Forms
A Display form is visible when a user 
views a web or landing page, and the 
completion of the form is the call to 
action. The additional content drives 
submission commitment.

Gated URL
Alternately, one can use the Act-On 
Gated Content link to create a form, 
which when used as a link to content 
in the media library  a form is triggered 
that subsequently “pops up” between 
the user and the desired media asset. 

By selecting the “Gated Content URL” 
option in Act-On media library, you can 
easily make a gated URL  hyperlink. 

Progressive Profiling
Using Gated URLs, you can configure 
Act-On to ask for different information 
based on what you already know about 
your audience.   

For example, if you already know First 
Name, Last Name, and Email Address; 
Act-On may automatically ask for City, 
State, and Zip Code.  

Are you willing to build a 
landing page to promote 

this content?
Use Gated 
URL Form

No

Will the promotion 
page add value to your 

content offer?

Yes

Yes

No

Display form

Gated URL form

https://www.act-on.com/services/consulting/
https://www.act-on.com/services/consulting/
https://www.act-on.com/products/platform/inbound/forms/progressive-profiling/
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Asking for  
Information

The primary goal of your content will 
probably be either to create new interest 
or to help interested individuals take a 
next step. You should make process stage 
a major factor in your form strategy, so 
that you can apply the right content to get 
more conversions. 
 
Content designed for general interest 
(top of funnel) should be deployed as 
free content (which means it doesn’t 
require the individual to give information 
to see it). This content should provide 
compelling reasons for your audience 
to want more information. Once you 
establish your brand as a source for great 
content, then offer more, and make this 
additional information require a simple 
form asking for first name, last name, 
and email address. This will convert your 
individual to a known visitor.

Content that promotes a organization 
or services (middle of funnel) is more 
valuable to your audience, and therefore 
the price of entry should be higher. In 
order to have maximum effectiveness, 
the forms you use for this content can 
be more robust. In this stage, you will 
often request first name, last name, email 
address, and relevant information for 
more targeted marketing.

Content designed for direct engagement 
(bottom of funnel) will have longer, more 
detailed forms. Good examples of this 
type of content include scheduling 
appointments, requesting medical 
advice, or arranging to speak with a 
specialist. If a patient is looking for 
this information, there’s a good 
chance they are completing 
the research phase of the 
decision process and 
moving into deliberation. 
At this stage, it is 
perfectly reasonably to 
be seeking specific 
information from 
your audience 
about budget, 
role, business 
needs, and 
timeline to 
purchase.

Why are we 
using a form 
here?

It is critical that the 
information you request in 
a form is appropriate to the 
funnel stage.

https://www.act-on.com/services/consulting/
https://www.act-on.com/services/consulting/
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Sample form Access Form

https://www.act-on.com/services/consulting/
https://www.act-on.com/services/consulting/
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Sample form Display Form

https://www.act-on.com/services/consulting/
https://www.act-on.com/services/consulting/
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Sample form Event Sign-Up Form

https://www.act-on.com/services/consulting/
https://www.act-on.com/services/consulting/
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Sample form Contact Us Form

https://www.act-on.com/services/consulting/
https://www.act-on.com/services/consulting/


In order to build a relationship 
with your audience, you need 
content – lots of it.  You also 
need to make it available 
across various media and 
multiple channels. Finally, you 
have to know who is engaging 
with it. Act-On forms allow you 
to do that.

Act-On Software is a marketing automation company delivering innovation that empowers marketers to do 
the best work of their careers. Act-On is the only integrated workspace to address the needs of the customer 
experience, from brand awareness and demand generation, to retention and loyalty. With Act-On, marketers 
can drive better business outcomes and see higher customer lifetime value. The Act-On platform provides 
marketers with power they can actually use, without the need for a dedicated IT resource. 

About Act-On Software

Connect with us to learn more

www.act-on.com   @ActOnSoftware |  #ActOnSW
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