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Set up, Use Cases  
& Best Practices



Pop-ups Why use them?

Pop-ups are quite versatile - use them to nudge website visitors or app 
users, or to create awareness about a new product or service. 

Upsell products 

Give out vouchers to drive in-store traffic 

Increase awareness 

Increase basket size 

Lower cart abandonment rates

Collect email permissions  

Engage visitors with an instant win game 

Stimulate repeat purchases 

Increase time spent on site 

Share facts/bust myths



Insert pop-up script
To get your pop-up to show on your website, you'll need to insert 

a script into your website’s source code or through Google Tag 

Manager.

Pop-ups get triggered based on a set  
of rules that you define. 

For example 
- Specific page(s)  
- On exit attempt 
- Time in session 
- Time on page 
- Empty checkout 
- Time of day/day of week 
- Geo-based 
- Certain product pages 
- Visitor types (logged in or unknown)

Create rules

Pop-ups Set up



We recommend a pop-up that is 400-800px 
wide on desktop and 300px wide on mobile.  
 
On mobile devices, you can choose to remove the 
column gap and manually add padding. This will 
allow you to use less than the standard 30px 
padding and fill more of the pop-up with content.

Sizing

Pop-ups Design best practicesv

We don't recommend positioning a pop-up 
center-center, as this takes over the screen and 
prevents a user from clicking on anything else. 
Instead, start with a position in the bottom of the 
screen and increase the offset to move the  
pop-up further up on the screen. On desktop we 
recommend 30-40px offset, and on mobile 
0-10px offset.

Placement



We include a teaser on all pop-up templates, 
which allows the user to choose to open the  
pop-up via a click.  

You can automate this action so that the main 
pop-up opens after a set period of time. You can 
also hide or delete the teaser so that the main 
pop-up appears automatically, either on page 
load, exit intent, or scroll.

Teaser

Pop-ups Design best practicesv

The close button is an important feature that 
allows your users to dismiss the pop-up if they 
don't want to see it.  
 
Consider also adding a close button to your 
teaser if you want a user to be able to dismiss the 
pop-up without opening it. You can also set the 
pop-up not to show agin to a user who has 
previously closed it.

Close button



If a pop-up appears on the screen too early or 
comes across as too assertive, it’s more likely that 
it will turn visitors off. Focus on simple wording, and 
being helpful by explaining the benefits of 
following the requested action (sign up for the 
newsletter, click on the link, etc.) in a concise way.

Be low profile

Pop-ups Usage best practices

Perhaps unsurprisingly, when a pop-up appears makes 
a difference as to whether the viewer converts or not.  
 
Of the top 10% performing pop-ups, only 8% of the top 
10% of pop-ups appear within 0-4 seconds of a visitor 
landing on a specific page. Therefore, it’s important to 
catch the visitor’s attention with interesting content and 
offer value first, then create another layer of 
engagement with the pop-up.

Pay attention to timing



Give website visitors the choice to sign up 
for your product offering, update, or 
discount code. Create a pop-up that 
gives viewers a choice. Rather than 
schedule it to appear immediately, show 
the viewer why it’s worth receiving the 
updates. Rather than appear too pushy, 
let viewers make the choice by ensuring 
the pop-up is easy to exit and positive 
(for example, allow viewers to press a ‘No, 
thanks’ button).

Have an opt-in mentality

Pop-ups Usage best practices

Just as less is more when it comes to pop-ups, the copy should be written carefully. It’s 
important to be direct but not pushy, be genuine but not fake, and differentiate your brand 
and not sound like everyone else.  
 
Hubspot suggests making sure that your copy can pass three tests:  
  
It’s specific: Let visitors know exactly what they are signing up for, including what content 
you’ll be sending in return, what the discount code is good for, or how often they will receive 
newsletters from you.  
 
It’s actionable: Like Hubspot says, “Craft a compelling call-to-action (CTA) that will inspire 
visitors to take action.” Rather than using ‘Submit’ or ‘Click Here’, write your CTA so that they 
know what they’ll be receiving. For example, if it’s a pop-up with a game where visitors can 
win a gift card to your grocery store, then the CTA button could be ‘Spin to Win.’ 
 
It’s human: Write the text as if it’s a friend speaking to the visitor. Avoid formal language or 
too-direct copy. Keep that opt-in mentality in mind. 

Choose your words wisely



5 Ideas For Inbound-Friendly Pop-Ups

Pop-ups Ideas

Ask for feedback as users leave your site  
A simple way to gather information is by 
creating an exit pop-up that asks for 
feedback. Recently, one of our clients created 
an exit pop-up where they asked a few simple 
questions and received valuable feedback.  
 
Use pop-ups as a fun fact feature  
Rather than focus only on converting clients 
and gathering data, pop-ups can also be 
used as a loyalty builder. What interesting 
facts or information can be used in a pop-up 
to represent your business or branding?  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3 Use gamification 
Another way to engage website visitors is to 
embed a game within a pop-up builder. This 
produces a fun interaction while also giving a 
business the opportunity to learn more about 
their website visitors.  
 
For example, a business can create a luck 
game (such as a Wheel of Fortune, Slot 
Machine, Spin The Bottle, or a Scratchcard) 
and for visitors to receive the ‘gift’ or voucher, 
they need to fill in their email address or 
answer another valuable question that can be 
determined by the marketer. 



5 Ideas For Inbound-Friendly Pop-Ups

Pop-ups Ideas

Avoid cart or site abandonment 
Use a pop-up as a conversation starter or 
check-in with a webpage visitor about to 
leave your website. This can appear once a 
visitor is moving his/her mouse towards the 
close button.  

For e-commerce or retailers, not having an 
exit pop-up is a huge missed opportunity. 
According to a Barclaycard survey, British 
shoppers abandon online baskets worth 
almost £30 a month, potentially resulting in 
more than £18bn in lost sales every year.  

Share more relevant content with site visitors 
This is especially useful for B2B companies that 
want to share recent product updates or 
interesting content with their audience.  
 
Businesses can offer a content piece such as 
an e-guide or webinar that is related to what 
the visitor is looking at or what persona they 
have been identified as. This can help ‘pull’ 
leads toward your business, product, or brand. 
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