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Secrets of Websites that Sell — 5 Easy Steps!

Before we get into the 5 steps, it’s important to first focus on your website’s purpose.

So, what is the purpose of your site?

Hopefully, your answer looks like some or all of these…

 Build a target list of people who want you to market to them.

 Convert leads to clients and attract as many qualified prospects as possible.

 A reliable source of information about my expertise.

 Sell my products and services to my target market.

If your web site does ALL these things, it's a winner! Give yourself a high-5!  If not, take

time to review what is working and what isn't.

Why Most Sites Don't Work

Most sites are, in a word, boring to most all others except the creators. They focus on the

firm's services, products, processes and credentials. Don’t turn off your prospects. Answer

those frequently asked question about your firm, your expertise, your products and services

in your introduction copy or sales letter. Remember the “So, What… rule. So why should

your client care?
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Client Solution Focused Content Sells

Sites that work to sell products and services attract prospects because they provide

information prospects want and can use to solve a problem or meet a need.

• If you're a lawyer, your site should focus on legal tips and strategies your target market

can use.

• If you're a graphic designer, include ideas on using design to improve visual

communications, or

• A computer systems expert could give your site visitors tips on keeping their computers

from crashing.

• A writer could include a tutorial on writing with examples of copy makeovers of web

pages, press releases and brochures.

You get the idea...

Using a client information / education focus for your web site, works for a number of reasons.

Today, people usually search the Internet for free information—the way we use to go to brick

and mortar libraries. Think about your favorite sites, (other than your own), why do you like

them? Two side benefits of providing information and education on your site are:

• You establish yourself as an expert in your field,

• Your educate prospects about opportunities they may not have been aware of.

It’s content that pulls. Just take a look at http://drudgereport.com/. No flashy, fancy

graphics; just straightforward content. Yet it pulls in over four and a half million hits each

day, five and a half million per day during this past month and has made Matt Drudge

millions of dollars. Content brings customers to the site and keeps them there. (This is not a

debate about the quality of content, that is entirely up to you.) What's the content your

prospects would love to read on your site? (Hint: It provides answers to common client

questions and problems.
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Easy Step Number 1: Keep the pages simple.

Keep It Simple! Did you know that humans retain only 7 to 9 pieces of information at one

time? It is best to keep the site simple. It’s not laziness; it is just the way most of us are wired.

Don’t overwhelm the user—simple, clean, and an easy to follow design.

Consider simple formatting of text, nicely balanced colors, easy to understand navigation,

and a message that is clear and simple. (Quality copy counts. This is one place you do not

want to skimp. Hire a quality copywriter and editor.)

Most people are searching for very specific information or items. They want to be able to

find them quickly. Remember the adage: “Maximum benefit for minimum effort.”  More is

not always better. Highlight what’s most important for them to know, tell them what you

want them to do—then show them where you want them to look next.

Many sites try to put all the information “above the fold,” however, today’s visitors are

comfortable with scrolling and searching. They are willing to put up with some scrolling for

the benefits of increased white space, line height and readability.

One-column designs with top and side navigation have become the accepted format. Staying

within accepted formats makes the information recognizable and allows the visitor to

quickly scan the page.  “Scanability” makes your pages read in a straightforward way from

top to bottom. You don’t want to confuse visitors by having their eyes skipping around (not

knowing where to look next).

Remember, keeping your web site simple, both from a customer’s perspective and the back-

end engineering will save hours of frustration and dollars.
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Easy Step Number 2: Make it easy to understand and navigate.

Create a “map” of how your customers might enter and navigate the site. Creating the site

on paper first allows you to see where and how it all flows together. Work to eliminate all

barriers to the intuitive flow. Consider asking others including clients to look over the flow

to see if they consider it intuitive/quick and easy to understand.

Consider customer eye-tracking. Recent research shows how customers scan a web page.

Most do not read your site—they scan, beginning in the upper left, then down to where the

headline might be, (but not where the banner ad might be) then looking for bullets, images

and pull quotes and then down to the bottom for the close, cost or call to action.

A few guidelines:

• Consider having your logo and company name or your opt-in request in the upper left

where the eye most commonly starts the scan.

• Have consistent placement of similar items on all pages.

• On forms, users expect input field labels to be to the left of the fill-in window.

• Use a drop-down list only if no alternative element would serve the purpose as well.

• Maintain adequate white space (distance) between all elements on your page.

• Limit moving objects, too many colors and other distractions.

• Make your paragraphs short – three to five lines. Reading onscreen is not easy for most

people, if paragraphs are any longer than that they're hard to read and your visitor will

give up before they start.
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Easy Step Number 3: Keep the search engines in mind.

There are four major ways people will find your website:

1. Search engines, both paid ads and “natural / organic” searches

2. Traditional advertising

3. Affiliate links

4. Blog tracbacks or article links

Most visitors will find you by doing a search. So it is important that the site be designed to

get the best possible ranking in the search engines, like Google or Yahoo. The key to getting

a high ranking is through careful design and good content. We’ve learned that tricks don’t

last very long. The search engine mantra these days is “have a content rich environment.”

Now, the search engines are even matching your paid or sponsored ad to your site. No hype,

please, you are just throwing your money away if you do…

Ways to “up” your search ranking include:

• Good content, content, content…

• Add a site map (with a navigation link to it, of course).

• Write using simple paragraphs of text (few bullet points).  This is one of those times you

need to decide if you want your copy and your page easy to scan, like customers like, or

in full paragraphs like the “Search Spiders” prefer. Try to balance the two.

• Add more keyword rich anchor tags.

• Break up articles and install the good content throughout the site (linked into your

sitemap).

Finally, “Google” and “Yahoo” yourself to make sure that you arrive at the page that

contains the information you were looking for. Nothing will make customers flee faster than

a search that throws them on a home page that doesn’t quickly and easily answer their

specific question.  You can specify landing pages that contain product or topic-specific

information especially in paid online ads.
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Easy Step Number 4: Keep the graphic and visual
elements simple.

Leave sufficient white space. Too little space and your page can feel cramped and

constricted. Too much white space and things look as if you don’t have much to say...

Remember, the eye needs space to make good decisions. White space is prime space.

“White space” doesn’t have to be white, but it does need space. Soft, neutral background

colors like grays and beiges work well. Even simple graphics such as fades and light stripes

work. The idea is to create a stylish, yet simple canvas for your message. Strong colors and

contrast draw the eye to the important points on a page. Use color sparingly.

Usually keep your text to one dark color and then use a highlight color for subheads. That's

enough. Too much color looks amateuerish—with all the competition on the web it is

important to look professional and up-to-date.

Too many attractive elements on the same page distract the eye and draw the user’s attention

away from your message. Many readers find reading a computer screen tiring. Don’t ruin

their experience with 3D effects, moving objects, cute icons, clip art, etc.

Nothing ruins a website faster than bad graphics. There is a real art to creating graphics for

the web. Images need to download quickly, yet maintain image quality. GIFs and JPEGs are

the two main graphic formats used on the web. Each format has strengths and weakness and

it is important to choose the correct format for each graphic.

Sub-Step Number 4: Limit the number of fonts.

As with colors and graphics, you can have font variation without confusion. Limit the

number of fonts and font styles you use. Try to use no more than three fonts. Create a style

guide and stick to it. (A style guide defines when each font is used.)
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Consider using a san serif fonts such as Verdana or Arial and a serif fonts such as Times or

Georgia to make headlines and subhead unique from the body copy.  In other words, choose

one, serif or san-serif for the headlines and then choose the other style for the body copy. To

illustrate this point notice that this Impression Engineers Strategy Guide uses san serif for

headlines and serif for the body copy.

Your style guide should also contain rules on items such as:

• when to use upper and lower case text,

• when italics are used (sparingly as they are difficult to read on screen),

• font size and color,

• when to use bulleted lists and how to use them, etc.

Make the body copy legible (test the size in all browsers). Consider your audience, the older

the target audience the larger the type and the darker the color. If your target market is older

than 40, consider using bigger text (14 point) to help the quick “scanability” of your page.

Use reverse type sparingly, especially if your target market is older than 65.

In some cases, small text is fine (readers tend to think text is more important when it is a bit

smaller, “the fine print”).  But this doesn’t mean make all the text small, anymore than it

means make all text big. Remember, if all your text is big, then none of your text is big.

Save larger text for the most important text or headlines.

As mentioned before, most people just really scan a page, they don’t read it from top to

bottom. Fewer distractions with fancy fonts increase the ability to scan a page quickly.

Studies show they read the headline, and the p.s. first, then read the subheads and bullets.

Bullets increase the scan factor of a page for all ages. (Remember, search engines don’t

really like bullets, so balance is key.)
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Easy Step Number 5: Update Your Site Often

The best for last...

This is probably the most over-looked yet, important step, it effects not only what

impression you give your prospects, it effects your search engine rankings as well.

Make sure you can easily update your site. If you don't update your site often, it will soon

look stale and neglected, too much competition these days to look old, and out-of- date...

Study other sites to see what your competition is doing. Make a list of what you like and

don’t like.

You don’t have to be a web designer these days—there are many software options to make

it easy to update your site. Our clients like the content management system (CMS) we offer

with all the sites we design. Our clients have found it easier to do the “little changes”

themselves, and have us help them with the big ones. Our CMS system is “browser-based”,

ideal for the busy professional. You just log on from any computer over the Internet, then

you have instant access to add, edit or delete pages anytime of the day or night, from any

Internet connection. It’s as easy as working in any modern word processing program.

When working with a web design firm, remember that nobody knows your business as well

as you do, so be responsible for communicating who your target audience is and for

managing the process of getting your site designed the way you want it to look. Understand

that getting the perfect site for you is not a one-size fits all process. Take some time to ask

the questions you need answered. Web design companies are not all alike and price should

not be the criteria for selecting your web design company and hosting service.
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Select a web-design firm that listens, one that will work with you on every piece of the site.

If you don't like the design, graphics, formatting, type style or anything else about the site,

tell them early. Don't wait until they've designed the whole site.

Create a list of design standards that you and the web designer can use as a guideline for

your site. It is important in marketing and branding to have a consistent look and feel.

Think about the consistent brands you know—what color comes to mind when I mention

“Starbucks,” Green... a very specific shade of green,—so remember simple and consistent

are the keys in good web design and performance.

Impression Engineers Design Guidelines Sheet

URL                                                                                                                                        

Name of company                                                                                                              

Purpose of site                                                                                                              

Contact info for site                                                                                                              

Look and feel                                                                                                                          

Home page requirements                                                                                                  

Tier 2 page(s)                                                                                                                           

Graphics required                                                                                                              

Logo(s)                                                  Tag Line                                                           

Preferred colors                                      Fonts                                                                

Type of navigation                                                                                                              

Page requirements                                                                                                              

On-line shopping                                                                                                              

Autoresponders                                                                                                              

Page footer                                                                                                                          

Sites I like                                                                                                                          

Competitor sites                                                                                                              

Other                                                                                                                                      
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Remember—make your first impression your best
impression. You usually only get one chance…

Impression Engineers (http://www.impressionengineers.com/) is passionate about creating

excellent web marketing and sales products that help your company grow. We know how to

make your image look as good as you are! Our “engineers” have a long history in

communication, sales, Internet marketing, quality design, powerful sales copy, “back-end”

support and site hosting.

Imagine…Right now you could be well on your way to having a site that represents the real

you.

• What would you do when you have all the new clients you want?

• What will you do when you are selling more product than you thought possible?

Sign up for our weekly online newsletter / blog—Best Impressions.  It’s available to

subscribers world-wide offering tips, tricks and practical skills to small businesses with big

dreams.  It’s full of easy to implement ideas to boost your professional and personal results.

If you're ready to jump start your passion, accelerate your results and have more fun at it,

contact us today to find out how we can make those dreams come true for you. E-mail us at

info@impressionengineers.com or call us at (877) 580-4962.

Please let us know if you found “Secrets of Websites that Sell — 5 Easy Steps!” useful.

About the Author

As co-owner of Impression Engineers, Sharon Sayler, works as counsel and coach to

executives who want more. As an award-winning copywriter and designer, she has launched

marketing projects for clients such as the Portland Trailblazers and the Clinton White

House. She holds an MBA, is a communications consultant and trainer, a certified hypno-

therapist and master practitioner of NLP and Thought Pattern Management.  Sharon uses her

skills to inspire confidence in clients through personal example and proven communication

and marketing techniques.
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