
WHAT MAKES
A GOOD WEBSITE?
B Y  J O N - M I K E L  B A I L E Y



2 J O N - M I K E L  B A I L E Y     W O O D  S T R E E T  I N C .

DESIGN
We spend a great deal of time advising our clients on the best 

marketing tools to use and what tools to ignore. But,  a constant in every 

conversation with clients is that a website is still very important and 

should be the hub of their marketing wheel of influence...

No matter what the latest and greatest tools are in the 
outer areas of the wheel, your website is always the focus. 
Assuming that your website is a tool that you need to 
succeed online, shouldn’t it look good, function well and 
convert a visitor to a client? 

Design still matters. 
The look of your website sets the tone for the user for 
the type of message and experience they can expect. In a 
hurried search for information, effective design elements 
are the hooks that grab the user’s attention.  So, what are 
the elements of a good website design?

1. Content, yes content

2. Visual cues

3. A beginning and an end

This list is probably not what you 

expected in an article about the 

importance of website design. 

But, this is not a beauty contest. 

A pretty website is not always a 

successful website.

Website
+

Blog
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Content
Website design starts and ends with content. And 
more importantly,  website design and content are 
not mutually exclusive. 

A website needs content because it’s what people are looking 
for. So, when designing a website, it makes sense to start with a 
content strategy. Your design needs to support your content and 
should lead the user to the content they need. 

Take some time and answer these questions before you jump into 
design...

1. Who is your audience? See our post on Buyer Personas

2. Who will write and organize the content for the website?

3. What are the goals of the content, what do you want the    
user to do?

Once you have the answers you can start to map out the site 
structure and a plan for the visual layout of the home and specific 
landing pages. If you know what content your users need then you 
can decide the best way to develop it and to present it to them.

Visual Cues
Now that you have your content strategy in place, it’s time to put 
your knowledge of your “buyer personas” to work. Ask yourself 
these questions…

• What do these people respond to? 

• What are they like? 

• What are their needs and how can you solve their problems? 

The visual elements used in design are the guides that lead 
the user to specific areas of the site and its content. I am not 
talking about design for design’s sake. Pretty does nothing 
without strategy. 

But, a strategy without design to support it is just more jumbled 
noise. You want to develop a design palette that will speak to your 
target audience. Take some time and assemble a palette that will 
appeal to your buyer personas. 

This palette should consist of the following…

• Colors

• Fonts

• Textures

• Photography

• Graphics  

These are the pieces of the design that will act as visual cues which 
will lead the user to specific bits of information. Taken as a whole, 
the elements in your design palette do nothing unless you align 
them with your content and goals. 

You will want to decide what content and which goals are most 
important. Then you can use the design elements as well as spatial 
arrangement to layout your message in a way that makes this 
happen almost subconsciously...

Jon
Sticky Note
http://www.woodst.com/blog/wood-street-journal/copywriting-web-content/content-marketing-using-content-to-win-business-and-build-trust-part-two/
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They stay. 

They stay on the website and look for more 
content. The design, whether they know it 
or not, speaks to them. They feel they have 
arrived on a website designed for them. Why? 
Because you took the time to consider who 
they are and what they are looking for and 
you assembled visual information that speaks 
to them with color, design and layout.

They click. 

They click because they are compelled to click. 
By what? Your layout directs their eye where 
it needs to go. Your colors draw attention to 
important pieces of information. And they click.

They convert. 

They convert because they believe that you 
understand them and you have shown 
them what they need to see. Your website is 
designed and your content is written for them. 
They know this, mostly subconsciously, and 
therefore they feel comfortable. This website 
has them feeling a sense of confidence and 
they feel comfortable enough to take action.

They stay, click and convert not because 

your website has the best content in the 

world, although content is important. 

And not because you were number one 

in Google, although that’s important and 

we’ll discuss it later in the series. 

They stay, click and convert because they 

feel comfortable that you will provide 

them with what they need. This is a result 

of content, ranking, AND visual cues 

leading them along this path.

1

2

3

Jon
Sticky Note
The placement of this horizontal line is confusing to the eye.Maybe move it to number three.
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A beginning and an end
Navigating a website is a process that is rarely linear in nature. It is 
more stream of consciousness. The user is in a constant state of 
being overwhelmed by lots of stimulus. They need direction. 

We’ve already talked about content and using visual cues to get 
them to that content. But ultimately what is the goal? You could 
certainly place a link to every page on your website right on your 
homepage. You want them to find everything they could possible 
need right? Yes and no. 

As we’ve already discussed, it is important to lead the user where 
you want them to go. A website should be a series of short paths 
with a beginning and an end. In Google Analytics this is referred to 
as goal tracking and can look something like this...

Homepage --> Blog post --> Product/Service page --> 
Contact Form --> Thank you page... Success!

Sometimes this is a much shorter path and could be as simple as...

Landing page --> Form (maybe even on the landing 
page) --> Thank you page... Success!

On each of these pages, there should be an obvious call to action. 
The user needs to know what to do. The best way to do this is to 
design the page with minimal distractions. Take out anything that 
is going to come between the user and the desired action you wish 
them to take. 

You want to design your website, and each page within it, taking 
into consideration how the user got to that page and where you 
want them to go next. Did they get there from a…

• search engine

• link from your site

• advertising

• referral

• social channel

• email newsletter

Visually mapping out the beginning 

and end of the user experience 

is important. As you can see a 

discussion about website design is 

not necessarily about Photoshop or 

design composition. This is about 

the user experience and what 

success looks like when the user 

comes to your site. 

E X E R C I S E

I want you to take a moment and do a 

little exercise. Having read this section, 

take a look at your website and compare 

it to the points made above. Where can 

you make improvements in the design? 

What do you think? How does design 

affect your experience on a website? 

Does it matter? 

Hang onto this, we’ll be referring 

back to this list again.
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NAVIGATION
In the last section, we talked about the importance of design. I want to revisit this sentence... 

“Navigating a website is a process that is rarely linear in nature.”

This is so important to understand. No single user will navigate 
through your website the same way. Users do not enter your 
website on the same page every time and they don’t exit from 
the same page every time.

When talking about site navigation, we 

are referring to how the user clicks to 

find information.

Website navigation used to be pretty straight forward, just a 
bunch of links in a list. Then came dropdown menus and the 
urge to link to every page of the site. While this seems to make 
life easier for the user, it really makes the experience frustrating 
for the user. 

It gives them too many options  and distractions.

Website navigation serves very specific purposes. To better 
understand effective website navigation, let’s break it down a bit...

The Must-Haves  

The navigational elements 

that need to appear on every 

page (or close to it)

The Tour Guides  
The main links that keep 

the user heading in the right 

direction

The Heavies                  
Elements like callouts and 

calls to action

Let’s take a closer look at 
each of these...
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The Must-Haves     
Website Navigation Needed on Every Page

If you identified your buyer personas, content strategies and website 
goals as suggested in the previous section then you should have a 
good breakdown of the informational sections of your website.

In every website there will be links that simply need to appear on every 
page (or just about every page). These are usually housekeeping items 
like “login”, “contact” or “support”. To identify these you will need to 
know your target user(s) and what their needs are.

Once you have determined what these links need to be you will then 
want to figure out where they should be placed. 

Since they will be on every page, you want to place them in 
an area where they can work universally. For example, this is 
a site with a public and private section...

To make things easier for the users, a login, contact, account 
access and site search option needed to appear at the top 
right of every page throughout the site.

The Tour Guide                                                  
The Key Navigational Elements that Drive Conversion

Once you’ve dealt with the various housekeeping items, take some 
time and review your list of goals for the website. What do you want the 
users to do while on the site? What does success look like?

Instead of thinking about navigation solely as a way of listing the pages 
on the site, think of it more like the site’s tour guide. Construct your 
navigation in such a way that the user is lead along a path as opposed 
to being left to their own devices to uncover the information they seek.

One example of The Tour Guide type of navigation is a list that appears 
along the top or side of the page. These are the main categories of 
information contained within the site. 

As you select one of these links you will usually be presented 
with additional options specific to the section you are in, also 
known as sub navigation...

This is done on purpose. Instead of allowing the user to drill 
through a series of rollover type menus to jump to a specific 
page, sometimes it is better to lead them there. They might 
think they need to go to one page when in fact they really 
need to get somewhere else. Lead them there.

Log In  |  Contact  |  Corporate Account  |  Exhibitor Account

SCREENINGS      HEALTH ASSESSMENTS      GAMES / ACTIVITIES      ASK A PROFESSIONAL

Welcome to Our Website

0% Downtime     |    24x7x365 Support LIVE CHAT

HOME        CLOUD COMPUTING        TECHNOLOGY        SUPPORT        APPLICATIONS

Cloud Computing

CLOUD COMPUTING        TECHNOLOGY        SUPPORT        APPLICATIONS        ABOUT

Overview

Hybrid Solutions

For Companies of All Sizes

Small (up to 50 employees)

Medium (50-150 employees)

Larg (150+ employees)

Cloud Computing by Industry

Accounting

Association Management

Emergency Services

Entertainment Management

Association Te

Jon
Sticky Note
Move this arrow to the other side of this column, I don't want this visual cue to keep people from reading the next paragraph.
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The Heavies                                                    
The Callouts and Calls to Action

We discussed these a bit in the section on design. You’ve 
established the more permanent links in your site-wide 
navigation system with the Must-Haves and the Tour Guides.

The Heavies are the standouts, the links that really drive 
conversion. Every page should ultimately have a goal. When 
a visitor lands on a page, what do you want them to do?

As the user navigates through the site seeking information 
from you, sometimes you need to do something a little 
more extraordinary to catch their eye. Navigational elements 
like callouts and calls to action like a targeted link, form, offer 
or social share option are very important because they alert 
the distracted user of an action that needs to be taken.

Have you ever stood in a classroom of 3rd graders and 
observed a teacher try to get their attention? The good 
teachers are the ones that know what works, and use it 
most effectively. 

Maybe it’s a phrase that the students know and respond to. 
Whatever it is, when you need to get the attention of a group 
of distracted people, you need something bold and effective.

The good teacher did not always know what worked. They 
tried various methods of getting the students attention 
before discovering the one that really did the trick. Your calls 
to action are the same way.

You need to test and retest with these. You can test with 
color, placement, language, frequency and so forth. 
Eventually you will find callouts and calls to action that are 
more effective than others because you see the conversion 
numbers increase.

ABOUT US        MEMBERSHIP        ONLINE STORE        GALLERY        RECIPIES

Full Membership

Half Membership

About Us

Sign up for a 
CSA Membership

Our Restaurant

How About A 
Cheeseburger?

More Information
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So What? What Does Effective 
Website Navigation Do?
By increasing the usage of the successful callouts and eliminating 
the ineffective ones, the conversion rate for your website will 
dramatically increase.

Simply throwing up a list of links is no longer a viable option if you 
expect to succeed online. Users expect an intuitive and rewarding 
website experience whether they realize it or not. 

With mobile this is especially true. The 

decisions you make for your website 

might not be the best courses of 

action for your mobile presence. For 

more on that I suggest our post on     

Responsive Web Design.

What does the user want and how can you give it to them? Answer 
this and you are well on your way...

• Do your research

• Identify buyer personas

• List goals

• Implement, test, rinse and repeat

E X E R C I S E

Now, take out your list again. Gather 

up a few friends, co-workers, clients 

or people off the street. One at a time, 

without the others watching, sit them 

down at a computer with your website 

loaded up and ask them to locate a page 

or piece of info contained in the website.

Watch each one, making certain not 

to influence their actions in any way, 

and note the path that each one takes. 

Also, note their physical demeanor. Are 

they satisfied with their experience or is 

frustration setting in?

Jon
Sticky Note
http://www.woodst.com/blog/wood-street-journal/web-site-design/designing-for-the-user-with-responsive-webdesign/
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USABILITY
We’ve discussed design and navigation so far. We know that design still plays a major role in 

the effectiveness of a website and we know that a website needs navigation.

With these two elements in play you 

would assume that the site is user 

friendly. All is well, right? Well, maybe. 

Usability is more than design and links. Usability includes 
specifics from the buyer personas like platform, browser, 
device and more. In other words, how are they accessing your 
information and how well does your site work in that moment?

This is where many sites fail. Maybe your website looks great in 
Internet Explorer 9 and functions well at a 1024x768 resolution 
(screen resolution examples). But, what about Firefox, Chrome 
and Safari users? And what about the users with larger or 
smaller screens sizes and resolution settings? How important 
are these users? Did you know there are still people using AOL?

And then there’s the smallest screen, mobile. It’s the fastest 
growing segment of the market right now. Smart phone 
ownership is at an all-time high and the numbers keep 
climbing. How does your site perform on a smartphone???

Let’s break this down a bit and discuss the specifics of usability:

Platform/browser

Device (screen size)

ZMOT (I’ll explain this in a minute)
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Platform/Browser
A website must work on many different user environments. This 
means that your site should render properly on a Mac and a PC. And it 
should work well on IE, Firefox, Safari, Chrome and others.

The best way to avoid issues to ensure your site is cross-platform/
browser compatible is to avoid using technology that is not necessary. 

KISS applies here (Keep it Simple Stupid). At the same time you might 
need to do things with your site using coding techniques that are  
more complex.

Here are some elements of a website that could cause problems    
with compatibility:

• Navigation menus

• Photo galleries

• Shadows, reflections and other effects

• Video and audio players

• Fonts

• Animations

There are, of course, many possible causes for lack of compatibility. 
These are just the usual suspects. The best way to handle these is with 
good old fashioned testing. Your web developer should be able to 
replicate the platform/browser for most of the common combinations 
to check for any issues. There are lots of utilities out there if you want 
to check it yourself, here are a few:

• Adobe BrowserLab

• Browsershots

• Browsemall

• Expression Web SuperPreview

The only way to truly ensure that your site is cross 
platform/browser compatible is to test,  correct and test 
some more. Then rinse and repeat. A successful test is 
one that finds a problem.

Devices : Laptops, Desktops, 
iPads, Smartphones
It used to be you chose one screen resolution and 
that was all you needed. You looked at your stats, 
determined that 1024x768 was the number one 
resolution that your users had and there you are.

Not anymore. Your target audience is viewing your site 
on 2, 3, 4 and possibly more screens. Here’s how that 
might look:

You are an association with lots of members, lots of 
events, and lots of resource information on your site. 
The typical member might visit your site 3 or 4 times in a 
given day to access the information you offer...

1. They log into your site in the morning on their 
desktop to check the information on an event 
you’re having that evening.

2. They receive an email from you later that morning 
about a hot button issue while at an off-site location 
with their laptop, click the link and read the post on 
your site.

3. They are heading to the event later and realized 
they did not get the address earlier, so they check 
your site on their phone to find out where the 
event is while driving through traffic in a panic (not 
recommended by the way).

4. Later that evening they are in front of their TV 
watching (or pretending to watch) some show when 
they remember something you mentioned at the 
event. They log into your site on their iPad to find 
the article on your site that you were talking about.

This is all one site. 
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So, how can one site be all these things on all these devices? 
Planning is, of course, the most important piece of this. 
Anticipating these scenarios is the best way to prepare for them. 
A thorough examination of your “Buyer Personas” or target 
audience is going to help you understand how this target user 
might possibly interact with you online.

Google published a report stating that their 
recommended method of handling usability over 
multiple devices is with responsive web design. 

Designing your website using this 

approach allows the layout to transform 

and adjust specifically for the user’s 

screen. So, instead of having a website, 

a mobile site, a tablet site, you have one 

website that adjusts for all users.

ZMOT :: The Zero Moment of Truth
If you’ve conquered the browser issues and your site looks great 
on all the targeted screens sizes, you’re all set right? Not quite. 
Remember, you need to always be thinking about the user. What 
do they want and need?

The Zero Moment of Truth is a term coined by Google referring to a 
specific moment in the decision making process. Basically these 
are the moments I was referring to earlier. These are the moments 
when the user has an idea or a question and needs information.

They are not necessarily looking to make a purchase decision in 
that moment. This is worse. They are looking for an answer to a 
question, a confirmation of an idea, something much less definitive 
but equally as important. 

The Zero Moment of Truth is…

• The moment between stimulus and the FMOT (first moment 
of truth where the decision to buy is made)

• The moment when a thought occurs and the research begins

• The moment when desire meets a mobile phone, tablet or 
desktop

• Where are you in that moment?

When developing your responsive design solution, think about 
this moment. When someone is viewing your site on their mobile 
phone, why are they there? Are they there to read your latest 
white paper or to read your corporate bios? I doubt it.

WELCOME TO OUR WEBSITE

About Us

WELCOME TO OUR WEBSITE

About Us
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E X E R C I S E

Refer back to your site. Using different 

devices (as many as are available), 

test your site to see what the user 

experience is. Jot down your thoughts 

and be honest.

Now think about your buyer persona. 

What’s their ZMOT? Jot down as many 

scenarios as you can. What happens if 

you fail at ZMOT? 

They are there in that moment because they need something 
right away. So, your site on a mobile device should anticipate this 
need and address it with design and navigation that allows them 
to easily find what they need.

But, don’t throw the baby out with the mobile 
bathwater. You still need a web presence that is 
appropriate for the user who needs something 
while sitting at their desk in front of their desktop. 
Anticipating all the possible user needs will help 
you to decide how your site should perform in 
these zero moments of truth.
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SEO
So far in this eBook we’ve discussed website design, navigation and usability. These are all very 

important. But what if no one finds your site???

Your website needs visitors in order to be successful. And those 
people need to be the right type of visitors if you hope to achieve 
your conversion goals (sales, new members, attendees, etc). 

To reach your target audience, your 

site needs to be optimized for search 

so they can find it. This is called search 

engine optimization or SEO.

Whether users are on a desktop searching in Google or walking 
around the park talking to Siri like a crazy person, they are using 
search to find answers to their questions...

• What should I have for dinner tonight?

• What software will help me track sales leads?

• Where should I send my child to preschool?

Search engines are inundated with queries every second of 
every day. You need to have a focused and strategic SEO plan 
to break through the clutter so that your target audience can 
find you quickly and easily.

SEO is a discipline that has been written about exhaustively. 
In the notes section of this eBook, I will provide a list of SEO 
resources because one blog post is not going to give you all the 
information you need succeed with SEO.

With that said, I want to focus on the core principles of SEO 
that should remain constant, no matter what your overall SEO 
strategy might be. Those principles are as follows:

• Content is KING!

• Keywords are critical but so are user profiles

• Frequency and relevance are your secret 
weapons

• Don’t try to outsmart Google!
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Content Is KING!
You’ve probably heard this before, a lot. The reason is that it’s 
true. Content, now more than ever, is very important to your 
website’s success. It’s what the search engines use to rank 
your website. What we are talking about is Content Marketing. 
According to the Content Marketing Institute:

“Content marketing is a marketing technique of 

creating and distributing relevant and valuable 

content to attract, acquire, and engage a clearly 

defined and understood target audience – with the 

objective of driving profitable customer action.”

A big piece of content marketing is the content you include on 
your owned properties - your website and blog. These pieces 
of content contain keywords (we’ll get to this in a second) that 
your clients are looking for. The more keywords you have in your 
content, the better chances you have of getting a favorable listing 
in Google, within reason.

If content is King, context is Supreme 

Leader. Simply pumping keyword rich 

content into your website is not going 

to get you ranked. There needs to be 

a specific relevance to this (more on 

that in a bit). The content has to solve 

a problem or fill a need.

Google’s bots (the little guys that help find and rank your site) are 
smart enough to know whether or not certain content is more 
useful to the target than others. The quality of your content is just 
as, if not more, important that the quantity.

Jon
Sticky Note
http://contentmarketinginstitute.com/
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Keywords Are Critical But So Are 
User Profiles
Keywords are the words and phrases that your target audience 
uses in search queries to find you. Let’s use a very simple example 
to illustrate this point...

1. You are a plumber in Baltimore, MD.

2. Your keywords might be “pipe repair, Baltimore, MD”

You just add the words “pipe repair” and “Baltimore, MD” to your 
content about a 1,000 times and you’re all set, right? Nope. What 
you really need to consider here is context.

What is happening with this keyword rich content? 

• It is going to get “spidered” by Google - the process that 
Google uses to crawl the web looking for quality sites to list. 

• This content is going to be read by your potential clients. 

In both of these cases, the content needs to be clear, concise and 
relevant.

Here’s why...

1. Your users need to see the solution in your content and not a 
bunch of repeated words and phrases.  It has to make sense 
and offer them what they need.

2. User experience is just as important as content because if the 
content is a mess, the user is gone. All those keywords are 
immediately rendered ineffective.

3. Google is just as finicky as your users. They want to deliver 
page results to their users that those users find useful. If you 
know who your users are, you know what they want and can 
deliver it with your content. Google will give the quality sites a 
better ranking, this includes content and user experience.

The more you know your target audience and what their needs 
are, the better you will be at developing content that meets those 
needs. Identifying a list of keywords that your audience will be 
searching for is step one. Using those keywords to develop content 
that solves those users’ problems is steps 2, 3, 4...

You need to optimize for keywords AND                         
the target audience.

Frequency And Relevance Are 
Your Secret Weapons
Knowing you need content, and knowing that your content 
needs to have an appropriate amount of keywords in it is 
going to help you to gain search engine visibility. But, there is 
so much more you can do.

Just placing a finite amount of quality, keyword rich content 
on your site is not enough. You want to establish an ongoing 
content marketing campaign by placing relevant and timely 
content on your website regularly.

Knowing what your users need combined with seasonal 
factors like holidays, hot topics and your own events/
announcements/milestones, you can develop an editorial 
calendar for your content marketing efforts. This way you are 
prepared to generate the exact type of relevant content your 
target audience needs when they need it.

Google likes fresh, relevant content. If you are producing 
this type of content on a regular basis, studies show that 
Google will crawl your site more often and will rank you more 
favorably. With a steady stream of fresh content you now have 
fuel for other marketing efforts.

There are lots of things you can do with this content. But, 
from an SEO standpoint, the efforts that prove most effective 
include:

• Blog syndication - feeding your content to other industry 
blogs. Do some searches for blogs in your industry and 
see if they offer guest blogging or blog syndication. 
This is great for creating backlinks to your content from 
respectable sources.

• Social media marketing - use your content to feed your 
social efforts on sites like LinkedIn, Twitter and Facebook. 
This creates social signals that the engines use to rank 
your content’s popularity.

• Google+ - Google is making it no secret that sharing your 
content through Google+ will help your search rankings 
tremendously… in Google at least.

Jon
Sticky Note
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Don’t Try to Outsmart Google!
If you do you will get smacked! Seriously, that’s what it’s called when you 
use tactics that Google deems to be “bad”. You get smacked. This could 
mean a slight drop or severe plummet in rankings.

Don’t try to figure out some sneaky way to cheat the system. Instead, 
be aware of what Google wants and expects from websites and do this. 
It’s no secret what they want, they tell you right there on their blog.

The people at Google (and Bing for that matter) are very smart. Google 
is the number one search engine not because they buy every small 
company on the planet or because they have cool offices in Mountain 
View, but because they are constantly updating and refining their 
product to deliver the highest quality results.

Don’t try to game the system. You can’t 

win. Instead work on optimizing for the 

user with quality, relevant and timely 

content contained within a targeted    

user experience.

E X E R C I S E

Jot down some keywords you think your 

target audience would use to find you in 

Google. Now run some tests…

Type each of these into the search bar in 

Google and note 2 things…

What is the auto complete telling you? 

In other words, as you type, what is 

Google suggesting to be your search. 

Make a note of this. 

Who ranks in the top 10 for these 

terms? 

Now, go through each of these sites 

and as objectively as possible, rate your 

experience on each site. Note what 

happens AFTER the click is made on 

one of the top ranked sites.
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CONVERSION
We’ve discussed the importance of design, navigation and usability. We’ve talked about the 

role of content and audience in SEO. But there is one piece missing in this series about what 

makes a good website... conversion - getting the target user to take the desired action.

To paraphrase Alec Baldwin from the movie Glengarry Glen Ross, 
your website should “always be closing.” To say it another way, 
the success of a website is not measured in hits or visitors, it is 
measured in outcomes.

Each page of your website should be built in such a way that 
there is an entry and exit strategy. You know how the visitor got 
there, what they were looking for and what you want them to do 
before they leave that page.

Goals
As visitors navigate through a website, certain conversion goals 
will either be met or missed. An achieved conversion could be 
one of the following actions...

• An online purchase

• Request for information

• Opt-in to an email newsletter

• Registration for an event

• Filling out a form for a free download - whitepaper, ebook or 
product demo (thanks by the way)

• Or simply clicking a link to a landing page

A website is not like a book with chapters read in 
succession. It’s more like a series of events. Your job as 
the host of these events is to guide the user through their 
experience. Some of this we’ve already discussed in the 
usability and navigation sections. But, it goes deeper than 
guiding the user where you want them to go.

As you work on the sitemap for your website, start listing 
with each page a specific goal you need that page to 
achieve. As you include these you will see patterns emerge 
that show you how to get a user from one page to the next 
and eventually to the page where conversion happens.

Home

Service 1 Service 2

CTA

Services

Case Study Case Study

CTA



19W H A T  M A K E S  A  G O O D  W E B S I T E ?

Asking For The Business
This is where it gets a little uncomfortable for some - asking for the 
business. Sales is something that people struggle with for whatever 
reason. But at the end of the day, your users will appreciate you 
getting to the point - as long as it happens at the right time and they 
have been prepped for it. Let me explain.

Throughout their time on your site, the user is generally motivated. 
They want something from you. And generally they expect to give 
you something for it if they see the value…

• Their contact information

• More time on the site

• A referral

• An event registration 

• Or just plain old money 

If you’ve worked through the issues discussed earlier on in this series 
then you already have plans for a well-designed website with content 
the target user wants and needs structured in a way that makes it 
easy for them to find it. 

But what do you want from them? 

Is it something from the list above 

or something else?

How do you “ask” for this? Generally, requests come when 
either an action is pending or something is desired; for 
example:

1. Offering a service at the end of a helpful blog post

2. Creating a compelling call to action on a landing page 
for a specific offer

3. Asking someone to join your email newsletter list

Doing this will only be effective if you are direct. Don’t 
complicate a page with too many requests. If you need to 
have multiple calls to action, use design and content to make 
it clear which ones apply to the targeted user. This mainly 
applies to the homepage.
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On this page there are 3 primary calls to action and then less 
prominent ones toward the bottom:

1. The pop-up - this is a live chat offer. This is the primary call 
to action. It is rather aggressive, but that’s good. Through 
multiple tests done with this homepage, it was determined 
that the users were not always sure what they needed. 
They really needed someone to walk them through it. It was 
decided that a live chat offer should be implemented.

2. The learn more links in the header image and the callouts - 
these are geared toward the users that still have questions 
but are not quite ready for the chat.

3. The three “identifier” callouts at the bottom - this area is 
interesting to note. The idea here was to develop a section 
where the user could identify in and the page they were sent 
to would be crafted to speak to that specific user. However, 
this area got the least amount of clicks. Through some further 
testing it was decided that in the future design, more emphasis 
needs to be place on the callouts at the top of the design and 
the rest would be supporting content. Testing works.

Looking back at the site map example, you can start 
to see how mapping things out based on conversion 
will help out when designing the home and 
subpages.

For example, in this homepage, you can see multiple requests which are 

segmented with design and qualified with content...

0% Downtime     |    24x7x365 Support LIVE CHAT

HOME        CLOUD COMPUTING        TECHNOLOGY        SUPPORT        APPLICATIONS        ABOUT US

My Industry Is Unique

Company Size What’s Your Industry? What’s Your Title?

LEARN MORE

What is Cloud
Computing?

Questions?
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Tracking Conversion
Of course, in order to see real success and growth in the number 
of leads your site generates, you need to track your progress. 
Testing and adjusting pages and calls to action will tell you what’s 
working and give you a clear direction for what you need to do 
moving forward.

Conversion is relatively easy to track using offsite 
and onsite data...

Offsite Data
Tracking leads is nothing new. Businesses have been doing it for 
as long as they’ve been selling - “how did you hear about us?” 
However, as long as businesses have been doing this, they have 
also been forgetting or neglecting to do this.

If a lead comes in through an online 

contact form, it’s easy to ask this 

question. But sometimes a lead 

generated from your website will get 

to you through an offsite channel like 

a phone call or direct email.

With phone numbers, you can try to use unique 800 numbers 
on landing pages, allowing you to track where the call came 
from. But your site’s visitors are not always going to follow the 
path you set before them. They may get the idea to contact you 
from visiting a page on your website, but when it comes time for 
the call, they might just do a search from their mobile phone on 
Google and dial direct from there.

You want to make sure that all who are tasked with fielding 
incoming leads and inquiries know to ask the question “how did 
you hear about us?” Even better, try to use trigger words in offers. 
In other words, name your offers something memorable, that, 
when asked, the client mentions.

Onsite Data
Data collected directly from your website’s analytics reports 
are very useful if you know what to look for. Google Analytics 
(there are others but I’ll use Google for this post) allows you 
to set up Conversion Goals to track how well your paths to 
conversion are performing. A path to conversion can look 
something like this...

Google Analytics will allow you to set up specific goals to 
track how a user navigates through your site. You can 
determine whether or not the goal was achieved by tracking 
the last page the user visited in the path they followed. In 
this example the last page is the form confirmation page - 
meaning they successfully filled out a form on your site.

You can also assign monetary values to the goals. So, using 
the above example again, if the average sale of the product 
they are downloading is $500.00, you know that each 
successful conversion adds $500.00 to your sales funnel.

They are lots of other things you can do with Google 
Analytics and other software to track conversions. You 
might also consider running some A/B split tests. This is 
when you create 2 versions of the same page trying out 
different content, design and calls to action. Then, track the 
effectiveness of both and move forward with the winner.

Homepage Call to Action

Landing Page Call to Action

Form & Download
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Conversion is the clear goal of every 

website. Awareness is important 

but not a goal that most businesses 

should have at the top of their lists. 

Achieving measurable goals should 

be the underlying theme throughout 

everything you do with your website.

Everything we’ve discussed in this                                             

series supports this...

1. Design allows the user to connect on an emotional level. It gives 
visual cues telling the viewer what to do next. These two things 
move the visitor in the right direction right from the start.

2. Navigation is the system that the visitor uses to follow the path 
to conversion.

3. Usability is the driving force making sure that the site doesn’t get 
in the users way. The website is structured and designed such 
that the user doesn’t have to work to get to what they want and 
what you want them to see, rather, they naturally end up there.

4. SEO is important for conversion, because you can only convert a 
visitor into a client if they find the website in the first place. They 
get there because your site is optimized for specific keywords. 
And those keywords are directly related to the specific goals of 
your site because they are words the visitors would use to find 
the solutions you are offering them.

Remember, brochure sites are a thing of the past. Focus on goals 
and what your site needs to do to achieve them. Test, retest and test 
again. 

A website with pretty graphics and flowery content is an electronic 
brochure. A website that converts is a powerful tool supporting the 
growth and success of your business or organization.

E X E R C I S E

Jot down the top 5 things you want a user 

to do when visiting your website. How can 

you get them to do this? Try drawing it out 

like the example we gave earlier, mapping 

pages as they relate to outcomes.

No go back through all of your notes and 

identify all of the areas where you are 

doing well. And note all of the areas where 

you need work. Combine this with your 

buyer personas and your list of desired 

conversions and you got yourself the 

beginnings of a solid website design plan.

We are here to help if you need it along 

the way. Just drop us a line and we will 

do what we can. Best of luck and happy 

marketing!
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USEFUL SEO RESOURCES

WOOD STREET, INC.

SEOMoz

http://www.seomoz.org/

Search Engine Land

http://searchengineland.com/

Search Engine Roundtable

http://www.seroundtable.com/

Search Engine Journal

http://www.searchenginejournal.com/

CopyBlogger

http://www.copyblogger.com/

Content Marketing Institute

http://contentmarketinginstitute.com/

303 East Patrick St.
Frederick, MD 21701

301.668.5006
contact@woodst.com

Jon
Sticky Note
Add our URL. I know it seems redundant but...


