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Introduction

“You need to get out of 
your own ego,

and get into the ego of 
your prospects,

before you can generate 
qualified enquiries from 

your web site”

Now whilst this statement can apply to all areas of your marketing, in this report I want to 
focus on the use of the internet in your business, and specifically your web site.

If your web site is disappointing you with the numbers of enquiries and sales it’s generating, 
you’re not alone. Unfortunately, the BIG majority of business owners and marketing people I 
talk to have exactly the same experiences.

However, what I’m going to show you is that it’s relatively easy to make the changes neces-
sary for you to see BIG differences in the performance of your web site. 

And by that I mean you’ll see visitors staying on your site for much longer; many fewer will 
bounce straight back out of your site from the page they first landed on (i.e. they’ll visit many 
more pages of your site), and you’ll see many more people taking some form of action, so 
that you can capture their contact details or make a sale.

“
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OK, Let’s start by thinking about the mindset of 
your typical visitor, and how they are likely to be 
thinking when they first arrive at your site…

One of the first things to keep at the front of your mind 
when developing your web site strategy is that web 
browsers are impatient!

Think about it. After you have gone to the trouble of 
logging onto the web, typing in a company’s web 
address, (or going to a search engine and typing in 
your search phrase) waiting for it to load, and then 
searching the site’s pages, you want to be rewarded 
with  plenty of helpful information that takes you closer 
to your desired result or outcome. 

If the site is disappointing, uninteresting, full of irrelevant 
information and it lets you down, it will instantly kill any 
chances of you making an enquiry or ever convincing 
you to make a purchase.

It’s like someone saying, “That is the best film I’ve seen 
for years. You’ll love it!” You expectantly go off to the 
cinema only to come out thinking, “What was he talking 
about? That film is awful!” You’ll never trust another film 
recommendation from that person again!

If your marketing extends promise (like your friend’s film recommendation) but your web site isn’t 
optimised to help your visitors (the film turns out to be bad), or you think simply just having a site is 
enough to attract customers, you’d better think again.

Nowadays, a web site is arguably more important than any other promotional platform for your 
company, and has the potential to play a critical role in building your business. It’s at least as import-
ant as an effective email or advertising campaign, and should have a major positive impact on the 
productivity of your sales process.

So think carefully before you promote your web site further. A good site can increase your enquiries 
and sales dramatically. A bad site will turn prospects right into the open arms of your competitors.

So let’s now look at the 5 main reasons why your web site doesn’t generate enough enquiries & 
sales – and what you need to do to address each one…

“
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Your Web Site Is 98% 
Focused On You And 
Your Company, Not On 
Your Prospects

WEB SITE FAILURE REASON # 1

FACT: Well over 90% 
of business users of 
the net are looking for 
information.
They are doing their homework and searching for 
answers and potential partners and suppliers.

And you know that visitors to your site have not 
found you by accident. They haven’t just stumbled 
across your site! So what’s the key to increasing 
enquiries from your site?

The key is to get out of your own ego, and get 
into the ego of the prospects who are visiting 
your site. Put yourself in their shoes. Get into their 
mind-set. They’re not interested in you, or your Com-
pany, and they’re certainly not going to suddenly 
make an enquiry just because your site looks the 
part!
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Only if you change the focus 
of your web site will you 
change the fortunes of 
your online results.

Remember, the Internet is a medium 
of communicating one-to-one with 
existing and prospective customers or 
clients. It’s sophisticated, but it’s still 
only a communication tool. It’s a 
catalogue, brochure, sales 
letter, virtual showroom, 
and purchasing method all 
wrapped up into one.

So the principle of first attracting 
attention, then creating interest, 
arousing desire in, and finally 
persuading a person to enquire about or 
purchase your product or service on the 
Net is precisely the same as achieving it via 
any other medium.

Designing a web site is no different from designing 
a physical marketing piece in one important aspect: 
institutional communication doesn’t compel, inform or 
persuade anybody - whether they’re being presented with 
what you offer on-line, on air, or on paper. 

Direct Response strategies are scarce on 
the internet and present you with a major 
opportunity…

I am bewildered by the number of web sites that are institutional. Look at 90+ % of 
sites. Their home page either proudly displays the name of the company, or begins 
with the words “Welcome to the ABC home page.”

Company or product names are institutional. They tell a customer nothing other 
than what he or she already knows. Displaying company or product names is 
like quoting your phone number when someone calls you. The caller knows your 
number -  that’s how they’ve called you!
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The first thing a visitor to your site should see is a bene-
fit-oriented headline.

You have only a few seconds to persuade a person to remain 
on your site and start exploring it further. A compelling headline 

- rather than your company or product name - will increase your visitor 
retention by up to 21 times - the same impact as you can achieve with 
‘traditional’ media. 

Put differently, you can create dramatic (low-cost or no-cost) sales in-
creases from your web site simply by replacing your company and/or 
product names with benefit-oriented headlines.

For example, if I was a computer retailer specialising in laptop brands, 
and my web site greeted you with the words:

“Get mobile and get ahead with a powerful Pentium laptop”

...I’ve provided you with zero useful information. I will serve you better 
-- and significantly increase my chances of keeping you on my site -- and 
having you buy -- by stating a compelling benefit:

“The largest selection of Pentium Laptops in the UK, backed by specialist 
laptop experts -  so you get just the model you need”

That’s dramatically more useful, informative, and persuasive, isn’t it?

Apply the same technique to products or services you promote on your 
web site.

Don’t feature your new under-floor heating system with the product 
name “XL120 Staywarm” - replace the product name with a succinct 
benefit:
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“Breakthrough heating system works 
under tiles, wood and concrete 
screeds – so simple to install it 
needs no specialist trades – so 
you’ll save hundreds of pounds!!

What about items which customers 
are searching for—like a particular 
mobile phone, exercise machine, car? 
Well the same applies.

If you are interested in buying the new Samsung 
Galaxy S10, instead of my site simply stating ‘Get The 
New Samsung Galaxy S10’—which will only guarantee 
sales by hardcore Samsung fans—I will generate more sales 
by creating a benefit headline, like:

‘Enjoy true edge-to-edge viewing with the Infinity-0 Display. And with 
Telephoto and Wide-angle lenses you’ll capture stunning images to wow 
your friends!’

You can see how a headline like this will not only compel hardcore fans but also 
convince far more browsers to buy.

At the other end of the scale, if you were interested in the new Mercedes S-Class, 
a powerful headline like:

Official—the extraordinary new Mercedes S-Class: “Most advanced car in the 
world.” 

 - is more likely to draw you into my site to discover more about the car. As long 
as you are targeted, my chances of then selling you an S-Class are considerably 
heightened.
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The Biggest Mistake Made By 
90+% Of Businesses On The 
Net

Go to one hundred different web sites 
and you’ll be confronted with at least 
ninety home pages plastered with -- guess 
what? -- the company’s name. Then, lots of 
information all about them. Less than 10% 
of web sites capture your interest with a 
compelling headline, then instantly get you 
hooked on how you will benefit by staying 
on that site.

Make no mistake - if you don’t capture a 
person’s attention and interest within three 
or four seconds, they’re gone! One click 
of the mouse is all it takes to move off your 
site.
Let me give you an illustration. Let’s say you 

want to buy a new kitchen table. You search on 
Google for “kitchen table” and Google currently 
returns 1,640,000,000 listings! In other words, you 
are now ‘standing in’ a massive, specialist kitchen 
table shopping mall.

Now, think about it. If my particular kitchen table 
site doesn’t immediately capture your interest do 
you think you’re going to hang around? No! You are 
not even going to get past my home page - you’ll 
instantly click off my site and visit a competing site.

That’s why it is critical your home page grabs 
people’s attention and interest - in the space 
of three or four seconds. Simply put, if your site 

promises a greater benefit than any other site in 
your category, you have a big advantage.

8
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Remember: The Web Is Mostly 
Browsed For Information, Not Buying

Most people use the Internet to search for information. 
They do not go online primarily with the intent to buy. 
If you want to buy a new car, or a Jacuzzi, or a new 
office desk, or a holiday in China, you would most 
probably go online with the intention of researching 
details, prices, options, reviews, availability, and suppliers 
or agents. You would then contact those suppliers or 
agents by email, phone, text or letter.

There are exceptions. You go to Amazon.co.uk with 
the intention of buying a book or downloading a film. 
You go to Tescodirect.co.uk with the intention of buying 
groceries. You go to Thorntons.co.uk with the intention 
of buying chocolates. But going online with the intention 
of buying is most often done after the research and 
information finding has been done.

This is the key to your online success!

Knowing that most people are searching the Net 
for information - taking my hypothetical kitchen table 
web site as an example - the smartest thing I can do 
is pack my site with valuable, interesting, newsworthy, 
educational, impartial information.

If my site is one of the only sites (or the only site!) which 
provides the most valuable, helpful, and up to date 
information you require to wisely buy a kitchen table - 
whether you buy from me or not - I become a valuable 
and respected resource for you.

To recap what we’ve discussed so far: the foundational 
key to online success is twofold - one, understanding the 
vast majority of visitors to your web site are searching 
for information, and two, remembering that your site 
should be truly customer-focused. It should be all about 
your customer, not all about you, or your product or 
service.
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Your web site lacks 
direction and purpose

WEB SITE FAILURE REASON # 2

No matter what you sell, a sale is the response 
you most want, either immediately or ultimately.

Your web site must play an integral part in capturing 
targeted prospects and leading them to the point 
of purchase (which can be on-line, via mail or email, 
at your bricks and mortar location, at their office by 
sending a sales person, or from a third party office).

It doesn’t matter how the sale is achieved, your 
web site must play a purposeful part to warrant its 
existence.

Your first step -- before designing a page or writing 
a word for your site, -- is to first know precisely what 
you want your visitor to do.

If your web site has no clear direction and purpose 
for your visitor to follow, then the results it generates 
will always be a fraction of what’s easily possible.
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The single most essential starting 
point for your entire web site is 
deciding what you most want 
your visitor to do – as the famous 
internet marketing expert Ken Evoy 
puts it – 
what’s your “Most Wanted 
Response”?

Do you want to make a direct sale?

You can sell almost anything on the Net, from groceries to hotel reservations, 
sandwiches to software, honeymoons to hot tubs.

And think very carefully before you automatically count the web out as a 
direct sales channel for you business, think creatively as to whether you can 
provide all the information needed for a customer or client to make a wise 
buying decision.

If you can, your Most Wanted Response is a direct sale off your web site.
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If your product is sophisticated and/
or expensive your Most Wanted 
Response might be a free trial, 
complimentary consultation, or an 
audit, survey or pilot project.

Take a look at http://www.centerpointe.com 
This site features an offer of a free trial prominently 
throughout the site. 

This site sells millions of dollars of its product every 
year, and is an object lesson in direct response 
marketing online. I recommend you study its copy and 
content closely, and see what lessons you can take 
away and apply to your own business.

If your product or service 
absolutely requires a salesperson 
to communicate with or visit your 
prospects, then your Most Wanted 
Response will be to produce a lead.

Your site will then be focused on capturing and 
persuading your prospect to fill in a request form 
for a salesperson to arrange an appointment, or a 
therapist to arrange an initial check-up, or an advisor 
to telephone for an initial fact-finding interview.

The bottom line is: whatever your business category 
and selling method, make sure you devise a clear-cut 
“Most Wanted Response” which gives your entire site 
a defined purpose and direction.

http://www.centerpointe.com/
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You’re Missing 
The Opportunity 
To Qualify Serious 
Prospects - And Then 
Nurture Them Into 
Becoming A New 
Customer

WEB SITE FAILURE REASON # 3

If you browsed 100 web sites, I can guarantee 
that at least ninety percent would have one 

critical mistake in common…
 
Most still do not have an effective method of 
capturing email addresses or contact details on 
the home page!

And if you simply have a box which lamely says 
“Sign up for our newsletter” this does not count! 
(You know this by the limited or zero response 
you invitation generates).

Let me say it again because this is critical in 
optimising your site’s sales effectiveness:
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Selling is about educating and nurturing 
prospects.

You can only begin to educate and nurture when you have permission 
to conduct a regular dialog with an interested prospect.

By offering free and very immediately valuable information in return 
for a person’s email address, you lead a mere browser A GIANT STEP 
CLOSER to making a buying decision because you ‘meet’ - you make 
contact, you start a meaningful communication.

Here are some examples of different information resources that have 
captured thousands of prospect details for ourselves, and our Clients:
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These examples include 
Checklists, Guides, Webinars, 
Video Tutorials, Templates and 
Case Studies.

Put differently, if you are not capturing 
email addresses - and then regularly 
and intelligently communicating with your 
prospects with information-based articles, 
videos and guidance - your site is generating only 
a tiny fraction of the sales or enquiries it could.

The only way you discover if a browser is a serious 
prospect is to get him or her to confirm it by getting them 
to at least take some form of action. If a browser is willing to 
submit his or her email address, eighty times out of a hundred 
that person is a serious prospect.

People are unwilling to submit their details if they aren’t genuinely 
interested in buying a product or service in your category.

The critical element for this strategy to work for you, is to come up with 
some kind of information resource that helps your prospect make the 
right decision for themselves, and which they would have to be almost 
‘negligent’ to pass up on.

I urge you to devote a day incorporating an email-capturing device 
on your home page (and on most other pages of your site) as soon as 
possible!
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You’re Not Testing 
New Headlines, Copy 
and Content On Your 
Site, And MEASURING 
and QUANTIFYING
 its effectiveness…

WEB SITE FAILURE REASON # 4

Put simply, the web is the greatest mar-
ket-testing tool available to mankind.

As with direct mail, email and offline and online 
advertising, you can easily test headlines, offers, 
layouts, use of testimonials, use of colours and 
page layouts on your web site. But not one 
in a hundred businesses do this! They simply 
assume that the first version of their web site 
will automatically be the best version. This is 
madness. And it’s a big missed opportunity 
for you to increase the performance and 
contribution of your site.

The critical point is that on the web you can 
run A/B split tests that cost nothing, and have 
results back in just a few days. You can then roll 
out the results of your test on, and off-line to 
maximise your response and ROI.



17

There are two main 
ways that you can 
track and measure the 
effectiveness of your 
web site:

Firstly, make sure you can measure the effectiveness of 
your site by installing a response mechanism -- 
a freephone number; a contact form that your prospect or customer fills in and 
submits, an instant messaging bot, a call-back invitation, or a simple invitation to 
provide an e-mail address.

The valuable thing about asking your visitor to take some form of action is that it 
better qualifies them as being a serious prospect.

‘Tyre kickers’ may browse your site enthusiastically. But when it comes to filling 
in and submitting a form, or calling a freephone number, or providing an e-mail 
address, they will normally hesitate because they have no immediate intention of 
progressing towards a purchase.

In measuring response, you are primarily looking for two things:

1) The number of responses your site generates
2)	 your	conversation	rate	from	enquiry	to	sale,	(or	visitor	to	sale	if	
your	Most	Wanted	Response	is	a	direct,	on-line	sale).

Just as in the physical off-line world, your site can perform effectively or 
ineffectively. 

But unless you are able -- and do -- measure response, you’ll never know how to 
improve it.
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As we’ve discussed, one of the critical steps in increasing 
responses, is to capture the email address of your prospect. 

But beware. People today are highly sensitive about their 
privacy --particularly on the web. People protect their privacy. 
They’re generally wary of submitting details on the Web.

I’ve found that, from the Home Page onwards, throughout your 
site, your approach must be to build credibility and assurance 
that you are ethical and honest. You must instill in your visitor, 
the conviction that you are a solid, reliable, knowledgeable, 
and trustworthy company to do business with.

Only then, ask your visitor to submit his or her details, with the 
absolute assurance that you will keep those details private and 
not give them to any third party under any condition. This is the 
key to on-line response.

There are three steps to persuading your prospect to 
submit his or her email address, and then creating sales 
opportunities:

Provide compelling information and 
education immediately on your home 
page. Don’t talk about yourself, give 
valuable and fascinating, benefit-
oriented information, designed to help 
them, your prospects.

Offer a free, weekly, fortnightly, or (at the 
longest) monthly newsletter or update). This 
‘ethical bribe’ must deliver extreme value, in 
the form of industry insight, problem-solving 
examples, success stories, how-to methodologies, 
relevant strategies, latest news, new product or 
service launches, and so on. This is the lure and 
the value you promise, in return for prospects 
submitting their email address and name.

You adopt one or both of two strategies, depending on the nature of your business, 
and your Most Wanted Response. One, offer preferential buying opportunities to your 
subscribers. Or, two, offer a ‘tripwire’ low-priced product or service (with high perceived 
value) to tempt the prospect to make their first purchase from you. Then continue to nurture 
your new customer with useful content, find out more about their needs via surveys and 
questions, and then offer your main products or services on the back-end.

Step #1

Step #3

Step #2
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The second method for 
tracking the performance 
of your web site, is to install 
tracking such as Google Analytics.

Google Analytics uses a small piece of 
Javascript tracking code (called the 
Google Site Tag) to collect data 
about your website visitors and 
their interactions on your website. 
Once it’s setup, Google Analytics 
will drop a cookie in the user’s browser 
for your website. It will help to track every 
interaction that user performs on your site.

(Whilst it may sound complicated, installing 
Google Analytics a relatively straight-forward task 
that any competent web developer can do for you, at 
low cost).

Google will then present you with a number of metrics like the 
total number of sessions (visits to your site), pages viewed per 
session, time spent on each page, average session duration, and 
bounce rate (the number of people who leave a page without visiting 
any other page).

There are a number of questions to consider. For example, are browsers 
spending longer on your site? Are they visiting more pages? Are more 
people coming back to your site? Which pages, and which links are the 
most popular?

By establishing a benchmark, and then comparing these metrics 
after making the necessary changes, you will be able to measure the 
improvements to your site’s performance.
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You Have Not 
Optimized Your Home 
Page Structure And 
Content

WEB SITE FAILURE REASON # 5

Think for a minute about the typical scenarios 
your ideal prospects find themselves in. What 

are their frustrations and likely challenges? What 
are the typical problems they want solving?

Remember, when prospects visit your web site 
they are always consciously, or sub-consciously, 
thinking “What’s in it for ME?”

The key is to get inside the head and psyche of your different visitors and 
listen to the typical self-talk that it going on: “How can this site solve my 
need for information, allay my fears, remove my frustrations or overcome 
my problems and challenges?”

Your objective should be to demonstrate that you understand the typical 
issues and situations/challenges that face your prospects. Then using 
compelling headlines, involving copy and tempting links, take the visitor by 
the hand and guide them through a carefully prepared presentation.
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Think for a second 
about what faces 
you when you walk 
into any major shop 
selling newspapers and 
magazines... 
Then think of your Home Page as the front cover 
of a well-known consumer magazine. Whilst there 
may be a lead story, much of the content is taken 
up by a series of mini-advertisements and call-outs 
for what you will discover inside when you turn the pages. 

(The front cover also plays a critical role in generating preference and sales on the news-
stand or shop shelves, when it is compared to its competition).

The central section of the Home Page (normally bounded by your navigation links on the 
top and sides) is a key part of your navigation strategy, and will dramatically impact the 
length of stay of your visitors, and by the nature of its content, will also help you to clearly 
differentiate yourself from competitors.

The main central window can have several sub-headlines with links guiding the hottest 
prospects through the site according to their priority needs. 

This will improve the chances of offering something of interest to the prospect – preventing 
them from wandering across the site, and helping to avoid an early exit (Note, the majority 
of web visitors - over 80% - enter and leave a Home Page without ever navigating further!).

To develop these main “What’s in it for me?” enticing sections / sub headings you need to 
think very clearly about the mindset of your visitors.

How will this inform and influence the headlines that call out to them and show them where 
to click to quickly find the information they need?



22

Establish Trust and Credibility

Another key to keeping visitors on your web site is to 
quickly establish your credibility, and make sure they 
instantly see you as a supplier worth investigating 
further.

Consider scrolling 5 - 7 testimonials on the Home page. 
These testimonials need to be anecdotal and ideally 
contain specific evidence of results you have delivered 
e.g. savings made, increases in business efficiency, 
customers gained etc.

Main Navigation Bar / Links

Because the navigation of your site is so important, it is 
worth remembering that the focus again needs to reinforce 
“What’s in it for them” i.e. don’t lead with “Company 
History”, “About Us”, “Our Team” etc. These elements need 
to be present, but not in a prime position.

Also remember that your navigation buttons don’t have 
to be short one or two word descriptions. If necessary you 
can use images that contain a number of words. The key 
is to make it obvious what the button links to, but also to 
make it interesting and laden with the benefits that can be 
obtained by choosing that particular link.

Each Page Link should be left highlighted once selected, so 
the prospect is always aware of what part of the website 
they are looking at. If your site has several layers that the 
visitor can drill down, you may want to consider providing a 
“breadcrumb trail” that shows the progression of links made 
e.g. Home>Products>ABC machine>Free Trial etc
Example link names to consider:
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About you 

Your Industry 

success stories 

free resources  

what you’re missing 

The visitor is taken to the about you page for information on how their current work 
frustrations, challenges and issues will be causing headaches etc. and what options are 
available.

An option to select “Your Industry Sector” may be relevant if your product or service has 
variations specific to each type of customer/application, and leads them quickly to more 
relevant / specific copy.

The visitor is taken to the case studies page for information on what others have achieved 
after they bought your product or service. The key results need to be highlighted and shown 
as easily achievable returns for the visitor. A call to action and link should be displayed to 
encourage the making of an appointment, or viewing of a demonstration etc.

Business users of the web are primarily doing their research, so offering free information, 
advice and expertise is usually investigated by browsers, provided it is positioned highly, 
and as being provided by true industry experts.

The visitor is taken to the free resources page where they can download recent eBulletins, 
press releases, free guides, white papers or reports etc. that will help them make their 
decision, and position you as a trusted expert.

This link works on the “fear of loss” strategy that motivates many people to find out more. 
The visitor is taken to a page that explains if they don’t have your solution in place they will 
be missing out on opportunities - for example to:

 - Increase productive capacity or throughput
 - Reduce wastage (perhaps of time and resources)
 - Get employees to think about their daily work practices to improve cooperation with 
colleagues
- Increase sales enquiries or conversion into new business
- Remove the risk of non-compliance with Industry standards or regulatory authorities



24

There will be other navigation links required depending on your 
products and service, and the benefits you provide. The key is to 
understand that the easier it is for visitors to convince themselves 
that the results you have delivered for others are readily available 
to them, then the faster they will make contact and find out how they 
can benefit in a similar way.

Offers and calls to action

Regular and relevant offers and Calls to Action should appear 
throughout the site.

But the key to success is to make each offer and call-to-action specific 
and relevant to each individual page. So for example, if your page 
is about your ‘End-of-year accounts preparation package’ then don’t 
rely on using a generic ‘Contact Us’ link. Instead, illustrate in detail 
what will happen is they send you an enquiry or they decide to speak 
you on the telephone. What questions will you ask? What will the 
prospect discover or finally understand? How will they benefit from 
the interaction?

Remember, one of your primary objectives is to extend the average 
length of your visitors’ stay, which is how you’ll also dramatically 
increase your overall enquiries and sales.
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In Summary

OK, we’ve talked in detail about why and how 
you must provide detailed, informative and useful 

information that addresses the questions, doubts and 
fears of your web site visitors, 

Plus why you need to clearly understand the primary 
objective of your web site, and reflect this in your 
messaging.

You also now recgognise how, by building trust and 
credibility, by positioning yourself and your business 
as industry experts, you can transform your site into 
a highly successful lead generation engine for your 
business.

I’ve only been able to cover–off the 5 main reasons 
why your site is very probably under-performing 
right now, and I’ve given you the principles and 
essential strategies to adopt (without being able 
to go into great detail about how to apply this 
information to your specific business or organization).
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But if you consistently apply all the 
strategies we’ve discussed in this report, 

(that I’ve proved to myself work for my own 
businesses and for those of my private clients) 

you too will inevitably generate a steady stream of 
excellent leads and sales.

To give you an idea of what can happen:

One client who specialises in leasing commercial vans and 
pick-up trucks recently told me that by applying these kinds of 
strategies to his web site, he had doubled his business in less 
than 12 months.

Another client, a business improvement company, has doubled 
the time visitors spend on their web site, and is creating 
significant online enquiries for the first time, only three months 
since re-launching their web site.

Another example with a less than happy ending concerns a 
company in the logistics industry that I worked with a couple 
of years ago. I can’t give you their name for reasons of 
confidentiality but here’s a direct quote…

 “The new website really put us on the big stage where the 
serious contracts are. In its first few months it generated hot 
enquiries from the likes of 3M. Richard’s helped us apply his 
scientific approach to our marketing and it’s getting us noticed 
by top clients
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It’s finally getting us opportunities to get our foot in the door. 
Customers visit our website and get excited enough by the copy to 
try us out.

Since applying the principles to the website I’m getting 30 or more 
hot prospect enquiries every month without fail. An excellent use 
of our money, pound for pound it questions how much I’ve been 
spending on previous marketing. I don’t have to budget as much on 
advertising any more. It’s like converting an overhead into a strong 
revenue stream!

49% of our customer base is now made up of clients coming onboard 
via this very well written website.  It cost only 3.4% of the income 
value from just one new client and has secured orders of  £107,630 
in its first 2 months!” 

This company has since been taken over by a much larger 
conglomerate, and the last time I looked, their site had been 
superseded by a corporate branded “how great are we” type of site 
which may look highly polished, but I can absolutely guarantee has 
killed any chance of generating more qualified leads and sales.

I don’t want this to be the case for your web site!

If you’re interested to find out more about improving your web site’s 
performance, without obligation, simply send an email to info@
common-sense-marketing.com, and we’ll send you further information 
on how we can help you.

To your online success!

Best regards,

 

Richard Lomax
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P.S. Visit These Sites For An Online 
Education

Here are two sites I like. See how these businesses talk about 
you and your issues, and begin a meaningful, educational and 

persuasive dialogue. It’s a valuable education.

http://www.taxcafe.co.uk includes very straightforward 
navigation options and links, each one stuffed with benefits to 

encourage you to investigate further into the site.

http://www.pickuptrucksdirect.co.uk This site offers a wide 
range of trucks for contract hire, and combines detailed vehicle 

specifications, reviews and videos, with practical advice on 
financing options. Also included is lots of social proof from 

other business owners who have bought from the site, plus a 
5-point price promise and live chat options. The ‘most wanted 

response’ is clearly to get browsers to request a quotation.

http://www.taxcafe.co.uk/
http://www.pickuptrucksdirect.co.uk/
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