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 ■ What’s the problem?
Why do so many businesses have websites that don’t make 
money for them? Nearly every business today has a website. 
Why do some websites generate valuable leads, while others 
just sit there, doing nothing? It’s not random, or just good luck. 
There are clear, specific elements and practices that make a 
website an income machine for a business — or fail to. These 
elements are not a secret — but the vast majority of web 
designers don’t understand this process or don’t know how to 
implement it effectively.

You may already have a business website that isn’t working for 
you, or may be considering investing in one. In either case, the information in this 
guide will help you make the best decision for your business success. Let’s get 
started.

Don’t think you need a website? Here are some common myths:

 ■ I don’t need a professional website because...
I already have plenty of business. Congratulations! Having more business than 
you can handle sounds great, but the first rule of business is to keep the sales 
pipeline full at all times. When you fail to reach new clients, you put your business 
at risk; when business slows (as it always does), you’ll be struggling to survive. This 
is disastrous for most businesses, and many don’t survive it.

My customers/patients tell their friends about me. This might work for a while, 
but when these people need your services a year from now, they will do a Google 
search for you. If you don’t have a website, they will forget about you and go to 
your competitors — who do have websites.

I have an ad in the Yellow Pages, and that’s always worked for me. Yellow 
Pages ad rates are falling fast — care to guess why? When was the last time you 
looked through a phone book for anything? Your potential customers don’t use it, 
either. Even my 81-year-old dad uses the internet now. 

A free website will work just fine. A professional website will cost money — just 
like the other investments you make in your business. Free or cheap websites will 
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not only fail to make money for you, they can actually cost you money. People will 
judge your business by your website; that may not be fair, but it’s true. If your site 
doesn’t make a good impression, you just lost business.

I don’t have a brick-and-mortar business. If you provide a service — mechanic, 
electrician, landscaper — you need a good website more than anyone. People use 
the internet to find contractors and other service providers. Your competitors have 
websites; if you don’t have a good one, you don’t exist.

I have a Facebook page. While Facebook (and other social media) can be an 
important part of your marketing strategy, having a Facebook page for your 
business isn’t nearly adequate. Facebook imposes a lot of limits on what you can 
do online, and many people don’t use it at all. And those 500 Facebook friends you 
have — how many of them are customers?

My business doesn’t have anything to do with the internet. So what? People 
still need to find your store, or call you to set up an appointment. 

I don’t really understand this whole internet thing, so it can’t be very 
important. You may not understand it, but a lot of people do — and they all have 
money that could be yours.

 ■ Marketing is critical to your business — 
 and you’re probably doing it wrong. 

Today’s marketplace is extremely competitive; thanks to the internet, people now 
have choices that didn’t exist in the past. As a business owner, this presents both 
opportunities and challenges for you. To put it simply, if you can adapt, you thrive; 

if you can’t, you die. That might 
sound brutal, but it’s true. If you’re 
not doing everything you can to 
reach potential customers — and 
convert them into actual, paying 
ones — rest assured that your 
competition is doing just that. 
If you don’t want to beat your 
competitors — to truly dominate 
them — then why are you in 
business? 
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If you are tired of just getting by, of the feast-or-famine cycle 
of too much business or not enough, then it’s time to get 
serious about your marketing. Your website is not the only 
marketing tool you have available, but it is a major one, and if 
it’s not working as hard as it can for you, then you are leaving 
money on the table. A professional website also serves as the 
foundation for many of your offline marketing efforts. 

The first step most people take when they are looking 
for something — whether it’s a product, a restaurant, 
or a doctor — is to look it up online. Even if someone already has heard about your 
business, they will usually check out your website before taking action. If your site 
doesn’t make a good impression, you just lost a customer — and you also lost the 
additional business that person could have referred to you. 

 ■ Why most business websites don’t work
As a web designer/developer, I’ll let you in on a little 
secret: most web designers don’t know what they are 
doing. I don’t mean they aren’t great at creating 
beautiful, elegant designs, or that they aren’t coding 
experts — they often are. The problem is that they don’t 
really understand the purpose of a business website. It’s 
not to look great, or show off the latest gadget, or to win 
design awards — it’s to make money. Everything else 
is secondary. In order for a website to make money, it 

needs to be designed and built with marketing fundamentals in mind. If you have 
a website now that is not performing, that’s because it wasn’t built using these 
basic principles. 

 ■ What you want vs. what you need
When it comes to a website, many business owners know what they want, but very 
few know what they need. This is a crucial distinction, and I learned it the hard way. 
When I started out in web design, I’d meet with clients, and they’d tell me what 
they wanted. I’d build their site — just the way they wanted it — get paid, and that 
would be that. Six months later, after they hadn’t gotten any business from the 
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site, they’d ask me if I could get their site to the top of search results — in most 
cases, not a realistic goal. They believed that a good search ranking was the key 
to a successful website. Many people still believe this, but it’s only a small piece of 
the puzzle. A good search ranking might get people to visit your site, but that won’t 
convert them into buyers. 

 ■ The truth about search engine rankings
Many business owners believe that the key to making money from their website 
is to get a lot of traffic going to it. To do this, they often hire 
someone to do SEO (search engine optimization) in an 
effort to improve their site’s ranking in search results. 
Here’s another little secret — this is usually a wasted 
(and very expensive) effort. In the past, 
there were some things you could do to 
boost your site’s search ranking, but many 
of these techniques are outdated and no 
longer work. While you may be able to 
move your site up a bit in the rankings, 
concentrating on SEO is a losing strategy; the effort is out of all proportion to the 
results you can expect. More importantly, it focuses on the wrong target, which 
means...

 ■ You don’t need visitors. You need customers.
Thanks to Google Analytics, many website owners know how many people are 
coming to their site. They’ll say, “We had 5,000 visitors last month.” When I ask how 
many of these visitors were converted into customers, they have no idea. That’s a 
problem. What would you rather have — 5,000 visitors or 100 buyers? Most visitors 
to your site are not buyers, and never will be. Your goal should be to attract people 
who are serious about your product or service, and then convert them into buyers.

 ■ Conversion-centered design
This is where the marketing fundamentals I mentioned earlier come into play. The 
reason most business websites don’t perform well is because they are trying to do 
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too many things at once. Your website needs to focus on one thing — conversion. 
Conversion means convincing a visitor to your site to do one thing and one thing 
only — your most-wanted action (MWA). Your MWA depends on your business: if 
you have an online store, you want people to go there and buy stuff. If you are a 
lawyer or landscaper, you want people to contact you. Whatever you want people 
to do, your website should be focused on making that happen. Everything else is 
a distraction. Most web designers don’t understand conversion (if they even know 
about it at all). If you want to make money from your website, you need a site built 
from the beginning for one goal — conversion.

 ■ Make money on the back end.
Once you have a website built for conversion — and are 
getting steady customers as a result — you can sit back 
and relax, right? Of course not. While new customers are 
important, they are only part of the picture. Maximizing 
the value of your website also requires working the 
back end — getting the greatest possible value from 
your existing customers. Three key ways to do this are 
referrals, testimonials, and email marketing. Here’s a brief 
rundown of these:

Referrals
You (hopefully) have current customers who are happy with the product or service 
they received from you. Are you asking them to refer their friends to you — and 
giving them an incentive to do so? A referral program is a quick, easy, and low-cost 
way to increase your business. The way it works is simple: You tell your current 
customers that if they refer someone to you and that person becomes a customer, 
the first person gets something — a free product, a discount code, or even cash. 
For example, a contractor might offer $50 cash for every referral. If your average 
customer is worth $2,000 to you, wouldn’t you pay $50 for that business? A system 
like this can be implemented directly through your website, with little or no added 
work for you.

Testimonials
Speaking of your satisfied customers, are you asking them for testimonials? It’s 
important to display testimonials from happy customers on your website. People 
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want to know that your business is legitimate; testimonials go a long way toward 
establishing your credibility. Another great thing about testimonials is that they’re 
free — all it takes is a bit of your time.

Email marketing
This is the Big Dog on the block. Email marketing is one of the most 
valuable — and cost-effective — forms of marketing available. Everybody uses 
email, and while nobody likes getting spam, sending targeted messages promoting 
products and services to people who have asked for them is a great way to grow 
your business and build brand loyalty. There are three basic parts of email 
marketing: the opt-in form (called a lead magnet), the list, and the response. Here’s 
a brief summary of these:

Lead magnet
The lead magnet is a sign-up form with some kind of offer attached to it, usually a 
free report or ebook. People give you their contact information, and they get the 
free thing. You see these all the time; they can be directly on the page or in a pop-
up box. When a lead magnet is poorly implemented, it’s just annoying; when it’s 
done well, it generates leads for your business. To make your lead magnet work, 
give people something of value so they’ll give up their email address for it. You 
gave up your email address to get this Guide; see how that works?

The list
The list is simply a software list of people who have filled out your lead magnet’s 
opt-in form. Many companies provide this service; you’ve probably heard of 
MailChimp, one of the more popular services. These list services provide tools for 
managing your list, including sending emails to everyone on it.

The response
Once you have collected names for your 
list, you can target them with response 
emails. This opens up a lot of marketing 
possibilities. You can send out a monthly 
newsletter, sales and promotions, 
discount codes, and much more. This 
kind of targeted email has a high success 
rate for one simple reason — the people 
who opted in are already interested in 
your product or service — they’re not just 
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random people seeing an ad on Facebook. A regular schedule of emails also keeps 
your company in people’s minds; even if they’re not ready to buy now, they will 
think of you first when they are. 

 ■ One more thing...
I mentioned earlier why those “free” websites are worth every penny (like most 
things in life, you get what you pay for). Even if you can get it to look halfway 
decent, it won’t be built for conversion. It will just sit there, not making any money. 
A critical part of what a professional design and marketing team does is content 
advising — providing expert advice on how to create your site’s content (words 
and images), and, in most cases, doing it for you. Creating effective content takes 
knowledge and experience, and is the difference between sites that make money 
and sites that don’t. 

A professional website is like any other business asset — it’s an investment in your 
business. It’s going to cost a decent amount, and it’s only part of the equation. You 
also need to be prepared to spend some money on a serious marketing plan to 
leverage your website for maximum revenue. 

 ■ So there you have it.
Now that you know the basics of what it takes to have a website that actually 
works for your business instead of against it, you have a roadmap for success. 
Simple, right? Well, not really. If your website just sits there doing nothing, you can 
waste a lot of your time and money trying to fix it, or you can get a professionally 
designed, marketing-focused website from us for only $799.


