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Welcome to 13 Essentials Your Website 
Absolutely, Positively Must Have To Win.   

1B 

 

Small Businesses have to depend on their 
websites to produce opt-ins, conversions, and 
sales much more than do the mega-marketers 
like Coca Cola, Proctor & Gamble, Chase Bank, 
or GEICO. 
 

Part I – Essentials 1 thru 9 

2 

 

So the question is: Why would any small 
business spend time and money driving people 
to a website that is less than optimum?  Yet, by 
the tens of thousands, they do. 
 

As we go through the 13 Essentials, see how 
many of them you may have already 
incorporated in your website.  Are you good to go 
– or do we need to do some work? 

3 

 

Sorry to say, but for most entrepreneurs, a lot of 
what you learned about writing and structuring an 
effective website is wrong.  The purpose of this 
video is to help you make sure to get it right. 

4 

 

To do this, we’ll rely heavily on real world, small 
business examples about what to do and what 
not to do - if you want to re-make your site into 
an opt-in, conversion, and sales machine. 
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5 

 

We’ll accomplish this by asking questions, 
pointing out problems and then, showing you 
some ways to fix the problem.  Alan, are you 
ready. YES I AM.  OK, everyone get 
ready…Here we go! 

   

6 

 

Essential 1 – Does your homepage “Above the 
Fold”– that is, the part that shows on people’s 
screens without scrolling down -- address the 
four major drivers of your marketing message?   

7 

 

CAUTION:  If you have not read Guide 1, The 7-
Inch Solution to Poorly Performing Websites, 
STOP and do that now – then come back to the 
13 Essentials. 

8✔  

 

If you’ve studied the 7-Inch Solution, you know 
that you have only about 7 seconds to grab a 
reader’s attention and have him or her realize 
that they’ve found what they’re looking for. 

9 

 

In that “above the fold” area you must – in an 
interesting and compelling way – get your visitors 
to immediately know what it is that you do, how 
you can help them (your value proposition), and 
why you’re the best choice – (differentiation 
backed up with evidence) 
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10 

 

Ron Perelman, billionaire businessman and 
philanthropist tells us every business is unique in 
some significant way – the trick is in identifying 
and communicating your uniqueness to the 
marketplace. 

11 

 

And Jack Trout, who’s book Differentiate or Die is 
right at the top of my Books That If You Haven’t 
Read You’re Dead list, tells us deciding among 
options is always based on differences.  The 
most important word in this statement?  
ALWAYS.  Not sometimes, not often, not even 
almost always…but ALWAYS. 

   

12 

 

Essential 2 – Do your headlines grab attention? 
If your website either doesn’t have compelling 
headlines that make visitors to your site want to 
read more -- or if you don’t have a headline at 
all, you’re fighting an uphill battle. 

13 

 

Here’s an example of what not to do…Irrelevant 
headlines, (1) no information communicated to 
the prospect, (2)  and it’s hard to read because of 
poor color choices, the lack of contrast, and 
some words being just too darn small.   
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14 

 

You can fix this by choosing better colors and 
creating a compelling headline.  Spend enough 
time to get the headline right.  Why?  The ABF 
(Above the Fold) section of your homepage is 
critical AND 5 times more people read the 
headlines than read the body copy on your site.  
So you should spend the majority of your writing 
time on the headlines. 

15 

 

Same goes for a tagline.  A tagline is a short 
statement, often following your company or 
product name.  Taglines serve a purpose – to 
communicate what you do, or how the buyer 
benefits from buying. 

16 

 

One of my clients had a so-so homepage.  But 
that’s all changed now.  Note how their tagline, 
(1) headline, (2)  and subhead all work together 
to deliver a solid marketing message.  It tells 
everything that’s important to the prospect and 
can be read in less than 4 seconds. 

17 

 

Now, here’s an example using our own Write Like 
A Madman homepage above the fold.  The 
Headline (1) states a problem common to small 
businesses and the (2) subhead offers the 
solution to that problem. 

18 

 

Now, this example takes the “offer and solution” 
(1) (2) model two steps further.  It also provides 
(3) Before and After photos -- a very effective 
technique for offering evidence of effectiveness. 
And then they (4) list a ton of benefits  
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19 

 

Here we see a testimonial (1) used as a headline. 
Testimonials are good – in fact very good – BUT 
they need to be from real people (with first and 
last names).  Adding their company and/or title 
helps even more.  Real people who have used 
the product or service and therefore should know. 
 

(2)  If you’re company is not well known, you 
might wish to try to use your company name in 
the headline or subhead.  But please, never, ever 
use your name as the headline.  It doesn’t work.  
(See my Guide “19 Headline Techniques That 
Sell”) 

   

20 

 

Essential 3   Does the image gracing your 
homepage “Above The Fold” draw readers in?  
Or is it one of those images you get off the 
internet that are barely relevant to your business? 

21 

 

Yes, you can use a negative image, but be 
careful - you need to provide the solution to the 
problem – and fast. 

22 

 

Pictures of people are very effective at drawing 
attention.  Stick with shots of one or two persons 
or a very small group. Make sure their faces are 
clear and close-up and personal enough for the 
reader to sense their emotions. 

23 

 

But, please don’t allow your photo to take up all 
or most of your first 7 inches without having 
enough supportive text so the reader can 
determine your full marketing message. 
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24 

 

This is one of my favorites.  The headline and the 
image complement each other perfectly.  Believe 
it or not, this example contains the full marketing 
message (albeit not solely in words).  Can you 
figure out the What, the Value Proposition, the 
Why You and the Evidence? 

25 

 

Now we come to a page that, again, uses a great 
(1) image to draw the reader in. (2)  The headline 
works with the image showing (3) the product in 
use and (4) the tagline is their USP differentiator.  
Note the use of the word “Most”. 

   

26 

 

Essential 4  What big benefit do you promise 
your prospects? A way to eliminate back pain?  
How to grow your business?  The vacation of a 
lifetime?   

27 

 

The idea is to make your customers’ lives better 
with your product or service.  Lose the weight 
and be more attractive.  Get better at your hobby 
or sport.  Make a higher return on your 
investments. 

28 

 

Be able to enjoy playing with your children or 
grandchildren again.  Feel better about yourself 
by helping others.  Or just look, feel, and act 
healthier and more alive. 
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29 

 

Whatever it is, please make sure that you also 
tell them how you can deliver on that promise. 

30 

 

Bill Bernbach, one of my revered “Madmen” tells 
us that the most powerful element in advertising 
is the truth. 

   

31 

 

Essential 5  More websites are hurt by lousy 
writing and general sloppiness than by 
competitors and poor web functionality.  
Marketing messages, headlines, your Unique 
Selling Proposition (or Why You?) are yours to 
get right.  

32 

 

So, get down to basics.  Write like you’re having 
a conversation with a friend across the kitchen 
table.  Simple, straightforward, and honest. 

33 

 

Use short, simple words that everyone 
understands.  When you write for the general 
public you should write to the level of a 
reasonably bright 5th grader.   
 

Use short sentences, average 10-12 words.  
Notice I say average.  Using only 10-12 word 
sentences in boring and loses readers – so mix it 
up.  Y’know, we copywriters often use very short 
sentences.  “Do we really.  We do.  Absolutely.” 
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34 

 

Write focusing on your reader not on you or your 
company.  Use You, Your, or Yours at least three 
times as much as you use I, We, or Ours. 

35 

 

Put your ego aside.  Prospects don’t care about 
you, they care about that great radio station of 
the mind, WII-FM:  What’s In It For Me. 

36 

 

Dr McGlaughlin feels the same way about 
careless web writing.  

   

37 

 

Essential 6   When planning or re-doing your 
website, make good use of “white space” 
(sometimes called “blank space”).  Use healthy 
margins and choose fonts where the letters aren’t 
all squished tightly together.  Use short 
paragraphs and cut excess words by using bullet 
points. 

38 

 

Choose appropriate colors for your business’ 
psychology.  (see Colors and Your Website).  
Make it inviting, easy, and fun to read. 
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39 

 

Remove all unnecessary words.  Less is more.  
Putting white space around your copy, between 
the letters, and between lines of type can help 
out tremendously.   

40 

 

Print out your piece as close to real size as you 
can.  Put it on your bulletin board.  Take 3 steps 
back and see if that piece “begs” you to read it.  
By layout alone, it should.  If not, rethink it. 

41 

 

On their homepage, the Eyedocstore exemplifies 
the concepts of (1) white space and (2) easy to 
read fonts. 

42 

 

I like to think our homepage is a home run.  Note 
all the copy in the first 7 inches.  Compared with 
the previous page, you might think there’s too 
much text here.  Not true.  You should use as few 
words as possible but you must  communicate 
your complete marketing message.  Some 
products need more explanation than others.  
Even with 125 words above the fold, note the use 
of (1)  a very short paragraph and (2) bullet 
points to keep it as concise as possible. 

43 

 

On our content pages, we use color and title 
boxes to gain separation and make reading (and 
“surfing”) easy and enjoyable. 
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44 

 

Leo Burnett, a great ad agency founder, who 
would have been a Madman, if he didn’t live and 
work in Chicago instead of New York, gives us 
his four criteria for good marketing writing.  Does 
your homepage fit the bill? 

   

45 

 

Essential 7 Is your site a “brag sheet” or an “ego 
trip” for you and your company?  Very few things 
turn a prospect off more than this.  Think of when 
you went to a party and met a nice person,  

46 

 

but once the conversation got rolling, all he or 
she could do was gab about themselves.  How 
did you feel?  You don’t want to make your 
readers feel like that.   

47 

 

Instead, focus on your customer when writing.  
Their needs, their desires, and what will make 
their lives better.  I can’t repeat that too often. 

48 

 

Look at your About Us page. (1)  If you can focus 
your energy on talking about your customer 
instead of your company, your staff, your 
experience, etc. (2) you will be ahead of 80% or 
more of other small business websites. 
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49 

 

Essential 8  Point 1: Not everyone who comes to 
your site is there to make a buying decision today 
(not by a long shot).  In fact, studies have shown 
that only about 6% of small business web traffic 
is actually looking to buy now.  Well, what else is 
there?, I hear you cry.  What else, is the 
gathering of information for a future buying 
decision. 

50 

 

Point 2:  A business probably should not bank on 
their website and nothing else for their sales.  
Many online websites give visitors an opportunity 
to get more information in exchange for only their 
first name and email address.  The sad part of 
this is that also, many do not. 

51 

 

Point 3:  Websites that do not offer free helpful 
information are losing out on a terrific source of 
leads:  The Opt-In List.  Using that list with a 
decent CRM (or Customer Relationship 
Management system) like Infusionsoft, Mail 
Chimp or My Emma can leverage those email 
contacts into more business, more referrals, and 
more repeat customers. 

52 

 

We have two separate opt-ins on our home page 
alone.  (1) First there’s our free weekly Tuesday 
TWIZDOMS Tips and second, (2) we offer any 
visitor the opportunity to download a 12-piece 
sampler of our content.  Free and without 
obligation.  Building our opt-in list by helping 
others is one of the joys of our business. 

52-A 

 

This is the end of Part I.  When you’re ready, 
please start Part II. 

 
 


