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How We Design Market-Dominating Websites – Part 4

INTRODUCTION

Welcome to part 4 of the website design and layout presentation. This presentation will continue the process we started in part 3, and provide you with the
in-depth secrets behind the design and layout techniques that produce lead
generating and money-making websites.
In part 3, we looked at the differences between a website and a landing page,
and defined the appropriate times and situations to use one. In this presentation, let’s explore several advanced techniques that will completely separate
your website from your competition and help you create a competition-demolishing website that actually gets results.
First, it’s very important for you to remember that your website will ONLY appeal to your ideal client. It should attract them AND pre-qualify them at the
exact same time.
Here’s an exercise you should do that will align you with your ideal client, and
help you create a navigation bar for your website that will facilitate your prospects decision-making process.
This is an exercise that requires you to step OUT of your mindset as the business
owner and INTO the mindset of your ideal client. You want to physically position
yourself in their shoes, and that means you must feel what they feel, and experience the exact same emotions they’re going through. Don’t just go through
the motions of this exercise. You MUST “experience” what your prospects are
experiencing. Do this, and you will create a market-dominating website.
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Close your eyes and imagine your ideal client. WHY do they want or need what
you sell? What is the biggest problem, fear, frustration or concern they’re experiencing in their lives RIGHT NOW that has them so emotionally motivated that
they’re physically searching online for a solution to their pain?
Here’s an example. You own a child care facility. Every day, young mothers drop
off their kids at your child care. In many cases, the child begins to cry. They don’t
want mom to leave them, again! Remember, this is a daily ritual all child care
moms go through.
So put yourself in “moms” shoes. You’re that child care mom and you’re dropping little Susie or Johnny off at child care. They immediately start crying, sobbing, yelling “mommy, mommy, please come back, please don’t leave me!”
Mom walks out and gets into her car and begins driving to work. What is she
feeling RIGHT NOW! Truthfully, she’s crying harder than her child is. She feels
terrible. She is experiencing anger, frustration, guilt, remorse, rage, resentment,
disappointment and shame.
Even though she’s a typical working mom, and probably one of the best moms
in the world, right now she feels like the worst mom on the planet. As she drives
to work, she is constantly asking herself if her child ever settled down. Did they
stop crying or are they still upset. If they are still upset, is the staff doing everything they can to make the child feel better. Are they treating her child with love
and care, or are they yelling and screaming at the child to “shut up, moms gone;
get over it.”
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Now I doubt there is a child care in the country that would ever really say that to
a child, but as human beings, we ALWAYS assume the worst will happen in any
situation. And this negative thinking doesn’t stop once mom gets to work either.
Throughout her entire day, she has a knot in her stomach and she’s constantly
thinking about her child. The reason she feels this way is obvious, she has NO
idea what’s taking place at her child care.
Is her child receiving the best care? Is the staff paying close attention to them?
Are other kids picking on her kid? Is her child eating a good lunch? Does the
staff play with her child, read to her child, or do they stick the kid in front of the
TV and make them watch Barney all day?
As the owner of this child care, you know that this is exactly how she’s feeling.
You also know that if she could actually be with her child throughout the day that
most of these negative feelings would disappear. But she has to work to help support her family, so how can she ever be with her child throughout the day?
As the owner of this child care, you decide to get creative and innovate your
child care by installing “Webwatch,” a multiple camera surveillance system that’s
easily and inexpensively installed throughout your child care and tied directly
into your website so parents can log in any time they choose and physically observe their child. This provides massive peace of mind for any parent.

NOTES: (click below to add)
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When they physically see their child playing, smiling and having fun, their stress,
fears and anxieties immediately disappear. It’s almost as though a giant weight
is lifted off their shoulders. Not only that but just knowing they can look in on
their child at any moment of the day has the added advantage of holding the
staff accountable for their actions as well. The staff NEVER knows when a parent may be watching, which places added incentive on the staff to treat the kids
with special care and attention.
So, if you were this child care owner, and you were building a website, do you
think it would be important to let parents know about the extraordinary effort
you put forth on their behalf? Do you think there is one parent on this planet
who upon witnessing the Webwatch system in action, wouldn’t be immediately
compelled to enroll their child in your child care?
But consider the
typical
website,
the one any topnotch web design
company
would
build for you.
Web designers do
an excellent job of
making a website
look great. Unfortunately, the vast
majority of them know nothing about marketing. The end result is a great looking website that doesn’t generate leads or make you money.
NOTES: (click below to add)
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But you now know the most effective format to use for your website. The headline and subheadline are
placed at the very top, a one
to three minute video on the
left side below the subheadline, and your offer box to the
immediate right of the video.
Once you understand the
principles behind this specific
format, you can provide guidance to your website designer to insure they follow this
proven format when they create your site.
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When your website designer builds your website, they will want to give your
prospects a way to navigate the various sections of your site, so they will add
an assortment of “buttons” for them to click on to learn more about what you
do. These “navigation” buttons are typically labeled products, services, about
us, and contact us.
But wait. Do prospects really care anything about US? Or do they primarily care
more about themselves and what you can do to solve their biggest problem,
fear, frustration or concern?

NOTES: (click below to add)
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Here’s the problem. The typical navigation buttons on websites are all about
the business, NOT the prospect. And here is where you can add a competition-crushing element to your website, an element that will enable you to dominate your competitors. Make your navigation buttons all about your prospects,
NOT you or your business.
Here’s an exercise that will help you create the right navigation buttons to use
on your website. The key here is to forget about the features of your product
or service. Instead, get emotional! Close your eyes and reflect on how you help
your target customer to:
FIRST, SOLVE THEIR BIGGEST PROBLEM, FEAR, FRUSTRATION OR
CONCERN,
SECOND, GET EXACTLY WHAT THEY WANT,
AND THIRD, IMPROVE THEIR LIFE AND / OR THEIR RESULTS.
Then use this form in your workbook to write down your thoughts for each category.
I solve my target customer’s biggest problem, fear, frustration or concern by,
and go into specific detail to explain what you do and how that overcomes their
hot button issues.

NOTES: (click below to add)
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I make sure my target customer gets everything they want by, here is where you
highlight the innovations you have created for your business. Focus on what it is
they want instead of what they need. Remember that wants are based on emotion, needs are based on logic.
I help my target customer improve their life and / or results by, and spell out the
benefits they will receive from the solution you provide.
When it comes to child care, most child care websites never convey to their
prospects why they must stop everything they’re doing and focus on the critically important message that will forever solve the biggest problem facing child
care parents.
In our example, our child care owner needs to evoke the feelings that any mom
visiting their site has found the child care of her dreams.
When the child care owner writes out their responses to those three critical
questions, their forms might say something like this.
I solve my target customer’s biggest problem, fear, frustration or concern by:
providing a solution to the negative emotional feelings all child care parents’ experience. This is a solution that provides them with tremendous peace of mind;
it relieves all stress, guilt and frustration and allows them to hold the child care
and the staff accountable for the experience and treatment their child receives
during child care hours.

NOTES: (click below to add)
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Here’s how they might answer the second question.
I make sure my target customer gets everything they want by:
innovating my child care and giving my parents the ability to physically see their
child whenever they want, from work or home. Parents experience negative
emotions because they never know what is really happening to their child at
child care. They want to know that everything is great, that their child is happy;
enjoying themselves and being well cared for by the staff.
Here’s how they might answer the final question.
I help my target customer improve their life and / or results by:
creating a child care environment where parents know for sure that their child
is being treated as if their child were our own child. They know we understand
their fears and concerns, and have gone the extra mile to make sure they never
have to worry about their child again. With this peace of mind firmly established, the parents can devote their full attention to their job performance, and
receive as much satisfaction and joy from their career as they do with their kids.
Now take the paragraphs you have just completed, highlight all the emotional wording throughout, and rewrite your answers into groups of one to three
words, but never more than three. You want to identify only the 1-3 words that
are most important. Those one to three words will become the keywords and
phrases that form the building blocks for your navigation buttons, your navigation bars, and even your headlines.

NOTES: (click below to add)
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Let’s work through our child care example. First, we highlight or circle the emotion-laden wording we came up with. And then we combined those emotions
into one to three word groups such as:
Group 1: Peace of mind
Group 2: Guilt free experience
Group 3: Staff accountability

NOTES: (click below to add)
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I then do the exact same thing to my next statement:
Group 1: Your child’s security
Group 2: See for yourself
Group 3: Hold us accountable
The final group looks like this:
Group 1: Unmatched childcare
Group 2: Extra mile promise
Group 3: Stress-free parents
If you’re a member of a Mastermind group, if you have a partner, or if you have
a team of associates or employees, this method works great if you take the time
to brainstorm together.
Or you can do it alone if you’re a small business owner. The key is to just do it.
Remember, physically place yourself into the exact situation your target customer typically finds themselves in when they want or need what you sell.

NOTES: (click below to add)
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Once you complete this list, look them all over together and select the three,
four or five you feel will help you build a compelling case as you educate your
prospects on the innovations you have created for your child care, innovations
that should convince any child care parent that they would be an absolute fool
to enroll their child in any other child care but yours.
Put them all together so you can see them as a group, and then highlight the
ones you feel are the most compelling hot buttons from a target customer’s
emotional point of view. These words are now the building blocks for your navigation buttons and headlines.
Stop using the typical “all about me” navigation buttons typically labeled: products, services, about and contact and focus those buttons on the wants and
needs of your target customer.
Our child care owner’s new navigation buttons might say something like this:
guilt free experience, your child’s security, extra mile promise and see for yourself. Now a prospect is ENGAGED. If they click on “Your child’s security,” you will
know a lot about their psychology and motivation, and you can very carefully
track this in your analytics. This is almost like having your own private, cost-free
Google Adwords campaign.

NOTES: (click below to add)
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So what’s the advantage in knowing that? The advantage is off the charts for
you as a small business owner. For example, if they click on “Guilt free experience,” you know that they’re experiencing negative emotions about leaving
their child in a child care. That button can link them to a specific landing page
designed to address that one major hot button issue with them, and allow you
to educate them by explaining your solution to this major problem.
I would create a separate video for each of these landing pages, along with a
free report that highlights the solutions my child care offers for that hot button.
I could also tailor my offer to overcome that issue for the prospect.
But don’t stop there. What if you design a series of “drip campaigns” that focus
specifically on each individual hot button issue? In other words, you would have
a drip campaign for the “guilt free experience” selection, a different drip campaign for the “your child’s security” selection and so forth.
As you can see, your newly created navigation buttons have helped you design
and create a competition-crushing website that should leave your competition
in the dust. This is how you transform your viewpoint away from your own products and services and toward the wants and needs of your target customers. If
you do this, you stand to make millions.

NOTES: (click below to add)
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Now, where is the absolute BEST place to locate these new navigation buttons? Let’s review the overall
design and layout for a competition-crushing website.
First, you MUST have an Interrupting headline at the very
top of your site, followed by
a subheadline that Engages
your prospects.

NOTES: (click below to add)
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The headline addresses the problem in their life, and the subheadline “promises”
them there is a solution to that problem, IF they remain on the site.
That’s when your video takes over. It should be placed on the left side of your
site directly below the subheadline, and its job is to briefly educate your prospects with relevant information that the headline and subheadline previously
addressed. You should always end your video by making a compelling offer to
them. They can request that offer by entering their information in the Offer box,
which is to the immediate right of the video.
This is where you capture their contact information by presenting them with
what is called an “ethical bribe.” You will agree to give them valuable information in exchange for their first name and email address. Avoid asking for any
further information from them UNLESS that information is absolutely essential.
The more information you ask them for, the fewer prospects will take you up on
your offer. This is the standard format you want to use for both your website
AND your landing pages.
Now, directly below the video and the Offer box is where you want to locate
your new navigation buttons. This ONLY applies to your website. Remember,
your landing pages should NOT offer additional navigation options. A landing
page is there to accomplish one specific objective or action and nothing more.
You want to keep your prospects specifically focused on just that one call to
action. Any navigation buttons you place on a landing page will be a major distraction, and can cripple your results.

NOTES: (click below to add)
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Unfortunately, Google is requiring a form of navigation on the sites they index,
so go ahead and accommodate that demand by placing your navigation buttons at the very bottom of your landing pages, and keep them very discreet to
avoid distracting your prospects.
When you place your navigation buttons on your website, place them just above
the fold, which means the prospect should NOT have to scroll down the page
in order to see them. All the formatting tips we have just discussed should ALWAYS be ABOVE the fold.
The only exception to this is to accommodate a lengthy headline that has tested
to be a proven winner. Even then, I would do my very best to slightly redesign
the size of these elements to make everything fit, as long as it doesn’t look congested or unappealing.
By keeping these elements above the fold, you’re creating a website that gives
you the best chance to attract the widest range of prospects within your niche
market. But we’re still not done.
Let’s think through the psychology of a typical prospect coming to any website
or landing page. We know that the format we just discussed instantly grabs their
attention, engages them by promising a solution to their problems, educating
them on our solution, and making them a very compelling and risk free offer.

NOTES: (click below to add)
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BUT, what if they don’t accept our offer? OK, then only one of two things will
now take place. They will either click off the page completely, which is great by
the way. That usually means they were NOT a qualified prospect, and we aren’t
interested in unqualified prospects to begin with.
But the second option is an option we are VERY much interested in. Perhaps our
message has indeed hit their hot button, but they aren’t quite convinced that
we’re indeed the “real deal.” Remember, when a prospect first comes to your
website or landing page, they don’t know you, like you or trust you.
The message and the offer they received may simply sound too good to be
true as far as they’re concerned, so they aren’t sufficiently convinced to give us
their contact information. BUT, chances are that they’re compelled to continue
exploring the site to see if they can find additional information that will alleviate
their fears and begin to establish trust, respect and rapport, as well as demonstrate our unmatched expertise.
So once they scroll down, directly below the new navigation bar they should
immediately see three separate “additional offer” boxes targeting specific hot
buttons they may have, and further educating them on the extraordinary value
you provide.

NOTES: (click below to add)

Copyright 2017

17

E-Learning Marketing System™

How We Design Market-Dominating Websites – Part 4

LOCATION, LOCATION,
LOCATION

Use your newly created navigation button titles as guidelines so you know
what to offer in these additional boxes. For example, in
the child care example, “guilt
free experience” and “see for
yourself” were major hot button issues. So ask yourself, if you
were a prospective child care parent,
WHY would you feel guilty, and what
would make you feel completely comfortable with a child care facility?
Most parents feel guilty because they
don’t know the facility or the staff. They
don’t know the reputation or the quality of the people they will be entrusting
their child’s care with. So let’s alleviate
that concern, along with the hot button issue of seeing it for themselves.
Let’s make one of the offer boxes an online video tour of the facility. Let’s help
them begin to gain a measure of trust with us, and begin to establish rapport
through our video presence.
Another hot button issue involved their “child’s security.” That again ties back
directly to the questions they will have about our staff members. Are they
screened for criminal records, alcohol and drug abuse, or any past child abuse
or criminal charges?
NOTES: (click below to add)
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Then let’s overcome that by inviting them to meet the staff, and when they do,
let’s have the staff records and background checks prominently displayed for
their personal inspection. What other child care does anything remotely like
this? The answer, none of them do. So who would you leave your child with?
And remember that navigation button that said “extra mile promise?” Let’s offer
to show them the curriculum we use at our child care. Let’s explain that we offer
all of our child care kids a basic curriculum of math, reading and computer skills
so they get a head start on school. In fact, we could personally guarantee their
child will be reading at a first grade level prior to entering kindergarten. What
parent could possibly resist that?
Couple that with the online Webwatch surveillance system and our child care is the
only logical choice any child care parent could ever make. Wouldn’t you agree?
OK, at this stage, we have educated our prospects about their specific hot button issue, and we have done so in a multitude of formats to accommodate their
various preferences. The only information that they may still require prior to
making a final decision revolves around understanding who we are as the owner
of this child care and what we’re all about.
Remember, prospects make a decision first whether or not they’ll buy what you
sell, and then they make a decision who they will buy it from. This is commonly
referred to as “vendor selection criteria.” What else does our child care specifically offer in addition to what prospects now already know, and how can they
contact us directly, or by email should they wish to do so?

NOTES: (click below to add)
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Those are the “common” navigation button topics we replaced earlier. So just in
case our prospects want that information as well, let’s add those buttons at the
very bottom of the site.
Now we have a competition-crushing website, a website that focuses on the
wants and needs of our target customer, and NOT on us as the business owner. Prospects DON’T care about us. They don’t care what we have named our
business, and they don’t care what we look like. They don’t care what we think
makes a good company mascot or what we think is a catchy tagline. They ONLY
care about themselves.
Now you have a website that gives them exactly what they want. And by catering to their demands, you’re MUCH more likely to win their respect, their trust,
and best of all, their business.
You can always position your company logo or tag line at the very top of the site
if you feel it’s absolutely necessary, but keep it VERY low profile and off to the
left side. It never hurts to brand your business, as long as it doesn’t distract from
your message. But believe me, the vast majority of your prospects won’t care
that it’s NOT there. They’re much more interested in finding a solution to what
ails them than what you feel describes your business in a few words.

NOTES: (click below to add)
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So there you have it. This is a proven and tested format that can be a terrific ally
when it comes to properly executing your sales process. Having an effective and
competition-crushing online presence is a terrific benefit in your lead generation and lead qualification stages of your sales process. It can help you quickly
move a prospect from ignorance about what you do and make them completely
aware of the unprecedented benefits your business offers to them.
It then facilitates their decision making process by positioning your business
as the only logical choice they can make, which leads them directly to the lead
conversion stage where you seal the deal.

NOTES: (click below to add)
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However, let me make one thing absolutely crystal clear here. Everything we
have discussed in all four parts of this website design and layout presentation
adds up to one thing. A website is nothing more than a tactic. That’s it, period.
It is NOT the end-all, be-all that most business owners think it is.
A website is a terrific tactic for some businesses, and for others it may be a
complete waste of time, effort and money. For some businesses, prospects will
actively search out their website, while the vast majority of businesses need a
strategic action plan that drives prospects to their site.
You MUST always be thinking in terms of strategy, NOT tactics. This all goes
back to your sales process. Your sales process is your strategic plan of action.
Your website should never be an afterthought. It either plays a vital role in executing your sales process or it doesn’t. If it doesn’t, stop wasting your time,
effort and money on it right now, and stay focused on the plan that will produce
real results for your business.
Yes, every business needs a website today, if for no other reason than credibility.
That doesn’t mean you must develop it the moment you open your doors for business. Map out your sales process and follow that roadmap start to finish. There’s
a reason we refer to your sales process as your “roadmap to market domination.”
Follow it to the letter, and if your website plays a key functional role in your lead
generation and lead qualification stages, then use the techniques we have provided for you in this four part presentation series to greatly increase your results
from your site.

NOTES: (click below to add)
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Next, we’ll help you learn how to set up an instant lead generation system for
your business. Generating leads is a vital component for any business. Unfortunately, it’s often the most difficult and expensive part of owning and operating
a business. Our next presentation will provide you with the framework you need
to begin generating leads so you can make more sales.
Our overall focus is to help you continue to build the business you’ve always
dreamed of having, a business that provides you with financial freedom and an
extraordinary life for you and your family.
Remember that a primary goal in the E-Learning Marketing System is to help
you quickly develop the processes that will bring more revenue into your business. Each presentation brings us closer to accomplishing that goal. So until
next time, here’s to your success.
NOTES: (click below to add)
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