BUILDING A WEBSITE THAT
DRIVES REVENUE NOT JUST
TRAFFIC

How are you going to persuade those who visit your website to buy from you?

Visiting your

website isn't enough. It is only those who buy from you who generate revenue for your business,
and in many cases that can be as low as 2-3% of those who visit your website. With more that
95% of your website visitors failing to convert how can you change your message and push your
conversion rate higher? In this post I will show you how to create a website that turns visitors
into buyers.
If your website has traffic but isn't producing the sales you want the most likely reason is that
you have a problem with either the copy on your website, or with the design of your website.
Let's look at the website copy first.
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Website copy has to appeal to the reader. It must
answer to some felt need in their life. “What's in it
for me?” This is the question that your readers are
asking time after time. What your customer wants to
know is how will your product make their lives
better. Surprisingly, there are still a lot of businesses
that haven't grasped this principle. There are plenty
of corporate websites around where the focus of the
page is entirely on the company. They tell their readers how professional and efficient they are.
They list all the awards they have won, but they never explain to the reader what they can do for
them. This is a huge mistake. Your customers don't care about your business; they want to
know how your business can improve their lives.
If you want to improve your website copy start with the headline. This is the most critical part of
your page as it's the first thing that most of your readers will see when they arrive on your page.
Your headline must tell your reader what the page is about, and do it in a way that makes them
want to read more. Even when you think you have a great headline it is still possible to improve
it. Testing your headlines is critical so that you know whether your headline is drawing people to
read more or driving them away from your website.
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THE SECRET TO GREAT CONTENT
What is the secret to producing content that attracts
readers and goes viral every time you post? One company
that has been able to enjoy success doing this week after
week is Upworthy, and they have produced a presentation
explaining exactly how they do it.
They follow the same five-step process every time they
create content
•

Find great content

•

Format it for Facebook

•

Promote it on Facebook

•

Test it

•

Profit from it

The first priority has to be to find or write great content. You can spend money on PPC or
Facebook advertising but if your message doesn't engage the reader then you aren't going to
see conversions.
Upworthy work with Facebook to promote their content and encourage the sharing of their
content on social media. If you are writing blog content then this is a great strategy to reach a
large audience. If your content is more sales based then you may want to promote it in other
ways. Whatever you do make sure that your content is as good as it can be, and is properly
framed for your audience before you start to promote it.
Try to simplify your message as much as you can using simple, easy to understand language
and avoiding jargon wherever possible. Write short paragraphs and let people see exactly
what's going on at each stage of your page.
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Make use of bullet points, and break up the text with images that give your readers eyes a rest
from text for a while. Above all, remember your customers are not interested in your business.
They are interested in what you can do for them. It is this, your unique value proposition that
should be prominently displayed on your website where readers can't miss it.

CHECK YOUR WEB COPY AGAIN
Sometimes you work hard to create content that you think looks great, but it doesn't produce the
results you were hoping for. When this happens take another look at your copy and ask yourself
some questions;
Is your message clear?
Is your message valuable?
Does your audience trust you?
Have you answered your readers main objections?
Do your readers know what it will it feel like after they buy your product?
Have you backed up any claims you make for your product?
Have you made the next step clear?
If you can honestly answer yes to all of these questions then maybe it isn't your copy that's the
problem. It could be that there is something else wrong with the way your website is laid out.
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LAYING OUT YOUR WEBSITE FOR CONVERSIONS
One of the biggest mistakes that people make with landing pages is to start with their chosen
design and add the website copy later. This is the wrong way around. If you complete the design
first you are forced to edit your copy to fit the available space in the design. You may not be able
to say everything that you need to, or you may find that the chosen design doesn't match the
content, that the graphics are the wrong shape or in the wrong place. If you want a website that
converts you must design the whole website with conversions in mind from the very beginning.
Work on your website copy first and when that is ready send it to the website designer so that
they can create a design that complements the copy. In this way the designer will have a better
idea of the focus of the page, the amount of space that they have to work with, and the
prominence they should give to every section.
When you start work on a new landing page start by asking “what is the emphasis of this page?”
Every webpage you create must have a particular focus or emphasis. To achieve the desired
goal of the page some elements of the page are going to be more important, and therefore more
prominent than others.
For example, if you are designing a product page on an ecommerce website you will want the
buy button to be prominent so that your visitors know exactly how to get the product, once you
have convinced them that they need it. If your website is information based rather than a sales
website your priorities will be different. Maybe you will want a download link, or a sign-up form
for your newsletter to be prominent instead.
Sit down and write a list. Work out which elements of the page are most important to you. These
are the ones you want to emphasise, and the ones that should stand out and be obvious in your
finished design.
It can be tempting to start a website design by thinking about the colours you will use, but that
isn't the most helpful way to approach it. It is helpful to look at your chosen design in greyscale
rather than colour in the first instance. Colour can have a big impact on the way we view things
and a poor colour choice can often turn us off a great design, or a good colour choice could
cause us to choose a poor deign even though many aspects of the design could be greatly
improved.
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By starting with a greyscale design you are able to carefully examine the shape and the scale of
each element of your page layout without the distraction of colour. This offers the opportunity to
look at the shape of each element, and how they relate together on the page.
Which elements of your design stand out at first glance? Does the page look better left justified
or centre justified? That can impact the way people feel about the page on a subconscious level.
They may know something is not quite right even if they cannot put into words exactly what the
problem is.
Sometimes conversion optimisation can involve something as simple as changing the shape of
a button. Amazon.com put a lot of thought into their 'add to cart' button. A quick glance could
suggest that the button is a standard shape, but in fact it has been tested and proven to be the
optimum shape to generate click-throughs and conversions, and as a result has been widely
copied across the Internet.
Consider the elements of your own page design. Does anything look out-of-place? Perhaps too
big or too small? Are all the elements in logical places? You don't want your visitors to have to
jump around your page looking for the link to the checkout or the next thing they need to do.
Place your buy button close to the Call-to-Action so as soon as the reader is stirred into action
they have the button clearly visible, ready for them to click before they can get distracted or
change their mind.
Next, look at the white space around your page. Does it feel right? Not too crowded? Not too
minimalist?
If your website does not engage with visitors within a very short space of time they generally
leave and look elsewhere to find what they need. It is essential that your website is designed so
that the most important elements, those you want to emphasise, are what draws your readers
attention within the first five seconds of their arrival on your website.
Once you are happy that all of the elements of your design have been properly arranged, and
look right greyscale it is time to add some colour to the picture.
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Colour is an effective way to emphasise
one element of the page over another.
Think about contrasts. Take the elements
that you view as being the most important
and use striking colour contrasts to make
them jump out and hold the readers
attention. Colour isn't just great to draw
contrasts between elements. It can be used
to create families or hierarchies on your
page. Your visitors shouldn't have to guess
which sections of the page belong together.
By highlighting them with groups of colour
you can make it obvious which parts of the
page they should focus their attention on.
Visitors will get most of the information they need from the words on your page but pictures
should not be overlooked. They can be useful to break up the content into more manageable
sections but they are also there to serve a purpose and not just to look pretty. Faces in
particular can be effective marketing tools if used well, but very distracting if you get it wrong.
People connect with people more than with logos and graphics so adding a human face isn't a
bad idea, but where is the focus of the picture, what does it make the reader do? Look at the
eyes of the person in the picture and follow them to see where they lead. Your readers gaze is
likely to follow the gaze of the person pictured so try to get the person in the picture looking at
the text which matters. Let them direct the visitor on to the next section you want them to read.
Go through every element on your page and ensure that it has the right level of visibility, that it
is grouped together with the right elements. When you have finished it is time to test the page
again. Find some test subjects who are unconnected with your business and ask them to look at
your page for a few seconds and then to write down what your top priorities are. If they can
consistently get those priorities right then your design is working the way it should. If they
regularly get your priorities wrong then you know that you have some work to do to present your
business more effectively.
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CHECK FOR COMPATIBILITY
Another area that often gets overlooked by businesses is website compatibility. Creating a great
design that converts traffic is vital, but if part of your audience can't see it then you are losing
potential sales.
You should test your website for compatibility across a range of operating platforms and mobile
devices. Make sure that every element displays properly, check that nothing is too small to see
properly, and that the mobile site navigation makes sense. Do everything you can to maximise
your audience, and not cut off a segment of them because they can't access your website.

TEST YOUR DESIGN
Now you have a website where each element has been checked to maximise conversions it is
time to open it up to the real-world and see how it performs. This is where the website testing
really begins.
A/B testing lets you take two versions of your landing page, or any other page on your website
and see which performs the best.
There are plenty of tools online that can help you with
A/B testing. https://goo.gl/ is a great place to start, but
others are available. Take your page and create two
versions of it with one change between then. You might
try a different headline, or a different graphic, or perhaps
a different free offer. Make sure you only make one
change at a time or you won't know which change
influenced the different responses to the article.
Now try to find two locations with comparable demographics and populations among your
followers. You can use https://goo.gl/ to supply different URLs to each area. Monitor the
response you get for the next ten or twenty minutes and see which version of the page produces
the greatest response. Once you have determined which version has the best performance you
can switch permanently to that version of the page.
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Conducting tests like this on every page will help you to achieve maxim benefit from your copy.
Conversion optimisation is an ongoing process so keep refining your website and you will build
a website that continues to convert better and better as time passes.

Has this post been helpful to you? What great advice did I miss? Let me know in the comment
section. Don't forget to share this content with others so they can benefit as well.
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About Lilach Bullock
Highly regarded on the world speaker circuit, Lilach
Bullock has graced Forbes and Number 10 Downing Street
with her presence! In a nutshell, she’s a hugely connected
and highly influential serial entrepreneur – the embodiment
of Digital Intelligence.
Listed in Forbes as one of the top 20 women social media
power influencers and likewise as one of the top social
media power influencers, she is one of the most dynamic personalities in the social
media market and was crowned the Social Influencer of Europe by Oracle. A recipient
for a Global Women Champions Award (by the Global Connections for Women
Foundation, GC4W) for her outstanding contribution and leadership in business.
After launching her first business within three years of becoming a mother, her financial
success was recognised by being a finalist at the Best MumPreneur of the Year Awards,
presented at 10 Downing Street. Following a resultant offer and wishing to spend more
time with her daughter, she sold her first business to focus on social media, developing a
multi-site blog and online marketing portfolio that generated in excess of 600,000 +
visitors per month.
Lilach is consulted by journalists and regularly quoted in newspapers, business
publications and marketing magazines (including Forbes, The Telegraph, Wired, Prima
Magazine, The Sunday Times, The Guardian, Social Media Today and BBC Radio).
What’s more, her books have achieved No 1 on Amazon for Sales and Marketing and
Small Business and Entrepreneurship.
When Lilach isn’t working she enjoys spending time with her family and is an avid fan
of Zumba.
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