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Introduction

Give me a chance and I will show you how to double 
your results in one half the time...

“Simple can be harder than complex: You have to work hard to get 
your thinking clean to make it simple. But it’s worth it in the end 

because once you get there, you can move mountains.” ~ Steve Jobs

Do you really want to increase your leads and sales from your from your 
company’s website? 

Generating traffic is half the battle, and one worth investing in once you’ve 
taken steps to increase your conversion rates. Many websites I look at have 
lots of traffic, but they’re not converting. 

You could spend months focusing on doubling or tripling traffic to your 
website, but if you don’t have compelling offers, effective calls-to-action , 
and convincing lead follow-up campaigns, you won’t have a way to convert 
your traffic into leads, sales, and improved profitability. 

In the following pages, I’m offering 7 ways (actually 8, because I always 
try to underpromise and overdeliver) for you to increase your website 
conversions — not only to the point of becoming a lead — but to the point 
of becoming a qualified lead and closing more sales. 

That’s money in the bank. 
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1. Define Success

“Map out a short converstion path 
and double your conversions”

With conversion optimization, one of the biggest mistakes people make 
is overcomplicating things. Or “content creep” that occurs over time by 
adding content willy-nilly to a website. 

That’s why it’s important to take a step back and define your goal for the 
site. Then everything on the site directs visitors towards achieving that 
goal. The simpler the better. You don’t need a bunch of services. Or a bunch 
of different offers. At Time-Life they used to say, “when we acquire a new 
customers that’s when the selling begins,” as one of 35 VPs of different 
divisions start their upselling and cross-selling promotions. 

Let’s say, for example, you’re a career coach. You think you offer all sorts of 
assessments, and management and leadership development courses, as well 
as emotional intelligence coaching.

Wait. No you don’t. 

You You offer coaching career coaching to people who are stuck. And you 
have an e-book. So you create a simple email signup with a free chapter.  
They read it, and if they like it they take the next step. Either the whole 
book, which we can offer for $97 (it has worksheets), or $297/month 
(worksheets + 2 emails + one 30-minute coaching session per month).  Or  
1,297 per month for 3-months for intensive career coaching. Simple. 
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2. Be A Magnet

“Attract new customers by showing them you 
understand them and you deliver value”

Be honest. Do you really want to be sold? Especially by someone who 
doesn’t understand you? The most important thing is to visualize who 
you’re selling to. Not a demographic, but a real person who represents your 
niche. For me, it’s the two guys in the corner office (one who fired me, and 
the one who hired me). 

You want to draw people in with a big benefit, and continue to sell them 
with supporting benefits, but with genuine, disarming, real communication 
that shows you are passionate about your work, and that you deliver value, 
not just for anyone but for you in particular. On the Internet, as Denny 
Hatch, one of the greatest direct marketers of all time used to say: “You’re 
one click from oblivion.” 

Join the Third Tribe

The old tribe is the Internet Marketers who use aggressive hype and 
obnoxious tactics to sell get rich quick schemes. The other tribe is made 
up of the social media cool kids. They reject the hype and aggressive sales 
tactics in favor of relationships, community, and value, but have taken 
a vow of poverty along the way. Now there’s a big (and growing) middle 
tribe, one that avoids spammy Internet Marketing approaches while having 
no problem asking for the sale and making money. This is the Third Tribe.”
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3. Explain Th e ‘Why’

“Communicate Your Purpose and Your Passion”

What do you do, and more importantly why do you do it?

Th is is the most important thing of all. If you don’t read anything else in 
this guide, you should watch this video below. 

“People don’t buy what you do, they buy what you believe. 
Not the what, but the why. ~ Simon Sinek” 

In this TED talk, Simon Sinek presents a simple but powerful model for 
inside-out marketing, and how leaders inspire action, starting with a 
golden circle and the question “Why?” His examples include Apple, Martin 
Luther King, and the Wright brothers--how and why they succeeded where 
others failed.

https://www.youtube.com/watch?v=qp0HIF3SfI4

Does your website communicate the why of what you do?
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4. The Awesome Offer

“Create a high value-low commitment cornerstone 
offer and watch your leads skyrocket” 

Develop a simple but great offer. 

You know your audience better than anyone. What is their major pain 
point? Have you asked your customers lately? Derek Halpern suggests 
asking each new customer who signs up with you: “Why did you buy 
from us?” This will help you get a pulse on what’s happening in your 
marketplace. 

Then, create a high-value, low-commitment offer that you know know your 
audience will love — with some valuable information that promises to help 
them solve their biggest problem(s). Give it away for free

A FREE Guide or White Paper that solves your target audience’s biggest 
problem, or makes their life more fulfilling, or makes them look cool in 
front of their friends is just the ticket. 

In exchange for this great information, ask them them to provide their first 
name and email address (which gives them immediate access), and then 
follow up with several more informational emails to educate them about 
your product or service (See #6: “Follow up!”). 

What is your cornerstone offer?



www.lesproctor.com

5. The Headline

“Arrest Your Reader’s Attention With Benefits-
Oriented Headline”

The headline is the most important part of any web page, book, news story, 
or lead generation and nurturing campaign. 

Without a highly visible, compelling headline, people won’t stop to read 
anything else you have to say.  It’s important to clearly state how the reader 
will benefit from stopping to read more.

The biggest mistake I see, and sometimes I wince because I know I’ve been 
guilty of this myself. People often try to be too clever or witty with their 
headline, and it’s not clear what the offer actually is. 

If you’re giving away a free guide, say: “Download our FREE Guide For  
Improving {MAJOR PAIN POINT}”. 

“Download our FREE Guide  to {MAJOR BENEFIT}”

It seems so simple. Why is it so difficult then? Because sometimes simple 
requires work. Simple is not the same thing as easy.

What can you do to improve your headlines?
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6. What’s In It For Me?

“Pile it on. Tie Several Benefits To What You’re 
Offering, and watch conversions soar!” 

Be crystal clear about what the offer is in your body copy and in your call 
to action (“CTA”). And be specific. If you’re giving away free information, 
say: 

“Download our FREE guide to {MAJOR BENEFIT}.” The {MAJOR 
BENEFIT} should be the #1 thing your prospect is looking for.  

This is a good model to use to structure your benefits, and your call to 
action.  

This is much more effective than “Download Now” or “Get a Free Article.” 
These simply aren’t specific enough.

Does your website answer the question “What’s in it for me?” from the 
perspective of your best prospects?

Download our FREE guide to {MAJOR BENEFIT}
• {SUPPORTING BENEFIT}
• {SUPPORTING BENEFIT}
• {SUPPORTING BENEFIT}

{Call to Action}
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7. Follow up!

“An effective followup sequence builds on, re-
enforces, and adds more value to your offer” 

Don’t forget the follow up. Use an Automated Follow Up system like 
aWeber or Infusionsoft. 

Don’t let your marketing be all about you though. The new selling model 
is not based on broadcasting but engaging. Use your marketing systems to 
ask open ended questions, and get your prospects to start talking.

You also can use a system like “Contactually” to create high-tech, high-
touch one-on-one follow up systems, so you’re mixing the automated with 
the real, personal human touch.  

Remember to that effective selling is really about asking questions, and 
listening. Don’t be afraid to ask some questions and get some feedback 
while you’re at it. Start building a relationship with your prospects. That’s 
the only way to know if there’s a fit to take the next step....

Remember, it’s not about you, it’s about your customers!

Tell me. What is challenging you right now? Do you have a 
question I can answer? Just send me an email at lesproctor@
gmail.com right now, and I will do my best to help.
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8. Be responsive

“Capitalize on early feedback, good and bad, 
to improve your offerings” 

“Failure is feedback and feedback is the breakfast of champions.”

Building your customer base is the path to success. 

Aim for engagement, and when you get it, be responsive! Capitalize on the 
feedback — positive or negative, and use it to improve your program. 

When your heart is in the right place you’d be amazed at how much your 
first customers will be eager to help you succeed. Early on, you want to 
make changes based on what you’ve learned so you can respond to new 
opportunities, and better serve your customers. Let them know just how 
important they are!

Over time you will generate more traffic, convert more visitors into 
inquirers, and more inquirers into first time buyers, more first time buyers 
into regular customers, more regular customers into raving fans who 
provide you with referrals.

The basis of value is finding, keeping, and growing your customer base. 
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Bonus: Test

“Measure and Test, Test, Test” 

Everything on your website can be tweaked and tested in order to improve 
conversion rates. After a Headline has been on your homepage for a 
month, vary the messaging or swap out an entirely new Headline. You 
can use a tool like Visual Website Optimizer or Optimizely to see which 
headline works better. 

Here are some ideas to test: 

a. Test the Headline for Clarity
Headlines are essential to test because they are the first bit of 
communication that any visitor to your website or landing page sees. Great 
headlines communicate your primary benefit and convince visitors to 
explore further. Sometimes the addition of one word can have a big impact 
-- 100% or more.

b. Reduce the Number of Form Fields
The more fields, the lower the response. By eliminating unnecessary form 
fields, you will increase response. Don’t try to make your work easy by 
adding extra fields to be filled in by your customers. Ask yourself — do 
we really need the full company name & address, or can we accomplish 
the same thing wtih an email address and phone number?  By reducing an 
10-field form to 4 fields, you will increase your conversions.
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c. Get Rid of Your Automatic Image Sliders
You might think Sliders are cool, but do they work? Almost all conversion 
experts suggest that you remove these sliders as they reduce conversions. 
Image carousels do not allow users to explore the site at their own pace, 
they create “banner blindness.” Ditch the slider.

d. Use a Contrasting Color for Your Call-to-action (CTA) Button
You may read case studies that say a red color call-to-action converted 
better than a green one, but this is really irrelevant out of context. It’s all 
about which color pops up better on the background of your web page, 
which is unique to you! Try a contrasting color, and see! 

e. Try Alternating the Text in Your Call-to-action Button
Instead of saying something like, submit, or sign-up, use your button text 
to tell your visitors what they should expect on the next step after clicking 
that button.

f. Display Your Phone Number in Huge Font
It’s usually best that you add your number in your homepage header so that 
it isn’t missed by your site visitors. This adds credibility and also assures 
people that you are easily approachable if they have any problems or 
concerns during their purchase process.

Bonus: Test (cont...)
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Web Marketing Accelerator

In the title of this piece I offered to help you “double your results in 
half the time.” And I showed you how you could probably double 
your conversions by clearly defining your conversion path, by building 
everything on your website to make visitors take action to achieve the goal 
you’ve defined. 

So now you’re probably asking yourself where’s the “half the time part of 
the equation?” Well the half the time part of the equation has to do with 
me and my services. I’ve done this before, and I can do it again for you, in 
half the time or a fraction of the time it would take you to figure out how to 
do it yourself. 

** New, For A Limited Time **

I’d like to invite you to take advantage of a special “Web Marketing 
Accelerator“, a free 30-minute session where we’ll work together to:

• Create a clear vision for your “ultimate website success” and the perfect 
online results you’d like your business to provide

• Uncover hidden challenges that may be sabotaging your results and 
keeping your website hidden from your customers

• Create a 3-step action plan to get you the results you want much faster

If you’d like to take advantage of a free 30-minute, no-cost, no-obligation 
session, please fill out this form and we will get in touch with you shortly.

http://www.lesproctor.com/web-marketing-accelerator/
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About Les Proctor

Creative Marketing & Consulting Services

My name is Les Proctor, and I help small businesses and entrepreneurs 
grow using a unique blend of good ideas, creative marketing, and old 
fashioned customer service.

Wanna chat?  

 Dial 216-452-0049

Got a question?

 Email me at lesproctor@gmail.com

Want to work together?

 Either of the above. 

Focusing on the Fundamentals

The most important thing is to focus on fundamentals, blocking and 
tackling so to speak, and use the power of intention to set out to create 
a marked improvement. Establish a benchmark, and then measure the 
results. 

You can’t improve what you don’t measure.


