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Introduction 

 

If you run a local business, you have probably fallen for the seductive thought of thinking that 

the internet is the magic bullet solution to all your local business needs. The idea that you 

only need to put up a website and all of a sudden all these local customers will show up is a 

very seductive marketing idea indeed. Unfortunately, this is hardly the case. In fact, most local 

businesses that put up an online presence simply don't get the results that they originally 

expected. At the very least, they're getting cents on the dollar. At the very worst, they're 

getting the same results as if they never had a website at all.  

 

This should not be surprising. Real success is intentional. It is rarely accidental. If you want 

your online presence to yield the kind of results that you are expecting, you need to roll up 

your sleeves and do some serious planning.  

 

As the old saying goes, if you fail to plan, you are planning to fail. If you are not meticulous 

regarding your planned online presence, your results can range from disappointing to a flat 

out waste of resources. The worst part of it all is you really have no control and power over 

the whole process. 

 

With that said, it is also worth remembering that leads generated from the internet are 

powerful for local business follow-up. Online leads can help you expand your current 

customer base. Effectively mining leads off the internet can enable you to broaden your local 

business' local geographic reach. Moreover, you can leverage your business' local online 

credibility for more efficient local conversion.  

 

Put simply, the more authoritative you are online, the higher the likelihood that people will give 

your business the benefit of the doubt if they're looking for a new service provider or a new 

merchant. That's how crucial your online brand can be. It can function like a pipeline between 

your increasingly mobile local customer base and their local social network. In other words, 

you are using the social network of your existing customers to spread your local brand and 

recruit new customers. How awesome is that? 

 



Well, don't get too excited. The problem is that bad planning can produce very serious 

problems. First, bad planning can produce low to no leads. This should be expected. If you 

don't know what you're doing and you're just simply doing things by the seat of your pants, 

don't be surprised if you get very few leads or absolutely no leads. 

 

The flip side is equally as bad. If you don't know what you're doing with your website's lead 

generation mechanisms, you might be able to suck up a lot of leads from the internet. The 

problem is that almost none of these people will turn into paying customers. Why?  

 

They are unqualified leads. These people might be interested, but they might not be 

interested in your precise offer. Similarly, you might set things up online in such a way that 

something is lost in translation. By the time they show up to your business, it turns out you 

don't offer what they're looking for. You end up wasting both their time and your time. 

 

Systematic and Methodical Wins Out Every Time  

 

This book steps you through the process of setting up your local website to increase both the 

volume and quality of the leads your online presence generates. In other words, through 

proper planning, you would be able to fix the two most common problems local business 

websites face again and again. 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Chapter 1 

 

Get the Right Mindset  

 

When starting any kind of project, you have to have the right mindset. The problem with many 

offline business internet migration guide books is that they don't focus on equipping you with 

the right mindset in the beginning of your project. They simply focus on explaining how and 

completely overlook why. 

 

Make no mistake about it. If you are unclear as to why you're doing things and you have a 

very murky view of your objectives, chances are you will fail. Even if you did all the technical 

tasks properly and you put together an otherwise awesome website, you can still manage to 

get lousy results. Why? You went about it the wrong way. You came in with the wrong 

mindset, the wrong expectations, and the wrong assumptions. Not surprisingly, you end up 

managing your whole project in such a way that it leads to failure. 

 

If you want to avoid all this, you need to get the proper mindset before you start putting 

together your online presence. Pay attention to the following factors.  

 

You Are Not Setting Up an Online Business Card 

 

One of the most common mindsets local business owners have when setting up an online 

presence is that they are simply putting up a business card on the internet. This is a 

debilitating idea. Why? 

 

Business cards are flat. They are lifeless and dull. You simply hand them out and hope that 

somehow, some way, somebody would get back to you. They don't speak out on their own. 

They're not proactive. They're not dynamic. 

 

If your attitude towards your website is to simply put up an online business card, then a lot o 

the traits of a business card will be exhibited by your website. Your website will be flat, 



lifeless, and dull. This really is too bad because a website can be dynamic. It can be 

proactive.  

 

Focus on building a dynamic website with all sorts of functionalities that can complement your 

offline brand. That is the proper mindset. Don't ever look at your website as simply a business 

card on the internet. 

 

"Build It and They Will Come" Is a Fatal Myth  

 

Another common mindset shared by local business owners who failed in their online migration 

is the classic "build it and they will come". I'm sorry to be the one to break this to you, but if 

you simply build a website, it doesn't necessarily follow that this huge mass of people will 

show up at your digital doors. It doesn't work that way. 

 

Simply putting together a website is just one part of the puzzle. In fact, it's just the ticket that 

you pay to play the game. In other words, it's just the beginning. It's not the end-all and be-all 

of your online strategy. 

 

Sadly, too many otherwise intelligent and successful business owners think that their website 

is simply a magic bullet. Simply put up a website, and all of a sudden, all this yummy, 

delicious, highly targeted traffic from the internet will appear. And somehow, some way, warm 

bodies will show up on their business premises. It hardly works out this way. You need to let 

go of this mentality before it kills your online business migration. 

 

There Is No Such Thing as a "Set It and Forget It" System  

 

Another common error many offline business owners commit is to believe that there is such a 

thing as a "set it and forget it" system. They feel that they only need to set up a website, do 

some promotion, and collect the money. Again, I'm sorry to be the one to break this to you, 

but it doesn't work that way.  

 

You need to expect that you will be continuously tweaking, refining, and modifying your online 

presence so you can get the lead volume and conversion quality your business deserves. In 



other words, there are many moving parts. Simply having a website, a mailing list, a social 

media presence, and traffic is not enough. You need to keep playing with these different 

components until they line up properly and produce a steady stream of conversion. That's the 

bottom line.  

 

Conversion is the only real measure of your success. It's all about the amount of additional 

dollars your online presence brings to your bottom line. The whole idea of simply setting up a 

system and letting it run on auto-pilot is not going to work out. At the very least, you will be 

forced to settle for cents on the dollar. 

 

Measure Twice but Cut Once  

 

When putting together your plan for your business' online migration, make sure you invest a 

lot of time in proper and meticulous planning. In other words, write down what you'd like to 

see happen and then come up with scenarios as to what could go wrong. Anticipate problems 

before they appear. Also, pay attention to the models of what other people are doing so you 

can piggyback on their solutions. This is what real planning involves.  

 

Unfortunately, a lot of local business owners simply think that putting a business online is a 

simple matter of checking items off a checklist. They think it's just a matter of following some 

sort of master blueprint. Sadly, such an approach hardly yields success. 

 

If you want to be successful, you have to pay a lot of attention to detail. You need to check all 

the different moving parts of your plan. You need to have contingency plans. Also, you need to 

be very flexible and continuously tweak whatever it is you're doing so you can constantly 

improve the results that you get. 

 

Build Your Site Around Your Existing Customer Base  

 

Another important mindset to adopt is to build your online business around your existing 

customer base. Believe it or not, most people have this in reverse. Most people migrating 

their offline business to the internet would rather build a website first and then create a 

customer base around the website. Talk about doing things wrong. 



 

It's much easier to work with something that already exists. In other words, work and deal with 

your local existing customer base, and then build an online home for them that they can then 

work with you to grow. In other words, you're working with people who already like your local 

business and turning them into your online cheerleaders. Compare this with everybody else's 

approach which is to create a website and then scramble for random people to develop 

loyalty to your online presence. That takes a lot more effort. It definitely takes a lot more 

money. And at the end of the day, it might not prove all that effective when it comes to actual 

conversions. 

 

You have to think in dollars and cents, and efficiency. It's more efficient to work with what you 

already have, which is an existing customer base, and work with their local social networks to 

produce a loyal community around your online presence. 

 

 



Chapter 2 

 

Gather the Right Information  

 

The first step when planning your website is to gather the right info. Make no mistake about it. 

Even if you are the best general on the planet and can kick anybody's ass, if you are handed 

the wrong map, you will end up losing again and again. Why? You don't have the right 

information. Technique simply isn't going to be good enough if you don't have the right data. 

You have to fight the right battles. 

 

This is why this book is very meticulous and methodical. You need to go through these steps 

so you can systematically and methodically create a website that milks the internet for solid 

local leads. And a crucial part of this is gathering the right data. Here is how you do it. 

 

Build Your Site Based on the Solid Bedrock of Current Customer Intelligence 

 

I've mentioned in Chapter 1 that you should build your site around your existing customer 

base. The way you do this is to reach out to your current customers and ask them what they 

are looking for in a website. What kind of online interaction will meet their needs? What are 

their expectations as far as your online presence is concerned? 

 

Don't assume you already have the answers. Don't assume that you already know what your 

customers are going to say. That is a sure recipe for disaster. Instead, get it straight from the 

horse's mouth. Ask them what kind of features they are looking for.  

 

This is very important because these are people who are going to be your online 

cheerleaders. These are going to be people who will promote your website through their local 

social networks. You need to get their feedback so you can build a website that would mean 

something to them. You want them to become emotionally invested in what you're doing so it 

can be very easy for them to share the word about your website to their online friends and 

relatives. 

 



Hold Contests to Incentivize Customer Feedback  

 

Now that I've opened your mind to the idea of building your website based on data you 

gathered from your actual customers, the question that is begging to be asked is how you go 

about doing that. Well, the first thing you can try is to hold contests. These contests give your 

customers an incentive to give you their feedback. 

 

You have to remember that people are busy. People don't have all the time to stop what 

they're doing and give you detailed feedback and data points that will provide solid guidelines 

in how to build an effective online presence for your local business. You have to give people 

an incentive to supply the data that you're looking for. However, you need to be careful. 

Beware of purely incentive-driven feedback or data points. 

 

What I mean by this is that people will only give you information because they're looking for 

that payout. They're looking for that freebie that you're handing out. When people give you 

that kind of information, chances are pretty good that they're not giving you useful information. 

Their motives are corrupted because they just want a freebie. You might end up building a 

website based on that faulty data and not get the results that you're looking for. 

 

Get Your Local Customer Base Emotionally Invested in Your Upcoming Site  

 

Another reason why you should be proactive in gathering customer intelligence is that the 

more you do this, the more emotionally invested they become in your upcoming website. 

Think of it like the anticipation promotion you see with movies. If you've been driving around 

and checking out billboards, you would see sometimes there are all sorts of mysterious logos 

and phrases, and at the bottom it says "Coming May 2015" or "Coming Soon". This is classic 

anticipation marketing. You get curious and in the back of your mind you're thinking, "What's 

going to happen at a certain future date?" 

 

When you actively ask your existing customer base for information regarding how to design 

and develop your future website, a little bit of anticipation marketing kicks in. People's 

curiosity is engaged and they slowly but surely become emotionally invested in your 

upcoming site. 



 

You need to play this like a slowly unwinding game. It's all about seduction. You don't need to 

show your hand immediately. You don't want to do that. Instead, you need to release 

information in drips and drabs, and get customer feedback and data points. You can hype 

things from time to time, but it's important to keep your customers in the loop.  

 

One of the most effective ways to do this is to put up a placeholder web page and give shout-

outs to the social media accounts of your local customers. Put screen shots or retweets of 

what they're saying. This way, they feel that they matter to you. They feel that you notice them 

and they feel emotionally invested in whatever it is that you're doing. Keep in mind that the 

more they feel in the loop, the higher the likelihood that they would push whatever commercial 

message you'll place on your social media accounts or on your website.  

 

Collect Current Customer Emails for Prelaunch Site Alpha and Beta Testing  

 

This is where the rubber meets the road. At this stage, you are actively asking for people's 

email addresses. You need to be proactive when doing this. Also, you need to spell it out in no 

uncertain terms that you are not going to be spamming them or sending them irrelevant 

information. You're trying to build trust here.  

 

You have to understand that when people enter their email addresses on your email collection 

form, they are giving you permission to establish a relationship with them. The more emails 

you collect, the better. In fact, you should be aggressive in doing this in exchange for 

feedback and information on your upcoming site. The more emails you collect, the higher the 

chance that your launch will be successful. Why?  

 

You have to always remember that only a fraction of people on your mailing list will actually 

open your email. Of that fraction, only a fraction would actually read your email and click the 

link inside your email. Considering these two levels of filtration, you need to start with a huge 

list. So even if the fraction of people opening your emails is very small, if the total size of your 

email list is huge enough, this can still lead to a massive volume of traffic to your website on 

your launch day. 

 



Why would people sign up for your mailing list? Well, they actually benefit by getting engaged 

by your company in key stages of your website development and getting incentivized. They 

feel that they're getting in on the ground floor. They feel that they're getting an inside look. 

Also, they're getting early bird deals or promotional items. 

 

The benefit to your company is two-fold. First, you get to engage with your customers at key 

stages of development. This means that they are able to guide you at certain parts of the 

development process so the final product has a higher likelihood of success. Second, you 

build a large promotional army by the time of your launch. Even if you factor in filtration, your 

army can be so big that your launch would be a blowout success. 

 

You have to remember that the more people you message on your launch, the more people 

they can recruit through their social networks. This can lead to an exponential reach for your 

new website. 

 

 



Chapter 3 

 

Filter Your Collected Customer Feedback Properly  

 

Now that I've stepped you through the process of properly collecting data points and feedback 

from your customers for web development purposes, the next step is figuring out what to do 

with that information. It's too easy to view everything as equal and incorporate anything and 

everything into your website. That is a sure recipe for disaster. You have to have some sort of 

method for screening customer feedback. 

 

You have to remember that not all feedback is valuable. In fact, some feedback can be quite 

harmful. What's important to some people may be completely worthless to many more people. 

So how exactly do you filter customer feedback properly? Keep your mind open to the 

following questions and craft a filtration strategy accordingly. 

 

What Outcomes Are Your Customers Looking For  

 

The first thing that you need to ask when filtering customer feedback is to figure out what kind 

of outcomes they are looking for in the design and functionality of your website. What are they 

trying to accomplish? It's very easy to focus on what you want to accomplish. You want to put 

more dollars in your pocket. Who doesn't want that? That is pretty straightforward. 

 

Focus instead on how your needs tie into the outcomes your customers are looking for and 

figure out the connection. This is how you can filter design and functionality suggestions and 

craft together a winning package. 

 

How Can These Outcomes Lead to New Leads for Your Business  

 

To put things in a more concrete form, you need to trace the different stages of conversion 

from the design and functionality request of your existing customers and the actual 

conversion process. How do they overlap? How do you make this process as lean and as 

efficient as possible? How do you get from Point A to Point B as cheaply and as quickly as 



possible? Think about your feedback with this perspective in mind. You'd be surprised as to 

how many pieces of otherwise seemingly solid feedback and suggestions are actually quite 

worthless. 

 

How Can These Outcomes Lead to Customer Retention  

 

The next step is to filter the outcomes your customers are looking for with an eye towards 

customer retention. In other words, getting new leads is great and everything, but you also 

want to keep recycling your customer base so you're making more and more money off each 

existing customer. Did you know that it's much easier to market to existing customers than 

recruiting new customers? In fact, the difference in dollar costs is astonishing. It can be a 

factor of ten. 

 

That's how much cheaper it is to market to customers you've retained compared to new 

prospects you're trying to turn into customers. This is why you need to also factor in customer 

retention. Use this objective as a filter for the data that you got from your existing customers. 

 

Prioritize Alternative Models Based on Customer Feedback 

 

There are three major models that offline businesses follow when it comes to website type. 

I'm not saying that these are all the models out there. In fact, the only limit to the kind of 

messaging and content model you could come up with is your imagination. With that said, 

most of those implementations are really just variations or combinations of these three 

common models.  

 

The first model is a blog. This is a frequently updated content platform where you publicize 

information to your existing customer base, and you give them an opportunity to interact with 

your content. 

 

The second model is an even more basic communication model: the announcement page. 

The announcement page is actually pretty flat. There is no space for comments. It's just a flat 

page that simply publishes the latest and greatest news involving your offline business. It also 

includes your business name, address, and phone number. There are many variations of this, 



but they all share the same kind of flat effect of the announcement page. 

 

Finally, there is the reservation page. The reservation page can also be an e-commerce page 

where you actually sell stuff. Regardless, the reservation page is a page where people 

actually enter information and something happens offline. Either you reserve products for 

them or you reserve tickets. Whatever it is, your offline customers use your online presence to 

create an action in your offline business. Again, there are many variations of the reservation 

page, and some of these, of course, are e-commerce, local delivery pages, and so on and so 

forth. 

 

You need to prioritize which type of model you're going to go with based on the filtered 

customer feedback you have. If you've filtered your customers' data points properly, you 

should be able to come up with the implementation that would produce the most value as far 

as they are concerned. 

 

 



Chapter 4 

 

Make Sure There's a Tight Fit Between Your Model and Lead Collection  

 

While there are three major models you could go with as far as your online presence is 

concerned, always understand that lead collection is always going to be a factor. In other 

words, regardless of the model you end up selecting, you have to engineer lead collection. 

You have to constantly think back to how this model will eventually produce a lead you can 

call or invite to your physical premises. 

 

Unfortunately, it's so easy to lose sight of this. Not surprisingly, a lot of offline business owners 

end up developing websites that look awesome but fail to collect leads in a highly efficient and 

effective manner. If you don't want that to happen to you, then you need to pay attention to 

the questions asked below as well as follow the overall strategy outlined below. 

 

It's All About Mapping Traffic to Outcome  

 

The overall strategy you should follow to ensure maximum lead collection is that all your 

efforts should be about mapping traffic to outcome. What I mean by that is you should pick 

your model and look at your model's different parts, its appearance, its content, and its 

functionalities, with an eye towards the ultimate goal of collecting leads. This way, you can 

disabuse yourself of the initial temptations of going with a particular model because 

everybody, it seems, in your industry is using that particular model.  

 

The truth is just because a lot of people are doing something doesn't necessarily mean that it 

is what you should be doing. You probably have heard your dad telling you, "If all your friends 

were jumping off a bridge, would you do the same thing?" The same applies to model 

decision-making. Just because a particular model is highly popular doesn't necessarily mean 

it's the right model for you. 

 

You have to always look at the final outcome that you are gunning for. You have to look at 

lead collection. Is there a tight fit between the model you've selected and the leads that you 



want to collect? 

 

This is not as cut and dried as you might think. You have to pay attention to how a particular 

model attracts traffic and processes traffic. Once you wrap your mind around this dynamic, 

you would then be able to see if there is a tight fit between a particular model, its traffic 

process, and the final outcome that you're looking for. In many cases, you'd be shocked to 

see that what you thought would be an online lead vacuum cleaner turns out to be actually a 

glorified online business card. 

 

Ask yourself the following questions so you can clearly map traffic to outcome. 

 

How Will Your Content Produce Leads  

 

If you pick a content-based model for lead generation, ask yourself this fundamental question. 

How will content produce leads for your business? What kind of content do you need? What 

kind of elements do you put on your pages that would turn that content-reading traffic into a 

lead form-filling audience base? Do you see the difference here? Do you see the 

progression? 

 

How Will Your Reservation Page Produce New Leads 

 

If you decide to go with a reservation page model, how does this lead to new leads? Is simply 

offering a reservation functionality enough? This might seem obvious to you, but the problem 

is it's too easy to build an online presence that only caters to your existing customer base. In 

other words, you're not really growing your customer base with your online presence. You're 

just making their lives easier. That's not good enough. 

 

The reason why you're putting up an online presence is to not only cater to your existing 

customer base, but to tap into their online circles of influence so you can broaden your online 

brand's reach. In other words, you're looking to grow. You're not simply looking to stay where 

you are. Know the difference. Asking how your reservation page produces new leads forces 

you to get creative in designing bells and whistles into your online presence that enable your 

existing customer base to push your brand to their social networks more efficiently. 



 

How Will Your Announcement Page Produce New Leads  

 

You might think that you only need an announcement page and all your online marketing 

problems will go away. Well, you're more than welcome to think that. But if you ask yourself 

the question above, you are forced to break down your assumptions. The worst thing that you 

can do is to assume that an announcement page will produce the kind of leads that you're 

looking for.  

 

Instead, you need to walk yourself through the process and visualize the different stages 

involved in turning traffic to your announcement page into a warm body that shows up at the 

premises of your business. What needs to happen? What is the sequence involved? What's 

the kind of messaging that needs to be delivered? What kind of incentives need to be in play? 

These are the kinds of related questions that you need to ask because an announcement 

page can be very static if you think about it.  

 

I'm not saying that it's an absolute and total failure across the board. I'm not saying that at all. 

In fact, if you have a certain type of offline business, all you need is an announcement page. 

But to make sure that this is the proper route for you to go as far as your online marketing 

initiatives are concerned, you need to ask yourself these questions. You need to map out the 

different stages involved in turning traffic into an actual human being who shows up with a 

credit card in his/her hand. 

 

Engineer Social Sharing into Your Lead Collection Processes  

 

Now that you have a somewhat clear idea as to both the importance of lead collection and the 

steps needed to ensure maximum lead collection, the next step is to focus squarely on social 

sharing. As I have mentioned earlier, it's not enough to have an online presence. If you just 

have an online presence, then all you have is an online business card. An online business 

card is not going to cut it.  

 

You need to tap into the full traffic generation potential of the internet. And the best way to do 

this is to engage your existing customer base in such a way that they push your online 



presence to their local social networks. Not only will you be able to expand your business' 

reach, you will also be able to take rifle shots at a local area. In other words, they're sharing 

your brand with the right people at the right place. 

 

You have to remember that your business located in Spokane, Washington is not going to be 

benefited if you collect a lead from a person who lives in Manila, Philippines. That's not going 

to help you. Why? You're looking for local warm bodies that would enter the physical doors of 

your business. In other words, you're looking for local people. So by engineering social 

sharing into your lead collection process, you retain some level of control as to the geographic 

reach of your online brand. 

 

Of course, this control is not total. You have to remember that on Facebook, people have 

friends from all over the world. You might be targeting the local Spokane market, but don't 

expect that Spokane, Washington people will only know people in the general Spokane or 

even the greater Washington area. Don't be surprised to see some leads coming in from 

South Africa, Russia, South America, or the Middle East. That's par for the course.  

 

Still, you're better off playing the game this way because you have some level of control 

regarding geographical targeting. Chances are very good that the vast majority of the people 

who would end up signing up to your lead collection pages are in the Spokane, Washington 

area. 

 

 



Chapter 5 

 

Remember That There IS an Industry Standard Design  

 

You've collected all this important information from your existing customer base and used this 

information to pick the most appropriate model. You've also stepped yourself through the 

process where you convert traffic into cold hard dollars in your bank account. This is all well 

and good, but what follows next is crucial. 

 

You have to understand that people are very predictable animals. We're all creatures of habit. 

As much as we, Americans, like to believe that we're all free individuals and we all march to 

the beat of our special drummer, the reality is that we're all herd animals. It hurts to hear it, but 

we are all conformists. We tend to do things in the same way as everybody else does. We 

don't like to admit it, but our actions betray our words. 

 

Always remember this because if you were to create your online presence based solely on 

the feedback of your existing local customer base, you might end up creating a website that 

hits your audience members from left field that they don't know what to do. The problem with 

confused and distracted consumers is they predictably end up doing nothing. That's the last 

thing that you want. You don't want to engage in shock and awe online marketing. Things will 

end up badly for you. Instead, apply one additional filter.  

 

Pay attention to the filtered information that you already have right now and the direction 

you're heading, but apply the filter of the website industry standard for your business niche. 

Always remember that there is an industry standard design for your line of business. 

 

Find Your Industry's "Design Bell Curve"  

 

When you look at your competitor's website, you should be able to see some patterns. You 

should notice that related and similar websites that offer the same merchandise or services as 

your business tend to share similar design elements. This is not an accident. The reason why 

there seems to be some sort of commonality is because these common design elements 



work. They are able to effectively communicate the value proposition of your local competitors 

and similar businesses to your target audience members. Never lose sight of this fact. 

 

To find this industry bell curve design, you need to hire a virtual assistant to find as many 

similar sites and direct competitor websites in your local area that offer the same service as 

you. Make sure that these websites advertise businesses that are completely offline. In other 

words, these should not be online businesses. You should be able to clearly see some 

commonality in website design as well as functionality. 

 

Know the Difference Between Inspiration and Stealing  

 

Now that you have determined that there is a bell curve of design directions for your type of 

offline local business, the next step is to get inspired. Understand that there's a big difference 

between being inspired by somebody's design and outright stealing that person's design. 

There is a big difference. 

 

Inspiration is all about paying attention to the emotional signals that you get. It's all about 

getting a clear understanding of the overall ambiance created by the interplay between the 

text, the graphics, the design, and the layout of your competitor's website. Stealing, on the 

other hand, is simply just copying and pasting their format, their layout, and their design 

elements. Focus instead on design principles. Resist the temptation of copying and pasting 

blocks of design elements. 

 

Keep Your Current Customers in the Loop  

 

This is where the rubber meets the road. At this stage, you are juggling lots of confusing and 

often contradictory information. It's very easy to end up completely confused by the process. 

Hang in there. The good news is as long as you keep your customers constantly in the loop 

as far as your development stages are concerned, they would be able to give you the kind of 

information that would steer you in the right direction.  

 

By picking the different industry standard designs out there, ask your web developer to create 

wire-frame mockups. Once you have these mockups ready, and they should be distinct from 



each other, get your customers' feedback. You'd be surprised as to what your customers 

prefer. In many cases, designs that you think are complete home runs turn out to be complete 

duds. By the same token, designs that you think are complete wastes of time turn out to be 

winning designs. What's important is not to go with your presumptions and preexisting 

prejudices regarding a "winning design". Instead, focus on what your customers actually 

prefer. 

 

Make sure that you are getting your customers to deliver solid feedback on two different types 

of mockups. Either you can do complete pages or you can drip-feed different page elements 

to your customers. 

 

Personally speaking, getting your existing customers to sign off on completed pages is the 

better route to take. Why? You can easily see the interplay of the elements within a page. 

When you take the opposite tack of drip-feeding elements of a page to them, they might give 

you solid pinpoint rifle shot feedback regarding highly effective page elements. However, 

when you put all these elements together in a page, it looks like a badly mangled version of 

Mr. Potato Head. Do you see my point here? 

 

Highly refined elements often make for a very disconcerting completed page. You have to 

remember that a highly effective web page is worth more than the sum of its parts. In fact, its 

effectiveness arises from the intangible interplay of the different seemingly imperfect parts 

that make up its internal elements. Always keep this in mind when trying to determine how to 

drip-feed feedback elements to your existing customer base. 

 

 



Chapter 6 

 

Find the right developer 

 

Now that you have a really tight plan for a website that truly milks as much leads out of your 

traffic, the next step is to find the right people to turn that idea into a reality. A lot of 

entrepreneurs think that this is the primary problem with web development. If that’s how you 

think you might want to read the previous chapters again. If you thoroughly read the previous 

passages, you’d realize that in the big scheme of things finding the right developer is less 

important than having the right plan.  

 

Think of it this way: even if you were to hire Michelangelo to paint something for you or to 

create a great sculpture, if your plan for that final work of art is not very good then it doesn’t 

really matter how skilled Michelangelo is. The final product would be nothing to write home 

about. I hope you get my point here.  

 

Focus on your plan and place secondary importance on finding people that would implement 

it. This doesn’t mean that you should be completely negligent in finding developers and just 

pick any random person. No, that’s not what I’m saying. What I’m saying is that you should 

put everything in proper perspective so you can put together a website that actually delivers 

the kind of results that you’re looking for. I need to get this out of the way because it sets the 

proper context as far as the importance of picking the right developer.  

 

The bad news: there is no one right answer 

 

At this stage of the game, you are probably thinking, “Well, I only need to find the right 

developer and I’m good to go because I have the right plan”. While I congratulate you in 

putting in the time, effort and energy to put together the right plan, picking the right developer 

isn’t as easy as you think. The reason why it’s so difficult is because a lot of local business 

owners think that there is a one specific type of developer that they can go with. They think 

that there is some sort of ready-made solution they need to tap into to get the kind of results 

that they’re looking for.  



 

I’m sorry to be the one to break this to you, but there is no cookie-cutter solution out there. 

There is no one right answer. Why is this the case? Every business’ situation is different. 

What works for one business might not necessarily work for you or vice-versa. You have to 

pay attention to your local circumstances, the way your local customers behave and engage 

with online content so you can truly understand the kind of sensibilities that need to be 

factored into the selection of the right web developer.  

 

If your web developer doesn’t get the general look and feel that best fits the tastes of your 

local customers then whatever website they come up with will definitely be off the mark. It’s 

actually going to be a more expensive proposition for you to pull everything apart later on 

when you realize that things aren’t working out and then to try to guess a more optimal shape 

for your website.  

 

It’s much better to focus primarily on your plan and get a full understanding of what kind of 

design sensibilities you should look for in a developer and take it from there. I hope you see 

how this works because as I mentioned earlier in my Michelangelo story, it doesn’t really 

matter how skilled your contractor is. If you have no clue regarding the actual behavior 

patterns of the local consumers you’re going to be appealing to online, you’re simply just 

going to be taking shots in the dark.  

 

It’s as if you didn’t shell out all that hard-earned dollars to get a top-notch developer. It’s like 

as if you tried to develop the website on your own. The results are pretty much going to be in 

the same ballpark. If you want to avoid the unnecessary drama with that particular situation, 

focus instead on looking for developers that can share the sensibilities ingrained in the 

particular web development plan that you’re going with.  

 

Know the common developer options 

 

Thanks to the Internet, you’re no longer stuck with getting developers in your backyard or 

within your state or even in the United States. Thanks to the Internet, you can tap into talent 

pools located in faraway places like India, the Philippines, Bangladesh and other places. 

Besides geographical origins of web development services, there are different development 



options you can choose. Each of these options has its pros and cons. They may fit your 

particular situation or they may not. You have to look at whether your particular set of 

circumstances necessitate going with one type of option as opposed to another alternative.  

 

Freelance designer 

 

The first option that you have at your disposal is to simply go with a designer. This person is 

not a developer, but a designer. Know the difference. A designer is all about making sure that 

the online home of your offline business looks presentable, sends off the right signals, creates 

the right impressions and sets the right tone so people can trust your online brand enough to 

do what you want them to do.  

 

This person is still able to put together a website because most freelance designers will 

function like project managers and sub-contract specific development task to other 

specialized freelancers. The big advantage of going with a freelance designer instead of a 

development company or freelance developer is you can probably save quite a bit of money. 

Also, you can focus primarily on the look and feel of your website because that is this 

person’s primary specialization. 

 

The downside with going with a freelance designer to develop your website is that you are 

completely dependent on this person’s project management skills. If this person is 

irresponsible, blows through timelines or tends to encounter cost overruns, instead of saving 

money going this route you might actually end up paying a premium. Depending on your 

budget, this may be a non-starter.  

 

Freelance developer 

 

A freelance developer is essentially a project manager that handles all aspects of web 

development. This person subcontracts design, coding, programming, you name it. This 

person is just like a one-person development company. The big advantage going with a 

freelance developer brings to the table is that, on the whole, you save money compared to 

going with a development company. Also, this person has a wider range of choices as far as 

specialist subcontractors. 



 

If you have your heart set on a particular coder or graphic designer, you only need them to get 

in touch with your freelance developer project manager so you can get the specific look and 

feel that you are looking for. The big disadvantage of going with a freelance developer is 

redundancy. If something gets knock loose in the production process, you can bet that the 

deadline will be kicked far down the road. In fact, if you play this game badly, the ultimate 

deadline for your project can take forever. Of course, just like with any other kind of 

contracting, the longer it takes a project to be completed, the more expensive it becomes.  

 

Development Company 

 

A development company is a stand-alone company that has in-house staff that deals with all 

aspects of development whether we are talking about design, graphics, writing, layout, 

coding, programming, you name it. Everything is done in-house. The great advantage of 

dealing with a development company is that there are no surprises. You can rest on the 

certainty that your project will be developed and delivered within a certain time frame.  

 

The big downside to going this route for your development work is that on average they cost a 

lot more money. Also, a lot of development companies play the US developer game quite a 

bit. What do I mean by that? Well, one person in the development company is based in the 

United States, everybody else is a remote employee operating out of India or the Philippines.  

 

Unfortunately, the mere fact that at least one team member resides in the United States gives 

the development company all the excuse that it feels it deserves to charge you a lot more 

money. Make no mistake about it, development companies can charge an arm and a leg. You 

really have to weigh your priorities at this point. Are you looking for certainty? Is your business 

migration tool and online environment dependent on a particular hard deadline? Or are you 

flexible?  

 

If you’re flexible then you can save quite a bit of money by not going with a development 

company. One way you can reduce costs is to not deal with US or UK-based development 

companies and find development companies that are based in the Philippines, India, 

Bangladesh or Pakistan. Your costs can be very cheap. How much cheaper? Well, from 



personal experience you can get a website that typically costs up to 2000 dollars to be 

developed in Las Vegas, Nevada for as little as 200 dollars if it’s developed in the Philippines. 

That’s how much money you can save. Make no mistake about it, you can save quite a bit of 

money. 

 

Know where to find developers 

 

Now that you have a clear idea as to the different development options out there, the next 

step is to know where to find them. Again, just like the developer options above have their 

own pros and cons, where you find your developers also comes with their own set of 

advantages and disadvantages.  

 

Referrals 

 

The first way you can find a developer is by simply asking people you know. The reason why 

this is the most popular way of finding a developer is because people you know have a vested 

interest in not giving you bum advice. Think about it this way, if you ask your friend to suggest 

a barber to you and he refers you to a guy that ends up shaving your head, you probably will 

be mad at your friend, right? Also, your friend wouldn’t want you to be mad at him so he has 

an incentive to make sure that his referral would actually be a good referral.  

 

This is the primary reason why people use referrals. The downside to this is that most of the 

people in your social network probably haven’t used web development services in the past 

because they don’t want websites. Even if there is one person there, his experience might be 

far from stellar. He is in no position to recommend top-notch developer to you. Do you see 

how this works? You are limited by the lack of direct experience of your social networks.  

 

Now, you can always rely on secondary referrals meaning they’ve heard from somebody they 

trust that somebody is good. Well, the problem with this is that they don’t have direct 

experience with the work produced by the company or the individual they are referring. This is 

called a blind referral. Things can easily go south if you act on such referrals.  

 

Micro outsourcing 



 

There are freelance platforms in the Internet that use a micro outsourcing framework. Micro 

outsourcing is all about buying services involving small fixed projects at a fixed price. In other 

words, you already know what you’re going to be expecting and this is why the price is so 

cheap. Usually, with micro outsourcing the types of tasks outsourced involve creating 

Facebook accounts, Twitter accounts and so on and so forth. 

 

In other words, the outcome is very predictable and anybody who isn’t technically savvy can 

see whether the job was done properly or not. This can be an okay way to outsource web 

development if you’ve broken down your project into small, predictable parts and you know 

what to expect. 

 

However, if you require a lot of artistic license or you just have a general idea and you need 

somebody to flesh it out, micro outsourcing is probably not the way to go. Also, micro 

outsourcing is so cheap because it’s template-driven. In other words, the closer the job you’re 

thinking of outsourcing gets to a simple copy and paste job, the more you benefit from micro 

outsourcing.  

 

Time-based freelance platforms 

 

There are freelance platforms on the Internet that enable you to hire freelancers based on the 

amount of time they work. They charge you on an hourly basis. The best type of service to 

contract for using this type of platform is programming. Programming doesn’t have to be time-

intensive if you have very specific tasks in mind.  

 

With web development on the other hand, it can take a lot of time or it can take no time at all. 

It all depends on how detailed your specifications are and how experienced the freelancer is. 

The big advantage of a time-based freelance platform approach is that it can save you quite a 

bit of money. If you have a very detailed specification sheet and you’re dealing with somebody 

who’s done something similar, you can bet that you would spend fewer dollars on your 

project.  

 

However, the big disadvantage of time-based freelance platform is that if there is some sort of 



confusion or there is a lack of clarity in your specifications, this can give the freelancer the 

excuse to drag his feet. Since they’re getting paid by time, they have all the incentive in the 

world to take longer than usual to complete your work. This is a big disincentive. Usually, local 

business people that use this option have very clear specifications and they’ve taken the time 

and effort to find time-based freelancers that have done similar projects in the past.  

 

Project-based freelance platforms 

 

Project-based freelance platforms involve you putting up your project description and a wide 

range of freelancers will bid on how much they would charge for your project. You would then 

look at all the bids and you pick the best provider. It seems pretty straightforward. It seems 

almost elementary. The problem here is that there are a lot of incompetent freelancers that 

get a lot of good reviews. Maybe these reviews were for very simple jobs. Alternatively, these 

reviews can also be bought from unscrupulous people. Whatever the reason may be, there 

are too many cases of incompetent companies and individuals with stellar reviews from 

project-based freelance platforms.  

 

It’s too easy to pick their bids and regret your decision. The upside to this is that you do get a 

bidding mechanism. This way the players are operating under some sort of pressure to keep 

their bids realistic. You have a good chance of paying the right amount of money for the 

amount of work involved with your particular project.  

 

Another advantage of project-based freelance platforms is that there is a built-in redundancy. 

Usually, in any kind of bidding situation, there is a top bidder, a secondary bidder and the 

most expensive bidder. If for some reason or other, the top bidder fails to do the job you can 

simply go back to the original project option and contact the second company or person in 

line.  

 

 



Chapter 7 

 

How not to get burned by developers 

 

Now that you have a clear idea of what kind of development model to go with as well as how 

to find developers, the next step is to protect your dollars and cents. You work hard for your 

money. You run a local business and you’re trying to get online so you can drive more warm 

bodies through your doors. I get all that. But the problem is it’s too easy to look at the online 

migration process as some sort of magic formula that you just need to go through certain 

steps and all of a sudden you have this amazing website.  

 

It doesn’t work that way. Nine times out of ten, local business people end up picking the 

wrong developers. They get burned. In fact, some get burned so badly that their initial cost 

projections for their website is blown to bits. They overshoot their original cost projections 

tremendously. If you don’t want this to happen to you, pay attention to the following tips. They 

can mean the difference between getting the development experience you expect and losing 

a lot of money.  

 

Clear and open communication is crucial 

 

Don’t assume that the web developer you selected is a mind reader. I know this might sound 

like a piece of stupid advice, but you’d be surprised as to how many local business owners 

carry themselves this way. They might not say that they think that their developers are mind 

readers, but based on their action that is what they are implying.  

 

Since you’re not dealing with people face to face, you need to make sure that your written 

communications with your development company is as detailed as possible. Don’t leave any 

detail to imagination. Don’t expect them to read between the lines and understand what 

you’re trying to get across. Spell it out as clearly as possible.  

 

When writing specifications and communicating with developers, I follow a simple rule of 

thumb. I pretend that the person I am communicating with is eight years old or younger. This 



means I have to use very simple words. This means that I have to bridge my thoughts in 

terms of my communications. It may seem like I’m redundant. It may seem like I’m issuing 

dumbed down instructions, but I rather take the risk of looking like a fool rather than assuming 

that the developer gets what I’m thinking about and ends up producing a website that is 

completely different from what I had in mind. I hope you see the point here.  

 

Have all your design ideas, feature sets and customer research ready 

 

This is probably the top cardinal sin of many local businesses. They just get this hot idea that 

they need to go online and they do things by the seat of their pants. They get a great 

developer and everything else falls apart. What happened? They were not ready. You have to 

understand that you have to follow the right sequence outlined in this book. I’ve set up this 

book in the order that I have set it up for a reason. This is all intentional. You need to go from 

one stage to the next stage methodically and systematically. You just can’t skip to the end. 

You just can’t go straight to the development part. That is a sure recipe for disaster. 

 

At the very least, make sure that before you even think about picking a developer all your 

design ideas, feature sets and customer research are ready. Preferably, you should have 

analyzed all these materials carefully and gone through them with a fine-toothed comb and 

walk away with the certainty that everything is clear and has a high likelihood of maximizing 

your website’s lead collection ability. If you don’t get that sense then you might need to invest 

more time and effort getting your specifications into the shape that it needs to be in.  

 

Work with the developer to produce a specification sheet he or she could use 

 

We would all like to think we’re geniuses. We would all like to think that we got it all figured 

out. Unfortunately, if this is how you think, this can lead to a specification sheet that has 

several holes in it. In other words, it’s a development sheet that your developer cannot use. In 

fact, in many cases they can’t make heads or tails of it. This can drag out the production 

process. This can increase the likelihood that the website that will be developed will not to be 

your liking.  

 

In other words, writing a specification sheet on your own increases the likelihood that you 



would be disappointed. To avoid all that unnecessary drama, you need to work closely with 

your developer so this person can instruct you to write a specification sheet that he or she 

could actually understand and use.  

 

The truth is different developers have different preferences. Some people can easily get what 

you mean when you mention certain functions. Others don’t assume anything. They want you 

to thoroughly describe a particular functionality so they can design and code the website to 

perform a certain way. Different developers have different habits so you need to work with 

how they understand and process information to ensure that your idea will end up being 

developed the way you’d like it to be developed.  

 

Be clear about what you want in your spec sheet 

 

I know this point may seem almost insulting. After all, if you’ve followed all three items above, 

it stands to reason that everything in your spec sheet is obviously necessary as far as 

perception of your project is concerned. Well, you’re more than welcome to think that way. 

The problem is a lot of local business developers look at their specification sheet as some 

sort of wish list. They put features and functionalities that they wish some sort of magical 

website would have. They’re not really sure as to how these functions and features relate to 

conversion and actual leads.  

 

Least of all, they’re kind of soft on how these elements would lead to people showing up at 

their local premises. You need to get rid of wishful thinking. You need to make sure that 

everything in your spec sheet needs to be there. If it’s an optional item, leave it out. Also, if it’s 

an item that doesn’t lead to lead generation or actual customer conversion, leave it out.  

 

Make sure you are both on the same specification sheet page 

 

It’s very important to make sure that all items are clearly laid out as I’ve mentioned above, but 

saying this and thinking about is one thing, actually doing it is another. The best way to get 

clarity is to have your developer say to you what he or she thinks a particular specification 

needs. If it’s exactly the same as your idea then you’re on the same page.  

 



If there is some sort of variation then you need to spell it out. You shouldn’t be shy. You 

shouldn’t be embarrassed. You have to understand that the only stupid question is a question 

that isn’t asked. So it’s really important to ask a lot of questions and really press your 

developer to explain to you what he or she thinks a particular specification means.  

 

Get ready to supply model websites 

 

A lot of developers require that you have existing websites to show them. They understand 

that they are supposed to be inspired by these websites. They understand that they’re not 

supposed to copy these websites. They get all that. Some developers are more insistent on 

this. Others are more flexible. Regardless of the situation, you need to have such model 

websites ready. The last thing that you want is to drag out the production process by having 

your developer wait as you get your act together and do your research as far as existing 

model designs are concerned.  

 

Agree with the developer on a quality control sheet 

 

This is crucial. You have to understand that your developer is operating in the dark here. You 

might have given this person some model websites and a clear specification sheet, but at the 

end of the day this person is still in the dark. This person is simply trying to turn an idea that 

he or she hasn’t seen before into something tangible. I hope you get the enormity of this 

situation.  

 

It’s a big deal and the problem is a lot of local business owners assume that just because a 

person is a web developer that they can immediately see what the local business owner has 

in mind in terms of their perfect website. It doesn’t work that way. You have to work with the 

developer to create a quality control sheet so that as long as the implementation passes the 

quality control sheet’s parameters, you will accept the work. This is very important and non-

negotiable. If you skip this point then you are stuck with a website that you might be unhappy 

with. The worst part of it all is you have nobody to blame except yourself.  

 

You have to remember that a lot of developers especially from developing countries like the 

Philippines and India are very eager to please American customers. They like to say yes all 



the time, but when it comes to actual delivery the results are often disappointing. The reason 

why things work out this way is not because of any shortcomings on the part of the developer. 

Nine times out of ten it’s due to the fact that the customer didn’t really have a sensible quality 

control sheet in operation. To avoid unpleasant surprises on both your part and your chosen 

developer, go through the time and bother of creating a quality control sheet. It’s definitely 

worth well the effort and time.  

 

Pay little upfront with escalating tier payments 

 

This is very important. When you’re working with a developer, make sure that you don’t pay 

them upfront. For example, if the project is worth 5000 dollars don’t blow that money 

immediately. Don’t send them a PayPal payment or wire them the payment. You can kiss that 

money goodbye if that’s how you do things. Instead, you need to schedule payments in such 

a way that it closely tracks the development of your project. This means you need to pay them 

as little of an upfront amount as possible. 

 

 In essence, you’re just paying them for a mock-up. Once you’re happy with the mock-up and 

everybody’s on the same page as far as quality control and the specification sheet are 

concerned, you then give them another small payment. But this payment is a little bit higher 

than the previous payment. The key point that you should walk away with here is that you 

should keep escalating the amount of dollars you pay your contractor based on how complete 

the project is.  

 

Eventually, the largest payment should be when the website is already on your server. This is 

the most effective way of preventing rip offs. You have to understand that if you’re dealing with 

a developer based in, for example, the Philippines it’s going to be very expensive to run after 

that person. Also, you have to deal with local court systems. If you want to kiss all that 

unnecessary drama goodbye, just stick with a small upfront payment tied to an escalating 

tiered payment schedule.  

 

 



Chapter 8 

 

All roads must lead to Rome 

 

In this chapter, I am going to focus on the primary reason why you’re building a website in the 

first place. You want your website to generate leads. You want your website to somehow, 

some way get warm bodies to show up at your local business. In other words, you want to 

make money. Always remember this. Always keep this front and center when thinking about 

your project, working with your website developer and fine tuning your website. Unfortunately, 

a lot of local business owners lose sight of the big picture. They get trapped in thinking about 

the small details. They miss the forest for the trees.  

 

It’s one thing to make sure that your specification sheet is very tight and has a higher 

likelihood to leading to desired outcomes, it’s another to keep a broad view over your project. 

You need to do both, otherwise, it’s just too easy to drop the ball. You might end up with a 

very good looking website, but at the end of the day, it doesn’t really put extra dollars in your 

bank account.  

 

You have to focus on the ultimate results that you’re looking for which is lead capture. This is 

why in this chapter I am going to walk you through the process of going through the 

specification sheet one more time with lead capture in mind. Go through the specification on a 

line by line basis and see whether it leads to your website milking as much as leads from your 

traffic.  

 

You have to understand that once your website is built, you’re going to be spending a lot of 

time, effort, energy and possibly, money driving traffic to your website. The whole point of this 

exercise is to convert that traffic into cold, hard cash. It’s not going to happen if lead capture is 

not front and center of your specification sheet. I hope you see how this all leads to lead 

generation. This is why you need to go through your specification sheet on an item by item 

level to ensure that lead capture is given enough importance.  

 

All your site’s pages must lead to lead capture 



 

When looking at the architecture of your website, is it likely to lead to emails being captured? 

If the answer is no then you need to play around with the navigation system. You need to play 

around with the architecture. You need to do something to make sure that lead capture 

happens sooner rather than later.  

 

Also, try to build in as much as lead generation efficiency as possible. Of course, there are 

many ways to play this game. You can capture leads by featuring ads that people can click to 

go to a lead capture page. You can also capture leads by putting a lot of text-based links 

people can click to which leads to a lead capture page. Regardless of how you do it, make 

sure that all roads lead to Rome. In other words, all web pages lead to lead capture.  

 

Spice up your internal links to maximize lead capture 

 

What I mean by this is the way you compose your hyperlinks on your content must be 

attractive enough to gain people’s attention. They must grab eyeballs sufficiently well so that 

they drag enough people to lead capture page. Simply writing “click here” is not going to cut it. 

You have to do something extra. You have to speak to the psychological needs of the people 

reading your web pages so that they can feel compelled to go to your lead capture page. 

Unfortunately, it doesn’t happen overnight. Mastering the right calls to action can take time. 

Still, your website should be engineered in such a way that it’s easier for you to experiment 

with the different text as you try to increase your text-based lead capture efficiency.  

 

Channel your inner sales copy ninja to turbocharge your internal lead capture system 

 

The bottom line with lead capture is that you need to write compelling copy. You have to 

remember that people visit your website because they’re trying to solve some sort of problem. 

They’re not visiting your website for their health. They’re definitely not visiting your website so 

that they can put extra dollars in your pocket. They could care less about your needs. All they 

care about is that central, overarching question, “What’s in it for me?” You have to always go 

back to that central question so you can engaged your inner sales copywriting ninja to write 

profound, compelling content and calls to action that would drive people to your lead capture 

page.  



 

You have to go back to that central question of what people need. Again, this doesn’t happen 

overnight. You need to change the architecture of the web copy in your site. You need to take 

different emotional approaches and framing your content. There are a lot of things that you 

can do. What’s important is that you’re paying attention to the actual results that you’re getting 

so you can quickly evolve your way to lead capture rate that you’re looking for. It’s definitely 

not going to happen overnight. But the good news is your website is constantly sending you 

the signals, pointing you to the right directions as far as text, architecture and overall 

presentation modifications are concerned.  

 

Use rotating graphical ads to suck up leads 

 

I mentioned previously that one way you can lead people to your lead capture page is to 

feature graphical ads. When people click on these ads, they go to your squeeze page. With 

that said, there’s nothing magical about this. You just can’t post graphical ads and expect all 

of them to convert. It doesn’t work that way. In fact, in the vast majority of cases, only a small 

percentage of your graphical ads will get clicks. This is why it’s really important to tackle this 

problem in a very scientific way.  

 

You need to create many different ad variations and run them through your website’s 

graphical ads rotator system. Pay attention to the actual clicks those ads get. You would 

quickly realize that some ads get a lot more clicks than others. You should then get rid of the 

non-performing ads and create variations of the banners that get a lot more clicks. Run this 

test again and you would see that among those variations some perform way better than 

others. Keep repeating this process until you’ve arrived at graphical ads that attract clicks to 

your squeeze page at a fairly predictable high rate.  

 

 

 

 



Chapter 9 

 

Build a squeeze page that works 

 

In previous chapters, I’ve walked you through the process of conceptualizing the online home 

of your offline business as a lead generating machine. If you’re unclear about that or you 

completely missed that point, I invite you to read the previous chapters before reading this 

and subsequent chapters. Do yourself a big favor and review the previous chapters because, 

at this stage of the book, I need you to be completely clear that the whole point of your 

website is to milk as much leads out of your online traffic as possible. Make no mistake about 

it, leads are what generates real live customers; not clicks on an ad or visits to your website. 

What matters are the warm bodies that show up at your place of business so they can buy 

whatever merchandise or services you are offering.  

 

Crucial to lead generation is the squeeze page. The term “squeeze page” is just a fancy term 

for a web page specifically designed to get people to enter their email address so they can 

end up in your mailing list. In other words, it’s your conversion page for your mailing list.  

 

The term “squeeze page” came about because effective email collection pages are designed 

in such a way that when people find themselves on this page, they feel compelled to enter 

their email address. In other words, they feel a squeeze. They feel some sort of pressure. Of 

course, this pressure is never physical. It’s all emotional and intellectual. Regardless, that 

pressure has to be there. Otherwise, they’re not going to do what you want them to do which 

is to establish a relationship with you via email.  

 

Once this relationship is established then you can draw more and more people to your place 

of business and earn more dollars from those people. That’s how crucial a squeeze page is. 

Unfortunately, a lot of offline business people simply think that they can use some sort of 

template and be done with their squeeze page. While you’re more than welcome to do things 

that way, I’m telling you right now if you do things that way, chances are your squeeze page is 

going to suck. That’s right, it’s not going to suck in emails. It’s just going to flat out suck. It’s 

not going to earn you money. That’s the bottom line. So pay attention to the tips outlined 



below so you can work your way to a squeeze page that actually does what it’s supposed to 

do.  

 

Element by element design 

 

A squeeze page can actually be broken down into different elements. If you look at any kind of 

email recruitment page, you’d realize that there is a header that has a graphic at the top that 

tells the viewer what the page is about or set some sort of emotional state. Maybe, it’s a 

question. Maybe it’s a short one-sentence statement. Whatever it is, it calls people to action. It 

creates an emotional ambiance for the page. 

 

The second element, of course, is the font and the things that you can see; in other words, 

the graphical appeal of the squeeze page. Every small detail of a squeeze page can either 

help the conversion process or hold it back. There’s no such thing as a neutral element.  This 

is why it’s really important to make sure that you have an elemental understanding of what 

goes on with your squeeze page. Otherwise, it’s too easy to fall for the trap of simply copying 

and pasting somebody’s existing squeeze page and cross your fingers and hope that 

somehow, some way somebody would leave their email address. Well, I’m sorry to break this 

to you, but that’s not a recipe for success. That’s a sure recipe for mediocrity and outright 

failure.  

 

If you want your squeeze page to really vacuum leads off the Internet then you need to use 

an element by element design. Here are the common elements that go into a squeeze page: 

header, text, font, graphics or video, testimonials and call to action. Feel free to play around 

with which element you want to feature on your squeeze page. Regardless, what’s non-

negotiable is the header and the call to action along of course with the actual email collection 

box. Everything else is negotiable. Everything else can be modified to fit the particular 

browsing patterns of your target customers.  

 

The next step of element by element design is to constantly modify a particular element until 

your squeeze page is converting at a higher rate. The best way to do this is to start with three 

squeeze page designs that look very different from each other. Run traffic through them and 

see which converts best.  



 

Next, pick the best-converting squeeze page and play around with the header. Start with the 

header because this is the first element. Play around with this element, make changes and 

see which of the variations increase your conversion. Keep tweaking the header until you can 

no longer get a higher conversion. You’ve maxed out on that particular element.  

 

Next, switch to another element which is the font or graphical elements. Repeat the same 

process of testing variations like you did with the header. Keep going through all the elements 

until the whole squeeze page, as a cohesive unit, converts at a much higher rate than the 

squeeze page you originally started with. Obviously, this takes quite a bit of time and effort. 

The good news is that your time and effort would be well worth it.  

 

Create different squeeze pages for different traffic sources 

 

This is where things can get a little bit dicey. A lot of local business owners think that as long 

as their squeeze page is converting at a predictable clip for all sorts of online traffic, their job 

is done. I can completely understand why people think this way because, let’s face it, all of us 

don’t have the luxury of time. All of us have busy schedules and we’d rather be doing 

something else.  

 

However, if you’re serious about turning your local business’ into a lead-sucking vacuum 

cleaner, you need to play around with your squeeze page, not just on the page level but also 

on the traffic level. The truth is different traffic sources send different signals to their users and 

these people expect different things. This is why different traffic sources convert at different 

levels depending on the squeeze page you show them.  

 

At this stage of your analysis, you need to look at your statistics and pay attention to how 

traffic flows from a particular source convert with your squeeze page. You might want to 

create a specialized set of squeeze pages just for that traffic source. Apply the modification 

system outlined above until you reach a point where you maximize your conversion of traffic 

from a particular source. After you’ve tightly optimized one traffic source, optimize yet another 

traffic source. Keep doing this for all your traffic sources.  

 



Tightly integrate social media into your squeeze page 

 

A lot of marketers and entrepreneurs think that once they get a person to their squeeze page, 

their job is done. They essentially trust their squeeze page to do its best to convert that traffic 

into a lead. This really is lazy thinking because you have to understand that your squeeze 

page is an asset and you definitely owe it to yourself to tweak that asset so that it works 

overtime to produce results and the best way to do this is to tightly integrate social media into 

your squeeze page.  

 

In other words, if people do not convert off your squeeze page, at least give them the option 

of referring people to your website who might. Do you see where I’m coming from with this? 

You’re basically recycling your traffic. You’re getting another bite off the apple. By simply 

letting that traffic die because it didn’t convert in your squeeze page, you’re essentially leaving 

a lot of money on the table. Talk about a lot of waste. 

 

Don’t forget the power of video 

 

Video sales pages are very hot right now and for good reason. The truth of the matter is text 

can only go so far. With video, you can send all sorts of emotional signals. You can engage 

people on a deep, personal level and this level of engagement can increase your likelihood of 

conversion. Now, don’t get me wrong. Don’t walk away with the impression that you only need 

to slap on a video to your sales page and all your conversion problems go away. No, it’s not 

that simple.  

 

When people see a video on a squeeze page, a large number of them bounce out. They just 

get so intimidated at the prospect of having to sit through that video. The good news is that 

there is a high likelihood that if people do stick around to watch your video, a very good 

percentage of them will actually sign up for your mailing list.  

 

Video is a two-edged sword. You need to play it correctly. The best way to work video into 

your squeeze page is to create a proper header and intro text so that people aren’t 

intimidated by the video. Also, the content of the video must be emotionally engaging enough 

so that your website’s visitors feel emotionally invested in whatever value proposition you 



bring to the table. This is the best way you can maximize engagement and turn that video 

engagement into a collected lead.  

 

 



Chapter 10 

 

Launch like a boss 

 

As I mentioned earlier, when you’re putting together the specification sheet for your offline 

business’ website, you are coordinating with your local customers. You are getting their 

feedback so you can design the right site. You’re also working with them so they can help you 

spread the word about your website to their social networks. This is not empty talk. This 

actually leads to a specific plan of action.  

 

You need to make sure that there’s a tight fit between how you talk about your upcoming 

website to your existing local customer base and your website’s launch schedule. If you play 

your cards right, you can launch your website with a lot of fanfare and this can produce 

enough attention that it can lead to a perpetual traffic generation machine.  

 

In other words, you launch in such a big way that social networks of your customer base are 

properly seeded with information regarding your website. This then leads to even more 

people sharing the word about your website and this can go on and on indefinitely. Make no 

mistake about it, if you launch properly you might not have to worry about working overtime to 

drive traffic from the Internet. Here are some ideas you might want to implement.  

 

Hold local promotions to build anticipation for your site launch 

 

Hold local promotions with your offline business’ contact with your existing customers to build 

anticipation for your soon-to-be-launched website. Tell them that it’s coming soon and there 

are all sorts of promotions and incentives for them to anticipate your site.  

 

Incentivize your local customers to share your launch promo on social media 

 

It’s really important to make sure that you launch with a bang. In other words, when your 

website finally makes its long-awaited appearance, there has to be a readily apparent reason 

why people should be happy that your website launched.  



 

One way to do this is to give a steep discount. Maybe like a one-day 50% off sale or a free 

product that you’re giving to the first 100 people that got a special launch promo code off your 

website. Whatever it is, it has to make such a profound impact that people would want to talk 

about it on social media. What you’re trying to accomplish here is that you’re trying to get your 

existing customer base to feel motivated about telling others on Facebook or Twitter regarding 

your newly-launched site.  

 

Simply giving them one dollar off or a free t-shirt is not going to cut it. In fact, your local 

customers might take it as an insult. So you need to look into possible loss leaders as far as 

steep discounts are concerned so you can make a big enough splash when you do debut 

your site.  

 

Take full advantage of beta launches 

 

A beta launch is essentially a soft launch. In other words, you roll out your website so the 

initial visitors to your site can look for bugs and otherwise stress test the site. It’s definitely not 

an official launch. You are telling the world at large that your website is far from perfect and 

you need help to figure out its weaknesses, find bugs and otherwise whip your website into 

shape so that it can eventually formally launch.  

 

A lot of web developers and local business owners look at this as primarily a ministerial or 

procedural situation. It doesn’t have to be. In fact, you can turn this beta development process 

into a promotional opportunity. Use this to collect site improvement data as well as incentivize 

your customer base to spread the word regarding your website.  

 

This can yield two distinct sets of results. Not only do you get information that can help you 

improve your website’s lead collection capabilities, but you can also incentivize your existing 

traffic to spread the word even further regarding your upcoming launch. The secret to this, of 

course, is to be clear about your intentions. Make it clear to your customers that your site is 

not in its full, finished form yet. The last thing you want is for people to visit your website 

assuming that it’s complete, walk away with a crappy experience and tell the world about it.  
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Optimize, optimize, optimize 

 

At this stage, you’ve already launched your website. You might be patting yourself on the 

back. You might even be thinking of taking a long vacation because this whole process took a 

while. You’re definitely more than free to take a vacation, but once the dust settles you need 

to come back and look at optimization.  

 

The fact of the matter is that most people don’t hit a home run the first time they step up to the 

plate. Baseball doesn’t work that way. It doesn’t matter how good of a baseball player you 

are, you need to keep swinging that bat and swing it for the fences until you eventually 

establish a home run streak. You learn by doing. You learn through experience. In many 

cases, a lot of it is trial and error. Don’t expect that just because you put together an amazing 

set of specifications and you’ve engineered lead collection into the very DNA of your website 

that you no longer have to optimize. It doesn’t work that way.  

 

In fact, if you look at it from a particular vantage point this is where the real work begins. 

Anybody can put up a website. Anybody can put up squeeze pages. Anybody can drive traffic. 

The problem is conversion. This is very challenging precisely because it requires a lot of 

attention to detail. It also requires a lot of stamina on your part to keep looking at your 

statistics and making small changes to make sure that you are capturing leads at the highest 

level possible. Pay attention to the discussions below so you can optimize your website in a 

methodical and systematic way.  

 

Optimize your lead collection pages on an element by element basis 

 

I’ve already covered this in Chapter 9, but I need to remind you once again that you need to 

use an elemental approach to optimize your squeeze page. As I mentioned earlier, you only 

need to break up your pages into elements and optimize each element until you get optimal 

results. You then switch to the next element and repeat the same process. You keep tweaking 

until you get peak results for the whole web page.  



 

Always get customer feedback 

 

Throughout this whole optimization process, always keep your customers in the loop. Keep 

getting their feedback and use this feedback to keep making variations on the different parts 

of your website. Keep track of your efforts so you don’t duplicate your efforts and you don’t 

reverse previous changes unwittingly. Again, make sure that you keep testing your results 

until you get the performance that you are looking for. 

 

Volume matters less than conversion 

 

The overarching philosophy that you should follow when you’re optimizing your website is 

this: volume matters less than conversion. It’s very easy to get excited by the fact that your 

website seems to suck up tons of traffic from the Internet. Well, that huge river of traffic isn’t 

really going to do you any favors if they don’t produce leads. If these leads don’t actually 

show up to your business to put dollars in your pocket, you’re just simply wasting your time.  

 

This is why when you are optimizing your website, you need to focus primarily on quality 

instead of quantity. This is non-negotiable because at the end of the day, it’s the paying 

customer with his or her credit card that takes your business to the next level. It’s not the huge 

amount of clicks that your website gets. It’s not the amount of mentions you have on social 

networks. None of that really matters if they don’t produce conversions. Everything, as I 

mentioned earlier, must lead to Rome. Rome, in this case, means leads. So always focus on 

your overall mission. It’s all about conversion.  

 

Now that I’ve gotten your attention you might be thinking that your job is done if your squeeze 

page generates a ton of leads and your mailing list is huge. Well, actually that is not enough. 

That mailing list has to actually produce warm bodies. If you send out a broadcast to your 

mailing list and only a few people bother to open their email and much less click on a link then 

you’re not running an optimized ship. You need to dig into the kind of emails you’re sending 

out and optimize that so you can get more emails opened and you can get more people to 

show up to your business.  
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Future directions 

 

By this stage you have built a website that produces leads. Congratulations to you. All the 

heavy lifting has been taken care of. You also have a clear idea as to how to optimize your 

site in such a way that it can produce even better results in the future. Keep your focus on 

possible future steps you can take with your online presence. As I’ve mentioned earlier, your 

website is just the beginning. This is your first toehold into the broad and almost limitless 

marketing potential of the Internet. There are just so many other ways the Internet can benefit 

you, thanks to your website.  

 

Build a custom app to reach your local customers 

 

One future direction you can take with your website is to use it as a distribution platform for a 

custom mobile app that advertises your business. For example, if you run a local dental 

practice, you might want to get a custom app that people can use to set appointments with 

your dental office or tie it into a neat little feature like taking screen shots of their teeth and 

determining their whiteness and giving them a warning if their teeth have perceived cavities. 

Tie some sort of gimmick to it.  

 

The reason why you would want to build a custom app to reach your local customers is that 

the moment they install your app into their mobile device whether it’s a smartphone or a 

tablet, doesn’t really matter, they are giving you permission to reach out to them whenever 

you want and wherever on the planet they are. A lot of apps have instant automatic 

notifications so when you send out an update, your local customers are sure to pick up on 

that update. This is a very powerful way to get people to show up to your business.  

 

Focus on tighter online and offline promotional coordination 

 

Now that your website is up, you can run offline promotions and see the impact on your actual 

sales. The key here is to pick up enough data points from your website and how it leads to 



actual offline conversions so you can keep optimizing this interplay between your business’ 

online presence and your offline promotions. Don’t expect things to happen overnight. Don’t 

expect to get it right immediately. As long as you pay attention to your statistics and you keep 

making changes and variations in a systematic and methodical way, you will eventually get to 

the conversion rate that you are looking for.  

 

Maximize local SEO 

 

Since you have a website for your local business up, the next step is to get your business 

name, address and phone number listed on as many as different local directories as possible. 

The best place is to start with is Google Maps and work from there. This doesn’t have to 

happen overnight. You can do things in small batches. What is important is you need to build 

this into your daily ritual of online promotions so that eventually search engines can send 

more and more traffic to your website.  

 

Police your own online brand closely 

 

Now that you have an online home for your local offline brand, you need to protect your 

brand. Don’t let others define your brand. As I’ve mentioned earlier, people will hate. People 

will come up with all sorts of reasons to criticize your brand. The moment a negative mention 

of your brand appears, you need to be there to present your side of the story. If you do this 

consistently enough, people would have a balanced and nuanced view of your brand.  

 

Create a solid brand on all major social media platforms 

 

There are many social media platforms out there, but there really are three big platforms that 

you need to be on. I am, of course, talking about Facebook, Twitter and YouTube. You should 

create a solid presence on those platforms by creating an account and altering that account’s 

look and feel with your brand elements. Maybe you need your logo up on your profile or you 

need a custom app. Whatever the case may be, you can get cheap graphics that reflect your 

logo or brand from places like Fiverr.com. Get those social media accounts built so that there 

is a tight interplay between your website and your accounts on those social media platforms.  

 



Conclusion 

 

Putting up a website for your local business isn’t something you should undertake lightly. It’s a 

venture that requires a lot of advanced planning and a lot of thinking. The good news is the 

more time and effort you put into planning the right online presence for your offline local 

business brand, the higher the likelihood that you would be successful.  

 

You have to always have a solid idea of the actual outcome of your online activities. 

Otherwise, if you simply play the game by the seat of your pants, your chances of losing go 

up tremendously. By following a systematic and methodical approach to planning your online 

presence, you increase your chances of lead generation and lead conversion dramatically.  

 


