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Seven Mistakes You’re
Making on Your Website

AND HOW TO FIX THEM FAST



hi.
       SO YOU WANT TO LEARN HOW TO FIX THE 
 MISTAKES YOU’RE MAKING ON YOUR WEBSITE?!

I bet that you didn’t even realize that there could be so many 
elements of your website that could go wrong, did you?! 

Well, neither do my rebranding clients! 

One of the BIGGEST mistakes that creatives make when 
tackling their website design, is not considering their target 
audience and thinking to create an online home that best 
supports their needs. 

Too many times I hear from my clients, “well, I chose this be-
cause I like it.”, to which I answer “let’s think about it from the         
prospective of the person(s) who you are serving and will ulti-
mately invest in your services. 

Before we dive into everything, Make This Promise to Me: 
“When building my site, I will (1) be more intentional (2) 
provide more value (3) and above all I will create a space 
where I can attract and support the decision my audience 
will make in investing in my services.”

Go on, say it out-loud! :) 

In this guide I will walk you through:

7 Mistakes I Commonly See on Websites

7 Quick Solutions to Each 

WELL, I’M HERE TO HELP YOU!
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mistake one
BEGINNING WITHOUT A VALUE LADDER
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This is a common mistake that takes place mainly when first starting a new business. If you are one of 
the fortunate first-time entrepreneurs who thinks about how to scale your business...I salute you! For 
the rest of us, don’t fret. Just because you didn’t start your journey to branding your small business with 
a value ladder (a list of services/offerings that outlines how you will attract and scale your business) 
there is how: 

As a strategic web designer, I make sure to dive into how my clients plan to sell the different services 
and help them to refine their plan and increase the likelihood of success and conversion. 

THE SOLUTION 

When setting out to structure your value ladder, think of all the different entry points a 
potential client can have with your brand, starting all the way from zero or “free”. This will 
allow you to map out the perceived and true value that you will be offering at different price 
points. Think of your value ladder as a potential roadmap of your client’s journey - making 
sure that your highest offer is where your 1:1 touch-points are the highest. 

Consider the following example when structuring your value ladder:

• Price: Free | Client Provides Email for freebie opt-in
• Price: Free | Blog Posts & Podcasts
• Offer 01: $9-24 |  Digital Product Download
• Offer 02: $997 | eCourse 
• Signature Service: $2,500 | 1:1 6-Week Coaching

$997 eCOURSE

$9 - $24 DIGITAL DOWNLOAD

BLOG POSTS / PODCAST

FREE - DIGITAL DOWNLOAD

$2,500 SIGNATURE SERVICE

When rebranding, it’s especially im-
portant to develop a value ladder to 
properly create and later promote your 
services to the RIGHT individuals. 

When you are considering rebranding 
you are most likely also looking to 
refine your services. And get clearer, 
so that your selling efforts have more 
traction and you see more results. 

Without developing a clear value 
ladder, it may be may be difficult to 
accomplish. 



mistake two
YOUR ABOVE THE FOLD MESSAGE IS UNCLEAR
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People are driven by calls to action. Think about it, have you ever visited a website that was overwhelm-
ingly unclear about who they were and what they do? I’m sure you didn’t spend too much more time 
going through the site. This is something that we must understand as business owners...our audience 
have a very limited amount of time to absorb what we are offering. 

The above the fold message, what is seen immediately after visiting your website, has to be quick, clear 
and precise. Tell your audience who you are and what you can do for them and what to do next. Mes-
saging is the key to moving visitors through your website and keeping them engaged. 

Photography: Pierre Lamon Photography

CLIENT HOME PAGE DESIGN

CLEAR NAVIGATION 

CALL TO ACTION BUTTON

CALL TO ACTION HEADER

THE SOLUTION 

When you are composing your above the fold design, keep it simple and remember
 this checklist:

• Clear positioning of your logo
• Menu displayed effortlessly
• Call to Action Header
• ONE Call to Action Button  

Photography: Ashley Burns Photography



mistake three
LACK OF CONVERTING CALL TO ACTIONS

Since we are on the topic of engagement and why we should consider the time that our visitors have, or 
don’t have rather, I thought it especially important to quickly speak about allowing them quick exits to 
the information that will best serve them. 

Call to action buttons are there not only to navigate users to different section or pages on your website 
but also to get them what they really came for. If your website only has one CTA button, you could be 
missing out on lots of potential customers. 

Remember, there are several different types of customers, one of which desires to get in, get out and 
get on with their lives, and if the only CTA button is buried at the bottom of your page...they could         
disengage and move onto the next business.

Let’s fix that!

T
H

E
 S

PA
R
K

 M
ET

H
O

D

THE SOLUTION 

04

The first CTA action button, as mentioned 
on the previous mistake, should be in your 
above the fold message. I suggest that you 
use this CTA to move your audience to what 
you are currently focusing in your marketing 
efforts. Ex: Invitation for a 1:1 call, read your 
blog post, join a webinar, etc. 

We’ll cover this more in Mistake #6 but it’s 
so important for you to have a lead capture 
on your website. Again, keeping in mind 
that visitors have limited time to engage,      
placing your opt-in directly below your 
opening (or above the fold) is going to be 
your best bet! But there is not a one-size fits 
all solution for placement.

In this particular sales page example, I have 
used this opt-in as a ‘purchase now” button 
for anyone who wants to get straight to the 
offer.

This is an example of a call to action        
purchase button that has been designed 
to both display the price and provide the      
option option to click. 

Tip: When you are considering where to 
place call to action buttons, remember to 
put yourself in the seat of your visitor and 
think of what point you’d like the option 
to be guided to another page or more            
information. 



mistake four
NOT MAKING YOUR SERVICES STAND OUT

There is so much competition out there! It is estimated that over 500.000 businesses open each year and 
they are all fighting for the attention of their consumers. When it comes to your industry, I’m sure that 
you know tens if not hundreds of direct competitors that you will be grouped amongst when your  
potential client is making a buying decision. Let’s make it easy for them and make sure that your 
services stand out!
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THE SOLUTION 

We’ve already discussed making sure 
that your Call to Action is clear and 
positions you in your field, however, you 
can also use the opening CTA header 
(on any page) to introduce the problem 
that your service will solve.

As a brand/web designer, I am          
constantly trying to find ways to 
associate my client’s services with 
everyday, recognizable items that 
their audience will resonate with. 
Use an image to pull your visitors in 
and increase effectiveness!

Testimonials are embarrassingly         
underused in web design. 
Personally, I have them weaved 
throughout my entire website. Listen, 
your audience is looking for proof. Proof 
that you can do what you say you can 
do AND that others have either experi-
enced results they are looking for.

Although this area doesn’t directly sell 
to the visitors of the site, it sells my 
client’s personality! Whenever you can, 
take advantage of inserting your per-
sonality into your services to make them 
stand out even more!



mistake five
FOCUSING ON FEATURES & NOT BENEFITS/RESULTS

Now, I have to be 100% transparent here...I was first introduced to this concept by my sales coach Mar-
va Goss and I’ve been teaching my clients how to focus on benefits and not features, ever since. 

It’s a common mistake that I think that anyone, no matter their level of experience can fall into. We 
want to let our audience know all of the features that are included in our packages (2 logo designs, 3 
strategy call, seven edits, etc., etc.) but in reality that isn’t the first priority our potential clients have 
when booking services. And this hold true across industries. It’s about what you can do for them and 
the benefits that it will have to their life and business.  
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THE SOLUTION 

Make it a Conversation: One way 
to ensure that you are focusing on 
benefits and not features is to have 
a conversation with your visitors. 
Be sure to appeal to the problem 
they are facing and one of the TOP 
reasons why they would personally 
want to invest in you. 

Tip: You must do your research here 
to know exactly what benefit will 
move the needle in their decision 
making.

You will see here that we’ve used 
a CTA heading to let the visitors 
know of the sole benefit of signing 
up for my client’s webinar. Not 
only is there a benefit of moving 
to the next level in your career but 
my client is ensuring that she can 
teach her clients how to 
accomplish that in just FOUR 
weeks...another BENEFIT!

QUICK TIP: When you are tempted to talk 
about features, perhaps when explaining 
what is included in your signature service, be 
sure to keep it simple. Use bullet points or 
grouped sections to make it easy on the eyes. 
Do this only AFTER you’ve conveyed the 
benefits. 



mistake six
NOT HAVING A LEAD-OPT IN

Long exhale...I hope that if you are a service-based business, you are strategizing on how to keep your 
audience engaged and interested in your services. One way to accomplish this is to create a lead-opt in. 
A lead-opt in, or lead generator, is an educational tool used to attract and support potential customers, 
supporters, etc., in exchange for their email address. I won’t go into what happens after you’ve built 
your email list here, however, I’ve personally used lead-opt ins to position as an expert as well as attract 
and book clients. 
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THE SOLUTION 

When brainstorming of what to cover in your lead-opt in, think about the following:

• What questions are you always asked that relate to your industry/speciality?
• Is there a small tool you created that helps your clients, that you can share?
• Are there mistakes that are often made in your industry that you have the solution 

to?

*TIP: Your opt-ins do NOT have to be 10+ pages like mine...starting with 2-3 pages will 
be more than enough.



mistake seven
BLOGGING WITHOUT SEO IN MIND

I may get in trouble for this one but who cares?! It’s my job to be honest and open with you...and it’s my 
opinion that “if you aren’t getting directly paid to blog, you don’t need to blog every damn week!” 

There I said it. Let’s face it, you’re busy running all of the other parts of your brand - you may not have 
time to blog all the time. HOWEVER, you must blog for your brand because it is attached to a mecha-
nism that is not going anywhere...the almighty SEO. 

Appearing in the first 2-3 pages of Google should you a goal for your brand and SEO is how it happens.
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THE SOLUTION 

So how do my clients get found on Google AND still have time to run their businesses? They 
use my B3Q Approach. Basically, you want to blog three (3) times a quarter. That’s it! These 
blog posts should (1) position you as an expert, (2) position your service as a solution, or (3) 
showcase your work and the results you’ve gotten clients. 

You’re probably asking yourself, how will I be effective, just blogging three times a quarter? 
Well to be honest, you’re booking clients now, not blogging! But really here’s how it works: 
you repurpose it all!

Here’s an example:

EVERY MONTH, BACKLINK TO 
YOUR PREVIOU QUARTER’S 

CONTENT

PARTNER WITH OTHER BIZ TO 
SHARE ON THEIR BLOG

POST TO INSTAGRAM 
FEED/STORY, OFTEN

ORIGINAL BLOG POST



bonus mistake
KEEPING QUIET 

I am always on the look-out for how I can improve the systems and processes I use in my business but 
when I took a deeper dive into how my clients could see even more results, it actually didn’t have a 
thing to do with me. It was ALL about how often they were talking about and promoting their services. 

The build it and they will come method is over and done with. Just remember how many times you 
think about hiring someone and almost immediately get distracted - forgetting to take down or save 
their information! Keeping quiet does your expertise a disservice as well as those who are on the look-
out to potentially hire you. 
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THE SOLUTION 

If you are anything like me, it almost feel like you are bugging people when you talk on and 
on about your services. Thankfully, I receive coaching on this almost monthly and what I’ve 
learned is that talking about your services in a singular fashion (mainly selling) is extremely 
draining - to you AND your audience. 

Try to focus on the different facets of what make your business unique. Think of different 
ways to talk about and present client testimonials. And above all, have some fun; include 
glimpses of your personal life that make your audience feel more connected with you!
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“EVERYTHING YOU ARE DREAMING OF, IS POSSIBLE ON YOUR ON TERMS.” - TIFFANY TOLLIVER

Hi, I’m Tiffany, I partner with women-led brands to 
create stunning websites that help them to 

become multiple six-figure businesses. 

Through my strategic design process, I help 
go-getters like you stand out as the most reliable, 

trustworthy and qualified in your industry -- 
getting you more of the clients you really want 

before you even launch! 

CLICK HERE TO SCHEDULE A CONSULT A
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https://calendly.com/theemmaroseagency/consultation?back=1&month=2019-04

