
  

Welcome! 
 
 
Hello, and welcome.  I’m Naomi from IttyBiz, and you are reading a 
free sample from the Let’s Fix Your Business course – a set of three 
classes that tell you what to do with your content, website and list so 
that more people start buying your stuff. 
  
This sample is from week one of the Let’s Fix Your Website class. It is 
called “Your Crash Course In What Your Visitors Want,” and is all in 
aid of making you say “Oh my God, it all makes sense now” so many 
times in a row that it will feel perfectly reasonable to go ahead and 
get the rest of the course. 
 
It is also in aid of helping all those new to the IttyBiz family discover 
that we are a little bit different.  That we’re fun.  That we don’t take 
ourselves too seriously.  And that we’d rather teach you how to make 
sense of everything once and for all instead of just throwing a bunch 
of tactics your way and leaving you to the proverbial wolves.   
 
The wolves are no fun.  It’s much nicer to know how things work, so 
you don’t need to depend on a list of tactics to help you make the 
decisions that get more people buying from you. 
 
Now, this sample is for week one of the class.  What are in the 
following weeks, you ask?  Well, here’s the line up: 
 
Week 1, as we’ve said, is “Your Crash Course In What Your Visitors 
Want".  Week 2 is “Making People Want To Stay On Your Site And 
Explore.”  Week 3 is “Fixing The Pages That Make You The Most 
Money.” 
 
Week 4 is “Getting Visitors To Take The Actions You Want.”  Week 5 
is “Taking Every Bit Of Overwhelm Out Of Fixing Things”, and 
Week 6 is “Getting Even Better Results From Your Website.” 
  
With that said, enjoy the lesson. And for God’s sake, don’t get all 
tense because you think your website is a disaster or the process has 
to be scary.  We have a whole week dedicated to taking all the 
overwhelm out.  This is going to be fun. 



  

  
Oh, and one other thing before we start - registration for the Let’s Fix 
Your Business classes closes on Tuesday, March 25th.  So we hope 
you’ll get on in today.  You can even do it while you’re listening to 
this audio!  Then it’s all done and you’ll be ready to go. 
  
Ok, let’s get going.   
 
Roll title! 

 
 
 

LET’S FIX 
YOUR WEBSITE 

 
Session One: 

 
Your Crash Course In 

What Your Visitors Want 
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introduction 
 
Hello, and welcome! I’m Naomi from IttyBiz and you are listening to 
Let’s Fix Your Website, Session One, called Your Crash Course In 
What Your Visitors Want. 
 
Can I tell you a secret? The first time I typed those words, I actually 
typed “Your Crash Course In Something Or Other.” I completely 
blanked. Dave is in charge of remembering these things. 
 
Luckily for you, however, at the time I’m typing THESE words, I am 
completely ready to teach this class. 
 
So. First session of a brand new class. Are you excited? Nervous? 
Wondering if this is going to be total garbage like that time you took 
the How To Become A Real Estate Mogul class at the Learning 
Annex? 
 
I understand. Well, I don’t. But I empathize. 
 
Let’s Fix Your Website is structured pretty much the same as the 
other classes in the Let’s Fix Your Business series. This is session one 
of six, where we introduce the fundamentals and you don’t have to 
do too much work. Today is concepts.  
 
The next few sessions will move from concepts to strategies and real-
world applications. By the end, we’ll be pretty much pure tactics or 
For The Love Of God, Don’t Do That’s, if applicable. 
 
Unless we change our mind, in which case, forget I said anything. 
This message will self-destruct in five seconds. 
 
Here’s how these classes tend to work. 
 
First of all, we introduce your concept du jour. Today, for example, 
we’re talking about what visitors want. What visitors want is 
different from what customers want and from what readers or fans 
want, so after we introduce the concept, we’ll go into the details of 
the visitor experience and what it’s like for them. 
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Most of the session is devoted to the middle portion. Like all of the 
classes in the Let’s Fix Your Business series, we are trying to create a 
permanent fix. We’re trying to teach you how to think differently, so 
we don’t do a lot of tactical stuff in this section.  
 
We’re doing this so that we don’t hit you with a bunch of tactics that 
will expire within six months, forcing you to buy more information 
products and attend expensive seminars in Los Angeles. 
 
In worksheet heavy sessions, we’ll end with going through critical 
parts of your Guidebook so that you’re not stranded on a shore 
somewhere with nothing but a homework assignment and a prayer. 
 
So that’s pretty much how the sessions work. Housekeeping is 
officially out of the way. 
 
Wanna get started fixing your website? 
 
Actually, one more piece of housekeeping. 
 
Nobody wants to get started fixing their website. It’s boring. If you 
were the kind of person who got seriously jazzed fixing up websites, 
you would have already done it by now. 
 
So the important thing we want you to know right now is that THIS 
IS NOT INTUITIVELY FUN.  
 
It can be made fun, if you’re willing to change your criteria for what 
fun is supposed to be. Making the progress can become pretty fun. 
Checking things off your to-do list that you never thought you’d 
check off your to-do list can become pretty fun.  
 
Finding out you’re capable of a lot more than you thought you were 
can become pretty fun. And the results are VERY fun. 
 
But let’s not kid ourselves here. Nobody goes into a Learn To Do 
Your Own Taxes seminar thinking, “This is going to be a riot!” And 
no reasonable Learn To Do Your Own Taxes teacher is going to be 
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able to look themselves in the mirror the next morning if they lead 
with, “Is everybody excited to do their taxes?” 
 
No. My dentist also isn’t bringing in 76 trombones and 110 cornets 
when he teaches me how to floss.  
 
Now, this sounds like nothing but witty banter, but it’s important to 
pay attention to. 
 
We’ve had a lot of students in our day, thank you and God help you. 
And we’ve learned something about processes like these. If students 
think this is going to be anything better than (at best) a bit of a pain in 
the ass, they tend to quit as soon as it starts sucking a little.  
 
Fine. Quit. It’s not that big a deal. You can always come back to it 
later. Really. It’s a website, not a moon landing. 
 
But what tends to concern me is what the students do right after they 
quit. 
 
Wanna know what that is? 
 
Well, first they find it prudent to beat themselves up for a good long 
while. But the NEXT thing they do is buy the most expensive seminar 
they can find. They get sucked into more and more expensive and 
intensive seminars, platinum programs, coaching relationships, 
mentorship groups, the whole nine. The more it costs, the greater the 
appeal.  
 
I’d like to take a moment to recommend against that. I’ve got two 
platforms I’m operating from here. 
 
First, if you’re going to fix your website, please just fix your website. 
It’s not a lifelong process, it doesn’t take forever, and unlike content 
plans or major projects, it’s not necessarily ongoing. It’s like training a 
VA. Just do it, for God’s sake. You’re not being helped by the delay. 
Obviously you want it done, or you wouldn’t be here.  
 
Any improvements you make today will help you forever. Actual 
ever. Putting this off for any reason other than emergencies or 
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personal life issues is just delaying the inevitable and hastening your 
new job at ABC Liquor. 
 
Second, if you’re NOT ready to do it, you’re not ready to do anything 
else either. If this is too hard to do right now, too time-consuming to 
do right now, too daunting to do right now – so is everything else. 
Don’t go drop two grand on Teaching Sells or B-School or some 
platinum coaching program.  
 
This can be a nice little testing ground for you. If you’re too daunted 
for this, you’re too daunted for that, and you’re just throwing your 
money away and giving yourself something new to beat yourself up 
about later. 
 
So do, or do not. Don’t become one of those people who drops too 
much money on seminars because everything feels like it sucks. Of 
course it sucks. The other thing sucks, too. You may as well finish 
this and then you’ll have accomplished something. 
 
OK. 
 
Now I really mean it. Let’s do it. 
 

w  w  w 
 
I’ll start with the first thing you need to know about your website. 
Not “websites”. Your website. 
 
95% of the people who will ever visit your website – and that is a 
very conservative estimate, by the way, since it’s probably a lot closer 
to 99.9% for most ittybiz owners, but anyway – at least 95% of the 
people who will ever visit your website have not visited it yet. 
 
The same is true of people on your email list, and we talk more about 
that in Let’s Fix Your List, but for right now, we’re talking about 
websites so we’ll stay on task. 
 
Inscribe this in your brain.  
 
Tattoo it somewhere.  
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(Make it visible to others, too, and you’ll be performing a public 
service at the same time.) 
 
If they will ever come, then statistically, they have almost definitely 
not come yet. 
 
This means a few things, which I’ll cover quickly because otherwise 
I’ll talk about this for nine hours and we’ll never get to the other 
stuff. 
 
First, it means that you have to stop thinking about the people who 
are already coming. 
 
God love them for loving you. We’ll send them a thank you card one 
day. But from now on, you need to think about new people, not old 
people. Not because the new people are better. But because there are 
more of them. 
 
We get so attached to previous visitors – we don’t call them 
“previous visitors”, we call them “existing audience”, which makes 
this all the more pervasive – that we forget that we are designing an 
experience for people who have not yet arrived. 
 
Unless we mention otherwise – and there are exceptions, but we’ll 
mention them – you need to think in terms of people who have not 
visited you yet. You haven’t met them yet. They may not even have a 
Facebook account yet. They may not even be old enough for a 
Facebook account yet.  
 
They. Are. Not. Here. Yet. 
 
When you’re writing content, you should be writing it for people you 
know. 
 
When you’re making a website, you should be making it for people 
you DON’T know. 
 
This will make more sense later, but for right now, just trust us. 
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w  w  w 
 
The second thing you need to know about websites is this: 
 
Nobody knows what you meant to do with your website. 
 
This is good and bad news. 
 
If your website kind of sucks right now – and my website kind of 
sucks right now, so I feel your pain – nobody is judging you based on 
what you intend it to be. Nobody is judging you based on what you 
wanted it to be.  
 
Nobody is judging you based on your big idea of what would be the 
most awesome, wonderful, high-converting, sexy, gorgeous, thinner, 
taller, bluer, scratch-and-sniff, harpist accompaniment website. 
 
You’re not being judged based on what you meant to do. 
 
As long as what they see today is good enough, they don’t care that 
you meant it to be even better than that. Your visitor needs a 
therapeutic dose of good enough. If it does the job, it doesn’t matter 
that it could have been better.  
 
Nobody knows, nobody cares. This is the natural human tendency 
towards solipsism working in your favor.  
 
Do you have a favorite TV show? A favorite book? A favorite movie? 
 
Hell, do you have a TV show that you like well enough? A book that 
was pretty good? A movie that you thought was pretty funny? 
 
I’ll use House, MD as an example. House is one of Dave’s favorite 
shows. When he’s getting his Dr. Gregory House on – which he does, 
by the way, and sometimes he actually starts limping without 
noticing it – he does not care about what he does not know about.  
 
Does he care that it was originally supposed to be a procedural? 
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Does he care that they wanted to call it Chasing Zebras, Circling the 
Drain? 
 
Does he care that they wanted House to be in a wheelchair? 
 
Does he care that they swore on their mothers’ lives that they’d never 
hire a non-American to play the lead character? 
 
No. He doesn’t know.  
 
He just limps his way around the office, fantasizing about being the 
world’s leading narcotic addicted diagnostician. 
 
We judge what’s there, not what was supposed to be there. 
 
Same with your website, baby. 
 
So that’s the good news. 
 
On the other side, while you will not be judged for what is not there, 
you also will not be credited for what is not there. You won’t get any 
bonus points for what you meant to do, but didn’t. File this one 
under, “The Road To Hell Is Paved With Good Intentions.” 
 
A lot of ittybiz owners, being busy and harried and near drowning 
and completely over their head, have a lot of things that they mean to 
do, but don’t.  
 
It’s cool. 
 
I get it. 
 
My current to-do list takes up an entire wall full of presentation sized 
Post-Its. 
 
But it’s a very common trap. I didn’t have time, so what I didn’t do 
won’t have any consequences. I didn’t have money, so my crappy 
website magically becomes better. I didn’t have energy, or 
knowledge, or contacts, and so things will magically improve on 
their own. 
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You are not a charity case. This is not No Business Left Behind. 
Nobody will come to your business and say, “Well, they’re trying SO 
hard and they have a lot on their plate right now.” 
 
Do we say that about Amazon? Google? The t-shirt fulfillment 
company? 
 
When somebody’s company isn’t doing things what we decree to be 
“right”, we actually call them and scream at them, or send them 
nasty emails, or simply decide not to buy something. 
 
We do not think, “Well, maybe they meant to get around to it but 
they’ve been really busy lately.” 
 
So the flipside of “you are not being judged for what you meant to 
do” is “you are not getting bonus points for what you meant to do”. 
 
As long as your visitor gets their therapeutic dose of “good enough”, 
they will like you and probably do the stuff you want them to do. 
 
If your visitor does not get their therapeutic dose of “good enough”, 
they will ignore you and probably not do the stuff you want them to 
do. 
 
Therefore, your next task is to do the best you can to create a 
therapeutic dose of good enough. 
 
Cool? 
 
Cool. 
 

w  w  w 
 
OK, that leads us to the third thing you need to know about websites. 
 
This is, for the purposes of the entire Let’s Fix Your Website, the 
absolute most important thing you need to know. 
 
Raise your hand if you want a big lead-up. 
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OK, now raise your hand if you want me to just say it. 
 
Alright, I’ll just say it. 
 
The thing your visitors want most is LEADERSHIP. 
 
The thing visitors get least in websites that are not created by 
behavioral scientists is… wait for it… LEADERSHIP! 
 
The remainder of this session, and the remainder of those following 
it, should be viewed with that in mind. 
 
Everybody, everybody, everybody – no matter what they’re doing, 
where they’re going, how experienced they are – everybody wants to 
know what they’re supposed to do. 
 
Some people like, “Do this, you idiot!” 
 
Some people like, “Here’s a very attractive option of what you could 
do.” 
 
Some people like, “I don’t care what you do! [psssst! do this!]” 
 
Some people like, “Here’s what other people just like you tend to do 
in this situation.” 
 
Some very masochistic people – read: everybody – even like, “If you 
don’t do this, something very bad will happen.” 
 
But everybody, everybody, everybody wants to know what they’re 
supposed to do. 
 
If you don’t tell them, they will wander. 
 
They might wander and blame you. 
 
They might wander and ask you. 
 
They might wander and forget you. 
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(The third is the most common outcome.) 
 
But wandering will happen, and wandering is the worst thing that 
can happen. 
 
So what we’re going to do over the course of this and the remaining 
sessions is tell you two things. 
 
We’re going to tell you what you want them to do. (Or help you 
figure it out, if it’s not immediately obvious.) 
 
And we’re going to tell you how to tell them to do it. 
 
That’s it, in a nutshell. 
 
So go find something to write on – your hand would be a good choice 
– and write either, “EVERYBODY wants to know what to do” or 
“LEADERSHIP”, depending on how much space you have. 
 
Once you have done that, we can move on. 
 

w  w  w 
 
Usually we open a class saying something like “Let’s start at the 
beginning,” but in this case starting at the beginning might not be the 
absolute best way to go.   
 
Since websites tend to be one of those things that give people 
headaches when it comes to terminology and jargon and all of the 
moving pieces, it’s probably best to pretend for a moment that we’re 
not talking about websites at all, and hop on a plane to Metaphor 
Land.  It’s a nice, sunny destination where complicated things seem 
to start making a lot more sense. 
 
So, shall we? 
 
When someone comes to your website, they do not simply think to 
themselves, “Hey, I think I’ll go explore a new website,” the way you 
might say “Hey, I think I’ll go try and find a new restaurant.”   
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The latter is a much more conscious act, and there’s a lot more 
autonomy and decision making going on in your head when you’re 
driving through downtown to see if that Mexican place that closed 
last year has reopened and become something new. 
 
The former – arriving at a new website – is a bit of a different act 
altogether.  It involves a sudden, instantaneous arrival into a new 
world, almost as if you were teleported there in the blink of an eye. 
 
Yes, that may sound weird, but think about it.  If you drive 
downtown or hop on that plane to Metaphor Land, you can kind of 
watch the process unfold.  You can see street signs.  You can see 
streets full of houses transition into streets with more and more retail 
locations.  Or, if you’re in a plane, you can see yourself traveling from 
here to there. 
 
With a website, you can’t.  You might start with a blank browser 
window and type in an address, and BAM, you’re there.  You might 
be reading some blog or information site and click on an interesting 
link, and BAM, you’re at a whole new site.  You might have done a 
Google search and clicked on a text link that gave no indication of 
what you’d see, visually, once that particular BAM took place. 
 
Think about it for a minute.  We web surf every day without noticing 
what’s going on, but it’s literally like teleporting.  It’s sudden, abrupt, 
and overwhelming.  Stay with us here for an example. 
 
If you had ten errands to run today, and to get from each place to the 
other all you had to do was blink, what would that be like?  You’re 
done at the supermarket, and you blink.  Instantly you’re at your 
local Blockbuster.   
 
Blink when you’re done, and now you’re at that oil change place on 
the other side of the town that you’ve never been to before.  Blink 
again and you’re at the drivers’ license office, then again to the bank, 
then to the book store and again, and again, and again.  
 
It would be really, really cool to be able to do that.  I’d sure like to 
blink right now and be in sunny Cuba.  That would be really cool. 
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But what would happen when I got there?  What would happen 
when you blinked your way to the bank and the grocery store and 
the oil change place?  Well, after you opened your eyes, everything 
would have changed.  You’re in a nice, calm bank, and then BAM, 
you’re at a random place in a book store. 
 
You’re going to have to take in your whole new environment all at 
once.  What aisle am I in?  Is this the childrens’ section, or the adults’?  
Fiction or non fiction?  Where’s the cash register?  The service desk?  
The bathroom? 
 
Imagine that for a moment.  You blinked your way to the bookstore – 
a bookstore you had never been to before in your life – and you 
arrived at some random point in there, facing a random direction, 
and you just opened your eyes.   
 
You would be more than a bit disoriented for a moment, and until 
you got your bearings you wouldn’t be able to think straight.  You’d 
have to look around and get a sense of the layout of the place before 
you could make sense of it all. 
 
Now, imagine how much more disorienting this would be if you 
didn’t even know where you were going next every time you 
blinked.   
 
When you opened your eyes, it could be a bookstore, a supermarket, 
a bank, Havana.  You’d know when you got there. 
 
Pretty trippy stuff, huh?  It’s like all those times you wake up in a 
hotel while traveling and for a few seconds, you have no idea where 
you are because you were kind of expecting your bedroom. 
 
Now, this is what happens when someone comes to your website.  If 
they found you in Google, they saw a two sentence snippet about 
your site, and arrived at some random page, facing a random 
direction.  If they clicked a link from someone else’s site, they went 
from that familiar site to your unfamiliar site.   
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Either way, they blinked, they teleported, and they are momentarily 
disoriented.  Just like you are in the hotel room.  And until they – and 
you – get their bearings, nothing’s going to happen. 
 
Now.   
 
This may sound dramatic, and we realize that.  You don’t click 
around on the web and get dizzy.  Well, you don’t get dizzy 
consciously.  But subconsciously – and subconsciously counts here – 
you’re hosed until you get your bearings. 
 
When someone teleports to your website, they are equally hosed.  
And they will only stay on your website if you can help them get 
their bearings fast enough to keep their subconscious from saying 
“The hell with this, I’m out.” 
 
And that’s the core of it all.  When it comes to a “good” website 
versus a “bad” one, the only thing that matters is if you can help 
them get their bearings before they decide to leave. 
 
Sure, a lot of other things matter too, and we’ll get to those in the next 
sessions.  But none of those things matter AT ALL if you can’t win 
this very particular race. 
 
So the next time you’re wondering “What do visitors want my 
website to be like”, this is your answer.  They want you to help them 
get their bearings, as fast as possible.  If you can do that, they will 
stop and explore your site. If you can’t, they will leave. 
 
This may sound too simple to be true, but it’s how life works.  You 
just don’t notice it because it happens to you so often and so fast that 
it’s just what life feels like.  As they say, a fish doesn’t know it’s in 
water.  It just is. 
 
You’ve experienced this when you’re searching for something 
yourself – you type something into Google, and you abandon sites all 
the time the second they become more of a hassle than they’re worth.  
Once the page loads, the race is on.   
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There is a very short grace period before you close your tab and say 
“Next, please.” Or you click on a link in social media, or on an ad 
somewhere. Once the page loads, the race is on. 
 
So, that’s what your visitors really want – they want you to help them 
get past that first moment of disorientation that happens when they 
finally arrive on your site.  Once you do that, then you’re than much 
closer to turning them into a subscriber, fan or paying customer. 
 
So before you devote a moment of your time to fixing your header or 
your sidebar or your copy or your about page, let that sink in.  Your 
website is your own little world, and your job is to help the people 
who teleport there figure out fast where they are, and why they 
might want to say. 
 
Well there, look at the time.  Our plane to Metaphor Land is about to 
touch down on the runway.  Let’s see where it takes us. 
 

w  w  w 
 
So let’s move away from the teleportation thing, which was useful for 
helping explain what your visitors expect of you in the general sense, 
and let’s bring it more into the specifics of fulfilling that expectation. 
 
Imagine you want to visit a new city.  You’ve never been there 
before, and you don’t know what it’s like in any real detail, but 
you’ve just arrived and it’s time to figure out what’s what. 
 
When you visit a new city, you’re going to have two primary 
questions on your mind that need answering.  Again, you may not be 
asking these questions on a conscious level, but subconsciously you 
are asking these questions regardless.  And until you get the answers, 
you’re not going to do much of anything. 
 
So, let’s talk about those questions. 
 
WHERE AM I? 
 
The very first question we’re going to look at is “Where Am I?” 
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This may sound like a simple question, especially if you’re thinking 
“Dude, what if the person clicked a link saying, ‘Jill is a life coach 
over at LifeCoachingIsReallyCool.com’ or they clicked on a Google 
result for handmade jewelry.  They’re not really asking that.” 
 
But they are.  If someone arrives at your home page, they have no 
idea what your home page is going to be like, because everyone’s 
layout is different.  If they arrive on a random page in your site, they 
have no idea where that fits in to the whole.   
 
In the first example, the one where they arrive at the home page, it’s 
like getting to the airport.  If they’re landing at JFK International and 
they’ve never been there, knowing they are at the airport is useful, 
but not particularly helpful to them.  There’s a whole lot of city out 
there.  They need some help. 
 
In the second example, if they’re somewhere relatively random on 
your site because someone else linked to you, it’s kind of like they got 
into a cab and said “Take me to the nearest mall.”  They get dropped 
off at Kings Plaza in Brooklyn, but they don’t know Kings Plaza from 
the Mall of America.  They need some help, too. 
 
These two situations cover the bulk of your new visitor experiences.  
They found you through search, or someone directed them to you.  
Either way, they have just stepped off of a flight to your city and they 
need to get a sense of where they are and what that means for them, 
as far as what happens next.   
 
They may have ended up downtown, but they have no idea just what 
kind of downtown it is.  Downtown in New York is different from 
downtown in Portland, Oregon.  It could mean anything. 
 
So!  This is your opportunity, on your particular website, to decide 
what kind of welcome and “you are here” experience that you’re 
going to give them.   
 
The good news is that it’s not that difficult to do – you just have to 
make sure to do it.  We’ve been talking about airports a lot in this 
session, and part of that is because airports are a pretty good example 
of making that critical first impression.   
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Larger airports – when they try – can do a pretty good job of helping 
people get their bearings and figure out what kind of place they’ve 
ended up in.  So let’s talk about that for a moment. 
 
If you’ve haven’t travelled that often, you won’t know this, but large 
airports tend to have a lot of displays in them that are designed to 
give people a sense of what the city is like.  Often these displays have 
something noteworthy in them that give an example of the city’s 
history – maybe something from a museum – or they have art in 
them that reflects the ethos of the city.   
 
And they definitely have a visitor’s center that is stocked with maps, 
tour information, and booklets and pamphlets that highlight the …  
well, highlights of the city.  Walk into the visitor’s center, and you 
can tell pretty quickly what kind of attitude defines the city and what 
kind of people they are trying to appeal to. 
 
Aha.  Let’s say that again.  The visitor’s center is designed to help 
people figure out – pretty quickly – what kind of attitude defines the 
city and what kind of people they are trying to appeal to. 
 
This, when it comes to your website, is called “communicating 
relevance.”  Or, in other words, what it is about you that’s worth 
paying attention to, because it’s important. 
 
And by important, it means “what it is about you that allows a visitor 
to understand who you are and whether it’s appealing to them.” 
 
Generally this has to do with your website header and tagline, 
though it can be accomplished with all kinds of other components of 
your website.  And when we talk about this, we’re not talking about 
using your website header and tagline to impress people.  We’re 
talking about using them to help visitors figure out if you’re relevant 
to THEM. 
 
This is very important.  You cannot be relevant to all people in all 
ways – and people know this instinctively – so you’ll have to 
communicate to your visitors how to make the call.  To pull in yet 
another metaphor, someone is not going to get on to a highway 
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unless they know it’s the right highway for them, and it’s going in 
the direction they want to go. 
 
And this is where attitude and appeal come into play.  New York 
caters to the high energy and metropolitan crowd.  Portland caters to 
the hippies.  Austin, Texas has an unofficial slogan – and we’re not 
making this up – “The Weird City.”  They like to encourage the 
creative and daring types.  However, head over to AustinTexas.org, 
and you’ll see their tagline is “The Live Music Capital of the World.” 
 
So, Austin the City wants to communicate “You’re at the Live Music 
Capital of the World” and Austin the People want to communicate 
“Keep Austin Weird.”  Hey, Texas is a big state and I guess there’s 
room for everybody. 
 
But, pay attention here, both slogans really do communicate the 
answer to the question “Where Am I?”  It’s not just about the location 
or the size of city, it’s about type and how that appeals to particular 
people, and that’s what relevance is all about. 
 
Your header – which will probably include the name of your ittybiz – 
and your tagline, if you have one, tells people where they’ve landed.  
If it’s not clear, it’s that much harder for them to figure out if your 
city, so to speak, is somewhere they want to be. 
 
Now, a word about names and taglines.  They aren’t truly necessary.  
Head over to Microsoft.com or Apple.com, and you won’t see a 
business name that cleverly communicates what they do.  
Technically, Microsoft started as a company that made software for 
microcomputers, so their name is relevant to what they were decades 
ago but not really now.  Apple, well, as a name has nothing to do 
with electronics.  And neither of them have taglines on their website. 
 
However, everyone with a pulse knows exactly what Microsoft and 
Apple are about.  And what kind of attitude they have and what kind 
of customers they want to attract.  It’s not like they’re exactly the 
world’s best-kept secrets.  So they can get away with it. 
 
You, however, cannot.  And that is life as an ittybiz. You know 
intuitively whether you’re a Microsoft person or an Apple person.   
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When a new visitor comes to you, they don’t.  When someone into 
life coaching goes to LifeCoachingIsBetterThanSlicedBread.com, they 
don’t know if the person running it is the right kind of person to 
work with them or if they even do the flavor of life coaching they 
need.   
 
The same applies to any other type of business.  Photographers.  
Massage therapists.  Artists.  Jewelry makers.  Information 
publishers.  Consultants. 
 
Any of these types of businesses can come in any size, shape and 
color, and they are not one size fits all.  Not remotely.  IttyBiz.com 
sells business training.  So does Harvard Business School.   
 
If a budding corporate MBA tycoon shows up at IttyBiz, we’d hope 
that something about our header and tagline communicates that we 
might not be the right fit for them.  However, we do want to 
communicate that we are the right fit for YOU.  So we can’t just 
phone it in here. 
 
Now, we’ve gone on for a while about this, but it’s something that we 
see as a critical and very, very frequent problem on people’s 
websites.  Remember when we said you don’t have to have anything 
catchy or clever here?  We mean that.  It just has to be something. 
 
The problem is that far too many websites are vague, vague, vague.  
They communicate “I am a life coach” or “I sell jewelry” or “I sell 
solutions to problems.”  Well, Apple sells computers that connect to 
the internet.  A touch more distinction is needed.   
 
And when we look at websites for our clients, this is always the first 
thing we check because it’s the thing most likely to make a new 
visitor say “This is too vague, I don’t see a reason to stick around.” 
(Actually, they don’t say that. They just say something like, “huh” or 
“meh” or “damn, I meant to pick up cigarettes.”) 
 
Basically, we can sum this up by saying that we decide what a city is 
like – and subsequently, whether or not we will like it – based on 
what we see first. 
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It’s like judging a book by its cover.  The cover does not need to be 
magically perfect.  It does not need to hit the reader over the head 
promising that it is a GOOD book.  It does, however, have to do 
everything a cover is supposed to do, and then do an adequate job of 
showing the reader whether or not they will LIKE the book.   
 
So, in the next session we will touch on how to do this right.  But for 
the moment, it’s important to just plant the seed in your mind that 
you may need to adjust what you’re currently doing on your site to 
help the customers you want to attract have an easier time giving 
your website a chance. 
 

w  w  w 
 
Now, let’s say your header and tagline and all the flair on your site – 
the color scheme, the styles of text and images and all that, make 
people say “Ok, I think I get it. This might be a good place to explore 
a bit.”  You’ve accomplished the first step in answering the “Where 
Am I?” question.  But there is more to do here. 
 
The second step – and this is just as important as the first, is to make 
it very easy for them to get the lay of the land via your navigation 
elements.  Most websites have their navigation either going across 
the top of the page, or running down the left side.  Either of these is 
just fine, so you don’t have to worry about which might be better 
than the other. 
 
What you do want to pay attention to, however, is what is actually IN 
that navigation area.  Once your visitor blinks over to your site, via 
their magical teleportation power, they’ve got to run a quick scan 
around to figure out if the navigation you’ve provided tells them it’s 
worth staying. 
 
It’s kind of like driving by a shopping center.  They have those big 
signs showing all the major stores in the center, and you scan them to 
figure out if there’s anything in it that interests you before you 
commit to driving into the parking lot.   
 



FREE SAMPLE!  LET’S FIX YOUR WEBSITE – SESSION 1 
(Registration closes Tuesday, March 25th)  

  

      Page  22        w www.ittybiz.com  
  

Your website visitors do the same thing with your navigation area.  
One quick sweep of the eyes, and they’ve pretty much made their 
decision.   
 
Now, this doesn’t mean you have to have something magical to 
attract their attention.  You don’t have to have the navigational 
equivalent of a naked clown wearing a pop-up box.  You simply have 
to make it easy to understand in the language they are expecting to 
see, so they can figure out what’s in the mall, so to speak. 
 
To continue with the city metaphor, imagine those poles with all 
those little arrow signs pointing in different directions – Uptown is 
this way, downtown is that way, a shopping center is this way, the 
hospital is that way.  In one scan of the eyes, you know what’s in the 
city and how to go in the direction of each thing. 
 
It’s a simple thing, but it’s easy to get wrong.  On a highway, just 
putting East and West can be confusing to people who don’t know 
which way the hospital is.  But like on those highway split signs, 
having clear detail is critical.  Bear left on the split and you’ll get to 
uptown and the hospitals.  Bear right and you’ll get to downtown 
and shopping centers and eventually, the zoo.  Ah, that’s clearer.  
That’s navigation. 
 
It’s probably easier to explain how to do this wrong than it is to do it 
right, because wrong isn’t as open to interpretation as right is.  But 
even there, we have a clue. 
 
If anything in your navigation bar needs to be explained – AT ALL – 
in order for people to “get it”, that’s pretty bad for your visitors.  
Here’s a few examples.   
 
We often see in navigation areas words like “Subscribe.”  The 
problem with that is that it’s a little unclear.  Are we subscribing to 
an email newsletter?  A paid newsletter?  A paid program?  Blog 
updates?  If it’s unclear, or open to interpretation, the majority of 
visitors will not click on it to find out.   
 
That one component is confusing, and so it’s essentially wasted space 
on the navigation bar.  Do that two or three times and people will 
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start to assume that the rest of your navigation will leave them 
feeling just as confused.  Visitors do not like having to click things to 
see what they mean. Do you randomly go into stores you don’t 
understand just in case they might be good? No, you don’t. And you 
don’t click on links or buttons you don’t intuitively understand. (The 
exception here is if it’s very intriguing, and intrigue in this context 
only works with people who already have at least an initial level of 
affection and trust. Complete strangers are rarely intrigued.) 
 
Another example of doing it wrong would be using navigation terms 
that mean something to you but aren’t clear to the visitor.  I had Dave 
pull up a few random consulting websites, just to see what was on 
the navigation bar.   
 
Looking at the very full browser, here’s a few ambiguous links I saw.  
 
One link said “Discover Consulting.”  Another said “Listening to 
you.”  Another said “Resources.”  Another said “Latest Requests.”  
Another said “Success.” 
 
The problem here is that these things could mean ANYTHING.  Or 
they kind of make sense, if I’m in the mood to really think about it, 
but they’re not specific enough to let me know WITHOUT thinking 
what it IS and what it’s NOT.  They slip through, though, because 
when you’re designing your navigation links, YOU know what 
you’re trying to communicate.  So does your husband, and your best 
friend, and your well-meaning business coach. 
 
But your visitors might not. 
 
Another thing that can happen here is the use of terms that cleverly 
match up with your product names or catchphrases.  One consulting 
site – which was one of those coachy change your life sites – had 
phrases in their navigation bar that said “Access Your Life”, “Access 
Your Body” and “Access Consciousness.”   
 
Catchy, yes.  But I’ve got to click on all of them to figure out what 
they mean – and what they do NOT mean – and I’m just not going to 
do that.  So keep that in mind. 
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Basically, just assume the news and newspaper sites have it right.  
Show up on CNN.com, and with one sweep of the eyes you know in 
no uncertain terms what sections the site has and which ones they 
don’t have.  You don’t have to think at all to know where to go next. 
 
Again, we’re talking about this a lot because it’s one of the most 
common problems we see.  If your navigation elements don’t make it 
easy to figure out what’s in the box and what to do next, your visitors 
won’t take the time to suss it out for themselves. 
 
Dave pulled up a few more websites for me to use as examples for 
you.   
 
First there was a big-name jewelry site.  Pretty good links – one said 
“Jewelry and Apparel,” one said “Gift Finder,” so points to them.  
But one link said “Regions.”  What does that mean? 
 
A wedding photography site had good links like “Portfolio,” and 
“Packages”.  Good.  But then there was a link that said “Investment.”  
Bad.  That should have said something like “Rates”, or “Packages 
and Pricing”.   
 
Navigation, at it’s essence, can be summed up as effective 
descriptions of categories that don’t leave anything open to 
interpretation.   
 
We will have an exercise at the end of this session that will help you 
get a very good crash course in telling what that means, but just tuck 
it away for now.  At the moment, what we want you to get thinking 
about is whether your current navigation is clear enough or not.  
Don’t assume it is. 
 
Oh, one other thing about navigation – visitors tend to absolutely 
hate drop-downs that are not very, very, very intuitive.  It’s rare to be 
able to get away with this. 
 
A real estate site with a link that says “Properties for sale” can get 
away with a drop-down with sub-items that says things like “Homes 
for sale”, “Condos for sale”, and “Office Building For Sale.”  
Intuitively, you know exactly which ones are important to you and 
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which are not.  Since chances are very high that you are only in the 
market for one of them, you’ll definitely click the one that meets what 
you’re looking for. 
 
But if you have a “Products” link on your navigation bar, and it has 
four items under it that are the names of your products, unless your 
visitors are really familiar with the distinctions between them, they 
very likely won’t end up clicking them. I don’t know if I’m in the 
mood for necklaces or anklets or earrings because I didn’t know until 
four seconds ago that I was even going to be on your website.  
 
At the time of this writing, we have well over a dozen different 
products in our store.  If we had a drop-down with each product 
name in it, the first-time visitor would see that list and say “Oh crap, 
which one do I click on?”  Sure some people would see a compelling 
item and click on it, but the majority wouldn’t.   
 
If we had a drop-down with each type of product in it – ebooks, 
workshops, courses – the same thing would happen. In fact, it would 
probably be even worse, since what we call a workshop is VERY 
different than what most people call a workshop. Do you know what 
the difference between a workshop and a course is? The course you’re 
taking right now was actually billed as an intensive workshop, because 
you’re doing a lot of work. 
 
The reason all of this confusion is so difficult is what’s called Decision 
Fatigue, and we covered it in your pre-class lesson.  Basically, the 
more thinking they have to do before they take action, the less likely 
they are to take any action at all.   
 
Keeping your navigation clean and simple and clear is like putting 
your gym bag by the door and your workout clothes on your bedside 
table before you go to sleep.  You’re a lot more likely to follow 
through and go to the gym tomorrow if everything is grab and go. 
 
That’s what your visitors want – grab and go.  So if you follow these 
two steps – first, making sure you’re establishing immediate 
relevance and appeal when they get there, and second, making sure 
you don’t force them to think too hard about making sense of your 
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navigation elements, you’ve got a much better chance of having those 
visitors spend time on your site instead of clicking away. 
 
Do this, and you’ve answered the “Where am I?” question just fine.  
 

w  w  w 
 
Ok, moving on.  The second big subconscious question people are 
going to ask themselves when they arrive to a new city is “What 
should I do now that I’m here?”  New York’s a big place.  There are a 
lot of options on the table.   
 
But until they see some kind of organizational structure that helps 
them get a handle on all of those options, what they have is a table 
covered with piles of possible actions.   
 
And that means that they have to make a lot of decisions and 
judgment calls, which leads to overwhelm, which leads to them 
heading straight to YouTube where they can hang out with videos of 
cute piano playing kittens who never, ever ask them to make the 
hard decisions. 
 
Think this sounds silly?  It’s not.  Think about it this way:  Think 
about something that causes you overwhelm.  Maybe something in 
your house – maybe it’s those two junk drawers that you never 
getting around to cleaning.  Maybe it’s a garage filled to the brim 
with old junk and bad decisions.  Maybe it’s your whole house,  with 
every room in disarray because of hyperactive puppies, overzealous 
toddlers or your quite under-zealous spouse. 
 
(Interestingly, please remember that even good things are 
overwhelming. Ever been to DisneyWorld? Ever tried to choose an 
all-inclusive resort?) 
 
So why don’t those things get cleaned?  Well, the big part of it is you 
just don’t know where to start.  Everything seems equally important 
or equally mundane, and to even get that junk drawer straightened 
out requires you to evaluate every pen and paper clip and twist tie 
and notepad and figure out where to get started. 
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And so you don’t do it.  Hell, it’s why you’re taking this class right 
now.  If you knew what to do in what order, you’d have done it by 
now.  But you don’t.  And that’s okay for two reasons. 
 
First, because we’re going to show you.  Second, because YOU know 
how easy it is to get overwhelmed, you have a very real frame of 
reference for how your visitors feel. 
 
And that’s important, because you can’t intuitively know this on 
your own.  Since it’s YOUR website, you know where you put 
everything, even if it’s a mess.  So you don’t see how hard it is for a 
visitor, and you can’t just know that. 
 
It’s like meeting up with a friend in that new city.  If they have lived 
there for years, they know where everything is, but you don’t.  So if 
you were to say to them “I have no idea where to start figuring out 
what to do now that I’ve stepped off the plane,” then they would 
have to help you reduce the number of things you don’t know. 
 
A clever friend would say, “Hmm, what’s the easiest way to 
categorize things to do in New York so you could figure out what 
you want to do?”  Maybe they’d give you a very easy way to sum up 
and navigate different things, kind of like a newspaper has very 
distinct sections.  Here’s the Business section and the Sports section 
and the Local News section.   
 
Except it’s New York, so they would give you the rundown on 
Landmarks and Restaurants and Nightlife and Cultural Spots. 
 
If your clever friend did this, you would say “Whew, thanks a lot.  I 
totally appreciate that and I think I want to start thinking about 
which Landmarks I want to visit.” 
 
If your friend were not so clever, because they didn’t understand 
decision science, and who can blame them, they would probably say 
“Well, you could go to the Statue of Liberty or the Museum of 
Natural History or Empire Pizza or SoHo or Central Park or the 
Empire State Building or Chinatown or Rockefeller Plaza or the hot 
dog vendors on the corner.  There’s lots to do, what do you want to 
pick first?” 
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If they dumped all of those admittedly attractive options on you, do 
you know what you’d do?  You’d internally scream, “How the 
BLEEP do I know?” 
 
This is what your website visitors feel like when you don’t have some 
level of organization that helps them think about what they want to 
think about.  That’s a kind of weird sentence, so we’re going to repeat 
it for you. 
 
Your visitors, primarily, want you to help them think about what 
they want to think about.  They want you to strip some of the 
decision making process out – primarily the organizational part – so 
they can just make one tiny decision from a smaller set of options. 
 
Just like in the newspaper.  They don’t want to think about which 
article they want to read out of 100 pages of all the news that’s fit to 
print.  They want you to show them the sections of the paper, so to 
speak, and let them say “Ah, I’ll start with the Sports section.” 
 
Now, in a city, you could call these neighborhoods.  Different 
neighborhoods are for different kinds of people or different kinds of 
pursuits.  Uptown Manhattan is different from Downtown 
Manhattan is different from Central Park.  Once you get a sense of 
what pursuits go with which neighborhoods, you can make your 
initial decision.  And now you’re moving, or in the case of your 
website, now people are clicking. 
 
One of the best examples of the neighborhoods concepts I’ve ever 
seen – and it’s a shame the site isn’t still using this format, because it 
was great – is a SEO copywriting site that Dave used to do contract 
work for. 
 
When you arrived at their home page, there were three big sections 
that dominated the page, and instantly gave visitors a sense of what 
to do next.  Three huge boxes, right in the middle of the page. 
 
The first box said “Tell me what to do”, and had a little blurb of text 
communicating that if you were looking for DIY, you should click 
here. 



FREE SAMPLE!  LET’S FIX YOUR WEBSITE – SESSION 1 
(Registration closes Tuesday, March 25th)  

  

      Page  29        w www.ittybiz.com  
  

 
The second box said “Show me how to do it”, and had a little blurb of 
text communicating that if you were looking to for SEO consulting, 
you should click here. 
 
The third box said “Do it all for me,” and had a blurb of text 
communicating that if you were looking to hand your SEO quagmire 
over to someone else entirely and make it their problem, you should 
click here. 
 
Now, imagine that you had an SEO need, and you blinked your 
teleport-y little blink over to this site, and these three boxes were the 
first thing you saw. 
 
How fast would you get your bearings?  How fast would you know 
exactly what this site was about, and who it was trying to appeal to?  
And how fast would you click one of those buttons, so you could 
explore what was inside? 
 
Well, the answer to that is probably less than five seconds.  And then 
you’re in.  And once you’re in, and you know what you’re getting 
into, you’re very likely to spend more than a small amount of time 
seeing what’s inside. 
 
That, in a nutshell, is the essence of what makes a website – any 
website – a good one.  It’s taking the natural, inevitable disorientation 
that any new visitor is going to have when they arrive, and 
dissolving at quickly as possible so they don’t have to hunt around 
and guess what it all means (and then have to take the extra step to 
figure out what to do next). 
 
It’s not about flashy graphics or really pro design or the perfect copy.   
 
It’s about not screwing it up and forcing your disoriented visitors to 
make sense of a mess you left on your page. 
 
Mark these words:  Visitors will enjoy exploring your website AFTER 
getting their bearings.  Never before. 
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So, that said, we have a training exercise for you.  It’s not difficult, 
and when you do it, understanding how to get your bearings will 
become much, much easier.  Let’s talk about that now. 
 

w  w  w 
 
 
In the workbook for this session, your homework is to visit a few 
websites and look at what makes it easy for you to get your bearings 
as well as what makes it not so easy. 
 
Ideally, you should spend at least one solid hour on this, in one 
chunk, so you see enough examples at once to really make it click.  
 
Also ideally, you should visit websites that you are not that familiar 
with, and that are at some level similar to your business type but not 
the same. 
 
What we mean by “similar but not the same” is that the visitor will 
have similar expectations when it comes to relevance, navigation and 
neighborhoods. 
 
A few examples will help here. 
 
If you’re a photographer, go look at some videographer sites. 
 
If you’re a life coach, go look at some nutrition coach sites. 
 
If you’re running an information site about arthritis cures, go look at 
information sites about treating psoriasis. 
 
As you go through the exercises in the Guidebook, and you pretend 
you’re that visitor, you’ll start seeing things that pop out at you in 
terms of whether the website is good at re-orienting your teleported 
little self. 
 
So that’s your on-the-job training for this session.  In the next session 
we’ll get more tactical about what to do next, but it’s far more 
important to start here because it will teach you how to think like a 
visitor. 
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And when you learn to think like your visitors – really, really think 
like them – it will become a lot more intuitive to figure out what will 
work for your website. Thinking like you has gotten you here. 
Thinking like them will get you there. 
 
And that’s it!  We’re done for today.  Thanks so much for joining us. 
 
You have been listening to Let’s Fix Your Website Session One, Your 
Crash Course in What Your Visitors Want. I’m Naomi from IttyBiz, 
and I’ll talk to you very soon. 
 

IN CLOSING … 
 
 
We hope you enjoyed this free sample of week one of the website 
class.   
 
Again, we’ll be following up with five more weeks on your website, 
including … drumroll please: 
 
Week 2!  “Making People Want To Stay On Your Site And Explore.” 
 
Week 3!  “Fixing The Pages That Make You The Most Money.” 
 
Week 4!  “Getting Visitors To Take The Actions You Want.” 
 
Week 5!  “Taking Every Bit Of Overwhelm Out Of Fixing Things”, 
and last but not least, 
 
Week 6! “Getting Even Better Results From Your Website.” 
 
We hope you'll join us in class - remember, registration closes on 
Tuesday, March 25th, so if you're interested then get on in before the 
doors close. 
 
Over 1,000 students joined us for this course last year.  We hope 
you'll join us, too. 
 


