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Jackpot
What sets great businesses apart from the average ones online is their ability 
to convert qualified web visitors into paying customers. Pam Underdown 
(right) reveals the secrets of website traffic and conversion

If you have experienced the frus-
tration of having people visit your 
website but not become patients, 
you are not alone. 

The average conversion rate 
online is less than 5%. However, 
the most successful business own-
ers are converting visitors at 20% 
to 30%. 

As you know, the medical aes-
thetic marketplace is a very com-
petitive one; so your business 
needs to stand out and be visible 
to the many people online search-
ing today for the treatments, prod-
ucts and services that you offer. 

It is your ‘virtual brochure’ and 
a critical element in prospective 
patients’ decision-making pro-
cess. It is not enough to have a 
website; you need to have one 
that is a dynamic and ever-evolv-
ing representation of the best 
your aesthetic business has to 
offer – in a way that matters to 
your patients. 

Grab attention
Does your home page survive the 
eight-second rule? The first thing 
you should make sure is that you 
have something that will keep the 
attention of all visitors within 
eight seconds of people arriving at 
your website.

It’s got to be powerful and it’s 
got to be all about the patient’s 
needs and not about you. Don’t 
use a huge logo or a stock image 

Hitting your website
bREAkinG inTo ThE AEsThETics bUsinEss

➱ p18



17 FEATURE FEATURE 18

that looks the same as everyone 
else or a photo of a piece of equip-
ment you use.  

use a strong compelling head-
line with a ‘you focused’ question 
that gets your visitor engaged and 
then keeps them reading. The 
headline is designed to show the 
reader that this is a page worth 
reading in full. for example: Are 
you fed up of your sagging jowls? 

your headline must convey the 
benefits of what you can do for 
your patients in a way that mat-
ters to them. Remember, at this 
point, you are not trying to sell 
your treatments or service.  

you can get to that once you 
have survived the eight seconds. 
All you are trying to do at this 
point is to keep the visitor reading 
and stop them bailing out and 
moving on. By the way, just by 
understanding this eight-second 
rule, you are already light years 
ahead of 99% of website owners. 

of course, your web designer 
may tell you that having a head-
line at the top of the page instead 
of a pretty picture or graphic is 
‘ugly’. My reply to that will be: 
‘not as ugly as my bank account 
will look if I don’t make my 
website as profitable as it should 
be’.  

Pitfalls to avoid
unfortunately, there are a high 
number of marketers and web 
agencies who have jumped on the 
anti-ageing bandwagon in the uK 
and have been overselling and 
underdelivering. 

There are many aesthetic busi-
ness owners who have had the 
wool pulled over their eyes and 
have been left with a website that 
doesn’t live up to its promises, 
while losing thousands of pounds 
in the process.  

There is also a lot of confusion 
about what works online and 
what doesn’t, so I am hoping that 
this article will explain what you 
should do and what pitfalls to 
avoid. 

first of all, you need to be aware 
of and understand the fundamen-
tal principles and numerous mar-
keting methods that will help to 
drive people to your website and, 
once they are there, how you con-
vert them into paying patients.  

The ‘Traffic x Conversion 
formula’ should drive everything 
you do online. Most business 

owners don’t follow this formula, 
as they are simply not aware of it.  
However, while it is very power-
ful, it is very straightforward at 
the same time. Which means 
that, in its simplicity, people 
often overlook it. 

Everything boils down to two 
categories only:
1. Getting people to your website;
2. Converting them into paying 
customers.

Ingrain this formula into your 
mind from now on and track 
every thing that relates to it. you 
need to remember this format: 
 Anytime you are doing some-
thing online; 
 Anytime you are asking your 
web company to do something 
for you online; 
 Anytime someone is trying to 
get money from you. 

The big myth
There are many companies that 
will make it sound more complex 
than this and prey on your lack of 
knowledge. The big myth we have 
all been sold by web designers is 
that if you build a great-looking 
website, the sales will follow.  

Due to this myth, there are 
many business owners who are 
not achieving the results they 
need, simply because they are 
relying on their web designers for 
their traffic. 

I f  they are good graphic 
designer, they will make your 
website look pretty, but they 

fied prospects that is hard – so 
think quality, not just quantity.  

This is especially important if 
you are spending money on 
Google or facebook ads or you are 
paying people to do this for you.

free traffic from social media 
will also help you, as will blogs, 
videos, testimonials, before-and-
after photos and articles.  

All of these methods will bring 
traffic to your website, but it cer-
tainly won’t be very quick. 

of course, you need to use these 
types of marketing strategies to 
build relations, build trust and 
add value, but if you need the 
phone to ring now, then using 
paid advertising will work – if you 
know what you are doing – 
because there are ways that you 
can make such advertising sus-
tainable and predictable. 

2 However, if your website 
visitor is not ready to pick 

up the phone and book an 
appointment with you, then you 
need to do everything you can to 
obtain their permission to begin a 
relationship with them. So, what 
does this mean?  

Let me give you an example. 
Most people use the internet to 
search for information – so if they 
are on your website and the 
phone rings or the baby cries, the 
chances are they will be distracted 
and forget all about your website 
until they are ready to resume 
their search.  

However, if you have a compel-
ling message that grabs their 
attention the moment the visitor 
arrives at your website and there 
is something useful that they can 
download from you (my ‘lead 
magnet’ is my 108-page free busi-
ness and marketing report), then 
you can add their name and email 
address straight into to your email 
auto-responder software – for 
instance, MailChimp – and start 
to build a relationship with them 
over time.  

Each of your future emails will 
provide useful and valuable con-
tent and hardly any sales mes-
sages (8:1 ratio). This means that 
when they are ready to pick up 
the phone and book, you are at 
the forefront of their mind, as the 
trust has started to build, because 
they know you and they like you.  

for many people, this is com-
pletely shifting the purpose of 
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their website. This may go against 
the grain of most people, who 
think the purpose of your website 
is to sell people something – 
which it is, but only if the timing 
is right and the person is ready to 
pick up the phone. 

However, if they aren’t ready to 
yet and are still in ‘research 
mode’, then it’s all about getting 
their permission to start to build-
ing a relationship and not losing 
them to a competitor who has 
managed to grab their attention.

natural fit
So why does this process work so 
well? Because it meets your pro-
spective patients – that is to say, 
your website traffic – at exactly 
where they are in their buying 
journey. If you think about it, 
there is a very natural fit of how 
people use the internet that inte-
grates into this particular sales 
process. 

Think about when you go 
online and you are potentially 
going to buy something online. 
you are using the internet as an 
information-gathering tool, no 
matter what you are doing: book-
ing a holiday, looking for a new 
outfit or researching a restaurant 
for your anniversary. you spend 
the first part of your online search 
gathering information in order to 
make a buying decision. 

So the minute you try and break 
this principle and immediately 
try to get money from people who 
are only using the internet to 
gather information, your website 
won’t work as well, because it’s 
not how people use the internet.  

They have in their mind that 
they are looking for information 
and knowledge. And at the back 
of their mind they know that they 
are going to buy at some point. 
But if they aren’t ready, then your 
website fits exactly where they are 
in their buying journey.  

It’s all about stepping in the 
shoes of your patients, because it 
meets your patients right where 
they are. Remember that your 
visitors are always only one click 
away from leaving you and going 
somewhere else.
 Next issue: The power of Face
book advertising and social 
media
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won’t be a good website developer 
who knows how to drive and con-
vert traffic – these are two com-
pletely different skill sets.

The Traffic x Conversion for-
mula should drive everything you 
do. However, one without the 
other doesn’t work. you could 
drive traffic to your website using 
facebook ads or Google AdWords 
and that wouldn’t be too hard to 
do for the right person who has 
the knowledge. But without the 
conversion – it doesn’t work.  

on the flip side, if you are amaz-
ing at conversion and your 
website is so compelling that peo-
ple pick up the phone and book 
an appointment there and then, 
but you only have one or two 
methods of driving traffic to your 
actual website – it simply won’t 
work for you. you need to have 
both working at the same time.  

so what is the sales process 
that happens online?

1 The first thing you need to 
do is to attract highly quali-

fied prospects to your website.  
Highly qualified means pro-

spective patients who are either 
ready to buy or have a desire to 
learn more about your treatments 
and services. 

They are doing their research, 
which can take up to two years in 
the aesthetics market. It’s the easi-
est thing in the world to get any-
one to your website, but it is 
making sure that they are quali-

Just by understanding this eight-second rule, you are already light 
years ahead of 99% of website owners

 see 
‘website 
revolution’ 
page 32


