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Without continual growth and progress, such words as 
improvement, achievement, and success have no meaning.

Benjamin Franklin
Inventor, Publisher, Dreamer Of Dreams
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A while back I was having a conversation with a successful entrepre-
neur in the staffing and recruiting industry.  His business had realized 
substantial growth over the previous 4 years and he had broadened 
his web presence to include 3 websites.  Each of the 3 websites tar-
geted a different market niche so he could tailor the presentation of his 
brand and messaging to the niche.  This helped his company attract 
candidates to place in temporary and permanent jobs in each of these 
industries.  It also helped him attract clients from those industries who 
needed those candidates.

But along with the growth in his business came a growth in the cost of 
his websites.  After all, three websites cost more to build and maintain 
than one website.  

When I asked him about his websites, he said something that really sur-
prised me.  He said: “I think people place entirely too much emphasis 
on websites these days.  All I want is a stripped down site that tells me 
what I need to know and allows me to do what I need to do so I can 
get on with my day.  I don’t have enough hours in the day and I don’t 
care about looking at pretty pictures.  Just get me the meat and pota-
toes and do it quickly.”

What Is The Health Of Your Digital 
Ecosystem?   

Sound familiar?  Are these your goals?  Do 
you want to get past the fluff and get to the 
good stuff – the strategies and tactics that 
actually work?  

Then I have some good news.  You can 
absolutely build and manage websites that 

drive revenue and impact client acquisition 
– that help you acquire new ideal clients 
over and over again.  But the way you are 
using your website today probably won’t 
work.  Please let me explain.



Ten Things Professional Service Websites Must Do To Drive Revenue

5

How Most Service & B2B Firms Use Web-
sites

Most professional service firms, especially 
the small to medium firms, use their web-
site primarily as on online brochure.  The 
website shows the resumes of their people, 
a few things about their services, maybe a 
blog-post series and a contact page.  Some-
times the website will give the company 
history and maybe the mission, vision and 
ideal client profile – the “who we serve” 
message.  

But these days, prospective clients want 
more….  Much more.  

What’s Wrong With This Approach

The problem with this approach is that 
everyone you compete with has a website 
that is pretty much like yours.  While you 
may talk about different things, to prospec-
tive clients these websites all seem like 
another flavor of vanilla.  It tastes the same.  
In fact, they can’t taste the difference.  

Like the entrepreneur I referenced earlier, 
prospective clients don’t care about the 
pretty pictures on your website.  So if you 
are thinking that the design of your web-
site and the look and feel will differentiate 
your brand, think again.  (Honestly, has it 
worked so far?)

If you doubt what I’m saying, take a few 
moments right now and pull up the web-
sites of your top 5 competitors.  Then look 
at the following sections (or their equiva-
lent):

• About us
• Who we serve

• Our team
• Our services
• Our blog
• How we’re unique / Why work with us
• Contact us

If your research shows results anywhere 
close to our research, you’ll find that most 
professional service websites contain a lot 
of these links, or similar links, in primary 
navigation.  By that metric alone, it be-
comes very difficult for a prospect to see 
how you’re actually different from everyone 
else.  

Oh, and by the way, they’ve all heard the 
“why we’re unique” message and they 
don’t believe it.  Sorry, but that’s the truth.

The other problem with this approach is 
that most prospects don’t care enough 
about your brand and services early on in 
the relationship to spend much time on 
your website learning about your company.  
Why would they do that?  What’s in it for 
them?  Why should they give you time out 
of their busy schedule?  Sorry, but that’s 
also the truth…  Until you give them a 
reason to care.  

A Much Better Way 

So if an online brochure won’t work, and 
a brochure that pretty much sounds like 
everyone else, what will work?  What will 
drive new clients and revenue through your 
proverbial front door month after month?  

There is an approach to using websites 
that I have discovered, along with several 
key clients, that does work.  But it requires 
you to re-think your website.  Here is what 
I mean.  Your website can no longer be a 
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static, or even a dynamic, online brochure 
about your company and services.  It needs 
to become something much bigger and 
more strategic than that.

Websites that are driving revenue are the 
heartbeat, the very center, of a digital 
ecosystem.  

You see, a great deal has changed over the 
last 5 years or so about how, why and when 
prospective ideal clients visit your website.  

The biggest change is something I call 
the “phenomenon of consideration.”  This 
phenomenon has come about in large part 
because of the rise of content marketing 
and to a lesser degree mobile computing.  
Content marketing now pulls prospective 
ideal clients toward your website from 
places all over the digital globe.  And I’m 

not just talking about the geography of 
planet Earth – although it is surprising to 
me that my company is now “global” as a 
result of content marketing.

The digital globe also includes online com-
munities where people congregate and 
connect with other people and most im-
portantly, with ideas – ideas that help them 
accomplish their goals better, faster, with 
greater efficiencies and with more reliable 
and consistent outcomes.  

I have never witnessed, in my now 25 years 
of marketing, so much demand for ideas.  
People are hungry for them.  They will fol-
low those ideas right to your doorstep.  And 
if you are the purveyor of those ideas and 
they are good ideas, then you become the 
trusted advisor.  You build relationships.  
You get the business.  

This e-book is a great starting point for 
building a plan for your website to become 
the center of your digital ecosystem.  This 
will take time and it won’t be easy.  It will 
likely require some experimentation and 
some small-scales failures.  But if you stick 
with this approach, your website will begin 
to drive new clients and new revenue for 
your service firm.  

How do I know?  Because this approach 
has worked for us and it has worked for our 
clients as well.  

I have never witnessed, in my now 25 years of market-
ing, so much demand for ideas.  People are hungry for 
ideas and they will follow them right to your doorstep.   
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Who This E-Book Is For

I wrote this e-book for leaders of small to 
medium-sized professional service firms.  
These firms come from several different 
industries including:

• Information technology consulting 
• Systems integrators
• Managed service providers
• Accounting

• Management consulting
• Software as a service
• Engineering
• Construction
• Architecture
• Law
• Financial services
• Real estate
• HR consulting and services
• Insurance
• Healthcare

YOUR
WEBSITE

LinkedIn

PPC

Blog 1Blog 2

SEO

Email

SlideShare Videos

Exhibit 1.  Source = The Shattuck Group.

Your website is no longer a stand-alone brochure.  If you stimulate the digital ecosystem, 
you will drive traffic, leads and new organic clients to your site.  

The Digital Ecosystem
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• Training / coaching / executive educa-
tion

• Travel and logistics services  

I wrote this e-book to be a practical re-
source for leaders of these firms who have 
functional responsibilities such as:

• CEO / COO / CFO / CMO 
• Marketing and brand management
• Business development
• Sales management

Often these companies have from 10-100 
employees and have revenues from 5-100 
million dollars. 

The primary challenge that companies from 
these industries share in common is that 
they sell an intangible – a service.  When 
you sell an intangible, it is very difficult for 
prospective ideal clients to see how your 
deliverables will benefit them.  This is yet 
another reason for your website to become 
a deep and valuable idea resource for 
them.  

The Goals Of Most Professional 
Service Firms

When I talk to the leaders of these types of 
firms, I consistently hear a handful of goals.  
I’m wondering how these top five goals that 
I’ve identified stack up against your goals.  

1. Acquire organic new clients
2. Break the feast or famine cycle
3. Move up market – better profit-per-deal
4. Differentiate from competitors
5. Shorten the sales cycle

Acquire Organic New Clients

Nearly all of our clients believe that they 
have not even come close to maximizing 
their potential for client acquisition.  They 
believe that there are hundreds, possibly 
tens of thousands, of great prospective 
clients out there that they have not yet con-
nected with.  They deeply desire an oppor-
tunity to have a shot at these prospects.  

When I use the term “organic” it means 
something very specific.  Usually, this 
means that a prospect:

• Has no prior knowledge of the service 
provider, their brand, their services or 
their value proposition.

• Has no predisposition to say yes to the 
service provider.

• Fits the ideal client profile.

To acquire organic new clients, these 
service firms know they need to pull these 
prospects through a process.  But usually 
the service firm leaders do not have a clear 
vision in mind about how to do this.  They 
very much want to understand the process 
and build a plan to make it real and consis-
tent.  

You’ll notice that by this definition of 
organic, referrals are disqualified.  Most 
service firms acquire the majority of their 
new clients by way of referrals.  Most 
service firm leaders are somewhat satisfied 
with their referral engine.  So they are look-
ing for a means of acquiring clients that is 
outside their existing referral engine.  
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Break The Feast Or Famine Cycle

Most small-to-medium sized professional 
service firms are plagued by the feast or 
famine cycle.  Either they have too many 
deals and clients clamoring for their services 
at the same time or they have staff sitting 
around with too much time on their hands.

The implications to revenue, profitability 
and steady growth are daunting.  When 
organizations do not have steady deal-flow, 
they also do not have steady revenue and 
profits.  This makes it nearly impossible to 
plan for the future, hire the right number of 
staff and build a predictable budget.  Ser-
vice firm leaders are looking for ways to 
stabilize revenue and deal-flow. 

Move Up-Market – Better Profit-Per-Deal

Most service providers who have been in 
business for ten years or longer can now 
predict their average revenue-per-client and 
profit-per-client.  But the best opportunity to 
improve the financial standing of the com-
pany will come from improving profit-per-
deal.  For most service providers, this means 
they’ll need to acquire a type of client who 
is willing to pay more than their current 
clients.  For this to happen, the new clients 
will need to expect a greater return on their 
investment and will need a higher tolerance 
to fees.  

Differentiate From Competitors

All of our clients want to differentiate from 
competitors because most of them oper-
ate in highly competitive markets.  I’ll bet 
you’re in the same position.  The more you 
can differentiate from competitors, the 
greater the likelihood that prospects will say 
yes to you.  This also allows you to charge a 
higher premium and increase profits.  When 
prospective clients cannot legitimately say 
to you – “I can get it cheaper down the 
street” – you win.

Shorten The Sales Cycle

All of our clients want to be able to do more 
with less.  Nowhere is this more clear than 
when it comes to the people who close 
deals.  Usually it’s the top consultants and 
senior executives who run sales campaigns 
and close deals.  If prospects can enter into 
sales dialogue already convinced that you 
are the best fit for them, the top consul-
tants can spend their time in discovery and 
proposal writing – not persuasion on your 
brand.  This will shorten the sales cycle 
and allow the same size staff to close more 
deals.  
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How This E-Book Addresses These 
Goals

This E-Book absolutely will show you how 
to accomplish these goals.  In fact, many 
of the chapter headings are designed to 
allow you to skip right to that section that 
piques your interest.  But if I might make a 
suggestion – I wouldn’t do that.  Instead, I 
recommend that you read the entire E-Book 
and use the notes sections at the end of 
each chapter.  This will allow you to build 
an actual plan to take these ideas and turn 
them into a strategy for your firm.  If you 
jump around from chapter to chapter, you’ll 
likely miss out on some key concepts that 
will benefit you.  

A Promise For More

I mentioned a moment ago that this e-book 
can be the starting point for making your 
website the center of your digital ecosys-
tem.  The reason this e-book can only be the 
starting point is because the written word is 
somewhat limited.  There are many things 
that I need to show you for you to make 
these ideas actionable.

This is why I am giving you more, much 
more.  We have developed an Action Guide 
called 7 Steps To A Website That Drives Ser-
vice Revenue.  This E-Book tells you what 
your website needs to do and that is very 
important.  But the Action Guide will show 
you how to actually do it.  

My recommendation?  Read this E-Book 
first and familiarize yourself with these 
concepts.  Then go over to our website and 
register for the Action Guide.  I know you’ll 
be glad you did.

The Ten Things Your Website Must Do

1. Your website must pull ideal prospects 
from other parts of the digital ecosys-
tem.

2. Your website must generate leads.
3. Your website must communicate your 

value proposition.
4. Your website must differentiate you from 

competitors.
5. Your website must cause ideal prospects 

to lean-in to you.
6. Your website must stimulate “consider-

ation.”
7. Your website must deliver undeniable 

proof statements.
8. Your website must facilitate next-steps 

on the in-bound journey.
9. Your website must capture mindshare 

and fascinate as measured by time on 
site.

10. Your website must be true to your brand 
standards and principles.  

I’m excited to share these ideas with you.  I 
know they will make a huge difference in 
your business.  Let’s get started!

http://www.theshattuckgroup.com/website_revenue_ag/
http://www.theshattuckgroup.com/website_revenue_ag/
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Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?
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For your website to drive revenue, you need to pull traffic to it and then 
it has to fascinate, educate and persuade prospective ideal clients that 
you are right for them, that they cannot, in fact, get along without you.

This is the ultimate outcome for which I’ve written this E-Book and for 
which you are willing to take the time to read it.  In this chapter, I want 
to explore the first part of that statement above – pulling traffic to your 
website.

Online brochure websites receive very little traffic.  There is virtually no 
reason for the average person to go to them.  About the only time those 
websites get any traffic is when a consultant walks a client through a 
product or service in an online meeting.  Of course, prospects who are 
referred to the service provider will also visit the website as part of their 
due diligence process.  

But in today’s competitive world, this will not do.  If your website is to 
drive revenue, you must first pull traffic to it.  So what’s the best way to 
do that?

1: Your Website Must Pull Ideal Prospects 
From Other Parts Of The Digital Ecosystem

The Online Brochure Is Dead – Long Live The Digital Ecosystem

The Digital Ecosystem

A company’s website is almost never a 
destination for buyers of services and B2B 
products.  The expectation, and justifiably 
so, is that company websites are designed 
to showcase the products and services of 
that company.  I’ll bet that’s what your web-
site does today.  

So we have to begin with the notion that 
the online journey for prospective ideal 
clients starts somewhere else.  But where?  
Where do people congregate online and 
why?  More importantly, how can you insert 
your brand, your messages and your ideas 
into that community?

The digital ecosystem is rife with just such 
communities.  Let’s start with LinkedIn, 
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one of the largest online communities for 
professionals today.  LinkedIn is growing 
substantially every year and not primarily 
because people want to host their resume 
on the site for their next job opportunity.  

The fastest growing part of LinkedIn is the 
Pulse section.  This is a community of tens 
of millions of professionals who are look-
ing for great ideas.  If you can contribute 
valuable ideas to this community, you can 
gain affinity for your personal brand, your 
company brand and even for your status as 
a trusted advisor.  

If the content you contribute to the Pulse 
community gives people a short taste of 
your insights and contains a link to deeper-
dive content assets on your website, you 
can pull prospects through to your web-
site.  We know this because we do it all the 
time.  LinkedIn is now the number one lead 
source for my company.  In fact, you may 
have registered for this E-Book after seeing 
a post on LinkedIn.

The goal of this E-Book is not to give you 
specific steps about how to do this.  In-
stead, this E-Book will tell you what you 
need to do.  But remember, if you want to 
understand how to do these things, please 
register for the Action Guide on our website 
called 7 Steps To A Website That Drives 
Service Revenue.  

But it’s not LinkedIn alone that will allow 
you to pull prospects to your website who 
want deeper-dive content and ideas.  The 
digital ecosystem is full of websites that are 
destinations for people who fit your ideal 
client profile.  Here is a partial list:

• Industry associations that allow insiders 
and even outsiders to contribute con-
tent.

• Online publications that accept submis-
sions from expert authors.

• Facebook.
• Twitter.
• Blog-sites that aggregate your ideal cli-

ent.
• Traditional print publications that also 

have an online property and who ac-
cept submissions from outside authors.

• Any website that aggregates your ideal 
client and that also includes a blog 
component.

The Importance Of Pull

You’ll notice that I’ve used the term “pull” 
all along to describe the goal we’re trying 
to achieve.  I’m going to explore this in 
greater detail in later chapters.  But for now, 
I just want to say that the pull process starts 
on websites outside of your website (see 
exhibit 1).  This continues when prospects 
enter your site and begin the consideration 
phase of the in-bound journey.

For your pull process to be effective (i.e. 
attract the eyeballs of prospective ideal cli-
ents), you need to give them great content.  
Usually this content is of two types: how-to 
content and stories.  The how-to content 
gives them insights about how to achieve 
their goals, realize their opportunities and 
overcome their challenges.  The stories give 
them interesting anecdotes (hopefully true) 
about the journey that other people have 
taken to achieve similar goals.  

Now let’s explore what happens after they 
get to your website and how to turn this 
into revenue.  

http://www.theshattuckgroup.com/website_revenue_ag/
http://www.theshattuckgroup.com/website_revenue_ag/
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Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?
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Most online brochure websites give their visitors no reason to do any-
thing other than read about their company.  In this day and age, that’s 
not enough – not nearly enough.  For your website to drive revenue, it 
must generate leads.  What’s the best way to do that?  Let’s explore this 
question.

2: Your Website Must Generate Leads

The In-bound Journey

It is pretty unrealistic to think that someone 
will just find your website out of the blue, 
be impressed with what they see and then 
place a phone call or send an email re-
questing your services.  I wish it were that 
easy.  

But in all of the highly competitive indus-
tries I outlined in the “Who This E-Book Is 
For” section of the introduction – this is not 
the case.  A lot of competition means that 
prospects have a lot of choices.  

Why would they choose to spend time on 
your website?  What will it do for them?  
How will it benefit them?

To understand this, you have to understand 
the in-bound journey.  Organic prospects, 
those who have no knowledge of your 
brand and services and no predisposition to 
pick you, will slowly warm up to you over 
time.  We typically see four stages on their 
in-bound journey:

• Anonymous User: contacts surf your 
website without identifying themselves.

• Acknowledged User: contacts fill out a 

form for one of your high-value content 
assets and spend time consuming that 
content.

• Engaged User: prospects register for 
more than one gated content asset and 
visit a wide range of web pages: blog, 
services, case studies, about, etc.

• Leaning-In User: prospects are predis-
posed to want to engage with you, but 
may or may not have a project and bud-
get at the moment. 

How To Generate Leads

Let’s assume for a moment that your web-
site is the center of your digital ecosystem 
and that you are pulling ideal prospects 
to the site using both how-to content and 
stories.  Now what?  Those prospects need 
to be turned into leads.  

For your website to generate leads, you 
need two things.  First, you need registra-
tion forms that prospects can fill out so you 
can capture their contact information.  You 
also need to give them a reason to fill out 
those forms.  

You’ll notice that the second phase of the 
in-bound journey is where users acknowl-

Online Brochures Are Passive
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edge themselves to you.  If you make your 
content, especially your content containing 
your best ideas, easy for people to down-
load without filling out a form, then you 
miss the opportunity to generate leads.  I 
actually walked a prospect through this 
exact exercise just a few days ago.

They had a white paper on their site that 
the CEO thought required registration.  But 
when I was able to download the white 
paper with a single click, you could have 
heard a pin drop.  To this day he does not 
know how many people downloaded his 
white paper.  It could have been thousands 
of people.  He had no way of knowing.  

The Importance Of Gating

Putting content behind a registration form 
is called gating.  This is an important part of 
the in-bound journey for prospective ideal 
clients.  Here is why.

Put yourself in their position just for a mo-
ment.  Let’s assume that you’ve read a blog-
post on LinkedIn and it impressed you.  The 
blog-post contained some good ideas and 
you found what you read insightful.

Let’s also assume that you felt like the au-
thor had other ideas that could really ben-
efit you.  Then you saw a link at the bottom 
of the post to a content asset that contained 

Anonymous
User

Acknowledged
User

Engaged
User

Leaning-In
User

Surfs your 
website 

anonymously

Fills out form
& consumes 

content

Consumes 
many types
of content

Ready to engage
you when time

is right fgor them

Exhibit 2.  Source = The Shattuck Group.

Your website needs to pull users through their entire journey, from anonymous to 
acknowledged to engaged and finally to leaning-in.

The In-Bound Journey
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those other valuable ideas.  You clicked the 
link and it took you to the author’s website.  
Now what?

This is the critical moment on the in-bound 
journey.  

When you get to the website, you see a 
page that contains some information about 
the content you want to access.  But to get 
to the content, you have to fill out the form.  
You have a decision to make.  Should you 
do it or should you not do it?  

There are a lot of things that go through the 
minds of prospective ideal clients when 
they stand in front of that gate?  They usu-
ally ask themselves these types of questions:

• Does the content interest me enough 
that I’m willing to fill out the form?

• Will this person or company try to 
contact me if I fill out the form and am I 
okay or not okay with this contact?

• Should I put in my actual work email 
address or should I use a generic email 
address, such as from a G-mail ac-
count?

• Should I put in my real information or 
put in junk just to get to the content?

• Do I trust the author enough to reveal 
who I really am?

Be honest with yourself.  I’ll bet you’ve 
asked yourself these same questions more 
than once when standing in front of a form.  
When a prospect fills out the form with 
their actual contact information, they have 
done something vitally important.  They 
have said the following, in so many words:

• The content you’ve offered me is valu-
able enough to warrant revealing who I 
actually am.

• I accept the risk that you might contact 

me after I fill out the form – I’m okay 
with that.

• I think you have good ideas.
• I really want that content asset.  (This 

reveals a lot about what’s important to 
them and a goal they may want to ac-
complish).

• They implicitly acknowledge that a 
relationship, nascent as it may be, now 
exists between you and them.

These are huge statements.  The process 
of filling out a form is something we call 
conversion.  When someone completes a 
form with their actual contact information, 
they have converted from being an anony-
mous website visitor to a known user of 
your website.  Lead generation is all about 
the conversion.

What To Gate

So what types of content should you gate 
(put behind a registration form)?  Well this 
is always a judgment call, but there are 
a couple of guiding principles here I can 
recommend.

First, we practice something we call the 
“give-more, get-more” principle.  This is an 
approach to content marketing designed to 
guide what you ask for in your registration 
forms.  The more content and ideas we give 
prospects, the more we expect to get (from 
the registration form) in return.  

But to make this strategy effective, you have 
to tell people exactly how much they are 
going to get and what it will do for them – 
the benefits.  This information needs to be 
on the page with the registration form.  
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Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?

Second, there are some industry standards for 
most professional service markets that you 
can follow.  Most blog-sites, for instance, are 
not gated (ours is not).  The same is true with 
case studies and testimonials and the like.  
But you can comfortably gate these kinds of 
content:

• Webinars
• E-Books
• White papers

• Action guides
• Any content that can have a major im-

pact on your ideal client

If you want your website to consistently drive 
revenue, lead generation from gated content 
is a necessary starting point.
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A value proposition, simply defined, is the reason someone does busi-
ness with you.  For your website to drive revenue, it must clearly, con-
sistently and visibly communicate your value proposition.  If your web-
site does not do this, it will not be a contributor to revenue.  So I have 
some questions for you:

3: Your Website Must Communicate Your 
Value Proposition

• What is your value proposition?  
• Why should someone choose to work 

with your company?  
• Why should they choose to award you 

with their money, their time and most 
importantly their trust?  

• How will this benefit them?  
• How will this advance their careers?  
• How will this help them achieve their 

goals faster, better, with greater effi-
ciency, with lower risk and with higher 
certainty than not working with you?

If you cannot definitively answer these 
questions, you have a problem.  More 
importantly, your website has a problem.  
How can you articulate something you may 
not fully understand yourself?  

But don’t worry.  Most professional services 
organizations have this challenge.  

Approaches To Developing Your Value 
Proposition

I recently spoke with a prospect who told 
me he had just spent several thousand dol-
lars working with a creative agency to help 
them get their messaging right.  The first 
thing the agency did was to ask the senior 
executives at the firm to fill out a question-
naire.  Then the agency analyzed the state-
ments and compiled a report.

Next, they asked the entire senior manage-
ment team at this medium-sized financial 
services firm to spend a day with them in 
an off-site meeting.  This required eight key 
people to be out of the office, away from 
clients and not productive in their core 
business.  The CEO estimated this cost to be 
in the tens of thousands of dollars, let alone 
the cost of the agency.

To Communicate Your Value Proposition, You Must First 
Understand It
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During the day-long brainstorming session, 
the agency began by unveiling the findings 
of the questionnaire that senior execu-
tives completed.  There was nothing earth-
shattering in the statements because they 
revealed old party lines that had divided 
the company for quite some time.  

You see, the senior executives each had 
competing ideas about what the value 
proposition of the firm should be.  

They continued to brainstorm, the agency 
asking even more questions and probing 
fault lines even further.  The end result was 
that the firm was no closer to a value prop-
osition that everyone could believe in than 
when they started.  The tens of thousands 
of dollars in lost time and the agencies fees 
did not produce a value proposition state-
ment that resonated with the team.

Sound familiar?  Have you struggled to 
articulate a reason or set of reasons that 
prospective ideal clients should work with 
you?  Have you struggled to develop a core 
statement or story that your senior team can 
believe in?  

If so, I’d like to recommend an alterna-
tive approach.  It’s important to get the 
input of the senior-most people in your 
organization.  But in our experience, this 
will usually not get you to the goal.  More 
importantly, it won’t shed any new light on 
the situation.  

But if you interview your top clients, espe-
cially if you hire an objective third-party to 
interview the clients, you’ll get fresh in-
sights that will surprise you.  We have used 
this approach for years and it consistently 
produces the same results – a story and set 

of statements that satisfy stakeholders and 
that resonate with prospective new clients.  

If you’d like to learn more about this, I have 
two resources.  First, check out the Docu-
monial on our website called Financial 
Services Firm Builds New Brand Identity: 
Telling Their Story Will Require Eagles To 
Fly In Formation - Is This Possible?  This 
Documonial gives you insights into how 
our approach helped this organization 
develop a value proposition and story that 
really works well for them.

Second, you might also visit the Market 
Research service offering on our website.  

How To Put Your Value Proposition On 
Display

Once most service firms articulate a value 
proposition (a reason prospects should 
choose you), they immediately want to add 
it to their website.  The statement usually 
ends up in the “Why Choose Us” section of 
the site or maybe the “About Us” section.  
This is a perfectly acceptable thing to do.  

However, this again is entirely inadequate 
if you want your website to drive revenue.  
Why?  Because most website visitors have 
no reason to visit that section of your 
website until they are considering you as a 
service provider.  This usually occurs much 
later in the prospect’s in-bound journey – 
usually in the Leaning-In phase when they 
are trying to validate their inclination to 
work with you or trying to justify to other 
people why they are recommending you.  

http://www.theshattuckgroup.com/documonials-bt.html
http://www.theshattuckgroup.com/documonials-bt.html
http://www.theshattuckgroup.com/documonials-bt.html
http://www.theshattuckgroup.com/documonials-bt.html
http://www.theshattuckgroup.com/ourservices-market_research.html
http://www.theshattuckgroup.com/ourservices-market_research.html
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There is a much better way to put your 
value proposition on display.  Use content 
marketing to deliver insights that make you 
the de-facto expert in your market niche.  
We have found that this is the single best 
way to clearly articulate a value proposi-
tion that doesn’t require any elevator-pitch 
language at all.  

If you want prospects to immediately and 
clearly understand why they should work 
with you, give them insights that they 
cannot easily find elsewhere.  Give them 
content that they find irresistible.  Give 
them ideas that will have a huge impact on 
their business, their families, their lives and 
their careers.  Tell them stories about other 
people who have achieved the goals and 
their lessons learned.  

To do this, you need to develop your con-
tent marketing strategy and base it upon the 
goals, opportunities and challenges of ideal 
clients.  Content that is primarily about 
what matters to you will not communicate 
your value proposition.  It will sound as if 
you are talking shop.  

If you want to know more about how to 
develop a content marketing strategy that 
communicates your value proposition, 
check out the Action Guide called 7 Steps 
To A Content Marketing Program That Con-
sistently Drives New Clients.  

Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?

http://www.theshattuckgroup.com/webinars-cm_machine.html
http://www.theshattuckgroup.com/webinars-cm_machine.html
http://www.theshattuckgroup.com/content_marketing_ag/
http://www.theshattuckgroup.com/content_marketing_ag/
http://www.theshattuckgroup.com/content_marketing_ag/
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Competition is a fact of life.  As more and more service firms enter the 
market landscape, competition will be an even bigger driver of success 
or failure for most service organizations.  If your website does not make 
it clear why prospects should choose you, you are missing huge oppor-
tunities to compete.  

When most organizations think about differentiation, their immediate 
question is – how can a website help us stand out from the pack?  

4: Your Website Must Differentiate You 
From Competitors

I think this is the wrong question.  Instead, 
I believe the question that matters is this – 
what will cause prospective ideal clients to 
say yes to us?  The goal is not to cause pros-
pects to say no to your competitors.  The 
goal is to persuade them to say yes to you.

I believe there are three key areas your 
website must address to differentiate you 
from competitors:

• The needs of ideal clients.
• The products and services you offer.
• A rich content marketing strategy.

Let’s explore each of these in more detail.

The Needs Of Ideal Clients

It probably sounds strange to base your dif-
ferentiation strategy on the needs of ideal 
clients.  After all, isn’t this about being dif-
ferent from your competition?  My answer?  
No.  Absolutely not.

Differentiation is not about being unique.  
Let me say that again.  Differentiation is not 
about uniqueness.  Differentiation is about 
clearly communicating how what you do 
will impact ideal clients.  This harkens back 
to the previous chapter in this E-Book, your 
value proposition.   

If you begin by being clear about how what 
you do will help clients get to their goals 

Differentiation Is Not About Your Competition – Believe It Or Not
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faster, better, with greater efficiency, with 
less risk and with higher certainty, then 
you will almost certainly be ahead of your 
competition.  

Do you doubt this?  I encourage you to do 
a little exercise, one that I do all the time 
when we engage with a new client.  Bring 
up the websites of your top five competitors 
and look for a value proposition statement, 
a succinct reason, that ideal clients should 
choose them.  

Did you find the statement?  How long did 
it take?  How many web pages did you have 
to visit before you found it, if at all?   Based 
on what you know about ideal clients, 
would they find the statement compelling?  

If your experience is anything like ours, 
you’ll likely discover that your competitors 
are not very good at articulating their value 
proposition either.  This is why you should 
start your differentiation strategy with the 
needs of ideal clients.  After all, your goal is 
not so much to differentiate from competi-
tors.  Your goal is to convince prospective 
ideal clients that they should choose you.  

The Products And Services You Offer 

Another important element to your dif-
ferentiation strategy is the products and 
services you offer ideal clients.  What I’m 
talking about here is a clear and simple set 
of statements that you feature in the services 
section of your website.  Those statements 
should be able to answer a few simple ques-
tions for each service you offer:

• What is this service?  (a high-level de-
scription)

• Who needs this service? (definition of 
the ideal client)

• How does this service impact clients 
(articulation of benefits)

• How do we deliver this service? (basic 
roadmap of service delivery)

• What are the deliverables of this ser-
vice? (statement of what clients get in 
exchange for money)

I am routinely shocked when I begin talk-
ing to prospects who say their website is 
not helping them drive revenue.  When I 
visit the services section of their website, I 
look for simple and clear statements about 
services that address the questions above.  
Almost invariably, those statements are 
missing.  

Now I know what you might be thinking.  
My competitors offer the exact same prod-
ucts and services.  My response?  So what!

Remember a moment ago I said that your 
differentiation strategy is not about unique-
ness.  Think about this for a moment.  If you 
were to offer products and services that no 
one else on planet Earth offered, would you 
have a market opportunity?  Would there 
be any buyers of those products and ser-
vices?  The answer is probably not.  But you 
would be completely differentiated, entirely 
unique.  

The best way to differentiate your products 
and services is by being clear about what 
you do and why it should matter to pro-
spective ideal clients.  I’m going to pick on 
accountants for a moment here.  
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I visit accountant’s websites on a regular 
basis.  I am always amazed when I find, in 
the “Our Services” section of their website, 
a bullet point list of services offered.  These 
accounting firms seem to think that their 
prospective clients will intuitively grasp 
what the services are, why they should buy 
them and how the services will help them.  
That’s a huge mistake.  

If you want the services section of your 
website to differentiate you from competi-
tion, take the time and effort to answer the 
five questions above for every service you 
offer.  While this may not make you unique, 
it will probably be enough for prospective 
ideal clients to understand why they should 
consider you.

A Rich Content Marketing Strategy

I’ve already touched on content marketing 
as a key part of your value proposition.  But 
this is equally impactful to competitive dif-
ferentiation.  To understand why this is so, 
let’s put ourselves in the shoes of a prospec-
tive ideal client on the hunt for a service 
provider to help them achieve a big goal.  

Let’s assume that they know the outcomes 
that they want to achieve, but they have 
very few ideas about how to get there, the 
specifics steps they should take.  They also 
don’t know which steps to avoid that might 
waste time and money or even worse, cause 
them to miss a window of opportunity that 
may not come around again for a very long 
time, if ever.  

It’s safe to say that they have a lot at stake.  
Have you ever been in this position?  I know 
I have.  It is so comforting when you find 
yourself in this position to talk to an expert 
– someone who has already achieved the 
goal.  

An expert can clarify things in a very short 
period of time and help develop a logical 
set of next-steps to guide the journey.  They 
can also help you avoid taking the wrong 
steps.  

If you have a rich content marketing strategy 
on your website that tells prospects steps to 
take and steps to avoid, you position as the 
expert.  More than that, you become the 
trusted advisor.  
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Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?
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For your website to drive revenue, it must stimulate leaning-in behavior.  
If you are not familiar with this language – leaning-in – I’d like to share 
with you why it’s important and how it impacts new client acquisition 
and revenue.  

Most user sessions (the length of time someone spends on your website 
at one time) are relatively short on professional service and B2B web-
sites.  This is an indication of a leaning-in problem.  What’s leaning-in?  

5: Your Website Must Cause Ideal 
Prospects To Lean-In To You

Simply put, leaning-in is the predisposi-
tion of ideal prospects, after visiting your 
website, to want to work with you.  After 
visiting your site, prospects might either be 
leaning-in to you or leaning the other way.  
If they are leaning-in, then they want more.  
A lot more.  

If they are leaning-in, then at some point 
in the future they’ll likely do business with 
you.  If they are not leaning-in after visiting 
your website, then you’ve missed an op-
portunity.  There are several indicators that 
someone is leaning-in.

What Leaning-In Looks Like

A prospect who is leaning-in wants to 
spend more time on your website.  They 
want to come back later to sample more of 

your great ideas.  They want to consider fur-
ther how you might be able to help them.  
They wish they had more time in their busy 
schedule to spend on your website.  Who 
knows?  Your website may even become 
their secret passion.  This has certainly hap-
pened to our website.  

A prospect who is leaning-in holds affinity 
for your brand and services.  These pros-
pects feel a sense of good-will toward your 
company.  They are likely to speak up in a 
meeting and talk about the value of your 
ideas and content.  They might even recom-
mend your website to a family member, 
friend or colleague.

A prospect who is leaning-in is also buying-
in to your vision for how to accomplish 
goals that matter to them.  This may be the 
most important outcome from a great web-

Leave Them Wanting More
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Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?

site as it relates to driving revenue.  Most 
goals can be accomplished in quite a few 
different ways.  When a prospect buys-in 
to your vision of how to accomplish goals, 
when they believe in your roadmap, they are 
predisposed to buy from you.

A prospect who is leaning-in is granting 
you the status of the expert trusted advisor.  
This is also a precursor to revenue.  Service 
buyers only award business to people and 
companies they trust.  

How To Stimulate Leaning-In

The single best way to stimulate leaning-in 
behavior is to offer a website that is rich with 
ideas about how to accomplish the goals 
that matter most to prospective ideal clients.  

These ideas can come in many forms:

• Blog-posts
• Case studies
• Action guides
• Webinars
• E-Books
• Documonials
• Podcasts
• Videos
• Downloadable tools

All of these resources can stimulate leaning-
in behavior and the benefits I described 
above.  And remember, if you’re not sure 
how to create content that stimulates 
leaning-in behavior, I recommend that you 
register for the Action Guide called 7 Steps 
To A Content Marketing Program That 
Consistently Drives New Clients.

http://www.theshattuckgroup.com/content_marketing_ag/
http://www.theshattuckgroup.com/content_marketing_ag/
http://www.theshattuckgroup.com/content_marketing_ag/
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In the chapter entitled Your Website Must Generate Leads, I outlined 
the four stages of the in-bound journey.  Website users really aren’t 
ready for a serious conversation until they get to the end of that journey.  
But that is also when the real work of the consultative sale begins.  Let’s 
explore how the digital in-bound journey matches up against the digital 
sales funnel.  

Most small to medium-sized professional service firms have a five-stage 
digital sales funnel:

How The Phenomenon Of Consideration Has Changed The Game

6: Your Website Must Stimulate 
“Consideration”

1. Awareness: Prospects become aware 
of your brand, products, services and 
content.

2. Consideration: Prospects sample your 
content to see how you can help them.

3. Interest: Prospects engage in serious 
dialogue, requesting a proposal.

4. Evaluation: Prospects evaluate your 
proposal against their needs and com-
petitive offerings.

5. Selection: Prospects accept your pro-
posal and move to next steps.

The four stages of the in-bound journey oc-
cur during the first two stages of the digital 
sales funnel: awareness and consideration.  
While awareness is still important, it is 
consideration that has really changed in the 
last few years.  

In this chapter I want to focus on the Con-
sideration phase of the digital sales funnel, 
or more broadly what I call the phenome-
non of consideration.  This is the single big-
gest change in how websites now operate 
as the heartbeat of a digital ecosystem.

How This Used To Work

Consideration has always been an im-
portant part of the professional services, 
consulting and B2B consultative sale.  Back 
in the 1990s, I completed training on the 
consultative sales approach and consider-
ation was a huge part of the value at that 
time.  Here is how this used to work.

For someone to say yes to our organization, 
they had to be convinced that we were the 
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right organization for them.  They had to 
believe that our approach to helping them 
achieve their goals would be effective.  
They also had to believe that the risks were 
so low in working with us that the benefits 
far outweighed the drawbacks.

For prospects to believe all of this, they 
had to carefully consider what we were 
offering, who we were as providers and 
whether or not our approach was a good fit 
for them.  This process of considering our 
offering usually took place during a set of 
sales calls.  

Of course, as good service providers, we 
were consultative in our approach and 
made sure that our offering matched up 
against the needs, budget and goals of the 
prospective client.  But the consideration 
process started once a prospect raised their 
hand and engaged in conversation.  

It was during those conversations that we 
achieved a critical goal.  We became a 
trusted advisor to the prospect.  To achieve 
trusted advisor status, we had to demon-
strate a masterful approach to achieving the 
goals that were important to the prospect.  
We listened carefully to what the prospect 

Exhibit 3.  Source = The Shattuck Group.

The entire in-bound journey takes place during the Awareness and Consideration phases of 
the sales funnel.  If you are not stimulating Consideration, you are missing opportunities.

The Digital Sales Funnel
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said.  We usually told stories about other 
people and companies we served who had 
achieved the goal.

We also began to offer advice, before a 
deal was signed, about what steps to take 
and what steps to avoid.  The best consul-
tants at our company had a sense of gravi-
tas in their approach.  They were not afraid 
to tell prospects that they were making a 
mistake.  

They were even unafraid of arguing with 
a prospective client, albeit respectfully.  
They were methodical and made sure they 
deeply understood the prospect before they 
put a proposal in front of them.  Much has 
changed in the way consideration takes 
place today.

Where The Trusted Advisor Line Exists 
Today

You’ll notice from the description above 
that the consideration process began after a 
few key events took place:

• The prospect raised their hand.
• The prospect engaged in conversation 

during sales calls.
• The prospect revealed their goals.
• Our consultants began to deliver advice 

before a deal was signed.

So this raises an important question.  In the 
age of the Internet, can the consideration 
phase take place online?  My answer?  Ab-
solutely yes.  In fact, if you are not stimu-
lating the consideration phase before you 
are talking to prospective clients, you are 
missing deals and revenue.  

In today’s content-driven world, the consid-
eration phase starts in the outer regions of 
the digital ecosystem, where prospects en-
counter your blog-posts and other content, 
and continues as they navigate into your 
website.  

The entire time a prospect is engaging with 
your content, they are considering several 
key questions:

• Is this content insightful?  
• Does it give me ideas and recommen-

dations I did not have before and that 
are on-target for my goals?

• Is the author of this content trustworthy?  
Are they likeable?  

• Could I see myself working with them?
• Do I believe in the ideas and recom-

mended approach of the author to 
achieving my goals?  

• Am I confident that their approach will 
work?

• Does this author get me?  Do they un-
derstand what I’m trying to achieve so 
intimately that I just know in my bones 
that they are a good fit for me?  

This is the fundamental shift in how con-
sideration takes place today.  Long before 
someone talks to you, they are considering 
you.  They are considering whether or not 
you are an expert based on the content you 
deliver.  They are considering whether or 
not they trust you.  
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This is why weak content, content that does 
not speak to the goals, opportunities and 
challenges of ideal prospects, is actually 
more damaging to you than no content at 
all.  

If your deep-dive content assets are not 
deeply insightful, they will not stimulate 
the phenomenon of consideration.  In fact, 
they will have the opposite effect.  They will 
drive prospects away.

But here is the great news.  If your website 
delivers content and rich ideas that speak 
to what matters to prospective ideal cli-
ents, they will begin considering you as the 
preferred service provider from the moment 
they visit your website.  

While they may not become a client right 
away, they will consider you the front-
runner.  More importantly, when the time 
comes that they have need and budget, 
you will be the preferred provider that they 
would consider speaking with first.  

In our experience, more than 75% of the 
convincing that needs to take place for a 
prospect to become a client actually takes 
place online – long before they ever speak 
with you.  This is the power of consider-
ation.  Put it to work for your company and 
you’ll be amazed at the results.

Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?
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I noted in the introduction to this E-Book that professional service or-
ganizations from many different industries face a common challenge.  
When you sell services, you sell an intangible.  If something is not 
tangible, that makes it very hard to grasp.  It also makes it very hard for 
people to believe in or place a value on.

7: Your Website Must Deliver Undeniable 
Proof Statements

The Nature Of Selling Professional Services Is Promise

This is why, at the end of the day, when 
someone signs your proposal, what they 
are actually buying is a promise – a prom-
ise that you will help them go from where 
they are now to where they want to be in 
the future.  Promise is the nature of profes-
sional services.  

So this raises an important question.  If 
what you sell is a promise, what does it 
take for prospects to believe enough in that 
promise to say yes to your company?  Just 
as importantly, how can your website help 
prospects believe in the promise, even 
begin to believe in that promise long before 
they actually speak with you?  

The Value Of Undeniable Proof Statements

Proof statements make the promise real.  
Proof statements inspire ideal prospects to 
engage in serious dialogue.  Proof state-
ments cause them to say yes.  What’s a 
proof statement?

An undeniable proof statement is typically 
a narrative from one of your clients who 
has already achieved a big goal, with you 
as their Sherpa.  Proof statements take sev-
eral forms:

• Case studies – based on clients who 
went on a journey with you and real-
ized their desired outcomes.

• Documonials – video-based stories 
about how specific clients realized 
desired outcomes.

• Testimonials – to a lesser extent than 
case studies and Documonials, testimo-
nials can be valuable.  But generally the 
types of testimonials that most profes-
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sional service and B2B firms produce 
have two problems:

1. Many so-called testimonials on web-
sites are unattributed to specific people, 
real people with responsibilities and 
titles and careers on the line.  When 
testimonials lack these details, they are 
incredulous and therefore ineffective.

2. Most testimonials sound more like 
endorsements than a true journey.  They 
lack credible and nuanced details that 
make the journey real for prospects 
who might want to accomplish similar 
goals.  

Effective Proof Statements

There are a few important considerations 
for proof statements to be effective.

First, the proof statement should be from 
a client who fits a certain profile – your 
ideal client profile to be exact.  The default 
position of prospective service buyers is 
skepticism.  While they are very interested 
in achieving their goals, and while a part 
of them may even want to believe that you 
can help them, they are jaded.  They have 
been burned.  They have trusted others 
before and have lost.  

So your proof statements need to be from 
clients who are very similar to the prospects 
who are visiting your website.  Otherwise, 
it’s easy for them to discount your proof 
statement.  They can say things like – well 
that client has far more budget than us so 
this solution won’t work for us.  They might 
say – that client has a much bigger team 

helping them than our team, so this won’t 
work for us.  

Second, the proof statement needs to be 
nuanced with rich details.  Having worked 
with professional service providers in 
several different industries, I can say with 
confidence that there are always problems.  
It is important to be honest about these 
problems.  Call them out and talk about 
how you resolved them.  This makes the 
journey seem real and marked by integrity.  

Third, the proof statements should take 
prospects on the journey that they will 
likely go on with you.  There is a huge dif-
ference between endorsements and proof 
statements.  Endorsements say, in so many 
words, we hired this company and we can 
recommend them.  

But endorsements usually lack information 
about why the client is endorsing.  This can 
look suspicious and may erode the veracity 
of the statements.  Often I have wondered 
if clients who participated in endorse-
ments were given a discount or some other 
special consideration in exchange for their 
statements.  

A proof statement that talks about the jour-
ney, on the other hand, gives prospects who 
are visiting your website a much deeper 
sense of what it’s like to work with you.  
When the journey comprises the substance 
of the proof statement, prospects get a 
flavor of what it’s like to work with you and 
what they can expect along the way.  This 
can ease their mind and give them confi-
dence to say yes to you.
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Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?

Where Proof Statements Fit On The In-
Bound Journey

In our experience, proof statements are only 
well-received by prospects as they enter the 
engaged-user phase of the in-bound journey 
and possibly to validate their leanings dur-
ing the Evaluation phase of the digital sales 
funnel (evaluating their confidence in your 
proposal). 

In other words, proof statements like Docu-
monials and case studies are best left in 
reserve until they are needed.  It is not par-
ticularly wise to lead with proof statements 
or to try to start a relationship with them.

When the time is right, proof statements will 
go a long way toward closing a prospect, all 
without your staff needing to say a thing or 
do any selling.  Proof statements take time 
and effort to build, but they are irreplace-
able as a persuasion tool.  
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Nearly every professional services website contains a contact us page.  
This is an important detail that should not be overlooked.  But once 
again, that’s not enough.  You see, most prospects will have no reason 
to contact you until they have spent a fair amount of time in the con-
sideration phase of the in-bound journey.  Trust me.  When the time is 
right, they will reach out to you.

8: Your Website Must Facilitate Next-Steps 
On The In-bound Journey

Far More Than A Contact Us Page

What most professional service websites 
lack, almost entirely, is a sense of the 
in-bound journey.   The websites of most 
service firms do not facilitate the next-steps 
that a prospect may want to take.  The 
structure and content of the site are not 
setup to encourage or even allow prospects 
to move through the stages of the in-bound 
journey at their own pace, in their own 
time, without talking to your people.

No.  Most service-based websites offer 
some pages about the company, history, 
team, services and contact information.  
They may include a testimonial or two.  
There might be a blog or a newsletter.  But 
if a prospect wants to understand what it’s 
like to work with you, wants to know how 
you can help them achieve their goals, 
wants to seriously consider you, and they 
don’t want to be pestered by a phone call, 
they’re out of luck.  

If this sounds like your website, I think you 
are missing two very important opportuni-
ties.  First, you are missing the opportunity 
to pull great prospects much deeper into 
the consideration phase.  Second, you are 
missing opportunities to convert quickly 
prospects to great new clients who already 
trust you, believe in you and deeply desire 
your services.  

Organic Relationships Are Like Great New 
Friendships

New clients don’t fall off the back of a 
turnip truck and say – hey I’d like to engage 
you in a million dollar contract.  Sorry, 
but this just isn’t realistic.  For someone to 
become your client, they have to go on a 
journey.  Usually that journey will include 
multiple steps and most of those steps – es-
pecially in this day and age – will be taken 
without talking to you.  Prospects prefer 
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to take these steps online and at their own 
pace.  So if your website does not allow 
them to take this journey, you have essen-
tially told them to go away.  

Yes.  Referrals still work and still gener-
ate great clients.  But the organic client 
– the one who comes to you with no prior 
knowledge of your firm or people – they 
are real and they are out there.  Truth be 
told, there are far more new organic clients 
available to you than new clients from re-
ferrals.  After all, your clients and contacts 
only know so many people.  But the Inter-
net knows hundreds of millions of people.  

I encourage you to think about the develop-
ment of relationships with organic clients 
much the way you think of developing a 
great new friendship.  The first time you 
meet someone who is interesting to you, it’s 
not likely you would say – hey do you want 
to be my best friend?  That’s kind of desper-
ate.  

Instead, you slowly warm up to them and 
probably even have multiple opportunities 
to hang out with them.  True organic friend-
ships usually come about because people 
share a common interest, like sports or 
music or movies or books.  

Friendships take time to develop and usu-
ally require an ever-deepening revelation of 
personal details.  Someone who seems too 
eager early in the relationship can come off 
as creepy.  For instance, if a person were to 
come up to you on the street and say – hey 
where were you born – you might say – 
none of your business.

But let’s assume for a moment that you 
were wearing the hat of your favorite sports 
team.  If they said – hey nice hat – you 
might say – are you a fan too?  If they said 
“yes”, now you have common ground.  

You might talk about a recent game and 
your favorite player and even how long 
you’ve been a fan of that team.  If they 
asked if you are from the city of your favor-
ite sports team, you might say – yes, in fact 
I was born there.

Do you see the point here?  If someone 
asked you a personal question out of the 
blue, you might feel like they were violat-
ing your space.  But if you share something 
in common, you might even volunteer that 
information without them asking.  

So the question becomes, can you build a 
website that facilitates this kind of relation-
ship fostering?  Oh yes you can.  

The Sales Funnel

You’ll recall that the sales funnel for most 
prospective ideal clients, particularly or-
ganic prospects with no prior knowledge of 
your firm or people, usually contains these 
five key stages:

• Awareness: Prospects become aware 
of your brand, products, services and 
content.

• Consideration: Prospects sample your 
content to see how you can help them.

• Interest: Prospects engage in serious 
dialogue, requesting a proposal.

• Evaluation: Prospects evaluate your 
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proposal against their needs and com-
petitive offerings.

• Selection: Prospects accept your pro-
posal and move to next steps.

So the question you have to ask yourself is 
this.  What kinds of content do prospects 
need at each stage of the funnel to feel 
comfortable taking the next step?  What will 
cause them to keep leaning-in? 

I’d like to make a few recommendations 
here based on what we’ve learned in work-
ing with hundreds of professional service 
leaders.  

I believe that in the Awareness stage, pro-
spective clients want short tidbits of content 
that they can quickly consume.  This might 
be best facilitated by a blog section of your 
website with shorter posts of say 1,000 
words.  You might also consider infographics 
and tweets.  These can be consumed in just 
a few minutes and can stimulate a prospect 
toward Consideration.  

In the Consideration phase, prospects will 
likely want a wide variety of content and 
will probably want it to be a much deeper 
dive.  It’s also wise to develop content in 
several different formats because people 
learn in different ways.  Some people are 
auditory and prefer podcasts.  Some people 
are visual and prefer videos.  Some people 
are primarily readers and prefer the written 
word.  Some people want multiple formats, 
like our Action Guides that contain both 
videos and written guides.  

There are all sorts of formats that can facili-
tate the deeper dive process.  We like Action 
Guides, E-Books and Webinars.  Some orga-

nizations like online slideshares.  The impor-
tant thing is that the content is available on 
your website and that it causes prospects to 
carefully consider your ideas.

I believe the Interest phase is best handled 
by actual human dialogue.  This is the one 
area where I think a website might help, 
but there is no replacement for the human 
touch.  The Interest phase is best started with 
a discovery process to deeply understand 
the prospect.  This culminates in a solid 
proposal. 

The Evaluation phase is a critical part of 
the new client relationship.  Most business 
development people do not feel like they 
are in control once the prospect receives the 
proposal.  The waiting is excruciating.  Many 
things can go right or wrong during Evalu-
ation.  It is very common for a prospect to 
hesitate, to second-guess their initial inclina-
tion to go with your company.  They might 
get cold feet.  

Your website can greatly aid in the Evalu-
ation phase.  This is where the proof state-
ments I described in the previous chapter 
can really help you seal the deal.  If your 
proof statements are honest, real and prom-
ise-laden, then they will inspire prospects to 
sign the deal.  

As you can see, a contact us form is woe-
fully inadequate for today’s content-driven 
prospects.  But if you build a website that 
anticipates every steps on their journey 
before they even get started, you greatly 
increase the likelihood of converting organic 
prospects to new clients.  
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Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?
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I’ve stated that most professional service websites are an online bro-
chure and that this is an inadequate way to present your brand to the 
world today.  So how should you think of your website?  If it’s not an 
online brochure, what is it?

I believe the best websites today in the professional services space are 
containers.  That’s right.  They are great big boxes or crates.  It’s what’s 
inside the container that matters.  But there is an experience, a feeling 
really, that your website should inspire because if you accomplish this, 
you win.  In a big way.

That feeling is fascination.  A website that is a container and that holds 
all kinds of useful and insightful content is like the best birthday present 
ever.  Do you remember this feeling?  I do.

A Simple Metric To Help You Gauge Success On Your Journey

9: Your Website Must Capture Mind-Share 
And Fascinate As Measured By Time-On-Site

A Birthday Story

When I was a boy, I really wanted a base-
ball glove.  My older brothers had ball 
gloves.  I used to walk past the Ben Franklin 
department store every day after school 
in the small town where I lived.  There in 
the window was the most beautiful leather 
baseball glove I had ever seen.  The sun-

light glistened on the leather strappings in 
the most illustrious way.  I just wanted to 
touch that glove!

I told my mom that I really wanted that 
glove for my birthday.  She said, you’ll just 
have to wait and see.  The waiting nearly 
killed me.  I’ll never forget her setting that 
present in my lap, cake icing smeared all 
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over my face.  I wiped that back of my 
hand across my mouth (my mother repri-
manded me) and I tore into that wrapping 
paper.

I pulled back the flaps on that box and 
sure enough.  There it was.  That beautiful 
baseball glove.  Let the angels sing.  I still 
remember the way the leather smelled.  I 
still remember my older brothers showing 
me how to fold the glove and put it under 
the edge of the couch to break it in.  

How Are You Fascinating And How Do You 
Know You Are Fascinating?

In case you are wondering what a 7-year 
old boy’s baseball glove has to do with 
marketing and selling professional services, 
let me make the connection clear.  

All of the ideal prospects that you want to 
connect with want to achieve certain goals.  
The stronger their desire to achieve their 
goal, the deeper their engagement with 
ideas and content that can help them.  

Exhibit 4.  Source = The Shattuck Group.

A really effective website fascinates prospects the way a birthday present piques the 
curiosity and immagination of a child.

Websites Should Be Fascinating Presents 
That Prospects Can’t Wait To Unwrap
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It may not be illustrious leather strappings, 
but in the grown-up world of work and 
goal-setting, it’s about as close as it gets.  

The feeling that I had as I stood in front of 
the Ben Franklin store and looked at that 
leather ball glove is tantamount to the feel-
ings that your website, if you build a great 
one, should elicit in your ideal prospects.   
They should anticipate how your ideas will 
help them achieve their goals.  They should 
deeply desire it.  They should feel excited.  

Of course, for this to happen, you have to 
create the right kind of content.  A host of 
pages about who your company is, how 
many awards you’ve won, the charities that 
you support and why your team is great – 
well that’s not going to fascinate.  It might 
inform.  It might even make you look good.  
But it won’t fascinate.  

More importantly, it won’t cause someone 
to fill out forms and then spend a lot of 
time thinking about what you have to say 
and how it applies to them.  Time – in fact – 
is the metric by which we measure engage-
ment and fascination.  

Time-On-Page And Time-On-Site

Most analytic tools will include metrics for 
time-on-site and time-on-page.  Time-on-
site is the average length of a user session.  
A user session is what happens from the 
moment someone lands on a page on your 
website until the moment they either leave 
or close their browser.  Time-on-site is a 
very clear indication of whether or not your 
container has the right presents inside of it.   

Some analytics tools will allow you to 
determine time-on-site for individual users.  
This is especially beneficial if you have a 

marketing automation platform in place 
that allows you to track the digital footprint 
of important users.  But tools like Google 
Analytics typically factor time-on-site as an 
average for all users over a given period of 
time.

Time-on-site is an important metric to track.  
Why?  Because time-on-site is an indicator 
of the experience that your website is deliv-
ering overall to your users.  A long average 
time-on-site, anything over five minutes, 
means that your website is engaging users.  
A short time-on-site, anything under thirty 
seconds, is an indication of a fascination 
problem.

It is a good idea to set a goal for continual 
improvement of your time-on-site.  For in-
stance, if your average time-on-site is thirty 
seconds in the month of May, you might 
consider trying to improve your time-on-
site by ten seconds every month for a year.  

The corollary of time-on-site is time-on-
page.  What’s the difference?  Time-on-site 
tells you the average time all users spent on 
your entire site for their entire user session.  
Time-on-page tells you how long, on aver-
age, users spent on a given page.  Why is 
this important?

Not all pages are created equal.  The 
homepage of most websites tends to be a 
landing page that people pass through on 
their way to the content that they really 
want to engage.  The same is true for most 
pages that display after users click on a link 
in primary navigation (home, about us, our 
services, etc.).  

These are examples of landing pages that 
typically have a short time-on-page.  But 
the content pages that are the destination, 
the reason someone came to your website 
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in the first place, should have a long time-
on-page.  

For example, a standard landing page that 
people pass through to get to a piece of 
content might have a ten second average 
time-on-page.  This is healthy.  But if the 
destination pages that contain the content 
have a ten second time-on-page, that’s a 
problem.  

I believe it’s valuable to identify the trends 
for time-on-page for your destination pages 
and then set a goal for similar pages on 
your website.  For example, let’s assume 
that you have a blog on your website that 
contains 1,000-word (on average) articles.  
Let’s assume that you have forty blog posts.  
It’s valuable to view time-on-page for these 
posts to establish a benchmark.  

I believe that a healthy time-on-page for the 
average 1,000 word article is around five 
minutes.  If you have a blog-post that real-
izes an average of seven minutes for time-
on-page – voila – you have a winner.  But if 
you have a blog-post with only two minutes 
average time-on-page, you have a problem.  

Of course time-on-page and time-on-site 
have to be balanced against total users and 
total pageviews.  In other words, if your 
average time-on-site is eighty minutes but 
you only have ten users per month, that’s 
probably not enough to help you achieve 
your business goals.  It doesn’t matter that 
those ten users are engaging deeply.  You 
probably need more than ten prospects to 
be in the Consideration phase to hit your 
client acquisition goals.

There is also something important to bear 
in mind as it relates to time-on-page.  Every 
service provider would love to see the “Our 
Services” section of their website have the 
most pageviews and longest time-on-page.  
Sorry, but this rarely happens.  

Most users will only take the time to look at 
your services once they’ve had a chance to 
understand how your approach, your ideas 
and your content will help them achieve 
their goals.  This means that the ideas sec-
tion of your website will probably have a 
much higher average time-on-page than the 
service section of your website.  

This is actually a good thing, believe it or 
not.  If the ideas section of your website 
is shaping prospects’ notion of how to 
achieve a goal, then they probably will 
need far less convincing once you begin 
to talk specifics about your services.  This 
will expedite your time to close and free up 
business development staff to serve other 
clients and prospects.  

The more you fascinate your users and 
prospects by turning your website into a 
great big birthday present, the more deals 
you will have, the more profit-per-deal 
you’ll realize and the faster your deals will 
close.   
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Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?
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At the beginning of this E-Book I told a story of an entrepreneur who 
said that he didn’t have time to look at pretty pictures.  He wanted to 
get to the meat and potatoes of great ideas.  You’ll notice that I did not 
agree or disagree with this statement.  

I know that there are a lot of impatient executives out there who just 
want the facts ma’am.  But I want to tell you about another entrepre-
neur I spoke with.  This executive is a client of a software-as-a-service 
(SaaS) company who offers a content management system (CMS) plat-
form.  Yes.  I know that’s two acronyms in a row, but just hang in there 
with me for a moment.  

Do Pretty Pictures Matter?

10: Your Website Must Be True To Your 
Brand Standards And Principles

I was performing market research for 
the SaaS company and interviewed this 
gentleman.  I asked him why he chose this 
particular SaaS provider and what he liked 
about how their CMS helped him manage 
his website.  He said something that was 
surprising.

“I think I like best how easy they make it for 
us to keep our website looking great and 
up to date.”  When I asked him why that 
was important to him, he said this.  “Well 
nobody wants to do business with someone 
who looks like they’re still stuck in the 90s.  
If you don’t look innovative, you look like 
you’re falling behind.”

Does the look and feel of your website 
influence how people perceive your brand 
and capabilities as a service provider?  Oh 
yes.  

What Impression Should Your Website 
Make?

As service providers, we sell intangibles.  
This is where the right image, the right 
illustration, the right visual concept can re-
ally help.  You’ll recall from the chapter on 
value proposition this definition.

A value proposition, simply defined, is the 
reason someone does business with you.
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The most important visual goal that your 
website must achieve is the communication 
of your value proposition.  This is some-
thing we call the big idea.  This will be 
different for every company, but it is very 
achievable.  

Our value proposition, at The Shattuck 
Group, is growth.  We have a strong history 
of helping our clients achieve their growth 
goals.  Whether it’s to expand globally, pen-
etrate new markets, develop new services, 
acquire new clients, increase profit-per-deal 
or shrink time to close, we have a history of 
impacting all of these areas.  

We communicate the growth value propo-
sition by showing images of trees in full 
bloom and grassy fields at the peak of 
health and vitality.  Our visual motif, the 
one featured on the cover of this E-Book, is 
a vibrant green leaf.  

I believe that senior executives are in the 
best position to define their value proposi-
tion.  But when it comes time to illustrate 
that value proposition visually, you’ll likely 
need some help brainstorming concepts.  I 
prefer to work with an experienced art-
director, not so much a designer, to achieve 
this goal.  

I find that art-directors can far more quickly 
understand the goals and the business con-
cepts than can designers.  Usually art-direc-
tors are also better at translating concepts 
into solid visuals that are professional in 
nature.  

Developing Brand Standards

I also think it’s important to have and abide 
by brand standards for your website.  This 
not only creates consistency from page 
to page and section to section, it also ties 
together your creative assets that are not on 
your website.

For instance, if a prospect sees a brochure 
from you at a tradeshow and then vis-
its your website where they encounter a 
similar look and feel, you have created the 
feeling of solidity.  We call this the family 
look.  This should be applied to all points 
of exposure for your brand: business cards, 
letterhead, brochures, your website, sig-
nage, advertisements, presentations and 
other assets.  

A good brand style-guide should include 
instructions about how to, and how not to, 
use your logo.  It should contain specific 
instructions about colors that are brand ap-
propriate in hexadecimal, RGB, CMYK and 
Pantone color palettes.  The brand guide 
should define font styles for headlines, sub-
heads and body copy.  

Good Layout And Design

Some service firms feel that they need to 
have an image on every page of their web-
site.  I don’t think this is necessary.  What is 
necessary, however, is good layout and de-
sign.  The top of the website should contain 
primary navigation with buttons that are 
easy to read and obviously clickable.
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Put It To Work Now

All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What one idea here most resonated with you?  Why?

What actions do you believe you need to take based on these ideas?

Whom do you need to evangelize to go on this journey with you?

What is the first step you need to take on this journey and when will you take it?

Every page should have a headline and sub-
head so users can quickly see what the page 
is about.  I strongly prefer a two-column lay-
out that makes the primary content centered 
and obvious.  

So while pretty pictures may not win you 
the next deal, a clean and attractive layout 
will ensure you don’t look like you’re stuck 
in the 90s.  Images that illustrate your value 
proposition will reinforce why prospects 
should choose you.  
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Your Top 5 Take-Aways

As you’ve been reading this E-Book, you’ve been exposed to lots of ideas.  But the reality is 
that you can probably only execute on a small handful of ideas, likely fewer than 5.  Now 
it’s time to make a list of the 5 ideas you inted to execute and the steps you’ll take to do so.

Idea 1: (list it here)

Action step 1:

Action step 2:

Action step 3:

Idea 2: (list it here)

Action step 1:

Action step 2:

Action step 3:

Idea 3: (list it here)

Action step 1:

Action step 2:

Action step 3:

Idea 4: (list it here)

Action step 1:

Action step 2:

Action step 3:

Idea 5: (list it here)

Action step 1:

Action step 2:

Action step 3:
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The Shattuck Group is a full-service marketing agency that empowers 
professional service firms to realize their growth goals.  Using our 10 
core services, we develop marketing programs that have a huge impact 
on every client we serve.  

About The Shattuck Group

Sales & Marketing Alignment

Our sales and marketing alignment service creates harmonious and productive working re-
lationships between the sales and marketing functions at professional service firms. Compa-
nies that engage this service increase revenues by consistently and methodically acquiring 
the right ideal clients by optimizing the sales funnel. Companies deliver a better client ex-
perience and realize stronger long-term relationships with happier clients. When the sales 
and marketing functions work together productively and collegially, the business wins.

Marketing Automation Optimization

Our marketing automation optimization service empowers professional service organiza-
tions to take control of their sales funnel and realize their desired return on content market-
ing. Companies that engage this service gain visibility into how prospective ideal clients 
are responding to their content and brand by translating digital footprint behavior into lead 
score. This process makes the invisible user visible. As a result, companies discover what is 
effective and ineffective about one of their largest marketing investments – content market-
ing. This ultimately positions them to build a consistent and reliable pipeline of demand for 
their services.

Lead Nurturing

Our lead nurturing service empowers service organizations to maintain top-of-mind pres-
ence with prospective ideal clients. When those prospective clients enter a buying cycle, 
they think of our clients first and reach out for a conversation. Companies that nurture leads 
build awareness and affinity for their brand and shape the prospective client’s notion of 
what a successful outcome looks like. This shortens the sales cycle and makes it very dif-
ficult for competitors to win.
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Content Marketing

Our content marketing service empowers service organizations to pull prospective ideal 
clients into the sales funnel and then navigate them toward a close. Content marketing is 
designed to capitalize on opportunities with prospects who are ready to engage right now 
as evidenced by timeframe, need, budget and willingness to enter serious sales dialogue. 
Service companies who engage our content marketing strategy acquire the right ideal cli-
ents, shorten sales cycles and realize healthy and profitable relationships with those clients.

Messaging & Storytelling

Our messaging and storytelling service empowers professional service organizations to 
clearly communicate complex value propositions in simple terms. This service also empow-
ers leaders of service firms to quickly connect with prospective ideal clients at a deep emo-
tional level, causing those prospects to want to engage. Messaging and storytelling make 
the intangible tangible and cause prospects to lean-in.

Positioning

Our positioning service empowers professional service organizations to build a clear and 
concise profile of their ideal client, position services so prospective ideal clients find them 
irresistible and differentiate from competitors. Our positioning strategies help our clients 
move up-market and deliver the right services to the right clients at the right price point, 
shortening sales cycles, increasing profits and blocking competitors.

Market Research

Companies who utilize our qualitative and quantitative research capabilities position ef-
fectively for their ideal clients and also develop a treasure trove of concepts and fresh ideas 
to support content marketing and lead nurturing campaigns. Our market research service 
helps our clients deeply understand what really matters to their ideal clients so they can 
serve them more effectively, offer them the right services and provision content they find 
irresistible.
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Brand Identity

Our brand identity service empowers professional service organizations to present visu-
als that communicate their value proposition succinctly and nearly subliminally through 
something we call the big idea: a simple visual motif that makes your value proposition real 
to prospective ideal clients. Our brand identity service also standardizes a look and feel 
and maps it across all points of exposure to your brand, making you look solid, reliable and 
professional.

Digital Strategy

Our digital strategy service empowers professional service organizations to build a technol-
ogy platform that consistently pulls prospective ideal clients into meaningful sales dialogue. 
This service helps our clients cut past the clutter of the digital landscape to focus resources 
on those platforms that deliver real business value. By aligning people, process, technology 
and budget with a practical roadmap, we get our clients to their goals much faster and with 
far fewer errors.

Social Media Strategy

Our social media strategy service empowers professional service organizations to pull 
prospective ideal clients from social media sites to their website and into meaningful sales 
dialogue. We give our clients a proven roadmap that works: awareness to interest to con-
versation. Instead of wasting time on social media efforts that fail, our clients spend their 
time connecting with and talking to prospects who are a perfect fit.
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