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Most homepages dedicate too much of their valuable space to 

predictable and generally unhelpful information, such as the 

purpose of the business, their products and services, their 

achievements and needy invitations to ‘buy, buy, buy’ or ‘contact us 

for a free consultation on no obligation quote’. Effective homepages 

focus on the needs and wants of the customer.

by JAMES TUCKERMAN 

5 ESSENTIAL
INGREDIENTS

FOR A 
HUMMING

HOMEPAGE 
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One of the first things that a site visitor is likely to be thinking when they arrive on your website is this: Is this 
website right for me? In other words, am I the intended audience?

Site visitors want to know that the service you offer or products you sell are right for them. Let them know that 
your business is all about them (a specific target audience) and was developed to satisfying their needs. 

This can be achieved by simply stating ‘who’ they are using the written word. The target audience can also be 
represented in images, to reinforce the message. 

For example, if the product or service was developed for parents, feature pictures of parents. If the audience is 
less easy to represent visually, pose a question: “Are you a sales professional?” 

Sure, you may lose some visitors who do not represent your target audience, but should you really care? The 
strongest way to grab the attention of an audience is to name them.

Think about it this way; If you were walking down a street and someone called out your name, would you turn 
around? Of course you would. The same principles apply when you name the audience on a homepage. You are 
more likely to capture their otherwise passing attention.

1 Always name your target audience... prominently 

TAKE ACTION: 
How can you name your audience or visually demonstrate to your visitors that your product or 
service is right for them? Use these words: Are you a... small business owner? Are you a... busy 
parent? Are you a... passionate sports fan?

QUESTION: What if your target audience is defined by need? In that case...
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After your target audience has been informed that they are the types of people that you can help, highlight their 
problems and explain what you can do to fix these customer headaches. 

For example, a traditional website might say... “We are the leading spinal surgeons.” Frame this to reflect their 
needs and wants. For example, “Do you suffer from back pain?” 

Make sure that your website highlights the problem shared by your target audience. Isolate their headaches, 
obstacles, aspirations and desires. Most homepages talk far too much about what the business does, rather than 
the problems their products and services solve.

2 Name the problem they share (that your product or service solves.) 

TAKE ACTION: 
What are three problems that your product or service is able to solve? What are three 
outcomes that your business is able to deliver? 

QUESTION: Your audience is always seeking the answer to this question. “Is this right for 
me?” And, “What do I get?” To answer this second question, think  about framing your 
response in terms of OUTCOMES, THINGS and FEELINGS.
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Somewhere, prominently on the homepage, smart businesses always offer an opt-in gift.
 
This is an item of high-perceived value, not to everyone, to your target audience. Common opt-in gifts take the 
form of an Ebook, a whitepaper, a checklist or some other form of download. 

The best opt-in gifts address the headache your customers have before they need you. 

For example, if you were selling touchscreen laptops, your ebook might address the top things to get right before 
they purchase a touchscreen laptop. If you are a cosmetic surgeon, your ebook might address 5 ways to look 
younger without surgery. 

If you are able to offer an opt-in gift for the purpose of collecting an email address, you have then acquired 
permission to invite that site visitor back to your site again and again.

This is a far more consistent and cost effective way to draw traffic than search engine optimization.

3 Always have a gift. 

TAKE ACTION: 
Your opt-in gift should address the headache your target audience has before they need you. 
Think about it this way, if your opt-in gift only addresses how you can help them, it is no 
longer a valuable resource. It becomes a brochure.

QUESTION: What if you do want to search engine optimize your homepage?
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Your business name and URL are extremely important for the purposes of search engine optimization. But not all 
businesses feature key words in their business names.

For example, the name ‘Not-So-Freaky University’ does feature the words ‘business’ or ‘advice’ or ‘courses’ or 
‘training’ or ‘news’. It also does not include the headaches that we help resolve through education… getting 
traffic, getting leads, social media monetization, raising capital, launching into new markets, sales and business 
development and other topics that ‘freak’ out business owners.

However, most websites have a one or two-tier navigation structure that can be updated and changed easily. 
These are the words that appear at the top of your website and sometimes also on the bottom, to help site 
visitors navigate. 

Search engines rely heavily on these words to determine whether your website is likely to reflect the search 
needs of their customers (search engine users). 

For example, if your business represents a geographic region or several geographic regions, name those as a drop-
down menu in the navigation bar.

If you have three customer types, name those three customer types in a drop-down menu as part of the 
navigation bar. If you offer three services, feature those services in the navigation bar.

4 Seed keywords into your navigation. 

TAKE ACTION: 
Use language that your target audience is likely to use when searching for products and 
services like yours on search engines. Think in terms of their ‘headaches’, ‘obstacles’, 
‘aspirations’ and ‘desires’.

QUESTION: How can you empower visitors to spread the word? How can you demonstrate 
that you are trustworthy?
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Prospective customers and clients need to be assured that you will deliver on your promises.
 
These may include a string of logos under the headline “Companies we’ve worked for” or a dedicated area for case 
studies. 

One of the best ways to do that is to add social proof points such as testimonials, case studies or examples of 
existing or past clients. 

It’s one thing to say that you are credible and reliable. However, it’s far more powerful if others are able to say it 
for you.

Social media buttons also demonstrate that you have ‘fans’. More importantly, social media buttons will also 
provide a way for customers and clients to ‘share’ you with their networks.

Plus, social shares are another factor that search engines consider when ranking your homepage. 

5 Add social proof points wherever possible

TAKE ACTION: 
Personal testimonials go a long way toward explaining to prospective clients how your 
business can help them. And social media buttons tell search engines that you are popular.
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Click to watch the video

James Tuckerman is widely recognised as one of 
Australia’s most successful digital publishers. He’s 
an entrepreneur, angel investor, growth hacker for 
hire and professional speaker. He is best known 
for launching Anthill Magazine, in 2003, from the 
spare bedroom of his par ents’ home. He was 
then 26 years of age. In early 2009, he reinvented 
the Anthill business model, abandoning its print 
origins in favour of a 100% digital product. Within 
six-months, AnthillOnline.com was listed by Nielsen 
Online Ratings among the Top 50 Business & Finance 
websites in Australia. Since then, he has launched 
numerous digital ventures, including the Not-So-
Freaky University.
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