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Marketing professionals *like you* know
that research has shown that a *first-
contact* website visitor typically
spends *less than 10 seconds* on a web
site.
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WIDE SHOT
So, how can you keep visitors on your
website longer? In particular, how can
you keep them on the site long enough
*to generate a lead?*
Visitors to B2B websites are *purpose-
driven.* The first question in the back
of their minds is this:
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1) Could this site help me
with my problem?
Could this site help me with *my
problem?*
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2) Can 1 Tind exactly what
I1*m looking for?
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3) Do I have

enough information
to feel comfortable
moving ahead?

After a couple of seconds, iIf they
decide the answer is *yes,* they will
wonder:

Can 1 find *exactly* what I*m looking
for?

To keep visitors on your website longer,
you must *write the copy* and *design
the information architecture* so that
the answers are obvious to these two
questions and three more that naturally
Tfollow.

Where do these questions come from?

Nick Usbourne is a highly successful
web copy writer. His course, "Web
Copywriting 2.0", explains the five
questions and how to write copy that
answers them.

Now, you probably have a few questions
too:

First, what are the *remaining* user
guestions? Here they are.

3) Do 1 have *enough information* to
feel comfortable moving ahead?
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4) Are these people
trustworthy enough
to protect my
contact information?
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5) Is their information
valuable enough to me
to endure Ffilling out
a contact form?
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Value proposition
- Clear

- Concise

- Customer focused
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4) Are these people *trustworthy enough*
to protect my contact information?

5) Is their information *valuable enough
to me* to endure Tilling out *yet
another* contact form?

You must start with a value proposition
that is clear, concise, and customer
focused.

That makes sense, but what *copy writing
techniques* can we use to address the
five user questions?

You can obtain Nick"s training course
on the publisher®s web site.

Sounds good, but what *information



architecture* methods can we employ t
answer the five questions?

That®"s a subject for a future video.
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WIDE SHOT
I"m Robert Metzger, a freelance B2B
writer with a technical background.
I write marketing content like online
video scripts, web pages, and case
studies for high tech businesses.

20

TEXT

www . plaintextcomms.com

LOGO

on right
To learn more about how 1 can help yo
achieve goals with B2B marketing
content, Email me or visit
www . plaintextcomms.com.
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