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10 EMPATHY-BASED WEBSITE REDESIGN 
TACTICS FOR DIGITAL MARKETERS
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SINCE 2003

For 18 years we have been helping brands build 

marketing websites for business growth.

Strategy & Research

Web Development

Analytics & Optimization

Web Design / UX
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TWO THINGS HAPPENED IN 1977
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THE BLIZZARD OF ’77 AND EMPATHY
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MARKETING WEBSITE
What is our ultimate goal 
for a new website?
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The Customer

The Customer

The Customer

The Customer

The Customer
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EMPATHY SHOULD DRIVE EACH LAYER 

Awareness

Familiarity

Purchase

• Digital Video 

• Digital Promotion

• Social Media 

• Sponsored Posts

• Retargeting 

• CPM Campaigns

• Content Authoring 

• Website Education

• SEM 

• Peer Recommendation

• Email Marketing 

• Purchase Intent

• DTC Ecommerce 

• Social Commerce

• Email Marketing 

• Customer Support

Retention

• In Store 

• Lead Gen

Consideration
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DEFINE GOALS
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• Every section or page should have one 

• What are you trying accomplish for your 
visitor? 

• Education? Purchase? Lead? 

• People looking for this page are searching 
for what keyphrase? 

• Does this page answer the visitor’s top 
questions? 



WHAT DO WE WANT 
VISITORS TO DO?
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Source: Orbit Media



COPY DONE 
RIGHT
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Source: linkedin.com/in/liz-willits/



YOUR CUSTOMER’S VOICE

🏅 



CUSTOMER DICTIONARY
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• Develop list of products / services 

• Keyphrase research 

• Use keyphrase to improve clarity 

• Improve search visibility



USE RELEVANT PHRASES

✅  Industrial Building Construction❌  Our Passions

❌  Build Dreams ✅  General Contractor

✅  Office Building Construction❌  Our Passions

✅  Learn About Con/Steel Building Systems❌  Learn More
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TELL VISITORS WHAT 
YOU DO AT A GLANCE
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BAD

Vague marketing speak

No high-impact search  
terms / keywords

Weak CTA

GOOD

Descriptive header

Key-phrase with 
high search volume

Clear CTA



DREAM SCROLLER’S PARADISE
❌  BAD ✅  GOOD 

If the visitor doesn’t read this 
dissertation, what are they 
learning more about?

16



DIG DUG
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LEVERAGE TOOLS

Google Autocomplete

SEMrush, aHrefs

18



CHECK TRENDS
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TRUTH SERUM - GSC
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• Organic traffic & search queries 

• Structured Data 

• Coverage errors 

• Core Web Vitals 

• A straight answer from Google



WHEN GOOGLE TALKS. LISTEN.
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60 clicks / day

0 clicks / day



22

CORE WEB VITALS, EXPLAINED

• Largest Contentful Paint (LCP): measures loading performance. To provide a good 

user experience, LCP should occur within 2.5 seconds of when the page first starts 

loading. 

• First Input Delay (FID): measures interactivity. To provide a good user experience, 

pages should have a FID of 100 milliseconds or less. 

• Cumulative Layout Shift (CLS): measures visual stability. To provide a good user 

experience, pages should maintain a CLS of 0.1. or less.
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 WHAT GOOGLE SAYS, GOES

Best get to work
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USE LIGHTHOUSE

As part of Google’s mission to help site builders build better websites, 
Google built a tool called Lighthouse. 

Lighthouse is an open-source, automated tool for improving the 
quality of web pages.  

Try to achieve >90 in all categories: performance, accessibility, best 
practices & SEO. 

Visit: https://web.dev
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BEST GSC QUERIES
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FIND SEARCH QUERIES THAT ARE QUESTIONS 
^(who|what|when|where|why|how)[” “]

Toggle this

Click & select 
“query”
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SEARCH QUERIES WITH BRAND NAME & MISSPELLINGS
earthborn|earth|earthblend
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SEARCH QUERIES WITH “X” NUMBER OF WORDS
([^” “]*\s){7,}?

Long tail 
searches  
8+ keywords
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BE A FRIEND, LINK
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LINK GA TO YOUR GSC PROPERTY
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WHAT DO YOU GET?
“You can read minds?” 

-Derek Zoolander
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UNEARTH HIDDEN CONTENT IDEAS

What are 
visitors 
unable to 
easily find?
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LINK SITE SEARCH TO GA

Just use the 
parameter - “s”

This is a 
WordPress 
setup
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ANSWER VISITOR'S QUESTIONS BETTER

Small % of visitors



GA’S NAVIGATION SUMMARY REPORT
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Previous 
Page

Top LinksNext Page



EXPLORE THE UI

Visitors read 
left to right
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FOLLOW THE NUMBERS

1

2

Page we’re exploring

Where visitors 
are going from  
the homepage

E8E8E8
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WHAT DO VISITORS ❤ DESIRE?

🏆  28% clicks

66% down 
the page

1st result is  
5th most 
clicked
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What page  
is next

WHERE ARE THEY GOING?
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BUT BUT BUT MY BUTTON

0.27%

19%

20%
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39%

WHAT CAN WE DO?
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• Small links are getting lots of clicks 

• CTAs are effectively ignored 

• Visitors have to work too hard 

• Focus on the visitors high-impact areas

LEARNINGS 
FOR 
REDESIGN 
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• HotJar 

• Crazy Egg 

• Clicktail

OTHER TOOLS



THANK YOU


