
“You	never	get	a	second	chance	to	make	a	first	impression.”		
		
In	a	2016	sample	of	US	Internet	users,	almost	60%	reported	that	they	"always"	or	
"oFen"	research	a	small	business	online	before	visiHng.	
hIps://www.emarketer.com/ArHcle/Most-Small-Businesses-Discovered-Online-First/
1014029	
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Websites	–	content	management,	e-mail	and	hosHng	services	
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Any	talk	about	websites	should	include	comprehensive	risk.	Even	when	it’s	
unpleasant.	George	Herbert	Walker	Bush	famously	said	he	hated	eaHng	Broccoli.		
	
From	a	2016	BeIer	Business	Bureau	survey	of	small	businesses:	“More	than	one	out	
of	five	businesses	reported	it	has	been	the	target	of	a	cyberaIack,	and	approximately	
one	out	of	ten	reported	being	a	target	in	the	last	12	months.”		hIps://www.bbb.org/
globalassets/shared/media/state-of-cybersecurity/updates/cybersecurity_final-
lowres.pdf	NOTE:	link	to	PDF	with	references	will	be	given	at	the	end	of	the	talk.		
	
47%	of	small	businesses	had	at	least	one	cyber	aIack	in	the	past	year.	The	average	
cost	was	$34,604	for	small	businesses.	Report	was	done	by	Hiscox,	a	specialty	
insurance	company.		hIps://www.hiscox.com/documents/2018-Hiscox-Small-
Business-Cyber-Risk-Report	(no	indicaHon	of	what	they	considered	a	small	business)	
	
From	a	2019	Verizon	study,	43%	of	cyber	security	breaches	involved	small	businesses.	
(hIps://enterprise.verizon.com/resources/reports/dbir/)	
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RouHne	maintenance	can	help	avoid	future	problems.		
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Large	body	of	research	on	what	makes	websites	effecHve.	Stanford	Persuasive	
Technology	Lab	started	in	1998,	so	now,	there	is	over	15	years	of	research	on	the	
topic.	
	
hIps://conversionxl.com/blog/website-credibility-checklist-factors/	
hIps://pdfs.semanHcscholar.org/33ae/
fe7d30303e440dff4e7ae839e0f910688715.pdf	
hIps://www.slideshare.net/bjfogg/web-credibility-bj-fogg-stanford-university/8-
Highly_credible_websites_have_ulliHigh	
hIps://captology.stanford.edu/about/about-the-lab-1.html	
hIps://www.sciencedirect.com/science/arHcle/pii/S074756321730064X	
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hIps://pdfs.semanHcscholar.org/33ae/
fe7d30303e440dff4e7ae839e0f910688715.pdf		
	
Research	has	looked	at	the	similarity	between	the	experience	of	visiHng	a	physical	
business	and	an	on-line	website.	They	found	that	trust	was	the	most	important	factor	
affecHng	customer	saHsfacHon.		
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hIps://pdfs.semanHcscholar.org/33ae/
fe7d30303e440dff4e7ae839e0f910688715.pdf		
	
Three	factors	to	trust:	integrity,	competence,	and	benevolence.	
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hIps://www.slideshare.net/bjfogg/web-credibility-bj-fogg-stanford-university/17-
Guideline_3_ulliShow_that_theres	
	
A	list	of	products,	opening	hours,	phone	number	&	price	list	are	the	most	important	
informaHon	on	a	local	business	website:	
Product	list	–	“does	this	business	provide	what	I’m	looking	for?”	
Prices	–	“can	I	afford	to	use	this	business?”	
Opening	hours	–	“when	can	I	visit	this	business	&	is	it	open	now?”	
Phone	number	–	“can	I	call	the	business?”	
Physical	address	–	“how	do	I	get	to	the	business?”	
	
hIps://www.brightlocal.com/research/34-of-consumers-think-a-smart-website-
gives-a-local-business-more-credibility/	
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69%	of	consumers	have	leF	a	website	because	of	security	concerns.		
hIps://sitemorse.com/media/mce_filebrowser/upload/pdf/ponemon-
report-2015.pdf	
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Comment	on	Blog	vs.	FAQ.	Is	the	content	evergreen?	
	
“Featured	Snippets”	
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Understand	your	customer.	Build	for	mobile.	
	
hIps://www.thinkwithgoogle.com/consumer-insights/shopping-occasion-
experiences/	
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hIps://www.slideshare.net/bjfogg/web-credibility-bj-fogg-stanford-university/18-
Guideline_4_ulliHighlight_the_experHse	
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StaHsHcs	have	confirmed	that	customer	tesHmonials	are	the	most	effecHve	form	of	
content,	coming	in	at	an	89%	effecHveness	raHng,	according	to	a	2014	report,	
compared	to	other	content	types.		hIps://www.spectoos.com/5-incredible-facts-
customer-tesHmonials/	
	
And,	according	to	a	2014	Demand	Gen	Report,	97%	of	B2B	buyers	feel	that	user-
generated	content	like	consumer	reviews	are	more	credible	than	other	types	of	
content.		hIps://www.spectoos.com/5-incredible-facts-customer-tesHmonials/	
	
Use	tesHmonials	and	case	studies	
	
	
	
	

22	



“I	do	not	trust	websites	that	contain	errors	and	mistakes.”	hIps://sitemorse.com/
media/mce_filebrowser/upload/pdf/ponemon-report-2015.pdf	
	
In	the	last	12	months,	71%	of	consumers	had	a	negaHve	experience	because	of	
incorrect	local	business	informaHon	found	online	In	the	last	year,		
hIps://www.brightlocal.com/research/local-citaHons-trust-report/.	
	
Review	your	informaHon	regularly,	and	when	you	make	a	change,	such	as	changing	
your	business	hours.		
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Poor	quality	or	out-of-date	photos	make	50%	of	consumers	lose	faith	in	a	local	
business.	
hIps://www.brightlocal.com/research/local-citaHons-trust-report/	
	
Evergreen	content	–	informaHon	that	would	be	useful	to	visitors	whenever	they	go	to	
your	website,	versus	a	blog	perhaps	that	showcases	an	event	you	held,	or	are	going	
to	hold.		
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hIps://www.eecs.harvard.edu/~kgajos/papers/2013/reinecke13aestheHcs.pdf	
(visual	complexity)	
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hIps://www.eyequant.com/reviews-and-case-studies.	
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Does	important	content	(contact	form)	go	to	the	very	boIom?	
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Here	Jim	does	something	right	–	he	has	a	contact	us	link	at	the	top,	even	though	the	
form	is	later	down.	
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hIps://www.thinkwithgoogle.com/markeHng-resources/data-measurement/mobile-
page-speed-new-industry-benchmarks/	
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Why	is	the	visitor	there?	To	lean	or	to	buy?	
	
Instead	of	“Products	and	Services”	or	“Marketplace”,	indicate	the	specifics:	clothing,	
embroidery	supplies,	embroidery	how-to’s	
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Two	good	examples.	
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	Incorrect	opening	hours	online	damage	the	business	trust	of	51%	of	consumers.	
hIps://www.brightlocal.com/research/local-citaHons-trust-report/	
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What	can	you	put	on	your	website	that	is	of	value	to	the	customer?	For	a	jewelry	
store,	maybe		birthstone	chart.	

40	



Large	body	of	research	on	what	makes	websites	effecHve.	
	
hIps://conversionxl.com/blog/website-credibility-checklist-factors/	
hIps://pdfs.semanHcscholar.org/33ae/
fe7d30303e440dff4e7ae839e0f910688715.pdf	
hIps://www.slideshare.net/bjfogg/web-credibility-bj-fogg-stanford-university/8-
Highly_credible_websites_have_ulliHigh	
hIps://www.sciencedirect.com/science/arHcle/pii/S074756321730064X	
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Large	body	of	research	on	what	makes	websites	effecHve.	
	
hIps://conversionxl.com/blog/website-credibility-checklist-factors/	
hIps://pdfs.semanHcscholar.org/33ae/
fe7d30303e440dff4e7ae839e0f910688715.pdf	
hIps://www.slideshare.net/bjfogg/web-credibility-bj-fogg-stanford-university/8-
Highly_credible_websites_have_ulliHigh	
hIps://www.sciencedirect.com/science/arHcle/pii/S074756321730064X	
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