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and some redundant and too technical (for the non-
tech savvy) email marketing terminologies.

Think of a simple Word document with several pages
of black and white texts...

My Client provided a page containing the Draft
content. A VERY long draft content.

I did feel my eyes glaze over the page a bit... 
because the pages feels too full of text.



Cognitive load is the total amount of mental
effort that is required to complete a task. You
can think of it as the processing power needed
by the user to interact with a product. 

If the information that needs to be processed
exceeds the user’s ability to handle it, the
cognitive load is too high.

Cognitive Load

I realized I was experiencing...



My goal was clear. I had to trim down the content,
while retaining all important information....

make the landing page readable, but informative
even to the non-tech savvy.

Ergo, reduce the Cognitive Load.



The framework teaches marketers and business
owners to use the universal elements of powerful
stories to dramatically improve how they connect

with customers and grow their businesses.

So I decided to follow the Storybrand Framework.



Starting with....

I’m now going to show you how I designed the Client’s
website following the Storybrand Framework.



Every website needs to have a header 
that appeals to an aspirational identity.

The H1 copy is also short and inspirational. 
It makes you want to fulfill a call-to-action.

Making use of an image that best supports 
this identity helps.

The H1 Copy



Important emails getting into
spam folders. Bummer.

For the tagline, I
capitalized on a usual
problem in emails...

Then I added in an invite
to solve this issue with a

clear call-to-action.

Also used a smiling group of
people to help convey an

aspirational identity like no other.



This is the section of a website
that details what might happen if a prospect
doesn’t do business with you and it’s crucial.

The Stakes Section



Where you potentially tell them
what can go wrong if they don’t
avail of your product/service.

This can be considered the
“fear-factor” section.



The next section emphasizes this
“fear” more.

We also had to mention the
limited amount of clients that can

be accomodate at this time. 

While scarcity is typically
invoked to encourage purchasing

behaviors...

...it can also be used to increase
quality by encouraging people to

be more judicious with the
actions they take.



This section lists some of the main benefits that
your customer will receive by purchasing your

product or service.

The Value Proposition



Client highlights here the main
benefits that a customer could
expect to receive from their
service (we call this a value

stack).

You would think they are
merely selling a service.

But what they really 
sell are...

Time-valueConvenience Peace of Mind



Laying out your 3-step plan and highlighting the
benefits of each step is essential for mapping

out this section of your website.

The Plan Section



Customers do not take action
unless they are challenged to 

take action.

In this example, the Client uses
a simple 3-step process to

demonstrate how easy it is to
set up a an account with their

service.

Taking it a step further, the 
3-steps details the benefits

that a user will receive through
each step of the process.

Then right below is a clear call-
to-action.



Every human being is trying to avoid a tragic
ending. So this is where you build more trust

with your potential customers.

Explanatory Paragraph



This service hooks readers
further and demonstrate

more empathy and authority
in their industry. 

These short paragraphs also
provides prospects 

with more information 
to check their 

"credibility box"...

... by also providing Sample Reports 
to review.

You can consider this as a brief “About Us” section, just
with more emphasis on authority info and empathy...

instead of a brand’s history.



Always be sure to write
for people first and

search engines second as
this will ultimately help

your SEO in the long run. 



Never assume people understand how your
brand can change their lives. Tell them... and a

video is one of the best ways to do this.

Video Section



The Client showcases its
product through the use of

video testimonials...

which is a great way to 
add credibility to your brand!

Be sure to make the videos short though, as to not
take too much of your prospect’s time. 

A 1-minute video will be enough.



And we ended up with a
clean, professional
looking landing page

with a clear message.



So that is the simple framework to help anyone come up with a
homepage content/layout that talks to the target audience

efficiently and clearly.

You don’t have to be an expert Copywriter/Marketer to start
coming up with effective content for your business. 

Start with what you can, 
then you can polish it later!



That’s all for now!
If you have any questions about

organizing/creating your content for your
webpages, contact me at

info@mercedesmariecruz.com.

mailto:info@mercedesmariecruz.com

