
EP. 011 - DESIGNING FOR CLIENTS WITH MULTIPLE GOALS 

Krista: All right, this week, we got a awesome question from one of our listeners 
that we are going to dive into and break apart for you guys. The question 
was, "If a client has multiple goals, how do you best design to accomplish 
both of them? For example, a client wants to book more clients, but they also 
want to grow their email list." This is such an awesome question. I talk about 
website strategy and designing around your client's goals all the time, but 
this isn't something I've ever touched on, even though it is something I've 
run across, so I'm really excited to talk to you guys about this.  

 Some goals work really well together, as I'm sure you've found, and some do 
not. Today we're going to go over how goals should work together, what to 
do when your client has goals that don't work well together at all, and what 
do to when they have more than one big main goal.  

Kory: Yeah, I'm really excited to talk about this because I feel like sometimes ... not 
even sometimes. I feel like a lot of the times those are the two goals that 
people are coming to you, or to me with, I should say, when they want a new 
website. It's like, "I want to increase my email list, but I also want to increase 
my page views." It's a couple of things that people need help with, so I'm 
excited to hear what you have to say about this. 

Krista: Well, let's dive right into the first part here, which is goals that go well 
together and how goals should work together. Actually, the example that 
was given in this question, if your client wants to book more clients and also 
grow their email list, those are examples of goals that actually work really, 
really well together. You kind of want to think of a website as something that 
leads audience members through a journey with your client's brand and 
them as a person overall. Goals like getting them to read more blog posts, 
growing your email list, and booking more clients actually work really, really 
well together because if you think about it, having someone start out 
reading blog posts is a great way to build trust and increase authority and 
make people want to learn more.  

 A natural next step is that email list, so if your client also has a goal of 
growing their email list, it kind of goes hand in hand. They can have calls to 
action in their blog posts to jump on an email list, and then from there an 
email list is a great place to build even more trust, to help people realize 
kind of why their services or products are so important, and grow their 
bookings from that. There are a lot of goals that actually work together really, 
really well. 
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Kory: Yeah, and I definitely agree that you kind of need that starting point of 
reading blog posts or getting an introduction to their content because I can't 
think of anyone where I've just seen them on social media and I immediately 
wanted to book them. You need that period of getting to know them and 
figuring out that they really do know their stuff and they're an expert in their 
field and that kind of thing to lead into those next steps.  

Krista: Yeah, and a lot of clients aren't going to do this just kind of on accident. 
When you ask for their goals, they're probably not going to have these steps 
super laid out like this, so this is where you can jump in and either help them 
by maybe jumping on a call and talking through it with them or just based on 
your experience, you might know what feeds in really, really well to some of 
the goals they have. That's where you can kind of jump in and help them 
with those things. But you also might find that your clients have several goals 
at kind of the same level that compete with each other, and that's where this 
can get a little tricky, so this is where you need to do a little more education 
and help them narrow in on what's most important.  

 I can use myself as an example here. Two of the main goals in my business 
are to grow my email list as well as the Facebook group that Kory and I run. 
These two are kind of at the same level. Both of these are perfect places for 
us to build more trust, build our authority and stuff like that, but people are 
also ready for them at the same time. After they're done reading a blog post 
and the footer of my website, those are great places for these things, and I 
don't want them to compete. You can actually have your clients use one to 
promote the other, which is what I have done. For me, my main focus, when I 
narrow it in and really have to choose, is growing my email list.  

 Even though I love the Facebook group and want that to grow, my email list 
is more important to me, so I focus on the email list more on my website, but 
once they're on that list, I'm leading them to the Facebook group. If you have 
a client that comes to you with things that are kind of at the same level, 
rather than trying to crunch them all into their website and getting it all 
cluttered, see if you can find a way to lead one into the other.  

Kory: Well, and too, I think going back to the example of booking more clients and 
also wanting to grow your email list, I think those two things can work hand 
in hand the same exact way. If you have to decide, "Well, do I want to 
promote a service here, or do I want to promote my email list," and whatever 
it is in a blog post or somewhere on their website, then you can think, "Well, 
if I promote the email list, then the email list can have content being sent out 
that's also going to promote the services." That's kind of what you were 
saying earlier, but that's just another example of where they may not seem 
like they're at the same exact level, so obviously, at the end of the day, you 
want to book more clients, and second would be growing your email list, 
probably, but you can still kind of have them both feed off of each other.  
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 Don't worry about saying, "Oh, my gosh, if I pick this, then I can't go back to 
the other one and still promote it," because that's just like one spot in one 
blog post or one spot in one location on your website.  

Krista: Yeah. A lot of times with goals like this, you'll find that one of them goes 
better on a certain page than the other one. One of them is going to make 
more sense on the about page. One of them is going to make more sense 
to be featured at the top of the homepage, stuff like that. Those are just all 
things you can think about, but having clients with goals that go well 
together is definitely the easiest part of what we'll talk about today.  

 Now we will dive into what to do when their goals aren't working well 
together. The best example of this I can think of that I've dealt with is people 
who want two separate niches and services on one website. They want to 
be able to write about their multiple passions, whatever they are, and offer 
all of these services and all this content on the same website. Actually, the 
example I have worked with before is someone who wanted to do health 
coaching and write all about healthy living and stuff and also be a designer. 
That was a little tricky. Back then, I was just actually getting started. I wasn't 
offering strategy stuff yet, so I was just like, "I don't know what to do with 
you."  

 But there are definitely a couple of options. Kory, have you ever had 
someone come to you with that kind of issue, I guess we'll call it?  

Kory: Oh, goodness. I'm trying to think through my like Rolodex of past clients. I 
probably have, but I don't think that that's like a super common problem that 
people have, just because everyone does seem to niche down, but you are 
going to hit those couple of people where it's like, "But I'm really, really 
passionate about both of these things, and it makes sense to only have this 
under one business instead of breaking them off into two separate things." 
Honestly, I'm curious to hear what you recommend because this just sounds 
like a headache waiting to happen.  

Krista: Yeah, and this super extreme example isn't the only one. Basically, when you 
have a client who has two main goals they're focusing on that don't work 
well together, that's kind of what we're going over, but I just wanted to use 
this extreme example to kind of make it nice and clear. I have a few options 
of what you can do. I have three options here.  

 Option one, which is actually my favorite, it requires a little coaching from 
you, but it can work really well, and this is to see if they can merge their 
offerings and what they're doing into one super niched and specialized 
offering. Whether it's this health coach and designer we're talking about, 
whether it's someone who has a whole bunch of services and doesn't really 
know what they're doing, see if you can help them narrow in.  
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 For the health coach and designer, maybe they want to be a designer for 
health coaches or health bloggers. This is going to help them stand out so 
much from the competition. They can even offer some level of coaching in 
their design services and have a really awesome insight into the industry. 
Obviously, if they're a designer, maybe they wouldn't be working with the 
designer, so maybe that was a bad example I picked, but this is just what 
popped into my head. What do you think about seeing if they could merge 
into one, Kory?  

Kory: I think that's a really good idea. I kind of feel like I was in this position a little 
bit with my own business when I started introducing the coaching services. It 
was like I'm a designer for business owners, but I also want to be a coach for 
business owners. I kind of realized, okay, I have a lot of designers who 
follow me. I am already sharing a lot of content about running your design 
business, so naturally it worked out that I became a coach for other 
designers. While that is still two pretty different niches, if you think about it, it 
does allow me to kind of get a lot more specific, especially with my coaching 
services, but also not have all this crazy junk going on, on my website that's 
like, "Hey, I'm doing this one thing, and here's this other thing. Figure out 
where to go depending on what you want."  

Krista: I'm actually glad you brought that up because when I was outlining this 
episode, I didn't think of you as an example, and I should have. You're going 
to add a fourth point here. Before I even remembered you, my initial thought 
here was, I want to say to make paths for people on one website, but don't 
do it. I think for most people, this does not work. I think for you, with what 
you're doing, it does because you're a coach for designers and a designer. I 
think those two things help build authority for both of your audiences. Your 
designer audience is seeing that you're a designer. You have clients. You're 
doing all this stuff. They can look at your portfolio and your testimonials and 
see that you know what you're doing.  

 Your design clients see that you're coaching designers, and they're like, "Oh, 
if she's coaching other designers, she knows her stuff." I think in your case 
specifically, this works well, but in most cases I would be like, "Just don't." I 
say this because if your client wants to be successful in either one of the two 
business ideas they have, they cannot be confusing their audience. If they 
have two totally separate audiences, you cannot effectively lay out good 
paths on a website for both of them. It just does not work that way because 
they need separate blogs, email lists. All the copy needs to be so specific to 
their niche.  

 The path they lay out from their homepage, the items in their menu, all of this 
needs to be so specific if they really want to be successful and if they're 
really taking either one seriously. I'm kind of feeling ranty right now. We 
better watch out.  
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Kory: Well, I definitely agree with you because I feel like I have kind of seen a lot 
of people, especially on Squarespace because they make this so easy to 
do, where it's like a landing page, and they tell people, "If you want this, then 
click A. If you want this other thing, then click B." While I think that may feel 
like the easy way to go about this, I think sometimes people don't really 
know, and they click over, and then they get lost and confused, and it's just 
not really a good idea. If you absolutely cannot make the two sides of your 
business kind of correlate ... so for example, a health coach and a designer. 
Those are two pretty different things, so maybe even our listeners are 
finding themselves in this position with their passions. 

 If you absolutely cannot make those two things work together, then I say 
that's the only time when you should make this whole landing page, "Click A. 
Click B. Hang out with me over here. Hang out with me over there." I just 
don't like seeing those. I'm getting ranty now.  

Krista: Yeah, here we go.  

 I just think that is like a totally last resort. If your client does not have the 
resources right now to make two separate websites, basically, or combine 
their passions into one, then I mean it's just not going to work. It just doesn't 
work well. It can get someone off to a good start. I shouldn't even say good. 
It can get them off to an okay start, but you cannot scale your business and 
grow it effectively when you have all this stuff mushed together.  

Kory: No.  

Krista: If you can't convince them to kind of merge everything into one, if you can't 
convince them to have two totally separate websites, maybe you kind of 
pitch something to them, which I kind of dreamed up, and this could be 
totally crazy, but it's an idea I had, and I want to discuss it with you. That is to 
give them a custom package for separate websites, but where you use the 
same theme and template for both of them. The layout can be pretty much 
the same. You change up the calls to action and the copy. They're getting 
two websites, but since it's the same theme or template on your end, it 
doesn't have to be quite as expensive for them. It's kind of like an in-
between option for them. They don't have to pay for two totally custom 
websites, but they're still doing something that's going to move both halves 
of their business forward.  

Kory: Yeah, I think that sounds like a crazy idea. When you're thinking about it, it's 
like, "Ugh, but they'll have the same exact design, and they'll be two different 
things." Well, that's what happens when we sell our themes. There are 
several people out there, myself included, who are using one of our themes, 
and someone else with a completely different business is also using it, and 
whatever. It happens. I think that is probably the best way and most effective 
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to meet your client halfway and not say, "Well, if you want two completely 
different websites, it's going to cost you $10,000 to get something custom."  

 If they're targeting two completely different people, then the person who 
sees website number one is likely never going to see website number two 
unless for some reason you're linking to both of them, and that's just another 
problem, accident waiting to happen, honestly. I think there is nothing wrong 
with that. That's a really great idea to be able to offer them a really awesome 
website, and then they can go forth and customize it with text and photos to 
make it work for that specific target audience.  

Krista: Yeah, totally. These things are not easy things to present to your client. 
They're going to be pretty stubborn, I'm guessing, coming to you.  

Kory: Yeah.  

Krista: If they have a problem like this, they're going to be kind of aware that they 
have a problem. That's probably why they're coming to you. When you pitch 
them any or all of these options, you need to be confident. You are the 
expert. You are doing what you need to move their business forward and to 
make yourself look good. You don't want to get stuck in a situation where 
you're doing your best to help them when you know you can't and then kind 
of looking back at that project as one you're not proud of down the road.  

Kory: Yeah, I totally agree. You know, you don't have to go crazy and remind them 
and say, "Hey, I know what I'm doing, so you have to listen to me," but 
explain why that would work for them. We were just talking a little bit about 
this in our last episode. Explain how this will benefit both of their businesses 
or their one business as a whole, depending on what you're really trying to 
get them to do. They are going to see you as more of an expert, and it's 
going to make them trust you more and probably go forward with something 
that you're suggesting rather than just being really stubborn and 
hardheaded and just like making you want to shake them by the shoulders.  

Krista: Love it. Yeah. Totally agree.  

 The last one I want to talk about here is what to do when you have a client 
that has more than one kind of main higher-level goal that can work 
together. An example I'm thinking of there is someone who has services to 
offer, but also has a shop. This takes prioritizing on their part, for sure. They 
need to know which one they value more for people at different parts, you 
know, different journeys in their website. You really need to think about what 
the goal of each page is, what the goal should be based on what people 
know after reading a certain page, and what people will be primed to do at 
that point.  
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 Kory, you're a really good example of this, and this luckily is something I 
thought of before we hit record. In case you guys don't know, Kory offers 
services and has a shop. These are two high-level goals. If you think about it, 
someone could have a business with one or the other. A lot of us do. She 
makes these work really, really well together, and people can, no matter 
what these two goals are that kind of go hand in hand. Say Kory writes a 
blog post on how she uses Asana in her business for client projects. It 
definitely makes sense for her to link to her product related to Asana at the 
end of that blog post.  

 Since services are more of her main focus, it makes the most sense for 
those to be the focus on most other pages, like the about page, for example. 
You just have to decide and help your client decide which is most important 
to be featured in the most areas, and then they'll find other places to kind of 
fit that secondary one in. The homepage is also a good place for giving 
people different levels of options, so this is the one place I'd say it's okay to 
kind of feature both. I like to look at the homepage as something that catch 
someone based on where they are with your or your client's brand. Very, 
very new people will probably just want to read the blog. They won't be 
ready for any level of commitment, but the blog is a great place to start.  

 You might also want to point them to an email list because maybe they're 
familiar with you or they've read a blog post and love it and they're ready to 
join that list. You want that option for them, too. After that comes the shop 
and services. I'd say most people who have shops and services, the shop is 
probably the lower-level commitment because it's cheaper, so maybe you'd 
have that first and services afterwards. Of course, there's a lot more that 
goes into a homepage, but that's one place where you could kind of present 
multiple goals in one location without it kind of just being a jumbled mess.  

Kory: Yeah, and I definitely think ... while you were talking about this stuff, it just 
was spinning my wheels a little bit on other things that I could do to kind of 
lead one to the other. It is obviously a good idea to prime them for the lower-
level commitment because obviously that's where they are going to get ... 
they can invest a little bit and see what your stuff is like and kind of learn 
more about you and take that next step of trust, and then you can start 
leading them to the services. I have this as part of my whole business. I 
know that at the end of the day, you would rather someone come to you and 
give you more money than less money. This is how we work as humans.  

 I'm much more likely to spend 20 bucks on something the very first time that 
I land on a website or within the first five or 10 times than I am to go and 
spend 200 or $400 on something depending on what it is and how much I 
need it.  

 Another thing that I think you can do here ... and this goes back to what I 
was talking about earlier, where you can have one kind of goal feed off of 
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the other. I think something you could do ... this obviously would require 
some copywriting, so you could bring someone else into the project if your 
client can afford it, or you can just suggest it to them.  

 In this example that Krista was talking about, so the shop and then you can 
lead them to the services, you can always have some kind of funnel, a sales 
funnel or something, where after someone buys a product from your shop, 
you can give them a couple weeks to kind of go through it, depending on 
what it is, and see how much they like it. Then you can start introducing 
them to your services and talking to them about how you can help them take 
what they just bought and make it work even better for their business in a 
more personalized way.  

Krista: Yes, I love that idea. When you do have a client come to you that has 
multiple higher-level goals, definitely think of things like this, so what fits best 
on what page and if there's a way you can lead one into the other, like Kory 
was just saying. Definitely talk with them about how they can make that 
happen.  

 Yes, you're a designer. You might not feel like that's your job, but at the end 
of the day, your job is helping your clients be successful through your 
designs. If there's a couple extra steps that need to happen outside of your 
design, so the email funnel here, that's things that you can bring to their 
attention without much effort. You can even have some friends on hand that 
write email funnels for people, or copywriters, that you can say, "Hey, this 
person will be able to help you get people from A to B, and we will focus on 
this on your website," something like that.  

Kory: Exactly. I think, too, when you can add in that extra touch of just a little tiny 
bit of coaching for your clients and say, "Okay, here's what we can do, and 
here's what I kind of recommend you do for steps like C and D or two and 
three or whatever, that you want your site visitors to take," I think that makes 
you even more of an expert, and it makes them enjoy working with you so 
much more and even more confident in their decision to hire you.  

 When they start seeing that kind of personal attention and how much you 
are trying to help them be successful in their business, they are going to be 
so much more likely to refer you to their friends and come back to you in the 
future if they need, say, a whole new website or even if they just need little 
things done for their business. They're going to be much more likely to 
come to you because they're like, "Wow, this person really cares about my 
business and my success, and I love them for that."  

Krista: Yeah. I'm just thinking of the awesome testimonials that would come from 
something like that. Above and beyond. I don't remember what episode that 
was, but we talked about- 
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Kory: I think it was 004.  

Krista: There we go.  

 Basically, to recap today, multiple goals can work really well together when 
they're done correctly. If one leads into another one or if they can just 
support each other well in different areas, it can definitely work. Your client 
might need a little coaching, but don't try to squeeze two businesses or two 
goals that don't work well together into one website because it's not going 
to work for your clients, and it's not going to work for you either.  

 Your action item for today is to write a canned response for when a client 
comes to you with two niches or two overall goals that don't work well 
together on a website.  

 This is a tough one that you don't really want to be stuck in when it happens. 
You don't want to have to sit and wrack your brain and think about how you 
can best state this without offending them or turning them away or anything 
like that, so get a response ready for when that happens. If you need help 
figuring it out, check the show notes. We'll have a little example for you in 
there with some bullet points you want to make sure you hit. Then you can 
make sure you have this prepared ahead of time, so you don't have to worry 
about it when it happens.  

 Thank you so much for listening. For show notes, past episodes, and more 
information about the two of us, visit us online at getbacktodesign.co.  

Kory: If you enjoyed today's show, it would mean the world to Krista and I if you 
take two minutes to head on over to iTunes and leave a review. While you're 
there, don't forget to subscribe, so you can be the first to know when new 
episodes are available. 

Krista: Now put what you learned into action, so you can streamline and grow your 
business, ditch the code, and get back to design. 
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