
 
  

How to Build a Great HIT Business Website That Gets More Traffic and Converts Clients 

Effectively with Connie Holen (Masterclass for APRIL 2024) 

 

Lawrence Neal: Okay, so welcome to the content, the Masterclass with Q and A for April 2024 

Inside HIT Business Membership. And we do this every single month. And we tend to either 

focus on a topic that's going to help you grow your HIT business in terms of marketing or 

operations or retention. It could be some, focus on the website as it is today pricing and 

packaging, financial management, et cetera. 

All we focus sometimes on the science and practice of training, specifically High-Intensity 

Training. As obviously that is primarily the operation — how are we delivering workouts? How is 

that impacting the service? So, we tend to alternate across those two main arenas. So, business, 

practice. Previous guests inside HIT Business Membership include Dr. Doug McGuff, Pete 

Cerqua, Jeff Tomaszewski, Luke Carlson — all the big names that you all know in High-Intensity 

Training business and science and exercise.  
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And in this month's content today, super excited. I've got web design expert and fitness website 

specialist, Connie Holen. And who many of you will recognize because she was on the podcast 

a couple of months ago helping us do an audit on our fitness websites. 

She joins us today to talk about website industry trends and must-haves for your HIT business 

website.  

Quick intro: Pixality Design – pixalitydesign.com – is Connie's website agency that specializes 

in helping fitness businesses and wellness studios grow online. And Connie herself is a 

MindBody certified business consultant, an accomplished web designer, digital strategist, 

podcast host... what's the podcast called again, Connie? 

Connie Holen: Boutique Fitness Marketing Podcast.  

Lawrence Neal: Boutique Fitness Marketing Podcast.  

Connie Holen: Fitness Marketing, yeah.  

Lawrence Neal: ...and speaker and educator as well.  

So, the first half of this, the first 30 minutes or so, Connie's going to focus on the presentation, 

and I may ask questions as we go and then we'll do questions at the end. 

So, with that said, Connie, take it away. It's all yours.  

Connie Holen: All right sounds good, yeah so today we're going to check in with what you might 

be hearing out there, what the website trends are, and then dial it back and look at okay what 

Given those trends, what's actually important and what's not. 

https://pixalitydesign.com/
https://pixalitydesign.com/
https://pixalitydesign.com/podcast
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And some of those may sound a little bit familiar if you listened to my podcast episode, but we'll 

give you some more, more tangible applications of some of the things that we talked about 

there. So here we go.  

 

All right. That's me. You heard my lovely intro. Also, I'm out of the States, out of Lincoln, 

Nebraska. 

I was a swimmer in college, did a lot of strength training as well. I've got four boys, so I'm four 

boys. We had a lot of strength training going on here too. And I am United States Air Force retired. 

It was a retired pilot, career. That's me. All right.  
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So just to get us focused on what we're going to talk about today and the importance of it, a few 

numbers here 97 percent of people learn more about a local business online more than 

anywhere else. 

 

Even just referrals, if a lot of your clients are coming from referrals, if they talk to a friend or a 

friend mentions your studio, they're going to go to your website. They're going to go online to 

learn more about your business. Basically, all roads lead to your website and that's why it's 

important that you take this next hour and really think about how well yours is working for your 

studio. 
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And then in this number, the actual number changes all the time. It's gone from like 2.8 seconds 

and later, the latest ad I saw was like 0.5 seconds, but anyway, the point is, a very short period 

of time is all it takes for users to form an opinion about your website. And you know this, as soon 

as you load a webpage, you've got an opinion about the business even before you read anything 

or look any deeper. So, first impressions do matter when it comes to your website.  
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Okay, so today we're going to talk about three things: we're going to talk about website trends, 

and then we're going to talk about what your website's job really is, and that's traffic and 

conversions, and we're going to talk about what that actually means your website needs to do in 

order to check the box on those two things. 

And then we're going to go through that, those five things your homepage must do with 

examples. And so, you can self-check and improve your website if you're missing any of those 

things.  

And Lawrence, feel free to interrupt at any point.  

Lawrence Neal: This is great.  
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Connie Holen: All right, so let's start with the trends because these are the frequently asked 

questions that I get, when people are like, "what's going on?" "What shouldn't I be missing?" 

"What should I be paying attention to if you've got a website that wasn't created, like, this year?" 

I'm going to preface all this with these are not necessarily trends that everyone needs to follow, 

but I just want to have, start the conversation about what the trends are that you need to be 

paying attention to.  

 

So, the four big trends that I see happening this year are: video backgrounds and videos in 

general; accessibility; subtle animations; and AI-generated content. Good old ChatGPT. So, we'll 

talk about all those things a little bit.  
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Oh, and my video isn't working, but I had a nice video GIF going on there.  

So what video backgrounds are, if you look at a website and behind the text and buttons and 

stuff, you just see some motion, you see usually like 30-second-ish clips of things actually 

happening in the studio — this has been a thing for a while, but it's becoming more and more of 

a trend because it's becoming easier to add in in a lot of different platforms that you might be 

using to create your website. 

What I do like about video backgrounds is it adds movement and energy to the site. It's also a 

very quick way for people to land and see what type of exercise we're talking about here: 'Is this 

"HIT" with one "i" or "HIT" with two "i"s, or are we using machines or free weights?' Like, you really 

can grasp exactly what we're talking about in just a few seconds with a video background 

without them having to read and work too hard to see that. 
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It's also a good way to show diversity of people and what the real experience is like. Different 

machines, different types of people using them that can show people that they're in the right 

place and that they belong there.  

When you're using video backgrounds it's always good to look to capture emotions that are 

appropriate for the brand. So that may be smiles and sweat and shakes. It might also be just a 

very stoic environment as well. It depends on what your brand wants to be known for.  

We tend to see video backgrounds that, especially on the homepage, are about 30-seconds total. 

So, these don't need to be super long. Most often you'll see about 10 to 15 different two-to-three-

second clips that make up those 30 seconds. That's not to say you couldn't have one [that's] 

longer, but having it change up every once in a while, gives you that opportunity to show that 

diversity.  

So that's typically the equation that we use for video backgrounds. If you don't have video, don't 

want to get video, full-width images are another good option. 

This is the one thing that I would say makes, would make your site look dated if you do not have 

full-width background images. If you have the more boxed-in look, that's something that was just 

really common 10 years ago. So full-width images, content that's full-width on the screen, 

meaning it goes from end to end on your browser, it's a sign of a modern website. 

Lawrence Neal: Do you feel like video is optimal? If they can see a video of your operation that's 

optimal? Is it over still images?  

Connie Holen: I think so, yeah. Okay. At least on the main homepage, there are definitely other 

pages. You don't have to have a video on every page, but, mixed in? Yeah. You've got some 

videos.  
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Lawrence Neal: And just one video at the top? Is that what we're talking about here? Or could 

there be different videos?  

Connie Holen: It can be different videos. The one at the top is what I'm talking about with that 

30-second clip. I also have sometimes used them throughout the site in other sections or on 

other pages, more of like maybe a five-second clip. 

That's a little just less that just… it's like a moving photograph in the background. So, I wouldn't 

probably worry about getting multiple different 30-second clips to use throughout the site, but a 

little 5-second clip as a background is also nice depending on the page. 

And then while we're on the topic of videos, testimony videos are really powerful too. So, video 

in general has been trending for a while. And if you are going to go do a video shoot, getting 

some testimonials worked in is also really handy to have to build trust in your site. 
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So, trend number two is accessibility. So, what the accessibility trend means is it's not really a 

trend; it's just something that we're all becoming a lot more aware of in the web design industry. 

It's just acknowledging that people with different visual skills or visual aptitude use your website. 

So, it's making your website available and easy to understand for people that are using screen 

readers that watch video, that don't watch video, it's just being really considerate of all the 

different ways that people use websites. That's all accessibility is at its foundation. But what 

that means is that yes, we are becoming more accessible, more aware and trying to make more 

helpful web content, but it also is influencing the trends of design. And so, what makes a modern 

website look modern versus one that's a couple of years ago, a little bit dated, the accessibility 

trend is what is informing a lot of that.  

So, what this means is that you're seeing a lot more contrast between colors and size. So, think 

crisp and clear.  
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So, you can see, like on this example, we’ve got a photo background, but it's got a dark overlay 

over the top of it. So that white text on top pops more.  

If you look more at some dated sites, you might not have that overlay or that overlay might be a 

lot lighter. And so, the text is going to blend in with the background a lot more. 

So, by making that separation, we can make it a little more crisp, clear, and easier to read. We 

also do that with size contrast too. So, on that blue banner, that's like a, just a big, chunk of text. 

We've got bigger headlines, slightly smaller paragraphs, things like that, that just give us that 

crisp look and make it really easy to scan and read for everyone. 

Accessibility also applies to having organized content. So intentional headlines and page flow. 

So, your nav links at the top people using screen readers will tab through. So, make sure that the 

top level nav are the most important pages on your site. And then intentional headlines being if 

you're using a screen reader, you'll be able to see the headlines you'll read the headlines, it'll 

highlight those. 

So, we don't want to use like a H1 or an H2 or an H3, a heading tag on something that's not 

important. It doesn't have that title.  

Lawrence Neal: Just to try and translate for the layman when Connie's saying nav, she's saying 

the top navigational menu. So, you can see the top of that website example, there's that. Top 

menu at the top there. 

Yeah. Thanks for the pointer. And then when you, when she's talking about H3, H2, somebody 

might be familiar with that, but that's the sort of code, the language for the size of the headers. 

Cause H1 is the biggest, isn't it, Connie? And H2, H3 are smaller headers.  

Connie Holen: Yep. Yeah.  
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Lawrence Neal: So, this is more I suspect for a lot of my audience, like they'll defer to their 

webmaster for a lot of this stuff. 

Some will be familiar.  

Connie Holen: And if you are like creating your own or whatever, if you've got the style set to 

where they're all the same size, then you might not have that hierarchy.  

I look at sites all the time that has, there's no headings in there at all. Like it's all just paragraph 

text, or maybe they make it bold, or maybe you made it bigger yourself, but it's not actually coded 

as a headline. 

That's not great for Google, which we'll get to in a second, but it's also not great for people who 

are using screen readers. So that, yeah. Okay. And then some other things that we do for 

accessibility are if you have videos like we just talked about are great, but not everyone watches 

videos. 

So having either a caption or sometimes, a transcript available that people can view and read 

the content in it. If it's important, just an alternate way of getting that information is good practice 

these days.  

And then accessibility in general is a process. It's not a check the box, make my site accessible. 

As you've seen, there's a lot of different things you can do. So just having the thought when you 

look at your website, like, " can I make this clearer and easier to understand for everybody?" Is 

how we're approaching accessibility.  

Lawrence Neal: Just before you move on this, I'm really impressed with your example, Connie, 

because I don't know this brand, which is surprising. 
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I feel like I know everyone in our niche, Excellence and Fitness — I don't know this company and 

they're using… how did you find this example? I'm just really impressed.  

Connie Holen: It's one of my clients.  

Lawrence Neal: Oh, they are. Okay. Yeah. And they were... okay. So, you knew they used the high-

intensity straight training modalities in their business? 

Connie Holen: Yes. Yep.  

Lawrence Neal: Because they've got a torso rotation machine, which is a MedX machine that's, 

you only really see in our space usually.  

You might see it in some physiotherapy clinics, but otherwise it's just in our space. I'm just 

impressed that you used the perfect example and...  

Connie Holen: Good! 

Lawrence Neal: That looks like a pretty good website to me. Are you quite happy with what you're 

seeing there for the most part? Obviously, you designed it, I see.  

Connie Holen: Yeah. And I pulled this example, and you'll see some other examples. I don't have 

that many High-Intensity Training clients, so you'll probably see them repeated in a few places. 

But yeah, I pulled this example because I think it does show the crispness and the structure 

where it's nice headlines and where you can read everything really well. The photos are good 

too, like we talked about showing emotion in photos as that makes sense with your brand. And 

they have good photos as well that show the different diversity of people and all that stuff.  

So, I think it's a pretty good website design.  
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We'll talk about headlines a little bit too. Their headline there also is very specific about what 

people are looking for and who they work with best. 

Lawrence Neal: Yeah great. Sounds good.  

Connie Holen: And I didn't know the difference in the machines, but that's good. I'm glad we're 

showcasing a good...  

Lawrence Neal: Yeah, like, very relevant example. Yeah. Really good.  

Connie Holen: Very good. Very good. Okay.  

Lawrence Neal: Great job.  
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Connie Holen: Okay. So, the next trend to talk about is subtle animation on sites. 

And this falls into the category of something that I don't think everyone needs to have, but I did 

want to talk about how this is something that's trending. Mainly because a lot of website 

platforms that people use like Squarespace are making this easier to incorporate anyway. So, 

it's something to think about if it makes sense. 

What it does is it gives the user a little more of an immersive experience. When you see things 

like scroll, hover, or click-triggered movements, so, like that "Call Us" button, you can see my little 

mouse moving over there at the hover action. It just emphasizes that's what you want them to 

do. It gives a little dynamic feeling to that action.  

The one on the top, that's actually that same Excellence and Fitness website. We have a ticker 

down at the bottom. That's just moving. That's, basically listing all their words that they've got. 

So, it draws your attention to it. It's subtle. 
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It's not like it's super distracting. But it does draw your attention to, "Oh, they're legitimate".  

Lawrence Neal: I'm sorry. So, when you, I don't think we can see your cursor right now, but 

basically when you hover over it, it changes color. Is that right?  

Connie Holen: Yeah, exactly.  

So, that's an example of a hover animation. 

And then the "Start today with the VIP trial pass," that's actually just going all the time, that little 

bouncing arrow is just animated. So just makes people know that's on every page actually on 

the side. Just make people realize that's the thing to do. And we'll talk about all the Calls-To-

Action later too. 

Lawrence Neal: So, these are trends and when you set this up, you said, "I'm not necessarily 

saying you have to do these things, but this is what we're seeing." Now, in the case of this, are 

these things effective? You think they're increasing the effectiveness of websites, making them 

a little bit more alive? 

Connie Holen: Yes. Yeah. I think they are. And it's also something that indicates that you have a 

modern website. So just a little bit of something does that. And then... the point is to be really 

intentional too. If you're going to start using some animations, it's getting easier and easier to 

add in animations on a lot of do-it-yourself website builders. 

So, what the takeaway here is that you need to make sure that it's intentional and the animation 

is guiding people's eyes and attention to the thing you actually want them to do. It's not just 

animation to be animation and that's just extra decoration and it can go It can get a little 

overwhelming and go the wrong direction really fast too. 
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So as long as it's intentional, yes, absolutely. Think about "what is the thing we want them to do 

or see and how can we draw their attention to it?" And it's effective to do that.  

Lawrence Neal: This is great.  

 

Connie Holen: Good, good. Okay. And the last trend – 'cause 2024, we have to talk about – is AI-

generated content. So, I don't know how much of you've talked about it, membership, about chat 

and GPT, but...  

Lawrence Neal: A little bit, yeah. 

Connie Holen: Yeah. And basically every... ChatGPT is just one tool. It seems like it's popping up 

in basically every software tool you're using.  
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My thought is, cause they all need funding and it's the hot thing. So, they all have to incorporate 

it, whether it's really good or not. But I want to bring it up because I see this trend going in the 

wrong direction a little bit when people are just all starting to sound the same because they are 

all using the same type of headlines. 

It can be really helpful for customer research, brainstorming headlines, like this example here. I 

just, I don't know if you can read that, but it's, I said, give me some good headlines for our website 

homepage. Yeah. And I, it gives some examples, so it's a good to get that brainstorming.  

But the big takeaway here is that you still need to be really diligent, vigilant about your own brand 

voice. 

So, if it doesn't sound like you. You need to change its sound.  

Lawrence Neal: Can we just pause there for a second? I totally agree. And I think that, what she's 

showing there, what she's asked ChatGPT to do, "Give me some good headlines" — that's called 

a prompt, and there's a whole industry right now of people becoming prompt engineers. 

So, it's coming up with really good prompts where you can really mold what the output on 

ChatGPT is to produce what it is you want it to produce. But unless you're very – Connie, I don't 

know, let me know what you think of this, if I'm on the mark or not – but unless you're very skilled 

and stabby at that, you are gonna run the risk, like you're saying, of sounding like everyone else 

who uses the same tool. 

So, I think you can use it in this way, but you have to be a little more stabby, you are with it. You 

can then really get away with – maybe get away is the wrong word – you can create something 

truly original that's effective. Otherwise, you have got to be careful.  
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Connie Holen: Yeah, absolutely. And I can tell you can start to see this is a prompt that just the 

very first thing that popped into my head and probably what a lot of studio owners would put it 

in there too. 

So, they're going to see the same, similar, if not the same results. And if you just take that and 

you're like, "that sounds good," yeah, it's gonna be like every other studio out there.  

And you can start to see, you'll start to notice if you start playing around with ChatGPT, like the 

way that it talks. And you'll start to see that out in the world.  

Lawrence Neal: Yeah. Do you, do you see like when you get an email, you just know straight away 

that it's been a ChatGPT email? You can just tell when you've used the tool. And I use it every 

day. I have it open on my other screen all day long because I use it for so many different things. 

But you can really tell when someone is using it.  

I guess just to summarize that, you're an advocate of using it to draft ideas, but then you got to 

take that list of 10 and really go to work in terms of editing it to really align with your brand voice, 

your unique and don't... I guess you can continue to use ChatGPT to refine it. 

And that might give you a better outcome than just using the first thing that pops up for you.  

Connie Holen: Yeah. And to your point, it is a tool that you have to get to know. It's another skill 

set if you're going to use it. Absolutely, like, exactly what you said.  

And I'm not a fan of just generating content, a webpage, "write my about page for me" or 

whatever, and then cutting and pasting and over it might help you get some structure, some 

outline or whatever. 
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More important than Connie Holen's opinion is Google's not a fan of that either. Google is smart, 

right? And they know there's a bunch of content getting put on the internet. Blog posts, articles. 

One of the most recent updates they did was Google is really looking for proven expertise when 

they rank content now. So that is, I believe in complete reaction to ChatGPT, just putting out 

loads and loads of content.  

So, your expertise as a trainer needs to come across and ChatGPT can't capture that.  

Google is prioritizing people who show that they have a unique spin on things, or they have 

expertise, not just this fluffy content-type stuff. 

There's also some copyright concerns, whereas if you find something, you get something that it 

spits out, ChatGPT. You don't know where that came from. So, you can't necessarily copyright 

that. Someone could come after you if that was their kind of copyrighted term. Just things to be 

aware of, use with, proceed with caution. 

Lawrence Neal: I know we've spent some time on this, but I think it's just important to get some 

clarity here. When you're working with your clients or coming up with helping them with headlines 

or coaching them to help them come up with headlines, what's the SOP? Like, how are you 

training them to use ChatGPT, but avoid the mistake that we're talking about here? 

Connie Holen: Yeah, that's a great question. I do have something in my contract. I think most 

web designers do now that if you provide me content that you to put on your website that you 

use with the ChatGPT that you as the business owner are responsible for that. I think most web 

designers are saying, "you can't come after me if you provided the content". 

So, there are some legal things going on there in the industry.  

You know what? I honestly personally don't use ChatGPT a whole lot. If I'm having a conversation 

with a client, we're talking about headlines – which we'll look at in a second – I much prefer to 
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go look at their client reviews to see actually what words their client reviews are using their 

clients are using to describe and make headlines out of that. And we'll look at an example of 

that.  

I might pull it up just if we're having trouble coming up. We know the idea of what the headline 

needs to be, but we just need some different words. I almost use it more like a thesaurus, like, 

"here's a headline, give me some more options to say the same thing," and then mix and match 

from there.  

And then last point on AI-generated content it extends now, and it is extending to images and 

videos as you probably...  

Lawrence Neal: You're gonna be out of the job, Connie! Website designing.  

Connie Holen: ...I know! You know, there're tools that are incorporating it. I have not seen any of 

that that are, like, super great yet for the small business owner, but it's coming it's something 

that's gonna be out there. 

I still clearly don't think I'm out of a job. I think that prompts, like, knowing what you need to put 

into it is only garbage in, garbage out. If you don't know what you want, it's not going to give you 

something that's good.  

All so that was the last of the trends.  
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Now let's back out and say, what does your website actually have to do? What's important when 

it comes to your website? And that's for getting traffic to your website and converting people, 

right? It's a lead generation tool. It's the 24-hour employee of your brand. That's job is to market 

and sell your services. 

So, to do that, people need to be able to find you, they need to be able to trust you, and then they 

need to be able to connect with you or do that action that you want them to do to get started.  
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So, here's how I look at it: these three things come together. The yellow in the middle is where 

your website wants to be. 

 

Search strategy: if you don't have a search strategy on your website, meaning you don't have the 

things in place – and we'll talk about more specifically – to get found for people looking for your 

services, then people won't find you and the other two circles don't matter, right? Because you're 

not getting that traffic to your website. 

Once they hit your website, they need to trust you. And that's the visual design. That's some of 

the stuff that we just already talked about — having a modern website, showing that you're 

legitimate and professional, and this isn't just a hobby, right? So that's photos and that's the 

design of the site. 

And then the brand message: if you don't connect – and that's what we were talking about with 

that AI-generated content – if it feels flat and fluffy and it actually doesn't connect with the pain 
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points of the visitor, then it's not gonna connect with them and they're not gonna do the actions 

that you want. 

All three of these things come together. I think that there's a lot of times where you've got two 

and you're missing a third, and so your website's not doing the best it can for your business. We'll 

look at that, but let's look a little bit more at visual design.  

 

This is Dr. Doug McGuff's site. I did this one as well.  

Lawrence Neal: Oh, did you?  

Connie Holen: I did. Yeah.  

Lawrence Neal: Oh, wow. You're just going to... every single one of my clients is now going to 

contact you for a bit to do their website, Connie, because he's, like, a hero in our space.  
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Connie Holen: Oh, he's great.  

Lawrence Neal: I had no idea.  

Connie Holen: Yeah. Yeah. We just launched this... I don't know, probably a couple months ago, 

maybe a month ago now...? 

Lawrence Neal: It looks great.  

Connie Holen: Fairly new. Good. Yeah.  

So, you get another example that's very applicable to this industry. Let's talk about visual design 

here: visual design — all these things come together to have a trustworthy, modern, easy, and 

accessible site. And we talked about accessibility previously, but high-quality photos and/or 

video backgrounds. 

Larger text size — we talked about that contrast in text size. So a base font size is usually like 

18 pixels, maybe 16, depends on the font itself. I called that out because if you have an older 

site, like years ago, 5, 10 years ago, the standard base font size for paragraphs was 15 pixels. 

So, it has risen over the years to where people want things bigger, right? We're busy, we're on 

mobile, we just want to get the information, we're not sitting and reading big chunks of text.  

You also see, and as an example, small chunks of text with correlating headlines and photos. 

This is under the category of multimedia communications. 

You see those three cards there in the middle, "evidence based", "safe", "efficient"? Got a little bit 

of text, a headline, and a photo that goes with it. So, it's easy to understand and absorb the main 

points that he's trying to get across there.  



 
 

Page 27 of 58 
 

High-contrast text and background: again, easy-to-read. You see that dark overlay over the 

equipment and then with the text popping on top. 

And then clear hierarchy of information: simplified navigation, so you can see the navigation 

links. On the left of his logo are the informational stuff. And then we have a big button over here 

that lets people know this is where you get started.  

Lawrence Neal: This is great. I'm so impressed. And I had no idea, Doug – I'm wondering if he 

contacted you after our first podcast, which is great. So, Doug's a big fan of the show and he's 

been on the podcast lately.  

Connie Holen: Yeah, it was about that kind of timing.  

Lawrence Neal: And what was I going to say? Yeah. So how does this look? How different does 

this look on mobile, right? Because... does it change much?  

Connie Holen: It does. You can pull it up. It's www.ultimateexercisestudio.com.  

Lawrence Neal: I'll have a look. 

Connie Holen: You can have a look, but yeah, that's one. This site was built on Squarespace. And 

so, what Squarespace does on mobile is it'll stack things. You'll see this up at the top. It should 

look pretty similar, just shorter and taller. And then these cards will stack one on top of each 

other. So, they're still readable. So, you'll see three cards vertically stacked. It'll wrap this text 

around, but it'll still look pretty much the same. And then it'll probably put the image and then the 

text, you can change what order it shows on mobile.  

Lawrence Neal: What's the domain name?  

Connie Holen: www.ultimateexercisestudio.com.  

https://www.ultimateexercisestudio.com/
https://www.ultimateexercisestudio.com/
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Lawrence Neal: Ah, okay. Great. Thank you. Don't wait till then. Just crack on.  

Connie Holen: Okay. Yeah, you can check all that out. Okay.  

So, what is visual design? Let's talk about that search strategy piece, 'cause this is missing for a 

lot of studios.  

 

Roughly 46 percent of all searches include a location. 

So, people are searching, like we talked about in the opening slide, people are searching for local 

businesses. This is really important because this is how you get found by people that are already 

looking for the things that you offer, whether it's just strength training, fitness.  
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You need to help Google out a little bit though. You can't completely hide where you're located, 

and you can't use fancy terms and acronyms for your services that people don't know about yet 

and they're not actually typing into Google.  

So, if you only listed your location on your contact page and it wasn't listed on any other page, 

and if you always referred to your services as High-Intensity Training or HIT people aren't 

necessarily searching for that. 

Maybe some are, but in general, people are looking for personal training. They're looking for 

words like "personal training", "strength training near me", even "fitness". "Personal training" 

would be the big one, probably. So, you need to use those words on your website and service 

plus location.  

You've got to use your location in multiple places on your website, because that's your biggest 

differentiator between your studio and someone else's studio in a different place — is the 

location that you're at. So, you can't hide that from Google. And that's a really common problem 

that I see on fitness studio sites in general is I have to dig on their site to find out where in the 

world they're located. 

And I know we have some virtual studios as well. There’re virtual options out there, especially in 

the fitness world. So, if I can't tell where you're located, I can't tell whether it's relevant for me if 

I want to go in person.  

If you have multiple – I'm not sure this applies totally here – but if you have multiple locations, if 

you have multiple services, so say you do personal training and group fitness classes, you would 

want a different page for each one of those, so that you could optimize that page for group 

fitness classes are very different than personal training, High-Intensity Training sessions, right? 

So, you have a different page for each one.  
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Lawrence Neal: They're still relevant. There's plenty of people in our space to group, small group 

as well.  

Connie Holen: Okay.  

Lawrence Neal: Steve, just to answer your questions, we're probably going to get to those in 

about 10 minutes or so. Are we still on track for that, Connie? 

I don't want to rush you, this is excellent.  

Connie Holen: Yeah, we are.  

So yeah, a page for each location so that you can get a location and a page for each different 

service category that you have so that Google can very clearly see all the things that you want 

to get found for. 

Lawrence Neal: Oh, actually, there's just one question I want to ask now because it's relevant to 

this slide. Steve mentions, "there are no virtual options for Google Business unless you're selling 

items". I don't know, does that make sense to you, Connie?  

Connie Holen: It does, yeah.  

Lawrence Neal: Okay.  

Connie Holen: Yeah. A virtual business, Google Business profile, if you were just like a video-on-

demand, Zoom coaching... probably not really relevant. Your Google Business profile is not really 

relevant.  

There is an option – if you do not have a brick-and-mortar location – for a service-to-area 

business. So, you still put your address in like your home address and then there's a little box 
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that you check that says, "I'm a service-to-area business". That would be the case if you went to 

people's homes or businesses as a trainer. 

I'm not sure if you're more talking about video type stuff, but if you're just thinking like a 

traditional trainer who would go to someone's house, maybe?  

Lawrence Neal: Yeah, in Steve's case, he does both virtual training, but also, he works out on 

various locations, or I believe one location at the moment, but could be more in a certain area 

where he'll deliver personal training to people. 

So, there's a bit of both there.  

Connie Holen: So, I would say the use case for your Google business profile would be still fill 

one out, check the box that says, "I'm a service-to-area business" and then you can put a radius, 

a ring around all the places that you go. 

You can't use the actual addresses of the places that you go because some other business has 

that address claim, but you can put like a radius around it. So, if you think of a locksmith or a 

window washer or someone who always goes out to someone, they're saying, "I service this 30-

mile radius". 

And then you can show up on Google maps. Your Google business profile can show up there. 

Google business profile wouldn't really be a use case for your, like, virtual-only classes or 

sessions.  

So, the last thing on search strategy, we talked about having the service and location. Where do 

you put that on your website? The page title and then headlines at a minimum.  

So, one of the bigger headlines up at the top, you want to have those words in it. And then the 

page title, depending on your website platform, you just have to Google how to change the page 
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title. The page title is what shows in the top browser tab if you hover over it, and I'll show an 

example in a little bit, but just a few key places that you might want to make sure you have both 

the service and the location keywords on your site. 

All right, let's talk about the brand message a little bit.  

 

One of the three things I think is critical for a website to do its job and to convert people.  

Here's what I see a lot: don't waste that key real estate of those headlines with cliche messaging. 

This is getting even worse with ChatGPT out there. So, skip the expected.  

Lawrence Neal: Which gives you an advantage if you're not completely reliant on that solely.  

Connie Holen: Yeah. So basically, just think a little bit about your headlines because they do 

matter. And you can probably come up with a really good one. But I think a lot of people just skip 
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over it and they're making their website and they just put something really expected the business 

name or something. 

Let's think a little bit about your headlines because that's what is going to get people to keep 

clicking and scrolling and reading more. If you don't sell them on that main headline.  

Communicate in a way that makes your prospects feel heard and in words that they need to 

hear. So, this is where they get the feeling like, "I'm in the right place". 

Me, the searcher, the person who has this problem I want to solve, who wants to get stronger, 

get in better shape, feel better, have a better life — all of those things, I need to have that reflected 

to me that this business gets me.  

I don't want to hear all about you and how great you are. I want you to tell me how great I'm going 

to be once I use your services. 

And then another reminder to kind of show, don't tell using that multimedia communications.  

Text is good. Words are good. But when you pair video or images with words and it shows what 

you're talking about, that message lands that much better.  

So, an example of that, if you got a personal training appointment page, you want to show a 

picture of one person on a machine with one trainer. You don't want to show a really crowded 

room.  

You also probably want to try to get, not just the room full of equipment, but an actual picture of 

personal training happening. So that is what you're saying about personal training, you have the 

visual to go along with it. 
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So, to wrap up this section, here's what happens if you don't have one of those pieces in there. 

If you don't have that brand message that we just talked about it the prospect of the visitor of 

your site is left thinking, "Okay, but what's in it for me?" "So, I found this website, it looks great, 

but it doesn't really connect with me," "I'm going to go see if maybe there's another option. I'm 

going to go check out, Orange Theory or the YMCA or some other gym option, because maybe 

this isn't really speaking to me".  

If you don't have that search strategy, you're a best kept secret. You have a beautiful website. It 

converts. It's just wonderful. People can't find it. You're hidden from the people in your area that 

actually would become clients.  

 

And then if you don't have a visual layout that's engaging and looks professional, something's 

off with that website, it struggles to stand out and build trust with visitors. They're like, "I found 

it. I like what it's saying, but I don't know if I can really trust this business because it looks like a 

hobby business or something". 
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So, final section here, we're going to pull all those bigger concepts together, and go back to this 

homepage, check-in checklist.  

 

These are the five things that I would say are must-haves on your website. If you don't have one 

of these things in the first few minutes, someone is looking at your website and they don't check 

all these boxes of these five things, they are probably going to click away because they do not 

feel like the right fit for them. They're going to go research something else.  

"What does this business do?"  

"Where is the business?" 

"Who is this for?" 

"Why should I care?"  
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And, "How do I start?" 

So, we're going to look at the homepage on this. You could also look at the other pages, but 

these things have to happen on the homepage, because it's the entry point for most website 

visitors.  

 

75 percent of consumers admit to making judgments on a company's credibility based on the 

company's website design. That's going to happen on the homepage because that's the entry 

point for most visitors. 

And it doesn't take very long for people to form an opinion. Your homepage is the page generally 

that you have linked up to that Google business profile. So, Google business profile, there's a 

little website. Most people link to their homepage. Google looks at your homepage to figure out 

what you're really all about. 
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So, it supports the things that your Google business profile is saying. I want to get found for 

personal training in Annapolis, Maryland. Google looks at the website and says, is that website 

talking about personal training in Annapolis, Maryland? If it's not, they're going to say, no, this 

isn't a very good result. I don't want to show this on the map because the searcher is going to 

be disappointed if they get to that website, but if it matches it, it supports it.  

And Google, it's a factor, a significant factor that tells Google that, yes, show this business on 

the map because the website supports what you're saying and Google. 

So, first question, what does this business do?  

You can see on this website we have the words "personal training".  
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We can also have lots of other words on there, but we chose "personal training" because that's 

how people search for these services. So, it's front and center on the website. As soon as I land, 

I understand what it does. 

Where is this business?  

A few places. I want you to make sure your location is... the first is, front and center again, right 

underneath the main thing where we said, "personal training", we have some other brand 

messaging there, but it says very clearly Seneca, South Carolina. We know where it is. Okay. I'm 

in the right place if that's the neighborhood I'm in.  

 

Also, in the footer of the website, we have the address. And this address, we want to match your 

Google business profile exactly. So, Google can say, yep, thumbs up. We know this is the same 

business and they are in the same location. They're not trying to do a bait-and-switch on us with 

your Google business profile, but it matches exactly. The footer is a great place for that.  
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And then, that page title that I talked about a couple of slides ago, if you hover over the tab on 

your browser, you can see this one says "Seneca, South Carolina", "personal training", and then 

you can put the business name or something else after that. But we've got that location and that 

keyword in the page title. 

So, three touch points that very clearly tell Google and the viewer where this business is. I'm not 

hiding it and only mentioning it on a contact page, which a lot of people do.  

Lawrence Neal: Got it.  

Connie Holen: Okay. And so, here's a kind of illustration of how important it is to that Google 

Business Profile.  

 

This list on the left are the top nine ranking factors that you have control over that influence 

whether your business shows up on that map in Google or not.  
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Lawrence Neal: What's GBP again? Google business...  

Connie Holen: Business... yeah, this is Google Business Profile.  

So, there are some factors like where the searcher is actually standing, how close you are to the 

city center, those things you can't really control. 

Unless you move your business, these are the things that you do have control over. So down 

here, number eight, keywords in your Google business profile landing page title. That's what we 

just talked about. So that's important. That's this website link that's on your Google business 

profile is looking at your website to see if those things are there. 

So, it is really important to whether you show up on the map or not. I could probably just drive 

that in. I'll keep talking about that because there are so many fitness websites that I see that 

don't have that, that just have in their homepage title, they just have their business name. They're 

just like, it's a completely missed opportunity to put what you want to get found for. 

Lawrence Neal: Got it.  

Connie Holen: Okay. So then, "who is this for?"  
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Now we're moving into the creative content on the site. So, show it in photos, speak to them 

directly in this headline we're talking about this is what we do so you can reach your goals faster. 

Again, it's talking about you, not necessarily us. 

 

And then testimonials build trust and show other people having the same success that you want 

as a visitor as the new prospect.  

So, a combination of showing it, writing about it, writing to them, and then building trust with 

testimonials.  

So, "why should they care?"  

 



 
 

Page 42 of 58 
 

This is where I want you to do a little homepage headline makeover. Take a look at what your 

headlines are now and see if you can make them better.  

 

To do this, I love looking at online reviews. You can just really get into the mind of your actual 

clients and try to make it more about them and less about you. So, here's a little bit of an 

example.  

Lawrence Neal: So just on that very quick, I know we're short on time. 

Is that, is it fair to say that's where ChatGPT can be really cool? Because you can put all your 

reviews in ChatGPT and look for the common words? In order to help inform your copy for the 

homepage. Because if you use the copy that your customers are using, it's going to resonate 

with prospects. 
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It's how prospects you want in your business. Assuming you like your customers, and you want 

more of the same.  

Connie Holen: Yeah. That's a great tip. There you are a master prompt writer right there.  

Yeah. Take all your reviews and put them in there and see what it says. "Summarize this into a 

headline". 

We'll do it the manual way, but yes, ChatGPT could help you, but here's the manual way you could 

do that too.  

 

I actually pulled this from a real website. This would be a typical kind of plain vanilla bland 

website copy, right? Welcome to our studio name. We're committed to delivering effective 

workouts to meet each client's unique needs, right? 
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Sounds like kind of something that you would just write if you didn't think too much about it.  

Lawrence Neal: Very generic. Oh, here we go.  

Connie Holen: Yeah. Let's go in and look at... this is my friend Sheila's site. If Sheila's been on, I 

think the podcast.  

 

Lawrence Neal: This is Sheila Melody, right?  

Connie Holen: Yes. Sheila Melody's site. Oh, this is her. 

So yeah, you go look at your own reviews. If you don't have that many reviews, go look at another 

HIT studio in a different country or a different state, as long as they're not a competitor. And see 

what people are saying about it.  
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Lawrence Neal: Ah, great point.  

Connie Holen: So yeah, just a few that I picked out, just looked really quick at her Google 

Business Profile reviews. 

This person says, "30-minute workouts that can fit in my business schedule. If you hate working 

out but want to tone up and slim down, this is your place. It's a fantastic routine done in a fraction 

of the time and cost of any other with far better results". Okay, so those are some good nuggets 

the actual clients have said. 

So, we can take that, and we can make a headline that's something like this or website copy 

that's a little bit better, right?  

 

"Finally, a workout that fits in with your busy schedule. Hate working out but want to tone up and 

slip down, slim down, see results in 30 minutes a week", right? If you compare this…  
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…to that one, which one actually is going to hook people a lot better, right? That one's going to 

be a little better messaging and actually make people stop and be like, "Oh, they get me. This is 

something I want to look further into".  

Lawrence Neal: And obviously, the 22-year-old male who has ample time and wants to go to the 

gym six days a week and spend three hours there socializing with his mates is going to see that 

and get turned right off, which is exactly what we want because we only want to resonate with 

our target prospect. 

Connie Holen: Yeah, exactly. This is going to resonate with the right person.  

Lawrence Neal: Just because I think there's still that fear in business where people are worried 

about, "Oh, I don't want to alienate anyone", which is the whole like, we're trying to be all things 

to all people. You're going to fail before you even begin. 
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Connie Holen: Yeah, and then you end up with something kind of bland, and then it doesn't really 

make you stand out at all.  

Okay, the last one, how do you get started? Clear, consistent, compelling calls to action. Choose 

one thing that's the best place that you want them to get started. And then you should get bored 

of seeing it. 

 

So, on Sheila's site here, intro offer up the top is a button, very clear, "buy now", very clear. This 

is a page that is just dedicated to getting people to take that first step and do that intro offer.  

Lawrence Neal: Perfect. StrengthCode, for those who don't know, is a High-Intensity Training 

business in California. Pasadena, I want to say.  

Connie Holen: Yeah, they've got two locations, both in Southern California.  

https://thestrengthcode.com/
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Here's just an example of just different calls to action.  

 

So, on the Excellence and Fitness one, we have "Book a Discovery Call".  

For the Ultimate Exercise Studio, we have "Free Intro Workout".  

Either one, it's very clear up at the top in their navigation. That button goes to a page where they 

can actually get started and get all the information they need to get started. So, it's a clear path.  

We're really only using one call to action throughout the site so that it can be repetitive and 

consistent, and we can really make a case for why that's, they should try it.  
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And last, just a review of all of that we just talked about:  

 

 "What does this business do?" — Make sure you have your plain language services on your 

homepage someplace. 

"Where is this business?" — Make sure that location is front and center.  

" Who is this for?" — Photos, reviews.  

Connie Holen: "Why should I care?" — Change that copy around to being "you-centered" and not 

"us-centered" as a business, and then...  

"How do I start?" — Clear intro offer and buttons.  

Here we go.  
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Lawrence Neal: Thank you so much, Connie, that was so good, I'm so impressed. I learned so 

much.  

Let's go to the questions.  

 

So, Steve's asking – it's a great question, Steve – what do you think about this, Connie?  

"What value will a website add if you're primarily word-of-mouth based?"  

So, just to give you context, Connie, hopefully I'm not teaching you to suck eggs, but in our space 

there's a big thing about like people can't really appreciate or will buy High-Intensity Training until 

they've actually experienced it. When you've gone to muscle failure in one of our webcasts, you're 

like, "Oh, now I get it".  

So, his other question is, just to say that again, "What value would a website add if you're primarily 

word-of-mouth based?"  
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You can answer that one or in conjunction with this one: "Can a website be as convincing as 

actually doing a free workout?"  

So, what's your thoughts on those?  

Connie Holen: Good question. I would say no, a website can never be as convincing as actually 

doing a free workout.  

But They're not the same thing. In order to get someone in to do the free workout, that's just one 

step further in your sales process. The website has to convince them that it's worth their time to 

try it even. 

And I know you're like, "I'm giving free workouts. Really, it should be worth everyone's time!" But 

that's not how the normal consumer thinks.  

I would say that the website sits between those two questions that you have there. If you're 

primarily word-of-mouth someone's going to do, even if they're referral – and my own business 

these days is almost all referral, but people do go, you hear the referral, you hear somebody 

saying you should try it – and most people are going to go do a little bit of research on their own. 

And that's where your website comes in to get them to the next step of trying that free workout.  

Okay. I don't think the website can replace either one of those. Getting traffic and the SEO and 

everything is an add-on to that referral traffic. But yeah, I think it sits right in between those two 

things and I think you need all three of those. You need the word-of-mouth. You need the website 

to build the credibility to get them to get started on that free workout.  

Lawrence Neal: Yeah. I'm trying to not talk, not to repeat what you've just said, but I totally agree.  
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Referrals are one source of leads, and yeah, we all want to get to a place in our businesses where 

that's the primary source, right? Because that shows you've got a great sandwich, right? That's 

some great product and service.  

And that's why you get a lot of business, Connie.  

But it's just one source of leads, right? Most of us want more than just referrals because maybe 

they're inconsistent or they dry up at certain times or whatever. And hence why a website with 

great search strategies you've described in this presentation is really important.  

And as you said there, even referrals in this day and age, they're going to go to your website. 

They're going to check you out. And if in those 0.5 seconds, they get a bad reaction, that might, 

I don't know, what you think that that might dissuade them or make the conversion harder? So, 

to schedule or even just leave a bad impression from the beginning, which, or should also matter.  

Connie Holen: Yeah, I think all of the above. 

If you think about the actual person who's a potential client, in most cases, they're not like, " High-

Intensity Training is the way that I need to get better". 

They're sitting back in their own personal life thinking, " Oh, I'm really out of shape. I just feel like 

I need something new". It's not necessarily that they're sold on High-Intensity Training yet. So 

that's the challenge you have.  

They're looking at all kinds of other things. "Should I join the gym?" "Should I join Orange Theory?" 

"Should I try to work out at home?" "Should I buy this weight equipment to bring it home and start 

lifting at home in my garage?" Like, they're weighing all these other options that could potentially 

solve their problem.  



 
 

Page 53 of 58 
 

One of the things that your website does specifically is you have that very clear value proposition 

that's " you can get these results in a short period of time or in this methodology that we're 

doing". So, you have to show that I think to become credible.  

Because of that unique value proposition for this industry specifically, I think you really need to 

show your expertise and you need to show that you have gotten those results for other clients 

in the past. I think that's where your website can come in handy.  

Lawrence Neal: Okay. And you can see the questions, can you Connie, or am I...?  

Connie Holen: Yeah, I can.  

Lawrence Neal: So, there's one there, it says, "Are pictures and videos of minimal equipment, i.e., 

yoga blocks, straps, body weight, as compelling as machines?" Because these not, I don't think 

currently has, are you speaking about getting some machines at some point? 

Okay. But currently those are the sorts of tools he's using. He has a total gym that Steve uses. It 

is like a contraption that kind of unfolds and does various different movements, but otherwise 

it's things like yoga blocks, straps, and body weight. What's your thoughts on that? 

Connie Holen: Yeah. A couple of thoughts:  

One, when you're looking at client reviews just across the industry, a lot of them mention how 

clean the studio is. And so how nice and clean the studio is. That is an important thing to 

consumers out there. That's the case for a nice clean photo of your studio with organized... 

whether it's equipment or yoga blocks. It just looks clean and welcoming.  

No one wants to really go to a, like, shady, dirty, like gym type thing if they're in this boutique 

fitness world, right?  
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So, that is the value I think of having pictures without people in them. That said, I love pictures 

with people doing things for the majority of your things because. 

To the point earlier, when Lawrence was pointing out the piece of equipment, as a normal 

consumer – and I look at these websites all the time – we can't really tell the difference between 

this equipment and this equipment. You can, you spotted it right away, but to me, I'm like, "okay, 

am I going to be on machines?" "Am I going to be with free weights?"  

For most people, it doesn't totally matter. We're not as impressed with your machines as you're 

impressed with your machines, I guess is what I'm saying.  

So, the actual equipment that you do show can be absolutely as compelling as showing 

machines. We're just trying to get a taste of, "could I do this workout?" " What does the experience 

look like?" And, " Is it professional and clean," or "Is it, like, not a dirty space?" type thing. That's 

where the equipment-based photos really can come into play.  

Lawrence Neal: Great. Just one more question before we wrap up then. Might be difficult for you 

to answer, but I find you to be very unbiased, so maybe it'll be fine. 

Obviously, you've come up a lot in a lot of our Mastermind calls when we're talking about 

websites. I'm promoting you because I'm really impressed with what I've seen so far. Today has 

only really just improved on that even more. So impressive for some of the sites you've done. 

But I'm just trying to be as helpful as possible to you, my members, my audience at all levels.  

So, I'm just wondering, how do you advise prospects on what they should do?  

Let's say they have their website and they're looking to build something like... obviously a lot of 

them are like startups, maybe they have no money, and no budget. 
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So, they're like, "Okay, I can't with Connie, it might cost me", is it like, $5,000 is like a ballpark? I 

know it varies.  

Connie Holen: Yeah.  

Lawrence Neal: And, " I might not have that". And I know obviously with yourself, most people 

that invest that are going to get like a great ROI. And that's the important thing here, is that you're 

going to get a great website that's going to generate conversions of traffic, et cetera, way into 

the future.  

But there are obviously people out there... very low budgets. What would you advise in that case? 

Because a lot of people listening to this might get a little bit myself included, like somewhat 

intimidated by H1, H2, nav menus. "Oh, I don't even know where to start". 

So, what's your advice to those people?  

Connie Holen: Yeah, that's a great question.  

I'm never going to commit someone to pay for a service that they don't have the budget for.  

You can absolutely DIY your site! And all the tips that we just talked about, if you just do that and 

you keep it minimal and clean and you resist the urge to throw in extra things just because you 

like it, you can come up with a very clean, convincing site. 

I would recommend you do that on Squarespace. Reason being that is the platform that I use. 

Reason being is that you can go to any designer who is a Squarespace designer, who can jump 

onto your site and do a little bit of work to help bring it up. I'm one of them. 

You can book a one-hour call with me. We can actually log into your site, and I can start cleaning 

things up with, like we said, the H1, H2 tags or those types of things, SEO optimization. We can 
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get a lot done in an hour. That's why I recommend Squarespace, because I will, as a Squarespace 

designer, jump onto any Squarespace site because I know the foundation is all the same. 

WordPress designers won't jump onto a WordPress site that they didn't build from the ground 

up. Same with Webflow, just because there's so many different things that you can break if you 

don't know how it was built in the first place. So, if you're DIYing, I would go Squarespace. 

And then, yeah, like I said, book a, one-hour call. A one-hour call with me is $350 right now. If you 

book additional, it's a little discounted, but, if you've got that in your budget do go through, look 

at like my portfolio, look at examples, look at how things are done and then, book maybe a one-

hour call and I'll clean it up. 

But yeah, I think absolutely just get started with DIYing it on a platform that can grow with you, 

and you can change later.  

Lawrence Neal: And Squarespace is no code, right? You don't necessarily need technical skills, 

like drag-and-drop to begin with?  

Connie Holen: Yeah, there's a lot of YouTube tutorials on the basic stuff on how to do it. But 

yeah, it is drag-and-drop. But what I like about Squarespace is you can add the code. So, if you 

do need something fine-tuned and you do know how to code, you can add that later too.  

Lawrence Neal: Cool. And that's where you come in. That's a great offer, by the way. I really 

appreciate that.  

Connie, this has been great. I'm so happy with this.  

Let me see here. Yeah. For those who haven't seen it already, Connie also featured on the 

podcast a few months ago: Episode 437 - Revive Your Business Website with Connie Holen's 7-

Step Audit Checklist.  

https://highintensitybusiness.com/437-revive-your-fitness-website-with-connie-holens-7-step-audit-checklist/
https://highintensitybusiness.com/437-revive-your-fitness-website-with-connie-holens-7-step-audit-checklist/
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Fantastic episode. So, check that out and you can see the slide there. You can find out all about 

Connie's services. PixalityDesign.com. You can email connie@pixalitydesign.com, Instagram: 

@PixalityDesign.  

 

So, look, thank you for participating today, everyone. 

And obviously this is gonna be recorded, transcribed, published inside the Membership for future 

reference.  

Thank you so much for being a member.  

Next month, we are likely to... I've got a few things in the pipeline: Patty Durell is going to join us 

through an injury Masterclass; and Doug McGuff's actually going to join us through a Q and A, 

we'll be focused more on the science and practice of training soon; and more as well.  

https://pixalitydesign.com/
https://www.instagram.com/pixalitydesign/
https://www.instagram.com/pixalitydesign/
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Connie, thank you so much for making the time. Great to see you. And this has been fantastic. I 

really appreciate it.  

Connie Holen: Thank you. Thanks for having me.  

Lawrence Neal: All right. And I'll talk to you soon. All the best.  

Connie Holen: Thanks everyone. 

Lawrence Neal: Thanks. Bye. 

 


