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INTRODUCTION

This is one of a series of viewpoint papers written as both shared experience and helpful guidance on matters of
Marketing. It is also an introduction to the thinking and approach of Tarrystone CONSULTANTS and its principal
Tim Arnold, who works as a freelance Marketing Director for a number of clients in both B2B and consumer
markets.

IMPROVING THE PERFORMANCE OF YOUR WEB SITE

A big subject in an ever changing world! So, by definition, this document is already out of date and cannot begin
to comprehensive enough to cover all aspects.

That is why it simply presents the thinking that you should follow as a Marketing Director. Whether or not you
seek additional professional help it gives sufficient information to facilitate a meaningful and professional brief
and to manage the activity whatever resource is available.

MARKETNG NEEDS & NEW TECHNOLOGY

Marketing and the technology of new media is like any marriage - one of built in conflicts. Offering accurate and
(after set-up) both low cost and measurable targeted contact yet open to abuse with branding often subjugated
by the straight jacket of a standard format.

These conflicts are evident from the outset. web designers are first and foremost technically based consequently
most web sites have been developed using the features, menus and contents that were technologically available
and the developer had mastered.

Yet the creative needs of both brand and message delivery are often forgotten; trodden into the plain ground of
the frameset and browser functionality.

So from the start do everything you can to make your brand and design be as recognisable as possible, after all
that is why we have brands in the first place.

WHAT IS IT FOR?

Probably the most important decision for your web site is to decide what it is for. That may not be as simplistic as
it sounds. Many web sites end up by being of the ‘catchall’ variety and are then burdened with being an
expensive pay per click destination when on arrival the expensively gained prospect is confronted by one message
too many and clicks away.

So set your objectives for the web site and prioritises them and do not be afraid of being quite circumspect about
what goes where. (Of course if yours is an eCommerce site then the answer is easy; replicate as much of the shop
experience and catalogue as you can.)

Yet many other sites and objectives exist. Here are a few...

e To provide contact details and build overall company status

e To provide in depth information to endorse and support the sales process.

e To show the whole portfolio of products and services lovingly known, in the early days, as ‘brochure
ware’.

Fundamentally all these objectives suggest a passive role whereby a prospect is directed to the site.



The search engine revolution

Now everything has changed with the sudden growth of search engine usage and the need for search engine
optimisation, both organic and paid for.

This is an area which can appear a ‘dark art’ and has certainly attracted many new agencies each proclaiming they
can get you to the top listing like no other! What is certain is that the solution is not a simple one on the other
hand it is one more of continuous application than rocket science and with a marketer’s understanding of
communication great success can be readily achieved.

UNDERSTANDING THE VISITOR

Recent research shows that the process starts with need recognition then a search for information whilst
evaluating alternatives to reach a purchase decision which is in turn then evaluated before the order is placed. It
is important at the outset to understand this process and aim to reduce the drop out propensity at each stage.
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BUILDING THE SITE

So the fundamental of web site marketing is to decide upon its purpose and measure its performance against
what you set out to achieve. Above all the site should be purposeful and useful to the visitor and the more it
is the more effective it will be when found or deliberately searched for!

Opening page

The opening page should have a simple impactful design and message that says ‘You have come to the right
place’, with an easy to follow indication of the navigation for the site.

The opening words should get straight to the point as these will be what are picked up... so don’t waste them
with say ‘welcome to...’

Always be closing
Why not have the call for response and email facility on every page.

There’'s | ot more

This is not a paper on how to construct and develop a web site that is for the specialist. What you need to be is
to be certain as to its usage and what content you need to create to realise the potential of the usage.

In briefing remember that in effect a web site is 3 dimensional and it is probably better to have additional pages
rather than too many scroll downs.

Above all the navigation must be easy to understand and follow.



A Google checklist

GOOGLE LIKES...

The starting point for search engine optimisation is to aim to get as high up as you can organically without
paying.

An amalgamation of hints and wrinkles for a number of sources suggests that Google rates sites more highly
with the following;-

o Site Map
Probably indicating that the site is professionally put together

e Title pages

In earlier days you would have heard talk of Meta Tags and the CGI bin content but today the search engine
looks for your titles and headings so make sure they are what is there not a developer’s code or wasted
words. Naturally the words should match the words that you expect to be searched for so make sure the
heading s reflect them.

Quite simply but importantly page titles should ALWAYS be matching your search key phrases.

e Headings — again reflecting searched for subjects and phrases. Re-read the paragraph above!
o Site Activity

The number of web sites is huge but how many do you see that are still under construction or that the news
pages haven’t bee updated for years let alone months!

So a web site is like that dog at Christmas you can’t just get it and forget it. The more active and involved
and updated and sued your site is the more it will be liked by customer, colleagues and search engines alike.
Here are a few of the more important

2 way active links

Adding PDF’s of viewpoints and helpful documents ( like this one!)

Blogs

RSS feeds and Twitter ‘drivers’

Frequent new content!

Lists ( more easily recognised ) and useful content related to the searched for words
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e Easy to use navigation and a clear format
There is no point in designing a web site simply to maximise search engine performance. Make it a delight
for the user, easy to follow with information presented interestingly.

KEEP LOOKING
By seeing what comes up when you are searching and by noting best practice’ you should always be looking to
improve your site



How to design a Google ad words campaign

CHOOSING A CAMPAIGN THEME

It's better to design a campaign around a tangible product or service that a general offering. So, for example,
‘Strategic Sourcing’ or ‘Assessment Centres’ are better candidates than ‘Management Consultants’. And your ad
has to relate to what people are searching for: if you have something really clever that no-one’s searching for on
Google, you need to find other ways to market it. Remember Google ads are only one way to reach your
potential clients. So ask yourself:

What words do people search on in your area of expertise ?Q

Wre any related to your proposition, products or services?Q

Shortlist products or services that match a good selection of likely search words — they are your potential Google
campaign themes.

SETTING UP A CAMPAIGN

Start with the 3-line Google ad. This wording is critical because you have limited space, and it needs to attract
the customers you want whilst filtering those you don’t want.

The ad should contain a call to action, a benefit or a USP, and ‘qualify’ your product: i.e. this is what we do AND
how we do it.
For example, search on ‘assessment’ and you will get:

1. 2. 3.
Workplace risk assessment We Run Assessment Centres Assessment That Works
Assessment of workplace, Save time by outsourcing this Pragmatic, practical solutions to
equipment, occupational health to us assessing your people
needs, etc. Contact us today to find out
more

1. If you meant people assessment, this isn’t for you

2. Now we’re in the right area, but there’s nothing to distinguish this from the competition. It has a call to
action, but it’s pretty basic.

3. It's about assessing people; it describes something about the product... | think | want to know more!

BUDGET

When you start a campaign, use a wide range of search keywords and set a fairly generous bid (say 50p - £1).
This gets your ad on the Google radar and the search engine builds up data on your campaign. You can refine
the words and bid values later when you see which words are getting the click-throughs.

Set a daily budget limit, rather than weekly or monthly. Once you’ve reached that limit Google won’t display
your ad any more in that time period, and you don’t want that to happen half way through a month.

Save a lot of money by disabling “content management” and keep checking it is disabled: it can get switched on
again if you make a lot of changes to your campaign settings.

REGULAR CAMPAIGN REVIEW

This is critical to success and getting value for money, especially in the early days. Once you have a week or so
of data, you can finesse your bid price — either as a whole of for individual keywords. But start with a daily
review so you pick up any gross (and perhaps costly) errors. The objective is not to pay any more than necessary
to get your ad in the top 5 or so. Conversely, if you don’t get into the top 10, it’s probably not worth bothering.
But remember you only pay when someone clicks on your link — not for appearing on a search page as a
sponsored link.



BEING MORE CREATIVE

The 25 /35 /35 characters of the adwords ad need to be creatively thought through.

Your success can be driven by the clever use of words so take the time to think them through and keep them
refreshed even topical.

The first line should attract the searcher perhaps repeating the searched for phrase or with a specific
differentiated proposition.

POWERFUL WORDS

We have already discussed how powerful FREE offer is — equally powerful words in headlines are NEW and YOU.
The second line should be a description and aim to have a USP with the last line as a call to action and maybe
that free offer.

Getting more sophisticated

REAL TIME MARKETING

Bear in mind that Google and your campaign planning and actions work in real time so they can be changed
even cancelled at any time. What’s more the production of the ads themselves cost nothing neither does the
campaign set up so you can if you have the time mount different campaigns with different ads and copy changes
for a number of different search criteria.

DESTINATION URL
Your secondary and alternative campaigns might feature a specific aspect of your offering. In this case you can
use the facility to have a specific campaign landing page not necessarily the site home page. This can mean being
much more active in creating specific TACTICAL campaigns...

TACTICAL OFFER > PROMOTIONAL PPC AD > LANDING PAGE + RESPONSE

IMPROVING RESPONSE
There is nothing like a free offer — a gift or even a free initial consultation or perhaps a download of some value
to the prospect.

USE YOUR SATS
Your ISP will delver you stats that show traffic and want pages have been visited and for how long. This is
powerful information when you relate to the actual message on the page and your marketing needs

KEYWORDS

The facility on Google is fine in the early stages but as you grow more experienced you may wish to consider key
words more widely. One site where you can purchase the information is www.wordtracker.com. It has many
useful tips and is worth visiting for major campaign reviews. It can also be useful in using negative keywords so
that your responses can be filtered by removing potential click throughs from businesses which maybe too small
or too far away.

You could also follow eBay and look to key word insertion so that your ad automatically appears when
particular key words are used.

CONTENT NETWORK

Now you are more experienced you might wish to revisit content network — this is where Google provides
services to others in the form of search engines for the likes of AOL, NTL and Tiscali and content for Channel4
and The Times Online. Responses here which may be high in volume and they are likely to be not ‘positively’
searched for. But it can be a way of gaining on line awareness.


http://www.wordtracker.com/

There’' s more to | 1fe

OTHER SEARCH ENGINES

Bear in mind that Google have created the perfect market within their own ‘environment’.

The more peoples search for a given word or phrase the higher the cost!

But there are new kids on the block, in fact not so new, for it was the alternate Overture that was the first to
develop pay per click now with Yahoo and YSM and of course MSN now have Ad Centre but you will have to
learn a whole new vocabulary! However as of now Google represents three-quarters of the business.

WEB RINGS
If you are in a business where a ‘ring’ of connected and linked web sites might be a good idea then it used to be
a good idea and still is! Take for instance a holiday cottage in a given linked with other amenities in a given area.

USING ADSENSE

As well as Adwords Google there si Adsense which enables you to place ads for other sites on your site and vice
versa. If they are non-competing and complimentary then why not? Also consider Yahoo and MSN.

And if this is an interesting proposition then the whole area of affiliate marketing opens up... indeed many a
Blog turns a profit from affiliate click though and purchase.

What if what youoffi sn’ t Dbei ng se

The good thing is that to have found out your campaign will not have cost you much!

However there are several ways of going forward especially as you appear to be developing new ground with
consequently fewer competitors. The starting point is that what you have is of interest and is indeed
newsworthy!

So write it up, create a white paper a viewpoint document or a brochure. Your aim is to create a new set of
words; so use them in the title and opening paragraphs. These are the words that when they are searched for
your site will be the prime destination.

Turn the document into a press release using the internet PR specialist sites to disseminate it — many are free.
Then simultaneously add the paper and your customer offering to the web site and create a specific Google
Adwords campaign solely for it

Here is a little positive cycle for you to consider....

This can be a continuous activity of refreshment new ways of putting forward products and services are the
lifeblood of successful marketing.



Summary

The internet is soaring away in usage and more and more business will be done on it and through it. The twin
pressures of Broadband and convergence mean this growth will continue - so no business can afford to ignore it.
To do so is to waste its power and let someone else prosper. Yet as we have seen it is not too difficult to grasp
the opportunities and any mistakes need not be costly and can be quickly remedied.

So start now my aiming to improve the performance of your web site.

BETTER PLANNING

Finally remember that marketing works better when seen and planned in the round.

When clear objectives are set and targets undertaken with powerful messages delivered to carefully targeted
customers... seen as a whole not just a series of unconnected activities.

And that’s where Tarrystone CONSULTANTS can help...
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