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What You’ll Learn Today 

 7 Steps to Web Success 

 What Makes a Site Effective 

 How to Get Traffic to Your Site

 “Build it and they will come” doesn’t work online! 
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7 Steps to Web Success  

1. Get online and observe 

2. Define audience, goals, 

objectives 

3. Plan your web project 

4. Build or optimize your site 

5. Develop social media presence 

6. Promote  your website 

7. Monitor your results 
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1. Get Online & Observe 
 See what other 

vendors, competitors, 

and customers are 

doing 

 Review which sites 

you like/don’t like 

 Learn which sites 

generate sales 

 Do online market 

research 
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2. Define Audience, Goals, 

& Objectives 
 Who is your audience  

 Age, income, where they live 

 What other sites do they visit? 

 What else do they buy? 

 When do they go online? 

 What are your goals: 

 Traffic? 

 Leads? 

 Sales? 
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The Conversion Funnel  
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People Who See Your URL 

People Who Visit Your Site 

 

2- 4% 

Prospects 

Qualified Leads 

 

 Buyers 



3. Plan Your Web Project 

 Set measurable objectives 

tied to each goal for your site 

 Integrate with other 

marketing  

 Have a schedule & budget 

 Think long-term: content, 

staff, updates, maintenance, 

social media 
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Embrace the Worms 

When you turn 

over the Web 

rock....  
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the business worms 

crawl out….. 



4. Build/Optimize Your Site 

• Business Card (also mini-site or landing page) 

• Informational or brochure site 

• Lead generation 

• Transaction/ecommerce 
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Sample Business Card Site 
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Sample Brochure Site 
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Sample Lead Gen Site 
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Sample Transaction Site 
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Calls to Action Move Visitors 

Through Site 

• Request a Quote 

• Register Now 

• Like Us on Facebook 

• Call Now  

• Sign Up for Deals 

• Add to Cart 
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Make It Easy as Pie for 

Users 

 Check all links, pages, forms  

 Collect email addresses 

 Easy to find you, call, email 

 Easy to pay or reserve 

 2 clicks to final action 

 Have your own domain name 

 Mobile friendly required 
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All Sites Must Be Mobile 

16 

Mobile vs. Desktop 
          bistro-m.com             themainbakery.com 
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Low Cost Ways To Start 

•  Google Sites: startlogic.com/startlogic/gabo 

•  Wix: wix.com 

•  DudaMobile: dudamobile.com 

•  WordPress.com: Wordpress.com 

•  WordPress.org: more complex, custom sites 

•  Squarespace: squarespace.com 

• 1and1: 1and1.com 
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5. Develop Social Media 

Presence 
 Facebook 

 Twitter 

 LinkedIn 

 Google+ 

 Meetup 

 Pinterest 

 YouTube 
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6. Promote Your Website 
 GYBO.com 

 Search Engines 

 Inbound Links 
 E-newsletters 
 Online Press Releases 
 Online Advertising  
 Offline Promotion 
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Get Your Business on Google – 

FREE! gybo.com or business.google.com 
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Search Engine Optimization 

 Different engines use different algorithms  

 Select keywords people really use 

 Optimize pages 

 Only 2 search engine submissions needed: 

 google.com/webmasters/tools/submit-url 

 bing.com/toolbox/submit-site-url 
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Inbound Links 

Giant “popularity” contest 

Find your audience online 

See where competitors get links 

In Google search box, type  

 Link:www.NameOfSite.com 

Use directories for local biz 

and business segments 
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http://www.competitorswebsite.com/
http://www.competitorswebsite.com/
http://www.competitorswebsite.com/
http://www.competitorswebsite.com/


E-newsletters 
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 MailChimp.com 

 ConstantContact.com 

 MyEmma.com 

 iContact.com 

 



Online Press Releases 
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 24-7 Press Release: 

24-7pressrelease.com 

 

 Free Press Release: 

free-press-release.com 

 

 PR Log: prlog.org 

 

 1888 Press Release: 

1888pressrelease.com 

 



Online Advertising 

PPC (pay-per-click) 1-2%   

Click Through Rate (CTR) 

Banner CTR <0.5%  

Email CTR >5% 

PPC good for sales; banners 

good for branding or top-of-

mind 

Use conversion/tracking 

codes to monitor success 
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Offline Promotion 

 Word-of-mouth 

 Direct (print) mail 

 Ads: Radio, TV, Print 

 Packaging & Stationery 

 Marketing Collateral 

 Promotional Items 

 Community Events  
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7. Monitor Your Results with  

Google Analytics 
google.com/analytics 

 Monitor traffic, appeal, and 

sales statistics 

 Source of traffic, page 

views, goal conversions 

 Use the results to modify 

your pages & Web 

promotion plan 
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Your Site is Forever! 

 Focus on customers 

 Back office support may require 

changes or investment 

 Web is on-going commitment 

 Web is only part of your overall 

marketing program 

 The line that counts is 

   the bottom line! 
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                     WIIFM 

What's on this Web 
site for me? 

Answer that for your 
target audience 

and your Web site 
will work magic for 
you --Guaranteed! 
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Download the PowerPoint 

and Handouts 

watermelonweb.com/resources 

Watermelon Mountain Web Marketing 

info@watermelonweb.com 

(505) 344-4230 
 

30 
©  2016 Watermelon Mountain Web Marketing 


