
Notes on . . . 
web marketing

ItÕs not about YOU, itÕs for them
Design your website from the 
customerÕs perspective. People come 
to your website because they need 
something and you want to be the one 
to provide it. Your mom may want to 
hear all about you, but your customers 
want to find what theyÕre looking for 
and find it fast. If someone wants to 
know more about you, theyÕll read it in 
your Òabout youÓ section. Your home 
page is your front door. Greet guests 
with a quick ÒhelloÓ and help them get 
what they came for.

Avoid gimmicks and gizmos
All those blinking, flashing, flying 
doodads that designers love to create 
have become visual spam for most 
consumers. Anything that distracts or 
annoys will interfere with your goal of 
turning browsers into buyers.

DonÕt make me think
If people have to stop and think ÒDo I 
click here?Ó or ÒWhere did they hide 
the store hours?Ó, then youÕre making 
them think. The more people have to 
think about how to use your website, 
the more frustrated theyÕll become, 
not just with your website, but also 
with your business in general. Invest 
the time in information design, not just 
flashy graphics.

To ÒsearchÓ or not
Unless you have a very small website, 
itÕs a good idea to provide customers 
with a ÒsearchÓ function. Remember, 
the goal isnÕt to keep them on your 
website longer. The goal is to turn 
browsers into buyers. Making it easy 
to do business with you is an 
important aspect of customer service.

Speed saves
Your graphics should download quickly 
and your site should be a quick read. 
Even patient people are impatient on 
the web. Make them feel like you value 
their time as well as their business.

Make your website 
work for you

Your website is an important element in 
your marketing strategy. It can function 
as a sales channel, a lead generator, and a 
customer service resource. At the very 
least, your website is part of your brand. 
Visitors to your website will see it as an 
extension of you.

Here are some things to keep in mind in 
order to maximize the work your website 
does for you:

Promote, promote, promote.  Put your 
URL on everything, from business cards 
to invoices and even your voice mail 
message. Remind people to stop by.

Return traffic.  Give people a reason to 
come back. Provide interesting, useful 
content. Include downloadable coupons. 
Make your website more than just a 
business card that gets tossed in the pile 
with everyone elseÕs. You want to keep 
your business in the forefront of peopleÕs 
minds and pulling them back to your 
website can be an inexpensive way to 
achieve that goal. Consider providing 
additional content if they register which 
has the added benefit of generating leads.

Search engine optimization (SEO).  
ThereÕs a lot you can do to help get your 
website ranked higher in search engine 
results. Much of it has to do with the 
content that you put on your website and 
how your website is structured. (For more 
information on Search Engine 
Optimization, see our article ÒSEO Tips 
for Small Businesses.Ó)

Pay for your clicks.  Some business 
owners opt for pay-per-click (PPC) 
services. When someone does a keyword 
search, ÒsponsoredÓ links appear along 
with search results. When someone clicks 

on your ÒsponsoredÓ link, it takes them to 
your website. You pay only for clicks and 
you can set a daily budget in order to 
control costs. Two such services are 
Googleª AdWords and Yahoo!¨ 
Sponsored Search.

Make it easy.  The structure of your 
content--how customers navigate, how 
content is organized, link strategy, etc.--is 
one of the  most critical aspects of website 
design. After all, customers come for 
information, not to see how cool your 
website is. Information architecture (IA) is 
not well understood by all designers, 
many of whom focus more on the graphic 
elements or technology aspects of your 
website. But the only function of graphics 
and technology is to deliver content. To 
evaluate a firmÕs skill, ask how they 
develop a websiteÕs IA. If you get blank 
stares or incoherent responses, you may 
want to keep shopping around.

Content is king. Design and functionality 
are important, but their job is to support 
content. After all, thatÕs why people come 
to your website. Make sure your content 
is current and correct. Website content is 
different from print in a number of ways. 
It needs to be shorter and easier to scan. 
Keywords should be identified and 
strategically placed. An investment in 
content written by an experienced 
website/SEO copywriter will make your 
website easier to use and easier to find.

Websites used to be something you built 
because you knew you needed one, even 
if you werenÕt sure why. But over the 
years, theyÕve become an increasingly 
important part of your overall marketing 
strategy. As part of your business 
planning, consider how you might get 
your website to work harder.
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For information on how CDU dot com  can 
help you plan, create, refresh, or optimize your 
website, contact us  for a free consultation. 
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Content + Design + Usability = Because your business needs more than “design”
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