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Introduction
To succeed as a small business or organization, you need a 
website. What you don't need is a bad website. 

This book provides fundamental rules of thumb and 
advice for you to follow as you plan your website. By 
knowing these rules and tips now, you will hopefully 
avoid trouble later. 

This book is a primer to give you information that will 
help you succeed before you go online or as you re-
examine what you are already doing online.

This book will not teach you everything there is to know 
about the Internet, how to make riches online, how to 
build a fabulous website in 20 days or less, or how to 
make your website look really, really cool. 

We don't guarantee you will succeed online. But we 
believe this book will help you take steps in the right 
direction as you forge your path online. A small promise, 
but an honest one. 





Part 1:

Laying the 
Foundation
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Why Do You Want a Website? 
This may sound like a dumb question, but it's not. 

Have you given any thought to why you want or need a 
website? What do you want it to do for you? What are your 
goals for your website? 

If you have a business or organization of any sort then you 
almost certainly do need a website, but knowing the specific 
reason or reasons why you want one will help you to make the 
most of your online presence. 

Here are some possible answers.  

1. To attract and inform potential customers. 

2. To sell your amazing widgets. 

3. To communicate your message. 

4. To help people and make a difference in the world. 

5. To celebrate your greatness. 

You might have your own reasons, but the important thing is to 
ask and answer this fundamental question to establish a clear 
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purpose for your website. You can then make your decisions 
moving forward with that answer in mind. 

Complete this sentence: 

I want a website so that I can ____________. 

Take the time to fill in that blank, and you'll be miles ahead on 
your journey.

Let that one sentence be the guiding force behind how you 
envision, develop and grow your website, and you will greatly 
increase the odds that you'll succeed online. 
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You Get What You Pay For 
Everyone wants to save a buck. And why not? A dollar spent on 
your website is a dollar you can't spend on payroll, on other 
marketing, or even on lunch. 

But of course, you know the rub. You get what you pay for.

Go cheap and your website will probably reflect it. With the 
public increasingly going online first to look for information, a 
dollar saved might mean you make a bad impression from which 
you may never recover. 

Think about it this way: If you buy a thousand dollar car, you 
shouldn't expect it to perform like a luxury sports car. 

Instead of trying to talk the price down, decide first what you 
can afford to spend, determine your priorities, and communicate 
those clearly with your designer. 

Then your designer can work with you to identify the most 
effective ways to get the best results for your project for the 
money you are investing. 

It's not necessarily how much you spend. It's how effectively 
you spend what you have. Don't go cheap. Go smart. 
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Follow that rule, and you're far more likely to end up with a 
sweet-looking economy car than a beat up piece of junk that 
leaves you stranded. 
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Technology is a Tool, Not a Solution 
Every day it seems another new Internet sensation busts loose on 
the web and gets touted as the next big thing. Even for web 
professionals, it's at times dizzying to keep up with the constant 
pace of new whizz-bang gizmos. 

So which ones are right for your website? Do you need to 
tweet, friend everyone on Facebook, and update your status 
daily?

The reality is that none of these technologies are likely to make 
or break your business no matter how aggressively you use 
them.

Ask yourself two questions: 

1. Will a specific tool help illustrate who you are or what 
you do? 

2. Will it actually help you reach potential customers? 

If the answer to either is yes, then it may well be worth doing. 
If the answer is no, then you are probably better off investing 
your limited time elsewhere. 
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For example, a well-produced video of you talking about who 
you are and what you do could be more compelling than text 
on a web page. On the other hand, if you weren't running your 
business, would you even think about becoming friends with it 
on Facebook? 

Many of these technologies are great, they're nifty and they're 
swell. But if they're not going to help you achieve real results 
then why invest your real time and real money on them. 
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A Website by Any Other Name 
Your domain name is quite literally your online ID. You should 
treat it as much a part of your identity as your logo, your 
letterhead or your business cards. Choosing the right domain 
name is more art than science. A lot depends on what you do 
and who you're doing it for.

Here are some simple rules to help you make a good choice: 

1. Shorter is better: The less someone has to remember, 
the more likely they are to make it to your website. 

2. Be on the nose: Pick the most obvious domain name 
possible. Want to visit Coke's website, then go to 
Coke.com. Try to make your domain name as on the 
nose as possible. 

3. Avoid pile ups: Just because your company sells 
paintbrushes and drop cloths and is located in Detroit 
does not mean you need to settle for the domain name 
DetroitPaintBrushesandDropClothsCompany.com. 

4. Bring on the action: Verbs are underused in domain 
names, and yet they carry so much weight and make a 
domain name memorable because a subject plus a verb 
equals a sentence – LetsBake.com or KidsVote.org  
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5. Burn the alphabet soup: When you named your 
organization the American Society of Left-Handed 
Pre-Industrial Aeronautical Widget Assembly 
Maintenance Supervisors and Foremen, there probably 
was no such thing as the Internet. But that doesn't 
mean you have to be stuck with a domain name like 
ASLHPIAWAMSF.org? Be clever and find the main 
nugget in your name. A name like WidgetSupers.org 
would be much more effective and memorable. 

6. Say what?: Remember, when you combine words to 
make a domain name, they can often be read a 
differently. A Las Vegas tourist rental company might 
still be online if they had chosen a better domain name 
than ihavegas.com. Think about it. 

7. Localize: If you want to reach a local customers, 
consider adding a frequently-used local or state 
abbreviation like KC for Kansas City or VT for 
Vermont. Adding a few localized letters can actually 
get you a shorter domain name – widgetsNYC.com. 
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Be the Master of Your Domain 
In addition to choosing a good domain name, you need to make 
sure that YOU own it.

Don't trust anybody else. Get it registered in your name, pay for 
it yourself, and make sure that you control it. 

Your domain name is your brand, your online address, and your 
virtual identity. How priceless is that? 

If you wouldn't trust someone with the keys to your business, all 
your credit cards, and your Social Security number, then don't 
trust them to be in control of your domain name.

Any reputable web developer will be happy to make sure your 
domain is registered to you and controlled by you. If they won't 
help you do that, then you shouldn't trust them to build your 
website.

Even if you're nowhere close to launching your website, you 
should still to register your domain name now. Put down this 
book, get online and buy it before anyone else does. Don't trust 
that it will still be there tomorrow. 
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For about $10 and all the technological savvy it takes to book a 
flight online, you can own your domain name. Buy it now, and 
own it. 

Remember too that there may be domain names other than the 
one you plan on using, which you may want to own as well. If 
your business name is potentially confusing, buy alternate 
spellings or even misspellings, consider the plural version too. 
You can then point or forward those names to your website and 
help confused customers land in the right place. 

Also consider whether your competition might buy a near-
name. If you think that's a reasonable possibility then snatch it 
up before someone else does. Spending $50 now on a handful of 
alternate domain names could save you a world of grief down 
the road. 
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Be Realistic, and Be Different 
At the start of 2010, there were about 250 million websites on 
the Internet. Soak in that number. 250 million different places 
for a person to visit when they go online. 

What makes you think anyone is ever going to visit your site? 
Honestly, it can be downright depressing to look at the raw 
numbers of visitors most websites receive. Do yourself a favor 
and don't set unrealistic expectations for your website. 

Should you have a website? Absolutely. Is your website going to 
revolutionize the world? Almost definitely not. 

The large number of websites also shows your website should be 
different. Do NOT model your website after your competitors. 
First, there's a pretty good chance that their websites aren't that 
successful anyway. Second, you want to stand apart from them 
not blend in with them. 

With 250 million websites out there, strive to make your 
website unique and different. 





Part II: 

Bring in the Pros 
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Hire the Right Firm 
You need to hire a professional web design firm if you want a 
professional website. Get referrals. Ask everyone you know who 
they have used and how happy they were with the end result. 
Look at examples of previous work, and try to make a solid 
decision.

Don't assume bigger means better. Small firms can be more 
responsive and bring more creativity to the table than a large 
firm, and probably for less money. 

Interview or at least talk to more than one firm so you can get 
an idea of the range of prices. Have a list of questions to ask, but 
also expect to be asked questions yourself. If the firm doesn't ask 
you any questions about what you do, then run away. 

Avoid templates and “ready-made” approaches. Your business is 
not the same as any other, so don't let them sell you on a one-
size-fits-all solution. 

You're looking for someone to develop your presence online, a 
crucial reflection of your business or organization. Make sure 
you have some rapport with whoever you hire, and be sure that 
you feel you can trust them to help you move forward. 
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Who in the Hell Are You? 

Your web designer should have lots of creative ideas and you 
should trust them to know what they are doing, but does that 
mean they know everything? 

Hell no. 

In fact, you'd be wise to assume they know nothing about who 
you are and what you do. And without your input, they will 
remain just as clueless and your website will show reflect that. 
Your developer should not only want to hear what you have to 
say, but should demand to know more. They should pick your 
brain and try find learn about what you do and how you do it. 

They should want to get to know you, not just to understand 
your hopes and goals and needs, but also to understand your 
style, your sense of humor, your approach to your work. The 
better a feel they have for all of that, the better job they can do 
in making your website fit your needs. 
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Your Sister-in-Law's Brother's 
Uncle Is Not a Web Expert 
So, you just started planning your website and suddenly 
someone you know (or barely know) has emerged as a self-
professed Internet expert. He tells you not only what you should 
do, but why everything you're planning to do is dead wrong. 

Now, we're perfectly willing to accept that you may indeed 
know an expert. You may be best friends with a coding genius 
who understands the importance of good design and who also 
“gets” your business and what you need from your website.  

It could happen. 

More than likely, however, this “so-called expert” is making 
that claim because he has more than 300 “friends” on Facebook 
or he has a blog that draws 25 page views every three months. 
Often, the only thing this person won't claim is that he doesn't 
actually know as much as he says he does. 

Now, imagine taking your car into the shop, and your pal 
Mikey tags along because he says he knows a lot about cars. Just 
as the mechanic cracks open the hood, Mikey leans over his 
shoulder and says, “I think it's the timing belt.” 
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The mechanic nods. He's polite. He goes about his business 
studying your engine. He leans in for a closer look. 

Suddenly, Mikey taps him on the shoulder. “Are you going to 
check the timing belt?” 

Now, how much longer before this well-intentioned mechanic 
either punches Mikey in the nose or tells you to take your pal 
and your car some place else? 

If you hire a firm to design your website, then you should trust 
them. Great ideas come from everywhere, but don't let 
“experts” get in the way. If you did some homework and due 
diligence before you hired your web firm, then respect their 
professionalism, knowledge and ability. 
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Throw Spaghetti 
OK, so your web developer doesn't want you to bother them 
with a million ideas from some guy who says he knows a lot 
about what their firm does professionally. Trust me. They hate 
that guy, and they don't want to keep hearing from him. 

But does that mean he doesn't have any good ideas? Of course 
not. So what can you do to make sure that you find the great 
ideas that might be out there for your website? 

Brainstorm. 

Bring together the smartest, cleverest, and most creative people 
you know – and invite that so-called expert too. Sit them all at a 
table. Give them paper, crayons, and lots of candy or beer. Then 
tell them to throw spaghetti at the wall and see what sticks. 

Write everything down, and a day or two later, pull out your 
list and highlight the best, or even the most above average, ideas 
that your group assembled. 

Never assume an idea is bad, and never feel bad about asking 
your designer about some hair-brained, half-baked notion that 
someone floated. It might just be that one thing that takes your 
website to the next level. 
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Embrace Process 
There's a time for dreaming and scheming, and there's a time for 
action. Know the difference, and recognize that having a process 
is the road map to success. 

Having a good process and having tunnel vision are not the 
same thing. There should always be room for change and 
revision, but if you're not consistently moving forward, you'll 
never reach the end. Great websites can be built and launched in 
a week, or they can take months.  

More often than not, indecision and frequent changes by clients 
drag out a project. 

Most web development firms have a process that they like 
follow with clients. While this process varies from firm to firm, 
at the most basic it includes these steps:

1. Gather information 

2. Develop mock ups 

3. Build out the website 

4. Launch the finished site. 

Throughout this process, your feedback and input are 
important. You should avoid anyone that doesn't welcome your 
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input and feedback at any time. That said, a critical moment 
arises in step 3 of this process. Once a firm begins to really build 
out your website, rewinding to steps 1 and 2 is an immense 
distraction and impediment. 

If you can respect this beforehand, then you can help to make 
sure that everything you need and want to communicate is 
brought out before the building actually occurs. That doesn't 
mean you should speak now and forever hold your peace, but 
you should understand that speaking later likely means delays. 

A reasonable person would assume that deciding in mid-
construction to add a new bathroom to a house will affect a 
homebuilder's turnaround time and expense. So, assume that 
adding new pages, new features, and other changes will affect 
the time it takes to complete your website – and expect to pay 
for that added time. 

Some of us, and you know who you are, don't really have a 
clear direction or much of a sense of organization. Your web 
developer's process forces clients like this to have a sense of 
where they are going and how they are going to get there. 
Respecting this process and working within it will help you and 
your developer overcome and avoid many of the detours and pit 
holes along the way. 





Part III: 

What Goes Online
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Know Your Audience 
Many novelists write with a single person in mind – a spouse, a 
parent, a child. If a writer tries to write for everyone, then he or 
she is often doomed to failure. Similarly, you cannot build a 
website that is tailored to appeal to every single demographic in 
the world. 

Take the time to think about your audience. Who is your 
typical or ideal customer? If your target audience is 
predominantly male, then avoid flowery content. If your target 
audience is predominantly older, then you probably should 
avoid making your site too slick, too high-tech or too loud.  

Here are some simple questions to ask yourself as you develop 
your website and its content: 

1. Who do you think is going to come to your website? 

2. What answers are they looking for? 

3. How can you communicate best with them? 

4. What technologies can you incorporate that will help 
you reach them? 

5. What websites would they visit often and why? 



28

Answer these questions and try to identify one person you know 
well who meets this profile. He or she could even be a character 
in a book or movie or even a hybrid or character that you 
conjure up. The key is to know who you are talking to so that 
you can achieve a consistency and clarity in how you approach 
and develop your website. 
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The Two Golden Questions 
You have heard the classic KISS Principle – Keep It Simple, 
Stupid. When it comes shaping the content for your website, 
follow this variation: Keep It Stupid Simple. 

Not dumbed down, but focused. At its most basic, all any 
website needs to communicate are the answers to two basic 
questions:

1. Who Are You? 

2. What Do You Do? 

Virtually every page on your site should revolve around these 
two questions. If something on your site isn't answering them, 
then you might want to consider cutting it.

Make sure that almost all of your content answers or relates to 
these two basic questions, and you're well on your way to 
having a website that works for you. 
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Clarity Trumps Quantity 
Get to the point, and get out of the way. 
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Know When to Ask for Help 
You've seen or heard one of those horrid local TV or radio 
commercials where the owner tries to pitch his own business. 
He sounds like he's reading, he looks uncomfortable, his voice 
sounds unclear and grating, and he delivers his pitch with about 
as much pizzazz as a saltine cracker. 

The only thing you wind up remembering is that that dude 
shouldn't be doing his own ads. You might remember the name 
of his store, but you're probably less likely to buy from him now 
than you were before you saw his commercial. 

So, do you honestly think you can do everything you'll need for 
your website all by yourself? 

You may be a great writer. You may be a great photographer. 
The odds that you are both? Pretty low. 

Beg, borrow or buy the best talent you can find, and put it to 
work for you. The world is full of talented people with skills 
you can't match and whose expertise will make you not only 
look better but make you appear smarter too. 

Use stock photos if possible. A number of inexpensive but 
quality options exist online. If you need original images, then 
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you should hire out. If you do plumbing repair, see if that writer 
or photographer you know needs a bathroom sink installed. 
Whatever it is your business does, the odds are you can find 
someone to trade services with you. 

If that still won't work, then seek out that special class of people 
who desperately want to do a little work for next to nothing. 
The world is full of starving artists and college students. Buy 
them lunch, give them an assignment, and let them use your 
website to build their portfolios. 

The Internet is littered with lousy websites featuring mediocre 
photos and painful prose. Do whatever you can to avoid joining 
their ranks. Know what you can't do, and find someone who 
can.
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Narrow, Narrow, Narrow 
Hate to break it to you, but you're probably not that interesting. 
And if you don't write smart content for your website, then 
your customers will think the same thing. 

You should already be thinking about who your customers are. 
Now, you need narrow your message to three major points that 
you need to tell them. Nothing but those three points should go 
on your homepage. 

Nothing. 

Sit down with a piece of paper and make an outline. Start with 
three big roman numerals (if you really, really believe you need 
more, you might get away with five). Then organize all of your 
thoughts around these three themes. If something doesn't fit into 
one, then the odds are you don't really need it. 
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Don't Hide Your Price 
If someone visits your website, they're want information about 
your product or service. Odds are, the biggest question they 
have is: How much is this going to cost me? 

And yet for some reason, countless businesses refuse put a price 
tag on their site. Why? 

Are they afraid of sticker shock? Do they foolishly believe 
hiding their price will weed out the not-so-serious customers? 
Are they big fans of mystery and suspense? 

Whatever the reason, the odds are they're losing business by 
hiding their price. 

If you walked into a shoe store, asked the clerk how much a pair 
cost, and then had to wait a day to hear back, you'd pretty 
quickly decide to take your feet and your money elsewhere. 

So why would serious customers act differently online, where a 
single click will take them to a business that's willing to give 
them the information that they want right now. You're going to 
have to tell your customers how much you charge at some 
point, so why not be upfront from the start? 
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Even if you have a valid reason to not list exact prices, offer a 
price range or something tangible. If you force your customers 
to guess the cost, then they're likely to guess that they should 
just look elsewhere. 
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Who's Working for Who? 
It's amazing how often clients grumble about the hassle of 
updating their website. It has become a beast that requires 
constant attention and feeding. 

This situation usually is the result of one of two mistakes: 

1. The client didn't think through the investment of time 
their website would take and bit off more than they 
could chew. 

2. Their web designer didn't build a user-friendly site 
from the client's perspective. 

Don't assume the one employee who knows how to update the 
website will always be there. 

If you will need to make regular updates, either budget for the 
cost of making those updates as you need them or pay up front 
for a content management system that will allow you to make 
those updates yourself.

Explore how you can use RSS or really simple syndication to 
automatically post updates on Facebook, Twitter and other 
social networks to save you time.Whenever possible, make the 
magic robots dance for you, not the other way around. 
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Make Money Online 
Taking credit card payments online sounds like a winner right 
off the bat. Your customers enter a few digits and money 
appears in your bank account. 

Unfortunately, it's not that simple, and it may not be 
worthwhile for you. Consider the costs and benefits before 
taking the plunge into ecommerce. 

First, you have to be approved to take credit card payments. 
Applying involves less paperwork than a home mortgage, but 
don't expect to be up and running overnight. If you don't have 
good credit, you may be denied or the amount you pay to take 
credit cards will increase. 

Yes, that's right, you have to pay for the privilege of getting 
paid. You will be charged about 2.25% for every single 
transaction. So if you sell something for $100, you'll be paying 
$2.25 to the credit card processor. On top of that, you'll also 
likely pay 30-cents as a flat per-transaction fee, as well as a 
monthly rate. 

You will also need to pay for a shopping cart system to connect 
your products to the payment gateway. And on top of that, 
expect to pay another $100 or more for an SSL certificate, 
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which will allow you to take secure payments, which protects 
your customer's data and lets online stores use https:// instead of 
http://.

Of course there are other less-elegant options like PayPal, which 
can work well, but realize that they are never as user-friendly, as 
seamless, or as effective as a true ecommerce site. 

Not to say you shouldn't take credit cards online, but you 
should know what you're getting into before you decide that's 
what you want to do. 

Oh, and don't forget you'll also have to deal with fulfillment, 
where you have to ship your goods to your customers, deal with 
returns and exchanges, and … and … and ... 



Part IV:

Marketing Your 
Website
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Focus on the Metrics that Matter 
Should you really care how many people visited your website 
yesterday or last month? Really? Why? 

Traffic is important, but is it more critical than sales, sign-ups 
and other statistics that actually affect your bottom line? 

The more fish you have swimming toward your hook, then 
presumably the more fish you're likely to catch. But the more 
time and energy you expend counting fish in the water, the less 
time and energy you can invest in actually reeling one in. 

In fact, what should matter more to you than how many fish are 
in the water is whether the “right fish” are biting at all.

Instead of poring over relatively hollow “web traffic statistics,” 
you should focus instead on the end results and how you can 
improve your approach. 

Are attracting actual potential customers or just traffic? Are 
potential customers signing up for more information or buying 
your product, or are they getting lost between where they enter 
your site and where you make the sale? 
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Questions like these focus on what is called a “conversion” – 
when a visitor to your site was converted into a customer or 
supporter. These are the metrics that matter, because they equal 
real success. 

Should you care at all about the more raw numbers, about your 
overall visits and hits? Absolutely. 

Just don't forget that if your overall numbers seem to low your 
website itself probably isn't to blame. Look instead at what 
marketing you are and aren't doing to drive more fish to your 
boat.
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Email Is Your Most Powerful Tool 
Email is likely the single most powerful tool in your online 
arsenal.

Learn it. Know it. Live it. 

Why is email so important? You've built a great website. You've 
set it up with eye-catching, easy to use tools and special offers to 
convert the world. But guess what? If your customers don't 
know there's any about the great deals you're offering, then 
they're not going to help you a bit. 

Email marketing drives customers to your website and helps to 
create repeat traffic. 

It is no accident that political campaigns send so many emails 
urging their supporters to donate money. Email solicitations 
account for the overwhelming number of contributions made 
online, whether that's to a candidate for a state legislative seat or 
a candidate for president. If the emails don't get sent, most 
online contributions don't get made. 

Here are some basic email marketing rules of thumb: 
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1. You're Only As Good As Your List. You need to 
develop your list, build it and tend to it. Take 
advantage of every opportunity available to collect 
new email addresses. Have sign-up cards at your front 
desk, have a form on your website, ask for email 
addresses when you call potential customers, hold 
drawings, give away tickets, and do whatever you can 
to increase the size of your list. Try to grow your list 
by at least one contact a day. Starting from scratch, 
you could easily have a list of 400 interested customers 
and potential customers in one year.  

2. Communicate Regularly. So you're building your list, 
now you need to stay in regular contact with your 
subscribers by sending out updates, special offers, and 
even helpful hints. Depending on what you do, that 
might mean once a month or once a week. Make sure 
you have something worthwhile to say, and don't 
waste your readers' time. Also, for God's sake, if 
someone didn't ask to hear from you and you don't 
know them personally, don't email them. Nothing will 
turn off a potential customer faster than if they think 
you're sending them spam. 

3. Send Smart. Yes, you probably could email your list 
using Outlook or Gmail, but don't. For just a few 
bucks a month, you can use a bulk email service. From 
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Constant Contact to Mail Chimp, dozens of 
companies are fighting for your email business. For less 
than the cost of postage, you can have access to a 
system that will remove duplicates from your list, 
allow people to unsubscribe, and enable you to track 
how many people are opening, reading and clicking 
on your email messages. 

Used wisely, email will put your website just a click away from 
loyal customers, and you'll have the “right fish” swimming 
straight toward your net. 
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Be Relevant 
If you have heard anything about marketing online in the past 
few years, chances are you've heard about SEO or Search 
Engine Optimization. But what the heck is it, and how can you 
do it well? 

The goal of SEO is about making your website rank as highly as 
possible in the search engine results. If you sell widgets, then 
you want your website to be the first link someone sees when 
they type “widgets” into Google. 

How you get there isn't so easy. Despite anyone's claims that 
they can put you at the top of the list for a fee, there is no magic 
formula to get you there.  

The search engines themselves continually update their 
calculations to thwart tricks and sneaky ways some websites and 
some unscrupulous SEO firms use to beef up their rankings. In 
fact, some sneaky tricks may actually get your site blacklisted. 

There is one basic rule to follow, which applies to virtually 
every search engine: Be relevant. 

Google's goal is not to improve your ranking. Google's goal is to 
help its users find the content that they want. The more you can 
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tailor your content to match the major keywords that relate to 
your business, then the more success you will have. Keep your 
content focused and include specific keywords and phrases that 
you believe potential customers will use when they search. 

This is also one reason to invite SEO's sibling Search Engine 
Marketing or SEM to the party. Setting up a Google Adwords 
account, as just one example, will help you better learn what 
keywords people are using, and then you can adjust your 
content and improve your search engine results. See the next 
chapter for more on SEM. 

This is also where geography can benefit you if you are a local-
oriented business. Search engines customize many results to each 
searcher's location. If you live in Connecticut and search for 
plumbers, you will see different results than if you lived in 
Oregon. Obviously then, it will benefit you to include your 
location in your content – “Providing Baton Rouge with 
Widgets since 2003.” 

The more relevant you make your website's content, then the 
better results you will see in the search engines. Keep in mind 
also that it can take a few weeks to see noticeable results. That 
delay is one more reason to consider SEM and keyword 
advertising when you launch a new website. 
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Pay-Per-Click
From newspapers to TV stations to blogs, a wide array of 
opportunities exists to market your business online. Well 
conceived, these ads will drive some traffic, but just like 
advertising in print, space in commercial websites costs a lot. 

A less costly option, and one you can explore yourself, are the 
pay-per-click ads through Google, MSN/Bing and Yahoo. 
Search Engine Marketing or SEM, works essentially the same 
way on all the major sites. 

You have sign up for an account, write a brief text ad that 
includes a link to your website, and then choose some 
keywords. Then when someone searches for “widgets” they'll 
see your description and your link. Best of all, you only pay 
when someone actually clicks to visit your site. 

From an affordability standpoint, this model trumps the 
traditional commercial website advertising, which bills you 
based on “impressions.” Every time your ad is loaded and 
displayed in someone's browser, that's one impression. It doesn't 
matter if they look at your ad, let alone clicked on it. You still 
pay every time your ad gets displayed. 



49

Keyword ads are a great, low-cost way alternative. Here are 
some suggestions to help you improve your results: 

1. Think about your business and why customers would 
want to click to learn more. 

2. Remember your location. You can narrow who sees 
your ad to just people in your community. 

3. Be smart with your keywords, make lists, and think 
about different ways to search for your business. 
Imagine you're a potential customer, what would you 
search for? 

4. Track your results. See what keywords are working, 
which ones aren't, and invest more in the right areas to 
increase your actual conversions. 

5. Consider paying more to improve your “ranking” 
(how high up your ad appears). As a rule, if your ad is 
not in the top 5 ads for a given keyword, then you're 
probably not being seen. 
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Don't Forget Offline Advertising 
Nothing is more frustrating from a web development firm's 
perspective than to build a nice website for a client, and then see 
a piece of direct mail or a flier that doesn't include the website. 
Just like email and SEM, your offline advertising is natural a way 
to drive fish into your online net. 

Think about everything you do as working in tandem. Your 
offline marketing should incorporate your website, and your 
website should reflect the marketing you're doing offline. If you 
are running a special offer in the local newspaper, then you 
should include that on your website. Make coupons or 
giveaways available online too. 

Work your web address into every place you possibly can: Add 
it to your email signature, to your letterhead, to your signage, to 
your Facebook profile, and to anything else you can imagine. If 
you would include your phone number or address on 
something, then your website should be represented too. 
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Stay Fresh, Stay Current 
Have you ever come across a website that not only looks out of 
date, it actually is? The design conjures up images of the late 
1990s, while the most recent content obviously dates from a 
couple of years ago. 

An abandoned website hurts a business more than it helps. 
Potential customers still find it in the search engines, and when 
they visit, they're likely to become lost customers. 

A business would be better off taking down their outdated 
website altogether or, better still, replacing it with a simple 
business card page with their address and phone number and a 
half-dozen bullet points about the services they offer. 

You would never mail expired coupons to a customer, so don't 
keep expired information on your website. 
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