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Why is it important?

More credible and reliable

Acts as a centre for your business

Compete in the online space

Improves SEO

Connects with your other marketing efforts

Presenter Notes
Presentation Notes
- More reliable: what happens if tomorrow Facebook goes down, or Instagram goes bankrupt? While SM is great in many ways, you don't own your page so it’s riskier if that's your only online presence.
- Prove you exist: the world is forever becoming more digital, and having a well-presented website makes your business appear more trustworthy and legitimate
- It will act as an information hub for potential customers and repeat buyers to easily learn more about your company without having to get in touch
- It allows you to compete against the competition who are already online, otherwise they could be taking all the online business
-It connects with your other marketing efforts. If someone sees your post on social media and wants to take further action, they will expect to find a website. The same goes for email marketing.
- Websites rank higher on search engines than social media profiles, so even if you have a business FB page, your competitors websites will come up first if someone searches for your niche.



97% 70%
of users use search to find local 

businesses

of users will visit a store because 

of what they found online

Do you need a website?

(yes!)

Presenter Notes
Presentation Notes
97% of users use search to find local businesses
70% of users will visit a store because of what they found online
Might not be for you if: you don't want to grow, you already have enough leads/ you don't have the manpower for more.




Defining your target audience

Who?
Who are you trying to reach? Define common characteristics; age, gender, location, etc., and think about how 

that might affect their needs from your website

Why?
Ask yourself what problem your website will solve for your consumer

What?
Look at websites within your niche to see what your competitors are doing (and how you can improve)

How?
How are you going to make your website stand out/ better serve your consumer?

Presenter Notes
Presentation Notes

Think about who your consumer is and how you can optimise your site FOR them
Look at competitors and think about how you can better serve your audience




Defining your audience’s needs

Customer support Book events Promote services

Information hub Landing page E-commerce

Presenter Notes
Presentation Notes
Customer support: chatbot? FAQ section? Make the contact us section easy to find 
Book events: inc. calendar booking, form to register on your website so that its all in one place, not too many steps involved so people don’t click off
Promote services: easy to find/ digest for new readers, include CTA, not too many words
Info: not too wordy, link to other marketing outlets,. Offer extra content that your audience can only receive from your site (e.g. guides, worksheets, etc)
Create a landing page for your email marketing directly on your website- good to connect users with other offers from you
E-commerce: easy process, not too many steps in customer journey, consider this when choosing your software.



Defining your brand tone of voice

Presenter Notes
Presentation Notes
It’s important that your website is consistent with your brand from start to finish so that people can recognize your brand from the landing page all the way through to product packaging.
This helps establish trust and credibility with your audience.



Website building software

Platform Pros Cons Price Free option

Wide range of features
Intuitive
Lots of templates

Limited features in free 
version
Basic analytics only
Can’t export data

$4.50-24.40 per month Yes

User-friendly
Great templates
Versatile

No free option
Weaker SEO
Limited customer 
support

£12-35 per month 
(when paid annually)

No

Variety of features
Good e-commerce 
Well priced

Limited customisation
Limited customer 
support

$0-26 per month
(when paid annually)

Yes

Domain/email services
30-day money-back
User-friendly

Higher renewal rate
Upsells at checkout

£4.99-11.99 per month No

Flexible
SEO included
User-friendly

Features can be 
overwhelming
Very limited support

$0-36 per month Yes

Presenter Notes
Presentation Notes
A few examples of recommended software, each have differing offers and price points.
Make sure to read reviews and use free trials before settling on one as it can be quite difficult to change software once you’ve established a site with them.



Building your website

1. Company story

2. About us/meet the team

3. What you do

4. Your USP

5. Consider UX

6. Call-to-actions

7. FAQ section

8. Contact/customer service

9. Testimonials

10. Easy navigation (hamburger menu)

Presenter Notes
Presentation Notes
If you have a fun/unique origin story: share it! This helps your consumer connect with your brand and can be the turning point for someone on the fence about choosing you
Meet the team page (with faces) makes you more personable and relatable, and people are more likely to trust you and be interested in your brand (people are nosey - they want to see faces behind a business!)
Keep what you do short and easy to digest: more likely to be read by new customers
 What makes you different? Make this very clear/obvious when people first enter your site to keep them there, and to help encourage them to choose you over competitors.
ALWAYS consider the user experience. Get non-biased people to try out your site and share their opinion on the navigation and readability. The site is for your user, not for you.
Make it obvious what you want your audience to do on your site, and don’t have too many call-to-actions as this can be overwhelming 
An FAQ section not only reduces the time spent on customer service, but it can make you more trustworthy as you’re answering your audience’s question before they ask it – you appear knowledgeable, and you understand their problems. 
Make the contact us section REALLY easy to find
Testimonials wherever possible is always a great advantage, people are more likely to trust word-of-mouth from other customers than you telling them your brand is the best
Make sure it’s super straightforward to move around your site, as the less effort it takes means people will spend more time on your site and are less likely to click off



Presenter Notes
Presentation Notes
Visually appealing, on-brand, simple navigation
Use of video on home page keeps people sticking around 



Competitor Analysis

Competitive analysis involves identifying your direct and indirect competitors 

using research to reveal their strengths and weaknesses in relation to your own.

Presenter Notes
Presentation Notes
Keep an eye on what your competitors are doing before and during your website’s journey.
Helps you have a better idea of what you do and don’t like, and how you can better serve your customer base.



Website Marketing

Cross-promote Collaborate Focus on SEO

Presenter Notes
Presentation Notes
Promote it on your social media
Link to your email signature
Work together on a project with another business – great to piggyback of their audience and get the word out – make sure there is equal benefit from the collab 
Use keywords across your site and in the meta of your website to help the search engine know hat your site is about and rank you higher in search results




Important metrics to track

1. Page views (#) 

2. Av. Visit time (#)

3. Conversion rate (%) 

4. Top pages  

5. Traffic sources

6. New/returning visitors 

7. Device type

8. Demographics (e.g., location)

Presenter Notes
Presentation Notes
Page views: the no. of times a page is viewed on your site (different to no. of visitors, as 1 visitor could click on 10 different pages)
Visit time: how long someone spends on your site
Conversions: how many people have completed the action you wanted (e.g. registered for an event or downloaded a piece of content)
Top pages: pages that are doing the best based on what you deem successful, could be the most conversions or the most visits for example
Traffic sources: where your visitors are coming from, e.g. Facebook or search engine
New/returning: is it someone's first time on your site or do they often visit, and what % do you have of each
Device type: are people using laptops or mobiles most to visit your site
Demographics: are you reaching the audience you want to reach (e.g. if you’re an on island business make sure the majority of your visitors are based in Guernsey not USA)



Reporting

Presenter Notes
Presentation Notes
Google Analytics will be your best friend! The free version provides almost all the stats you will ever need
Don’t feel like you have to report on everything all the time. Find the stats that work for you/ are in your interest and stick to a schedule of checking the stats.
Good tip: set a reminder in your calendar once a month to check on and report your stats



Tips to drive improvements

1. Page views (#)  Review and improve website navigation

2. Av. Visit time (#) Keep design simple/ easy to digest – limit ads if possible

3. Conversion rate (%) Optimise layout to make your call-to-action very clear

4. Top pages  See what your top pages have in common (analytics) and implement across your website

5. Traffic sources Use your other marketing outputs to drive people to your website

6. New/returning visitors Avoid too many pop-ups when someone enters your site

7. Device type Always check your pages are optimized for both mobile/computer

8. Demographics (e.g., location) Monitor your analytics regularly to make sure you’re reaching your 

target audience



Key Takeaways

• Define what your audience needs

• Consistent tone of voice

• Choose the right software

• Consider what you want to achieve

• Consider the user experience

• Stay aware of competitors

• Monitor frequently

• Report on performance

Presenter Notes
Presentation Notes
Set a goal/desired outcome for your site and measure its success based off that.
Make sure all the content/CTA’s support your goal so that your website works for you
Always consider the user experience when building your site and looking at the stats.



Molly@weareguernsey.com
or

Tonicha@weareguernsey.com
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