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How small business can leverage the Internet to 
grow their business

What are the elements that make a website rank 
at the top of the search engines

How to generate more traffic than you can handle

How to track and measure your marketing to bring 
focus to your budget and maximize results

Agenda
Marketing your business using the Internet
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What you are going to learn?
How to plan your website

Why Google Paid search is one of the most 
cost effective ways to advertise

Email newsletter strategies

Building brand with Search Engine 
Optimisation

Why web content is king

How to get free targeted traffic to your 
website

The importance of tracking & measuring your 
website performance

How to become a master searcher in 20 
minutes



The internet is extremely competitive
– Over 14bn web pages

– Over 13bn searches per month

– 78% of searchers abandon their query after 30 
search results

High ranking Websites increase brand 
awareness

How to leverage the Internet 
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We work according to Google guidelines
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Webmaster guidelines explained
http://www.feedthebot.com/

http://www.feedthebot.com/


What does Google want?
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Moment of relevance
Provide content that is 
relevant at precisely the 
moment someone is 
looking for information



Let’s talk about Websites
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No framed websites
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No framed websites
– Google can’t read a framed based website effectively
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No Flash websites
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This is what Google sees
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This is what a 
search 
engine 
should see of 
your website



The 7 Essential web pages +1
Home

About Us

FAQs

Products or Services

Customer Stories

Information Articles

News Stories

+ Sales Pages
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Home Page
Give visitors snapshot of 
who you are

Not more than 350 words

Rest of page devoted to 
teasers

– Products

– Services

– Customer stories

– News stories

– Informational articles

Use faces, these attract 
people

March 6th 2008 francois@wsiuniquewebdesign.co.za 15



About Us Page
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Give information to 
visitors who are 
interested in knowing 
more about your 
company

– Staff

– History

– Your mission

– Org structure

Most people make the 
mistake of putting this 
information on the home 
page



FAQ Page
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Address potential 
concerns

Help to cut down on 
support requests

Great for search engine 
queries

– Write answers to 
questions

– Get to your target market



Product Page
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One page to sum 
up what products 
you offer

Each description to 
link to more detail

– Overview is useful for 
visitors who want to 
learn more



Rest of the pages

Customer 
stories/testimonials

Information articles 
(white papers)

News stories

These pages build credibility
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The Sales / Landing page

Improve conversion of sales 
from Google Adwords

Make sure your advertising says 
what it should

Don’t send visitors to your home 
page

They are called landing pages 
because that’s where you land 
after clicking an Ad
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Site Map Page
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Helps visitors get to any 
page with one click

Used by search engines 
to find web pages
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The Golden Triangle

Eye tracking study to 
determine how visitors 
view web pages



Summary of Website strategy

Match your website 
objectives to your business 
plan & marketing objectives

Every page should have an 
objective & call to action

Think about what it takes to 
convince your visitor
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