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Introduction





  ‘I’m honestly freaking out, are we going to be okay, Filip? I’ve got a family and staff to support, if we lose our website traffic our company is

  screwed.’




  I was freaking out too. Our old boutique agency had taken a low-seven-figure Australian tour client through a whole website evolution including a new brand, layout and structure. And upon

  launch, the visitor count dropped.




  The problem was that the four-person development team I had hired to build the website had blundered – big time. I had made the wrong choice in supplier and could now be responsible for

  sinking a financially healthy business. The new website wasn’t bringing in the traffic source responsible for over 70 per cent of their business: people searching Google for tour providers in

  their niche. And Google traffic needs a well-built website for rankings and traffic.




  Of course, while all this was going on I had to keep mentally tough. I needed to serve our other agency clients, fulfil my responsibilities to my business partner, and when I went home each

  night, present a human face to my fiancée.




  I’ll explain how we turned that situation around, but first I need you to understand my aim in writing this book.




  This is the kind of stuff that keeps me up at night. When, with all the best will in the world, website strategy goes pear-shaped and good people stress out because either know-how or know-who

  isn’t up to scratch. Basically, I hate making poor decisions and get huge pleasure from knowing that I’ve made the right moves.




  There’s a lesson you’ll learn throughout these pages, which is contained in what I said above: a business with only one revenue stream, one source of traffic, one way to get

  noticed, is too vulnerable. This book will show you how to get more of your market to visit your website, and thus protect you from a single point of failure.




  Elon Musk, the most effective person alive today, compares topical knowledge to a semantic tree. If you have a website with some traffic coming to it but you don’t fully understand how it

  all works, you have a tree without a trunk. You’ll keep learning about different branches and leaves, but without the fundamental principles in place there’s nothing stable to hang on

  to.




  Allow me to help build your tree trunk.




  Are you in? Devote the four hours it will take you to read what I have to say, and I guarantee that when you put this book down you will understand how to scale what is working, remove what

  isn’t, and create results for your business.




  As for that tour-business crisis . . .




  Once we worked out the root of the problem and captured the flow of traffic from Google, the company saw a 70 per cent increase in sales. The impact was so strong that the business owner

  temporarily stopped any additional efforts to gain more traffic in order to find a new office and hire more staff to handle the increase in email and phone inquiries.




  Suddenly we were all sleeping a lot better. And if you are struggling to get your website noticed, you’ll soon be sleeping a lot better too.




  





  
How I Got Started




  My interest in driving website attention began when I worked in LA as an intern at an agency looking after the Air Jordan and Sony PlayStation accounts. My boss showed me the

  legendary seven-minute clip of Alec Baldwin’s sales monologue in Glengarry Glen Ross (if you haven’t seen it, put your coffee down and have a look).




  Those seven minutes changed my life.




  Little did my boss know that I would build a career on that monologue and put this approach at the centre of what I do.




  I moved to NYC to work at an agency on iconic Madison Avenue, diagonally opposite the Flatiron Building. My job was pitching to bloggers games and toys from the agency’s Hasbro toy

  account. Seeing the bloggers write about whatever I had pitched fascinated me. I wanted to know how the attention they brought to each item impacted sales.




  Moving to London, I worked for another agency where I pitched to bloggers whatever mobile phone we were selling and learned to measure the traffic behind their blogs. I enjoyed analysing the

  website and traffic game much more than the process of pitching, so when I had the opportunity to work for the Head of Media at the City of London Corporation to set up their first foray into

  social media – which bloomed into eighty separate social-media channels –I quit my agency job. It was 2009 and organizations were starting to take web traffic

  seriously.




  Shortly afterwards, together with my friend Sam Kidby, I set up a boutique web-traffic agency. We ran it together for five years, buying and using just about every kind of web traffic that

  existed. We worked for smaller companies who needed websites to grow their business, larger clients like Marriott and Harvard Business Review, and lastly with other marketing agencies

  wanting to make sense of their traffic.




  How to: Get Your Website Noticed contains all the lessons I’ve learned and mistakes I’ve made after a decade, and about 25,000 hours, of working on my craft. I have drawn on

  my website experience, the hundreds of technical books I’ve read, and the wisdom I’ve garnered from my network of peers. It will make your head hurt a bit, and change your perspective

  on the symbiotic relationship between your website and those who visit it. It will also, if you take action, help to grow your business.




  Let’s roll.




  





  
Glossary





  Here are the main terms you’ll find in this book.




  Ad: any advertisement that you paid for to get traffic to your website.




  Analytics: communication of the patterns found in the metrics; logical analysis that is future-focused.




  Autoresponder: an automated email sequence that starts when someone opts in.




  Backlink: a link that points to your website from an external website.




  Bounce: when someone comes to your web page and leaves without visiting a second page. Nothing to do with time on page.




  Click-through rate (CTR): the ratio of people who clicked vs those who had the option to click.




  Conversion rate: the ratio of people who converted to a goal vs those who had the option to do so.




  Cost Per Acquisition (CPA): the cost for someone to take whatever step you want them to take.




  Domain: the url of your website, aka yourname.com.




  Empathy: the most important concept in this whole book.




  Funnel: any sequence of traffic with a goal at the end.




  KPIs: Key performance indicators (usually target metrics).




  Landing page: the first page a website visitor lands on.




  Market: The total audience online that is relevant to your website.




  Metrics: the numbers, presently and in the past.




  Opt in: to subscribe or give an email in exchange for something.




  Opt out: to unsubscribe.




  Persona: your ideal website visitor.




  Traffic: sources, channels, visitors, people, users – all various ways of explaining the people that land on your website. Traffic can be cold, warm or hot

  – temperatures that represent how familiar and interested a visitor is in your website.




  UTM: simple code to attach to a URL to track a traffic source, medium, and campaign name.




  





  
Part One




  HOW YOUR WEBSITE STRATEGY IMPACTS YOUR BUSINESS GOALS




  





  




  Those of you aged over thirty will remember the primitive websites created in Geocities, and the bleeps and blurps made by a 56K modem trying to connect

  so that you could surf Netscape. I sure do. I was fifteen and in high school when my teacher pulled my parents into a meeting. ‘Your son is the only student in my class still writing homework

  on a typewriter. He needs a computer.’




  I also remember messing about on my mum’s computer and somehow getting a virus on the black-and-orange screen. Perhaps it was from the 5.25 inch floppy I was using. All it said was

  ‘Your computer is stoned’ and I cried because I thought I had broken it. I didn’t know what stoned meant.




  But keeping up with the evolution of the internet is what I’ll be doing for a very long time. I sigh when I hear people say ‘Websites are dead!’ Some gurus try to argue that

  all they need is social media to represent their business, but let me assure you: websites are more alive than ever and I know the numbers intimately. Meanwhile, the internet is morphing out of its

  awkward teenage years and turning into a grown-up.




  Now more than ever websites can make or break your business. They are the primary place for people to find you online, to research you, and to decide if they trust you. For example, I see that

  the About page and team page of all the service-based clients I’ve worked for gets visited before and after an initial meeting takes place. Product-based businesses

  know their website is the cheapest and often most important shop front they have.




  To prepare for the first chapter, I want you to think about the main ways you find new products or services.




  McKinsey calls this the consumer-decision journey. It loosely includes:




  

    

      

        •   Initial consideration: mentally shortlisting brands based on brand perceptions and recent touch points (set off by a trigger/need)




        •   Active evaluation: the process of researching potential purchases and adding and subtracting brands as they evaluate what they want




        •   Sales moment: finally selecting and purchasing one brand




        •   Post-purchase experience: the consumer’s expectations are tested against reality and inform the next customer journey
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  This matches up with some of the ways you find services and products, doesn’t it? While I don’t discuss loyalty, it’s important to see how it all fits

  together.




  Now let me throw in the role played by your website during the initial consideration. There are four ways a brand is shortlisted:




  

    

      

        1. Store/agent/dealer interactions – not something your website can help with




        2. Consumer-driven marketing – ever-potent word-of-mouth, online research, reviews (your website may play a part in due diligence)




        3. Past experience – your website may play a part if it’s a repeat customer




        4. Company-driven marketing – your company’s efforts to reach the market


      


    


  




  The specific type of website you will need is something we’ll cover in Chapter 1. But first let’s sort out the framework for getting that website noticed. Stick with me, it’s

  important we cover this before heading into Chapter 1.




  I’ll use my obsession with Alec Baldwin’s character in Glengarry Glen Ross to illustrate how your website works with company-driven marketing. As he’s shouting at

  Jack Lemon’s salesman character and pulling his big brass balls out of his laptop, he focuses on the chalkboard where the four letters spell A–I–D–A.




  

    

      

        •   ATTENTION: The source of traffic




        

          

            This is what this book is all about: how you get noticed by your market. Getting traffic.


          


        




        •   INTEREST: The first website visit




        

          

            Your website content. Where cold traffic goes. This is Part I of the book and it’s essential to get right before we worry about getting noticed. Because if the

            visitors come and you can’t keep them interested, you’ve wasted time building something that doesn’t work.


          


        




        •   DESIRE: The repeat visits




        

          

            This is also in Part I, and is harder than keeping someone interested. Taking someone from being interested to salivating at the mouth takes skill, strategy and the

            right content. And more often than not, it takes multiple touch points and site visits.


          


        




        •   ACTION: The conversion




        

          

            If you get desire right, this part follows naturally. Action might mean an email or phone call lead. Or it might mean a sale. Or if you are building your

            platform or brand it might mean an email subscriber, or a social-media follower.


          


        


      




      ‘Get them to sign on the line which is dotted.’




      The following four chapters will teach you:




      1. What kind of website you need to match your business – and the main pages you should use




      2. The role your brand plays in making an effective website – this covers imagery, copy and identity




      3. User experience and the traffic funnels you need to map out to make your website’s visitors’ experience a good one




      4. The content you need to attract the right traffic


    


  




  





  
1:




  WEBSITES AND PAGES




  1.1 Website Types




  What kind of website do I need?




  You might already have a website. You might be looking to update an existing one or to build a new one from scratch. Start by asking yourself the following questions (if you

  aren’t looking to build a site or understand the full cycle of costs, skip to the section 1.2 on page types):




  Am I selling my company or myself,


  and do I just need a brochure online?




  Perhaps a static one-page brochure site is all you need. These can be made without a Content Management System (CMS), which often means it’s much harder to update

  if you aren’t a developer, but cheaper to create. And it loads fast online. You can also look at one-page scrolling parallax websites. These are becoming very popular because they look cool

  and give depth to your website.




  Do I plan to create content for my site on a regular basis?




  If the answer is yes, you will want a dynamic content site with a CMS. The gorilla CMS in this space is WordPress. It runs about a fifth of the world’s websites. Although

  it began for blogs, it’s grown to run all kinds of websites including ecommerce. Even some large news sites like TechCrunch use WordPress.




  Am I going to sell any products or services directly through my website?




  Yes? You are looking for an ecommerce website. These often cost a lot because they need to be secure and flexible, and handle payments. Magento and Shopify are the most

  popular website CMSs who handle this.




  Am I building a community or membership site?




  Self-explanatory, but you are either looking to build your own membership site, or you might use one of the existing platforms that serve this function. There are plenty of

  third-party modifications (called plugins) for WordPress sites that turn them into membership websites. If you run physical events sites, meetup.com might be a fit.




  Am I building a directory?




  You might want a directory blended with a content CMS. Drupal, Joomla and WordPress are all popular options.




  The majority of websites fit into one of these categories or are a blend. Let’s now discuss how much this all costs.




  How much should it all cost?




  First let’s break apart all the components of a website and then attach costs:




  Domain




  This is the website address. Popular providers of this are GoDaddy and 1&1. Expect a typical domain name to cost about £7 to £35 a year. Now pretty much all the

  short, good URLs have been bought. Expect to spend anywhere from a few thousand to over 30K for a premium short domain that ends in .com, .net or .org. The sky’s the limit for those with

  great-sounding domains, and often the brand makes the investment worth it if your company is earning in the upper-six-figure or higher space.




  Hosting




  Pretty much never get the cheap hosting that you can buy from the same company you bought your domain name from. It sucks. Without going into details, any hosting under £7

  a month just isn’t going to be great. You don’t need to be spending hundreds a month if you are a small company, but for reference I spend about £70 a month combined for five

  small sites and I consider that middle-of-the-road. More expensive solutions include RackSpace and Amazon, and with hosting, what you pay is often indicative of the results.




  The cheaper solid providers I have had good experiences with include Site5, SiteGround and WPEngine (the latter is great for those on WordPress).




  Whatever you are spending, the important thing is that your website loads up in under a few seconds. Five seconds is the absolute max and that is already far too long,

  resulting in higher rates of people abandoning the site. I like to hit the two-second mark.




  Understand what a Content Delivery Network (CDN) is, as it might be a game changer for your site-speed, especially if you have many images. Popular providers include Cloud-Flare and Amazon.




  Brand identity




  This means all the visual aspects that form your overall brand. It might be found in the website designer, but often logo work needs a specialist. Good logos usually cost

  £1K and up. Sure, you can get a £70 logo designed but it’s going to feel like that. There’s a reason good logos cost thousands.




  Website design




  I’ve worked with designers who charge from a few hundred a page to a couple of thousand a page. Having learned what good design does to website results I usually go for

  the higher-end stuff.




  Most people new to design don’t realize that for each page designed, about three versions need to be created to match Desktop, Tablet and Mobile views. That’s without going into

  retina display on Apple and other resolution issues.




  Frontend development




  This is everything you can see on a website. A frontend developer needs to be able to take a designer’s Photoshop files and slice them up and make them work on a real web browser. Pixel perfect is something you are looking for here. A frontend designer will have an understanding of HTML, CSS and JavaScript.




  Backend development




  All the frontend needs to live somewhere. A backend developer is in charge of the data, the server, the application and the database. It’s the stuff visitors don’t see but supports

  the frontend. You need backend to manipulate data.




  I like to think of the designer as the interior designer, the frontend as the team who realizes the designer’s vision, and the backend as the actual construction of the house.




  Full-stack development




  In some cases where the site is a brochure site, you can get away with a full-stack developer, someone that can do both. But just like, say, a baker and a chef, most people are better at one

  than the other, and a jack-of-all-trades, once the website gets complex, is rarely a good idea.




  And yes, I’ve used a designer that is a full-stack developer and while the results weren’t great, they did exactly what was needed. Just expect these to not cost that much and the

  quality to not be that good.




  Maintenance




  It used to be common to have monthly retainers with the web team who hosted your site but I don’t recommend this if you are a smaller company or sole owner. It’s too easy to pay for

  the hosting directly and have a contractor who is an email or phone call away should anything go wrong. Things rarely go wrong, however, if the site is built well and if

  hosting was set up correctly from the start.




  Sites like codeable.io are making monthly retainers extinct. This doesn’t apply if you are a deeper seven-figure company, as you may already have an IT team in-house.




  And how many years should my website last?




  The shelf life of your average website is about three years. Five years is too long – in five years a site shows its age.




  What doesn’t change is the site architecture (more on that later) and the core pages, if they were built strategically. It’s good practice to touch up the design every year or so,

  after looking at what the rest of the market is doing.




  For example, five years ago the majority of websites were not responsive (mobile friendly). Now they must work on mobiles – it’s not an option. Even popular social networks change in

  that time, so if you have a blog with social-media share buttons you may need to swap one network for a newer, more popular choice.




  1.2 Page Types and Their Purpose




  The main work-horses: Homepage, About, Team, Contact, Content/Blog, Offer/Sales Page, Campaign Landing Page.




  Homepage




  In one sentence: Where visitors want to understand the purpose of your company.




  The biggest common mistake I see in homepages is too much stuff being thrown on there. A visitor lands on the page and finds all sorts of calls to action (CTA), requests to click on this, read

  that, scroll here, check out this social media, etc. Don’t do this if you want a good first impression of your website.




  Your homepage should answer these questions for the visitor:




  

    

      

        •   What is the purpose of this website and company?




        •   Does the brand strike you as trustworthy and interesting enough to devote a few minutes of your time?




        •   How might investigating this website benefit you?


      


    


  




  It’s also the page that displays the four prominent parts of your brand:




  

    

      

        •   Name




        •   Logo




        •   Your sales moment1




        •   Hero image
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  In short, you want to answer the questions that someone in the initial consideration phase might have about your own company.




  Those who visit your homepage are likely to either know or have heard about you. Traffic is usually traced back to people searching for your brand name on Google, or clicking a link in an email

  footer, or by word of mouth. It’s not the page that most of your traffic will go to if you are actively marketing your website. If you are actively marketing, you’ll want tailor-made landing pages that match the source of traffic.




  We’ll get to how to find your sales moment, but for the moment think of it this way. It will be the most prominent sentence on the page, near the top and in the biggest font. It has to tap

  into the reason people would say ‘Yeah, this is worth my time.’




  Optional: A short explainer video goes a long way to crank up interest for many new visitors, and you should set up the main action you want people to take – such as getting in touch

  – after visiting the homepage.




  Finally, don’t forget to make it easy to get in touch. One 50-person company forgot to link to their address at the bottom of the homepage, and once we did link it we found it was used at

  least once a day.




  Essential reading on website pages: Steve Krug’s book Don’t Make Me Think (2005).




  The About page




  In one sentence: Where people go to learn about who you are and how that could benefit them.




  The About page isn’t about you. It’s about how you can help the visitor. Don’t try to be clever, just call it About.




  This page is great for sharing a short story that connects with the visitor emotionally. Make sure the narrator’s name and photo are also on the page. I don’t recommend cartoons or

  other representations. Use your name and a quality image that matches your brand tone. And don’t be boring – a common mistake.




  The About page leads on to the team or individual bio page(s). Make this navigation easy.




  Team/People page




  In one sentence: Where visitors go to get an understanding of who they spoke with or are going to speak with.




  If you have a team of fifty or fewer employees, I recommend a page that lists everyone together, with individual pages for the staff who are client-facing.




  This is so important, because these pages are visited by people either prior to or right after meeting with someone. I see the same three-day timeframe (day before, day of the meeting, day

  after) of visitors coming to individual bio pages.




  After the content pages and the homepage, the team-member pages are the most visited – because humans want to know about the other humans they are dealing with.




  Contact page




  In one sentence: Where people go to get in touch and find your address.




  Keep this simple, list the relevant contact phone number(s) and email(s) and postal address. Don’t go overboard with social-media links. It’s very common to have an email form on

  these pages, but from my experience having an email in plain text above the form allows people to choose how the email is sent. The plain-text email will usually get used

  more than three times the amount the contact form is used.




  This is the page that almost never gets visited first in a website session, but is often visited last. It’s common to see an exit rate (when people leave your site) of over 90 per cent

  here if you look at your analytics. This is normal.




  Content/blog post




  In one sentence: Where visitors go to get educated, entertained or both.




  Content pages such as blog posts, videos, and case studies are great pages to send new visitors to. This is because good content pages educate and/or entertain and are usually the best way to

  warm up cold traffic.




  They are replacing the sales page as the most common landing page (the first page new visitors see).




  Offer/sales page




  In one sentence: Where visitors go at the active-evaluation phase or moment of purchase.




  This is a crucial page if you sell products . . . obviously, Sherlock. A huge thing overlooked by most people are the different shopping habits used on a device. Given our rising mobile and

  tablet use, and growing comfort with completing a purchase on a mobile phone, sales pages need to be designed separately for these devices.
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