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The Power of Social Media and Online Marketing

TURBO-CHARGE YOUR WEB SITEl |

Turbo-Charge Your Web Site!

The Power of Social Media and Online Marketing

You might think that the big fat cheque you’ve paid your web designer is all that’s required
to guarantee a successful web site, and by successful | mean one which attracts lots of
visitors who go on to buy your products or services.

The reality is sometimes a little short of the dream.

I’'m going to explain why your web site might need more help than you think to be a success,
and I'll show you some ways to reach your goals.
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YOU'VE GOT A WEB SITE!

i s O
...Very pretty! {v The Office EIf ®
1 //

Now what!

Just sit back and wait for the visitors to
roll up and sales to go through the
roof....right2

So you’ve got a web site...?

So you’ve had a web site built for your business. It’s beautiful and your family and friends
have all admired it, too. And so they should — after all you probably paid a king’s ransom for
it. You're ONLINE! YAY!! Now what?

Well you might just sit and you wait for all the new customers to come flooding in, because
of course, you have a web site now. That’s what happens when you have a web site isn’t it?
But it doesn’t happen quite like that. The trickle of visitors soon turns into...another trickle

of visitors.
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BEING PRETTY AND USEFUL ISN'T ENOUGH — YOUR WEB SITE NEEDS HELP!

Why isn't my web site working?

How can | get more attention?

Your web site needs help!
What’s happening?

For a web site to work at its best, it needs a lot of help to get noticed. It needs to get noticed
by both search engines AND humans because if the search engines don’t notice your web
site, or if they don’t think it’s the best web site to answering someone’s search query, it
won’t rank well in search results and then human visitors won’t likely see it either.

So don’t think that the job is done once your web site has gone live. Unless you have the
budget to hand your online marketing strategy over to a professional, your work is only just
beginning!

I’'m going to show you that your web site is not your only online tool. I'll show you a whole
bunch of online marketing tools that will not only boost your business profile; they’ll boost
your web site traffic too. In fact, it’s probably not exaggerating to say that your business and
web site may even depend on some of these tools to get the attention you want it to.
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THE 3 SOURCES OF WEB SITE VISITORS

How do visitors land on your web pages?

Direct: Typing the whole web site address into the browser — eg, www.tomscatfood.co.uk.
This is great for people that already know of you but you want to reach a much bigger
market than existing customers. Not everyone will know you even exist, and those that do
may not know your web site address.

Search: Use a search engine to type in a query such as “best cat food”. The problem is,
another web site may rank better than you. If your web site isn’t on the first page or two of
results, you could be in trouble getting search traffic this way.

Referral: Someone likes your web site content and shares it with lots of other people by
creating a link to it from another web site.

We're going to focus on referrals. | think they are a great way to get more traffic because
someone has taken the time to talk about you (in a good way hopefully). These referrals (or
links as they’re more commonly known), especially from social media, don’t just carry a lot
of weight with people. Links also carry weight with search engines, as I'll explain shortly.

Done well, social media is a great platform for getting links.
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Why use social media and online marketing to
promote your website?

'  TO encourage more visitors

¢ They love what they see

| Visitors share your content with
friends and colleagues

* Gradually everyone hears about youl!

| Search engines love popular web
sites with lots of links

* And they reward you with better ranking

Why Use Social Media and Online Marketing to Promote Your Web Site?

You want your web site to be found because it’s fantastic and once people see it they’ll
realise what a great product/service you offer and buy from you. Ok, perhaps it’s a little
more sophisticated than that but that’s the bottom line isn’t it?

e Social and online media will encourage more visitors to your web site

e |t will encourage people to share your great content with others via links

e The more this happens, the wider the net of people who hear about your web site
e Search engines love web sites with lots of quality, relevant links pointing to them.
e They may reward you by ranking your site better in search results

Matt Cutts — Head of Google’s web spam team, guru to SEOs, confirmed in December 2010
that links shared through social media have a direct impact on a web site’s ranking. This
makes it worth the effort of trying to drive more traffic to your web site using online and
social media methods.
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HAT ARE YOUR ALS2

Drive traffic to your web site
\

Increase leads and drive conversions

Your plan:

N\

Increase the conversation about your brand

o

—

Build and strengthen your brand

What Are Your Goals?

When you start your marketing campaign, decide what you are hoping to achieve. Online
marketing may be able to:

e Drive traffic to your web site. This increases your leads and your chances of
converting those visitors to customers.

e Social media and online marketing won’t just improve your visibility on the web.
Getting people talking about you and sharing links to your web site content increases
the conversation about your business. Eventually this online conversation will spill
over into the real world.

e Building up your reputation and popularity will strengthen your brand.
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IT'S NOT ALWAYS GOOD TO SHARE!

Links from a Border Collie Rescue web site

direct .co.uk D

http://www.london-translations.co.uk

These links are irrelevant to this web site — no brownie points for either of these links!

Not Every Link is a Good Link!

You need to be a little selective about where you get your links from.

This example shows a couple of links on a web site about Border Collie Rescue.

Not only are these links totally irrelevant, and therefore unsuitable for this web site, they’re
buried away on a rarely-visited Links page. Does anyone even go to links pages on a web

site?

Google will not give any brownie points to these two web sites. They are NOT from a web
site that has ANY relevance to their own.
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THIS IS MORE LIKE IT:

\ 4 Wincanton Window
\\”}‘ Y Art, Sex and Binge Drinking in Georgian London - that got your attention, didn't
mdo it!

Rakes, Rogues and Gentlemen of the 18th Century |
Ml Wincanton Window
www.wincantonwindow.co.uk

ka Foster, the well-known local History of Art lecturer,
an illustrated talk a garth's London a

ckets at the door £10 to include wine and light
refreshment

285 Impressions - 0.70% feedback
ﬁ Like - Comment - Share

2 people like this.

Write a comment..

A Facebook page that links to content on a community web site.

Followers can click the link to the web site and “share” it with all their friends, so they can see
the link too

This Is More Like It

These Facebook followers are expecting to see links about things that relate to their local
area, and that’s what they get. Here’s a snippet of an article they might want to read, with a
link to the full article on the Wincanton Window web site. Facebook readers can click on the
link to see the full article.

If readers also click the “Like” or “Share” buttons on the Facebook page, the link will appear
in their own News Feeds too, and all their friends will see it. This is how web content goes

viral.

Build up a network of followers who are actually interested in what you do and are more
likely to share your content.

Try to ensure your social media content is all “themed” —in this case, local news and events.
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The result?

In the last month, 324
people came to the
home page of this web
site by following a link
from Facebook

What Parking Charges?

The Result of Good Linking Tactics

This web sit had 324 visitors from Facebook alone in one month. Apart from direct entries
via the url and click-throughs from random search queries in Google, that’s the highest
source of visitors for this web site.

So links from social media and other forms of online marketing really do count now towards
optimising your web site and if you can create some of that buzz around your own business,
it can only be a good thing.
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PUTTING THE PLAN INTO ACTION

#SEOMOZ
Do This Stuff Instead; It Really Works

Blogs+ Blogging

INBOUND MARKETING! e

[EEI—— (Find Your Audience Organically onthe Web)
Document Sharing

o AN

Putting the Plan into Action

With your goals defined, how are you going to deliver them? There are thousands of social
and online media platforms out there and some of them will be more suitable to reaching
your goals than others.

The diagram above was kindly borrowed from a blog that | follow called SEOMoz and it
illustrates pretty much every kind of marketing that can feed back to your business. Most of

them are online tactics and many of them are free.

Let’s talk about some of them in more detail:
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SOCIAL NETWORKS

o = o
N R T

Facebook

Twitter £

VRNV - AALESRONT

LinkedIn

Social Networks:

The whole idea is to follow businesses, people or groups that interest you and attract a
following of your own.

Facebook: The biggest, possibly most effective of the social networking sites, with around
600 million active users (2011). Build a following of fans. Promoting events, products and
services. Upload photos, video, links, create discussions. Interact directly with customers and
nuture relationships with them.

Twitter: Micro-blogging in 140 characters, with around 200 million users worldwide (2011).
Share thoughts, interesting information and links. It’s easy to use and good for connecting
with customers.

LinkedIn: It’s a business-only site. You won’t connect with a fan-base of customers here, but
LinkedIn does provide a platform to establish your business credentials /qualifications /
experience and network with other professionals and business ventures.
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BLOGGING

Got more to say? Try blogging

* Share information

* Establish your expertise

* Build a community of readers who might become
customersl!

Blog about things related to your business:
* Industry developments and news

* Reviews of related products or services

* Tutorials

* Tips

* How-tos

* Embed videos, audio, pictures and links

Try Wordpress.com or Blogger.com for free,
easy to use blogging software

Blogging:

Great if you have some writing talent and have more to say than can be easily fitted into a
post on TwitFace. Blogging is good for sharing information, establishing yourself as an expert
in your field, for building a community of readers that share your interests.

You don’t have to blog about your business — just things that are related to what you do. It
might be industry developments, reviews of related products or services, tutorials, tips and
how-tos, embed videos, pictures, audio.

WordPress is a brilliant blogging platform and Google’s own Blogger is also very popular.
Both are free.
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SOCIAL BOOKMARKING
. ‘
= =
Digg.com : _ = oan
StumbleUpon.com
Delicious.com = o

Social Bookmarking Sites

Social bookmarking sites such as Digg, StumbleUpon and Delicious all share the same basic
principle of users bookmarking their favourite web sites and links.

Everyone using the site can see what web site is being bookmarked / look / share. These
sites have less use for you as a direct method to promote your business or to contact
potential customers, but if others are using these sites to bookmark your web site content,
your web site stands a good chance of being seen by many other people using that site. This
could really put you on the map!
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FORUMS

. i i i i SHOPPING
A message board / online discussion site ¢ <PENDING

* Read and post messages on different subjects
* Become known as an expert in your industry
* Build a network of useful contacts

Host a forum on your own web site:

* Provide a useful forum to answer people’s questions
* It’s not a profit-making initiative in it's own right, BUT...
* Building your reputation as an expert can springboard you to other opportunities.

Forums

An Internet forum, or message board, is an online discussion site where people can hold
conversations in the form of posted messages. They’re usually specific to a particular subject
or industry. You create a username, follow the conversations that interest you and start
contributing yourself. The benefit to you is that, in time, you can build up a reputation for
yourself / your business as an expert, build authority and respect. As with blogging, you may
come to recognise many of the people who comment regularly. As they get to know you too,
you can build a useful network of contacts.

If your industry generates a great deal of discussion and you believe in a community of like-
minded people all willing to ask and answer questions, debate hot topics etc. you could host
a forum yourself. It’s NOT a profit-making line of marketing in itself, but if you do it well,
you’ll be regarded as an invaluable resource within your niche and that may well pay off for
your business.

For example, Martin Lewis is widely regarded as a consumer champion in all matters relating
to finance. His forums on the web site www.moneysavingexpert.com don’t make him any
money directly, but they’ve made him very well known and he is often seen on TV. His career
is doing just fine!



http://www.moneysavingexpert.com/
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ONLINE VIDEO & PODCASTS
GO /8[6 karate Search

About 62,700,000 results (0.12 seconds) Go 10 Google.com Advanced search

*J Everything » Karate - Wikipedia, the free encyclopedia

@ Images Karate (2% is a martial art developed in the Ryukyu Islands in what is now Okinawa, Japan
It was developed from indigenous fighting methods called te (.

B Videos Comparison of karate styles - Kata - Kyii - Full contact karate

en.wikipedia.org/wiki/Karate - Cached - Similar

&l News
Shopping Videos for karate - Report vi

W Realtime
W Books
W Blogs
| More

youtube.com

Karate Girl
2 min - 20 May 2008
metacafe com
Lewisham, UK v

Change location

Videos can be added to:

* YouTube

* Your web site
* Your blog

* Facebook

* Link to Twitter

Online Video and Podcasts

Have you thought about putting videos and podcasts on your web site? YouTube is the 2"
largest search engine behind Google. YouTube has more searches than Yahoo and Bing.
Google owns YouTube and ranks videos within its natural search results. Whether you intend
to search for videos or not the chances are, if you’ve used Google to find anything remotely
interesting, you'll have seen videos from YouTube crop up in the search results.

YouTube doesn’t always spring to mind as a social media platform but sometimes a video
just reaches out more easily than a page of text. Create “How to” videos to demonstrate
your expertise, or an entertaining video showcasing your products. Videos really do work as
a visual medium.

Podcasts: Podcasts are a form of audio broadcasting on the internet. You can talk about your
business directly if you want, but increasingly podcasts work more indirectly by engaging
people with useful information. Think about interviewing experts on a range of subjects that
might be related to your industry.
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COMMENT MARKETING

Comment on other, relevant sites to:
Linkedin Group

* increase awareness of your brand Discussions
* establish your expertise Forum discussions
* network with useful contacts

* Indirectly encourage links to your
site

BUT Facebook Pages

Don't be spammy!

Twitter

Comment Marketing

This sounds a little odd but we’ve probably all seen it a hundred times if you’re a regular
reader of blogs and articles. You're reading a blog and various people have left comments at
the end of an article. Some of those comments are actually marketing attempts by people
trying to promote their own business.

It’s tricky to do well without coming off as totally spammy but, if you tread carefully and
respectfully, it’s possible to not only avoid hacking people off, you may gain a few links to
your web site and tempt a few people reading your comment to click the link.

Example: a blog article is reviewing the merits of dry food for cats. You happen to have
something relevant to contribute in the comments because, being a cat food manufacturer,
you know a thing or two about cat food. So leave a comment and add a link to something
relevant on your web site that more fully demonstrates your comment.

Top Tip: Don’t leave links in comments the first few times you comment. Become a friendly
face in the blogosphere first, offer insightful comments that help people out. Once you’ve
earned a little respect, then, very carefully and very occasionally, include a link — but only if
what you are linking to is really relevant and useful to the conversation.

Good article: http://veryofficialblog.com/2009/06/21/comment-marketing-for-beginners/
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News / Media / PR

ONLINE NEWS

| Online news web sites and magazines

*—

* Local BBC, This is Somerset, Wincanton Window, Somerset Life. Google
“Somerset news” for more ideas

| Industry-specific web sites _

* Who provides the latest news on developments etc in your industry?

* Does a celebrity use your product?

I Press releases ]

¢ Craft a press release for the general me

might be picked up if it's
interesting enough

| Pay for advertorial

* For a price, you'll be sure of getting some space in your chosen media

Can you use online news web sites to promote your business?

e Think of online news channels, online magazines (eg Wincanton Window, your local

BBC web site, the web site for your local printed paper etc)

e Industry-specific web sites: who provides the latest news on developments in your
industry?

e Fanzines: Does a celebrity use your product?

e There are lots of ways to issue news about what your business does. Submit press
releases, which may or may not be picked up, or pay for advertorial, which

guarantees it will.
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WEBINARS

An online seminar. Using a computer, you can hear a presentation and see the presenter’s
slides, but you can’t see the presenter themselves and they can'’t see you.

Benefits:
V A great medium if your business has something to teach
V For the user, it's like attending a seminar from the comfort of home
V Ease of access encourages attendance
V The attendee can type in questions or make comments during the seminar
V Inexpensive compared to a live seminar with venue, facility and travel costs etc
V Generate well-qualified sales leads

V Webex.co.uk is popular from around £36.00 per month

Webinars

Can you promote your services through a webinar? A webinar is like a seminar, but it’s held
online. Think of it as being able to hold a conference without leaving home. Using a
computer, attendees can hear a presentation and see the presenter’s slides, but they can’t
see the presenter themselves and they can’t see you.

Different types of webinar software have different features but on most of them attendees
can type in questions for the presenter or make comments by telephone.

If your business is the type that has something to teach people, imagine the buzz you could
create by hosting a webinar yourself! Each attendee is a well-qualified sales leads — they
wouldn’t be there if they weren’t already interested in your subject. And the cost of
providing programs like this is inexpensive compared to the cost of planning a live seminar
with a meeting facility, travel costs etc. It’s less effort for people to attend, too, so there may
be more interest.

Look at Cisco Webex webinar software (starting from £36.00 per month — as at 2011).
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EMAIL MARKETING

Creating a database

Be imaginative! Get sign ups to newsletters,
competitions, special offers and freebies.

Sign people up in person when you meet them
Great way of direct marketing to both potential and existing customers
Give valuable information in exchange for their valuable time
Enhances your relationship

Encourage customer loyalty

Convince customers to purchase something immediately

Try Mailchimp.com

Legal Requirements

Directive on Privacy and Electronic Communications

2002, unsolicited emails may only be sent with the prior
agreement of the recipient.

Email Marketing

Eamil marketing went out of fashion a little when it stopped being acceptable to spam total
strangers (in fact there are now EU Directives to stop you doing exactly that). But it’s still a
great way of marketing directly to both potential and existing customers.

The first thing you need to do is persuade people to give you their email addresses
voluntarily and agree to being emailed occasionally. Use your imagination to get a database.
Use your web site or social media platforms to get sign ups to newsletters, competitions,
special offers and freebies. Or sign people up in person when you meet them.

As with all marketing methods, you’ve got to give something that’s useful or valuable in
your emails to entice people to read.

e Done well, you can enhance your relationship with customers,
e Encourage customer loyalty and repeat business.
e Convince customers to purchase something immediately

MailChimp.com is a good way to manage your email marketing campaign. It has a free plan
that allows you to send up to 12,000 emails per month to up to 2,000 subscribers, with no
contract or fuss. You choose a template, design your email and off you go. If you want more
bells and whistles, or you have a larger list of subscribers, a priced plan is available that gives
you lots of customising options and various tools and features that allow you to track the
success of your email marketing campaign.
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ADWORDS

- Paid / Sponsored adverts (aka “Pay-per-Click”)
take the user to a specified page of your web site

. What words or phrases do users search with for
your products or services? ‘ = O ( )gle

AdWords

Create an advertising campaign using many
™ different adverts and include your keywords

Set a maximum price you are prepared to

pay for your adverts to appear.

[7] You don't pay when your advert
appears, only when someone clicks on it

. Google gives your advert a Quality Score (dependent on many factors),
which can affect the cost and ranking of your advert

AdWords

Optimising your web site to achieve naturally good rankings doesn’t happen overnight. It
takes time and constant tweaking and analysing to find out what works. If you want quicker
results, and you're prepared to pay for them, you might want to have a look at AdWords,
also known as Pay Per Click (PPC) advertising.

How does AdWords work (the really, really quick explanation!)?

e Do some keyword research first — what phrases are people using to buy the products
or services you sell?

e Sign up for a free AdWords account and follow the instructions to create lots of
adverts.

¢ Include your keywords and phrases in your adverts.

e Bid on those keywords. Some keywords will be highly competitive, so set a maximum
price you are prepared to pay every time someone clicks on your advert.

e Google also uses lots of factors to determine where your advert appears:

“Your maximum bid; click-through rates; relevance of your ad text and keywords; your
account history; the quality of the landing page, which includes the relevancy and originality
of content, navigability, and transparency into the nature of your business”
http://en.wikipedia.org/wiki/AdWords

An Adwords campaign could be worth it if the cost of your time in managing an organic
(unpaid) campaign to drive traffic to your web site is taking you away from more
fundamental elements of running your business. Give it a go a weigh it up for yourself.


http://en.wikipedia.org/wiki/AdWords
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STOP WHAT YOU'RE DOING AND READ THIS!

Dozens of businesses are trying to
get us to read their blog,
newsletter, Twitter and Facebook
posts.

Why should they listen to you?

How are you different?

What are you offering in return \\
for their valuable time?

Why Should Anyone Read Your Blog/Email/Facebook Page/Twitter Stream?

When we launch our businesses on social media we don’t just want to be found, we want
our potential customers to stop what they’re doing and listen to us. The bottom line? We
want them to buy from us!

Why should they stop and listen to us? We’re all so busy. It’s hard enough getting everything
done in a day without stopping to read the dozens of blogs, Twitter streams and Facebook
profiles that try to grab our attention. What are you saying that’s going to make those
people down tools for a few minutes?
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IS IT WORTH READING?

Time is precious, so give your customers something worth
reading:
* Information
Q Tips
O News
Q Links to other useful media
O Recommendations

Smack ‘Em Between The Eyes with “Can’t Miss This” Content

Time is precious, so give your customers something worth reading:
e Information

o

©)
©)
©)

Tips

News

Links to other useful media
Recommendations
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=Freebies
0O Downloadable content that's useful (e-books and reports, software)
0 Discounts / Special offers
Q Time limited offers
Q Competitions
Q Product samples or free trial periods

“According o a recent study conducted by , a site specialising in reviewing
online, approximately 50 per cent of people who sample a product are likely to purchase the item in future.
Of these, 25 per cent can be expected to purchase the product more than once.”

Journalism.co.uk — 22 February 2010

Give It Away!
e Freebies

Downloadable content that’s useful (e-books and reports, software)
Discounts / Special offers

Time limited offers

Competitions

Product samples or free trial periods

O O O O O
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GET SOCIAL — TALK TO YOUR AUDIENCE!

Encourage your customers to interact with you:

= What do they think of your products and services? Ask them!
Q Their views might just give you some ideas to improve
marketing, product development, customer service and future
innovations.

= If you can get them interested enough to talk to you, chances are
they’ll talk about you, too.

= On places like Facebook and Twitter, a person's activity can be
seen on their profile by their friends, so if they are interacting with
you, their friends might just be curious enough to check you out too!

Get Social — Talk to your Audience!

As we said earlier, social media is a two-way street. It’s about engaging and building
relationships. Encourage your customers to interact with you:

What do they think of your products and services? Ask them! Their views might just give you
some ideas to improve marketing, product development, customer service and future
innovations. If you can get people interested enough to talk to you, chances are they’ll talk
about you, too.

On places like Facebook and Twitter, a person’s activity can be seen on their profile by their
friends, so if they are interacting with you, their friends might just be curious enough to
check you out too!
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ARE YOU JUST LIKE EVERYONE ELSE?

Be different!

Differentiate yourself from your competitors. If you don’t, you're forced into the
unwinnable battle of competing for the lowest prices and the fastest shipping.
Use social media to build awareness of the reasons you're different — and
better!

O Wider range of products

O More expert knowledge

0 Better personal service

Q Quality

0 Niche products not stocked by the mainstream web sites.

Are You Just Like Everyone Else?

Be different! Differentiate yourself from your competitors. If you don’t, you’re forced into
the unwinnable battle of competing for the lowest prices and the fastest shipping. Unless
you’re Amazon, good luck with that!

Use social media to build awareness of the reasons you’re different — and better! Some
examples:

e Wider range of products

e More expert knowledge

e Better personal service

e Quality

e Niche products not stocked by the mainstream web sites.
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SOCIAL MEDIA ETIQUETTE

Or..

PLAY NICELY_!

Oreven...

HOW TO BEHAVE IN OTHER
PEQPLESHOUSES

Social Media Etiquette

When you get going with social media, you'll find it’s a two-way street. You'll find yourself
interacting with other people’s web sites, blog, Facebook or Twitter news feeds.

Do remember, it’s all becoming the best resource for the people you hope might become
your customers, having what they need, whether it’s a product, a service, information.
When you comment wisely on other people’s sites, you can generate some interest for
yourself with your expert, insightful comments.

But there ARE some rules to follow. Ignore them at your peril!
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HOUSE RULES:

=*Give more than you receive. Earn respect.
=*Have something relevant to say. Avoid “Me too!” or “Great post!” types of responses.
=Be witty, but not frivolous or silly.

=Don’t hijack someone’s blog with too many of your comments. It's SPAMMING! When
you comment on another web site article, blog or forum, you are a guest in their house!

=Be original. We have ways of finding out if it's notl.
=Don't whine for attention! The online community will lose patience with you.
=Be brief. Don't waffle.

=Treat others as you would wish them to treat you.

House Rules

Give more than you receive. The benefit of your own experience, links to
information, share other people’s content if it’s good. Earn respect from your fellow
bloggers.

Have something to say. Avoid “Me too!” or “Great post!” types of responses. They
contribute nothing and don’t get noticed by readers who skip read for useful
information.

By all means be witty, but only if it’s in context with the subject matter.

Don’t hijack someone’s blog with too many of your comments. It's SPAMMING!
When you are commenting on somebody’s web site article, blog or forum, imagine
that you are a guest in their house: don’t hog the conversation, defer to other guests
to allow them their share of the limelight.

Be original. You can try to game the system by copying someone else’s article but it
will invariably come to light sooner or later.

Don’t constantly whine for attention! The online community will lose patience with
you. Eg, “Like us on FB”, “Comment on my article”, “Help us get to 500 Twitter
followers today!”

Be brief. Don’t waffle. If you have more to say in your comment than can be
summarised in two or three sentences, save it for an article or post of your own.
Treat others as you would wish them to treat you. The anonymity of the web is no
excuse to be discourteous.
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TO SUM IT ALL UP..,

o/ Create great content

o/ Attract attention to it:

O There are hundreds of social media and online platforms — choose the
ones that work for your business

o/ Online talk about your business creates LINKS

0 Search engines LOVE good quality links — your web site will be
rewarded in the rankings

o/ Your web site should be evolving with NEW content all the time

O Keep creating exciting new reasons for people
to share your content

Good Luck!

To Sum It All Up

e Create great web site content but don’t stop there. Your web site needs help all the
way!

e Attract attention to your web site. Choose the social media and online marketing
platforms that suit your business.

e Create a buzz around your content — the more people talk and share, the more links
to your site will be formed.

e The buzz you create is great news for your business branding too.

e Search engines love quality links. They’ll rewards your web site in search results.

e Keep your web site evolving all the time. Give yourself fresh sources of inspiration to
talk about and give everyone a reason to keep checking what’s new.

Good Luch!



