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Doing a Website Redesign for
Marketing Results




Part I: The Importance of Your Website

Outbound vs. Inbound Marketing

The Internet has changed the dynamics of the business world. For the past decades, marketers have used

“outbound” marketing techniques such as trade shows and print advertising, where marketers push out a

message far and wide hoping that it resonates with a few individuals. These outbound marketing methods are becoming
less and less effective for two reasons:

People are getting better at blocking out interruption-based marketing messages.
The average person is inundated with thousands of outbound marketing interruptions per day and is figuring out more
creative ways to block them out, including caller ID, spam filtering, and on-demand TV and radio.

The Internet presents quick and easy ways for consumers to learn and shop.
Instead of flying to a trade show across the country, for example, a consumer can go the Internet to research and purchase
products or services.

Today, consumers are going to the Internet to start their purchasing process. In order to remain competitive, businesses
need to utilize “inbound” marketing techniques to “get found” by the consumers searching for their products and services
online.

Outbound Marketing Inbound Marketing
telemarketing, tradeshows, direct mail, search engine marketing (SEO & PPC),
email blasts, print ads, tv/radio ads blogging, social media

-
Interruption o Permission
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Your website is the most important
marketing tool that you have
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Part II: The Right & Wrong Reasons

The Wrong Reasons

“We have a new corporate look and feel.”
“I’'m tired of the old website.”

“It’s been 12 months since the last redesign.”
“The design department wants to do it.”
“The CEO wants to do it.”

The Right Reasons

“Get found by more prospects.”
“Convert more prospects into leads and customers.”

“Branding” might be a good reason... if it will drive the goals above.

To Do

Create more, better, optimized content
Create more, better offers and calls to action
Optimize landing pages

THIS MAY UPSET SOME FOLKS.

(ESPECIALLY DESIGNER AND
CREATIVE TYPES.)
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Part III: 7 Website Redesign Tips

1. Goal: More visitors and leads.

The reason you are redesigning your website is to impact your business, not because you are bored with the
design or because your CEO wants it to be blue not red. So, focus on the results you want. More visitors, leads
and customers. Every decision you make should be focused on improving those goals. Keeping that in mind, you
might spend a bit less time worrying about the exact shade of reddish-orange on the callout background, and
more time worrying about things that will improve your marketing results.

2. Avoid pitfalls. Inventory your assets, then protect them.

There are countless ways a website redesign can actually negatively impact your results. In fact, | would say that
more often than not, website redesigns do have a negative impact on marketing results. Your existing website

has a lot of assets that you have built up. These assets help your prospects find your website and help you turn
them into leads and customers. You need to find out what those assets are (great content, keywords you rank for,
inbound links to individual pages, conversion tools) and protect them carefully during the redesign. Watch the
webinar to learn more. PS - Many “web design experts” get this stuff wrong. They are design experts not Internet
marketing experts.

e Website traffichas doubled
e Lead flow has doubled
-- Noel Huelsenbeck, CEO, Vocio
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3. Spend resources on remarkable content that attracts and converts. Not unique
design.

There is a great article from Seth Godin about this. He says “I’'m going to go out on a limb and beg you not to cre-
ate an original design. There are more than a billion pages on the web. Surely there’s one that you can start with?
...Your car isn’t unique, and your house might not be either.” | agree. Most people care about the content more
than the design. The design should be good, but that does not mean unique and expensive.

4. Create an ongoing content building strategy.

If you have more content, on average you will have more website visitors and grow your business faster. A 100
page website will beat a 10 page website 90% of the time. And a 500 page website is even better. And if some of
those web pages were written recently, that’s even better. So, build a strategy to continue to add more and more
content to your website over time. Hint: Blogging makes creating content easy, but read this before you screw up
your blog.

5. Enable conversion experiments.

The key to driving your conversion rate and the number of leads you get from your website over time is to con-
stantly improve the effectiveness of your conversion tools - this usually means your landing pages. If you build a
completely static website and have to go to a consultant or IT person each and every time you want to set up a
new landing page or to change an existing page, you might be limiting your ability to quickly experiment and im-
prove. | am a believer that some sort of system that lets you edit content and build landing pages without having
to know coding is a good idea.
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6. Include a blog, RSS, landing pages, SEO.

Any website built today should include these basics. They are not expensive, and they work. A blog is a great way
to create content on an ongoing basis, and to start to converse with your customers and prospects. RSS allows
some content from your website to be automatically pushed out to other websites and people, increasing the
reach of your content. Landing pages are critical to actually get value out of your traffic. And SEO is not hard, and
it really works.

7. Metrics: Visitors and leads.

We have come full circle. If the goal was to increase visitors and conversions, then that is the metric we should
track. What does this mean? It means if the CEO hates the new design, tell her to go pound sand and show her
your improved lead conversion metrics. If our creative director says he loves the new design, ask him to explain
why you are getting fewer leads and why you should not change the website back to the old one.

A business website is a business tool and should deliver business results. Leave the works of art to the galleries
and museums. Your career and your company will thank you for it.
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Part IV: Marketing Resources

Website Grader (www.websitegrader.com) — Useful tool for measuring the marketing effectiveness of your
website, get a free custom report in seconds with advice for your website

MarketingProfs (www.marketingprofs.com) — A great resource for case studies, insights, and best practices from
peers and experts in marketing

HubSpot Internet Marketing Blog (blog.hubspot.com) — Articles about business strategy and inbound Internet
marketing

Web ink now (www.webinknow.com) — Online thought leadership and viral marketing strategies from award-
winning author David Meerman Scott

HubSpot (www.hubspot.com) — Internet marketing software that helps you get found by more prospects and
generate more qualified leads and sales

Part V: Contact Us

HubSpot

One Broadway, 10th Floor
Cambridge, MA 02142
1-800-482-0382
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http://www.websitegrader.com
http://www.marketingsherpa.com
http://blog.hubspot.com
http://www.webinknow.com
http://www.hubspot.com

