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We Want to Hear From You
Enter contact information / offer / auto-responder, etc.
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Dedication:
Enter dedication here.

13

Website Basics for SMBs

14

Website Basics for SMBs

Introduction Why Businesses Need
a Modern Web
Presence
Synchrony Financial’s 2015 major-purchase consumer
study found that 80% of consumers conducted online
research before making a major purchase1. Back in 2012,
a study on local consumer behavior found that 85% of
consumers went online to find local businesses2. A 2014
1

https://www.synchronyfinancial.com/2015%20Major%20Purchas
e%20Study%20White%20Paper%20Final%2011_20_15.pdf
2
https://www.yelpblog.com/2012/04/survey-85-of-consumersuse-the-internet-to-find-local-businesses
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study by the Acquicity Group found that 94% of business
buyers did some form of online research before making a
B2B purchase. Of that group, 84.3% checked business
websites as part of the process3.
In the time that has passed since these studies were
released, it’s highly likely that the numbers have gone up.
Simply put, the web is where people head when they have
money to spend. Whether making a purchase directly
online, or researching a product, service, or local business,
the internet has become the primary source of prepurchase information for the vast majority of consumers
and businesses. As a result, a company without a web
presence, or with an outdated web presence, is putting
themselves at a significant disadvantage.
Just being online isn’t enough. It’s certainly better than not
being online, but a business with an outdated web
presence sends a number of signals to consumers – all
negative. First and foremost, it sends the signal that the
business doesn’t pay attention to detail. A website that
looks like it was designed a decade in the past seems
forgotten, and will lead consumers to question – whether
they realize it consciously or not – what else the business
might be overlooking. This can be a serious detriment,
especially to companies where detail and attentiveness are
3

https://www.accenture.com/ca-en/insight-state-b2bprocurement-study-uncovering-shifting-landscape
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selling points, like consulting agencies, lawyers, and other
service providers.
A second signal an out of date website sends is
questionable trustworthiness. Trust is everything in
business. Everything. And it’s especially important in the
online world, where the only contact a potential customer
has with a business is intangible and often unidirectional.
An attractive, modern, easy to use website gives the
impression of legitimacy. It tells a potential customer that
a company has invested in their online presence and their
marketing. That, in turn, tells the customer the company
cares, and provides an air of legitimacy. An out of date
website signals the opposite. An old, unmaintained site
makes users wonder if the company behind it is
unprofessional, unable to deliver, potentially shady, or
maybe even out of business altogether.
In the end, it comes down to the fact that consumers of
all types are looking for information crucial to their
purchasing decisions on the web above all other avenues.
A customer doing online research that fails to find the
information they’re looking for will simply move on to a
new product or service from a company whose web
presence does provide the information they need. A
customer that finds a company’s website but is turned off
by the appearance, poor usability, or lack of substance
will also turn their backs on that business. They’ll quickly
move on to the nearest competitor that can provide them
17
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with the online experience they’re looking for. That
abandonment is often permanent.
The solution is incredibly simple, yet many businesses fail
to put it into action. Companies of all sizes must take the
needs of their consumers seriously, establish a strong web
presence, and work hard to keep that presence modern,
up to date, and evolving with changes in their offerings
and the technology available online. That’s it. It isn’t
rocket science. The business that maintains their online
presence better than their competitors will immediately
benefit from a significant advantage, and potential
customers will show their appreciation with their hardearned dollars.
So the implication of all this is clear. In today’s world
where devices are everywhere and digital rules over
almost everything, businesses simply can’t afford to bury
their heads in the sand and pretend that the yellow pages
are still good enough. Almost all customers are currently
plugged-in and online. With each passing year the number
increases. Failing to meet them in the digital space is
analogous to keeping the front door of a retail store
locked. It just doesn’t make sense to set up shop and then
make it difficult or impossible for customers to spend
money when and how they want to.
Luckily, it’s easier now than it has ever been for
companies of all sizes to get online or to revamp their
18
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existing web presence. There are an enormous number of
tools available that make it possible for even the most
inexperienced users to create surprisingly professional
websites, social media profiles, and marketing materials.
The main barrier stopping most small business owners
from taking advantage of those tools is unfamiliarity and
fear. But those that can push through and embrace the
modern digital space will quickly see the benefits.
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Planning – Setting
Goals, Uses, and
Requirements
The first step of any website project absolutely must be
planning. Sitting down to establish the goals, uses, and
requirements for the new site has to happen before
anything else. Diving in and building a website without
putting the necessary thought into these important
subjects is akin to starting to build a house on the fly
without a set of plans. Simply hoping that the end
product turns out ok, the walls are all straight, the
structure is safe, and that the toilets don’t all just flush
into the basement is foolish. Yet, it’s incredible how many
people undertake their new web projects in exactly this
21
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way, slapping things together and assuming the end result
will just magically meet their needs.
Whether opting to venture into the creation and design
process on their own, or to hire a knowledgeable
consultant or service provider to ease the process and
maximize the end result, every business needs to put
serious thought into what they want their website to
accomplish, who they expect to use it, and how those
users will interact with it. Determining those factors will
help determine what features a website needs in order to
accomplish any identified goals, and, most importantly,
meet the needs of the end user.
Spending adequate time and energy on these early initial
steps provides two significant benefits. The first is costeffectiveness. By doing a thorough analysis and
determining what’s needed up front, no money will be
wasted on excess work, either at the start or down the line
due to missed features or bugs in the initial product.
Secondly, getting everything nailed down in the planning
stage ensures that the final product is actually capable of
delivering on the major end goal for all business websites
– increasing revenue.
Companies that choose to skip this initial planning will
find that the web presences they end up with will almost
certainly require rework, if not a major overhaul. There is
nothing that can sink the ROI on a web project like
22
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getting to the end and then realizing that it’s broken,
incomplete, or both. The cost of fixing the mistakes may
very well render the entire effort not worthwhile.
Planning needs to be taken very seriously, as, like almost
everything in life, the preparation that goes in is as – or
more – important than the execution in determining the
magnitude of success that can be achieved.

Website Purpose and Goals
The first step in the planning stage is to try to nail down
what the purpose and goals of the website are. In the end,
the ultimate goal is always to generate more revenue, but
there are many ways to crack that egg. It’s important to
realize this because, without a clear definition of goals,
there is absolutely no way to effectively design or execute
a website without wasting significant time, money, or
both. How can anyone build anything if they haven’t first
determined what the end purpose of their creation is
supposed to be?
The first thing to consider is that not all websites are
identical and not all websites are built around the same set
of features or functions. The set of features needed will
be based entirely on the individual business and their
products or services. There may be similarities across
23
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industries, but companies should avoid simply copying a
competitor to avoid having to go through the planning
process.
For instance, a local barbershop likely has little to no use
for a full-fledged ecommerce suite (unless, of course, they
sell their own custom hair products). As a result, it would
be an enormous waste of money for them to spend time
or money having ecommerce integrated into their site.
Likewise, a retail store might not be fully served by a
website that doesn’t provide their users with a way to
shop online. By failing to plan, the store might build out
an entire website only to realize at the end that it provides
them with no way to sell their products. The result would
be additional time and cost sunk into fixing the
deficiencies.
Whether taking the DIY route or working with a
professional, at this step, it’s incredibly important to
narrow down – as accurately as possible – the goals for
the website. Some examples of website goals might be:




help local consumers find the company’s physical
address
help educate local consumers about what the
business does
capture telephone or email leads from interested
potential clients
24

Website Basics for SMBs








provide a way for visitors to easily make contact
via email or live chat
provide an online catalog or list of products to
help customers get ready to make in-store
purchase.
sell products or services directly through the
website
create an online space for customers to use as a
community to discuss the company’s products or
services
provide online support for customer service or
technical issues

These are just a small sampling of potential goals that a
business might define for their website. The list is
potentially endless. But by narrowing down these types of
specific, achievable goals, a company can ensure that their
efforts in designing and creating their ideal website will be
well directed and provide the optimum end-result at the
minimum possible cost in both time and money. This is
of absolute importance as a lack of direction in a DIY
effort will cost an enormous amount of time, and lack of
direction in an outsourced situation will hemorrhage
money like nothing else.
It’s important for business owners sitting down to
determine the high-level goals for their website to think
about not only what they want the site to do now, but
25
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also what they want it to accomplish down the road, both
in the near and long-term. For instance, a small business
may not want ecommerce capabilities in the short term,
but if they’re looking to expand into that area in the long
term, it makes sense to take that into consideration in the
current design in order to minimize the amount of work
required later. Ecommerce may not need to be
incorporated right to way, but designing the site
architecture so that it can be easily added later could save
a lot of time, money, and headache down the road.
This point in the planning process really is strategic in
nature. Taking a narrow view of the project is not ideal,
and business owners should try their best to look at the
big picture of their businesses, rather than looking
through a drinking straw at the small details. A big-picture
focus will result in well-defined goals that can be drilled
down for fine detail later. Taking a narrow view will result
in well-defined goals that are limiting and difficult to
expand later on in the process.
Business should take caution to keep website goals
realistic. Thinking into the future and looking at the big
picture are important, but can be dangerous if taken too
far into the extreme. For instance, a small retail business
with dreams of one day being an international
powerhouse will waste an enormous amount of money if
they design their website to be ready for that hypothetical
outcome. Realistic, achievable goals are the key.
26
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Figure 1 – Website Planning: Goals
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Website Users and Uses
Considering users and uses will bridge the gap between
the previously identified goals and the end requirements
of the website. By narrowing down what specific
functionality will be required to meet the website’s goals,
the necessary features and technologies the website will
need to have integrated can be identified.
One factor in identifying users comes down to figuring
out whether or not the site will be utilized by external
users only, or if there will be functionality built in to serve
internal users, such as employees of the business. The
vast majority of small and medium-sized businesses won’t
require employee portals on their website, but if this
functionality is required, it’s easier and cheaper to plan it
in at the beginning than to integrate it at a later date.
When defining outside users, it’s beneficial to build a
profile, or customer persona, to help build a picture of
the most common users and what their needs might be.
This persona development is also helpful in the content
creation phase of website development, which will be
touched on later. Coming up with personas essentially
entails looking at the demographics and data available on
the target market to be served, and then using that data to
develop a picture of each type of customer as if they were
a character.
28
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For example, persona development might identify that
the average consumer in the target market is 50 years old
or more and may not be as comfortable with new
technology or online commerce as their younger
counterparts. This is important information to consider
during design as it’ll dictate how that persona might
interact with the site. In this case, a simple user interface
will be extra important, and it’ll be critical to emphasize
the security features of any ecommerce functionality,
which would also need to be as simple as possible.
Once a basic picture of the website’s users has been
figured out, the next big task will be planning the general
usability of the website. For instance, if one of the goals is
to provide customers with a way to buy directly from the
site, what does that mean from a usability standpoint? It
could mean a simple buy now button that links to PayPal
or sends an order form in via email for further invoicing.
It could also mean a full ecommerce suite with built-in
shopping cart and shipping integration. These kinds of
questions should be answered as clearly as possible at this
stage.
The easiest way to perform this part of the planning
section is to simply take each goal and further refine it
into greater detail regarding how the business wants users
to interact with the site or perform a task. The key is to
consider the goal as the ‘what’, and the use as the ‘how’.
If the goal, or ‘what’, is to collect leads, the ‘how’ might
29
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be to have users submit their email addresses on a form in
exchange for a free quote or some other kind of carrot.
The details from the user personas can then be used to
further refine these plans. For instance, if an email signup form is chosen as the means to capture leads as in the
example above, how does the earlier persona developed
impact that? Since the persona might not be familiar with
or comfortable with the online space, a pop-up
shadowbox form might confuse them or turn them off. It
might be a better idea to use an inline form placed in a
prominent but non-intrusive place in order to minimize
the stoking of any suspicions or triggering discomfort.
Once the site’s users have been identified, and the
previously determined goals have been whittled down
into a series of usability requirements, businesses can then
refine even further by developing those usability
requirements into actual technology requirements. This is
the step where the final picture of what the website will
actually look like really starts to come together.
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Figure 2 – Website Planning: Uses

31

Website Basics for SMBs

Website Requirements
After generating goals and refining them into
requirements, the final step is to determine what the
actual means of executing the website will require in order
to accommodate the desired usability. Business owners
opting to take the do-it-yourself route might find this step
frustrating, as without a strong foundation of knowledge,
figuring out how to take a user requirement and actually
execute it can be a big task. There is a lot to know and the
learning curve can be rather steep, but it is absolutely
possible for the average business owner to figure it out.
That being said, expert help is always a good idea if it can
be obtained.
The key here is to know – or being willing and able to
effectively research – the different software and
technology options available to accomplish the usability
goals of the website. For example, if the goal is to
integrate full ecommerce and shopping cart functionality,
what tools are available to accomplish this, and which fits
the needs of the site best? Is a custom coded cart
necessary? Or would a more off-the-shelf solution like a
Shopify store do the trick? These questions often have a
multitude of answers, as there are an enormous amount
of tools available to website designers.
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Specificity is important at this stage of the planning
process. Requirements are technical in nature, so they
shouldn’t be vague. They’re essentially the tech-side
‘how’, so it’s important to define requirements as clearly
and narrowly as possible. It can be very easy – especially
for business owners taking the DIY approach or those
with more limited experience – to be too wide in focus
when determining final requirements, which can lead to
later confusion and wasted resources when actually
building out the final product.
For example, if email contact forms are desired for the
site, an auto-responder service will need to be figured out.
Going only that far as to the requirement is vague and
leaves a lot of questions unanswered. To properly define
this requirement, it would be wise to examine the
different services that might be chosen, and the features
and benefits of each. Then after careful analysis, a
narrowly defined requirement can be developed. In this
case, that requirement might be a GetResponse account
with an eventual upgrade to GetResponse Pro upon
meeting a certain list-growth milestone.
The exact details in the example might seem confusing at
this stage since things like auto-responders haven’t been
addressed yet, but the important point to take away is that
the more detail that can be drilled down in a requirement,
the better. Being specific helps avoid the potential costs
associated with ambiguity in the design process. With that
33
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being said, flexibility is always important in website
design, as in any plan.
It’s important to note that this framework is just an
example of how goals should be developed on a wide
scale, and then narrowed down to final, highly specific
requirements. Different web professionals will have
different ways of performing these planning tasks, but the
key is to ensure that before any work actually starts, the
company’s goals for the website have been clearly
determined, and that the actual mechanisms have been
determined to allow the site to meet those goals.
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Figure 3 – Website Planning: Requirements
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Chapter Summary:
 It’s important not to skimp on planning, as
the more thorough the planning effort, the
smoother the execution stage will go. A
smoother execution means lower costs.
 High-level goals for the website should be
determined to describe the basic outline
of what the website is meant to
accomplish.
 High-level goal development should be
approached with a view of the big picture,
including where a company sees their
website in the future.
 Once a site’s major goals have been
determined, consider how those goals can
be accomplished based on the website’s
intended users.
 Develop user personas to describe the
most common site users, and then
incorporate those into the development of
usability requirements.
36

Website Basics for SMBs
 Once goals and uses have been
determined, final requirements can be
nailed down. These should be as specific
as possible, citing specific technologies,
services, or methods when possible.
 A thorough planning process will require
an investment of time up front, but will
save both time and money in the long run
by helping to eliminate mistakes and
rework.
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Website Creation
Tools – DIY Builders,
CMS, Frameworks,
and Custom Coding
The actual task of bringing a website to life can be done
in a number of ways. Depending on the requirements that
have been identified, there are many choices for how to
actually go about the development process and an even
larger pool of options on how to integrate certain features
and functionalities. Many tech companies offer products
designed specifically to reduce the difficulty of website
creation, and the days of being stuck hand coding sites is
long gone. Companies looking to enter the web world or
39

Website Basics for SMBs
improve upon their existing presence must now sort
through the myriad options and select which platform is
best to build on.
One major driving factor in determining what to use is
whether or not a business chooses to build their website
in-house or to hire the work out to an expert or firm.
This choice will determine not only what types of website
creation methods are practical, but also what limits exist
on customization and addition of non-stock features.
Simply put, business owners that choose to pay a
professional to design and build their site for them have
more options available to them than companies that
decide to take a DIY approach to their website and online
marketing activities. Neither choice is necessarily better
than the other, each just offers different options, benefits,
and drawbacks.
Overall, whether going it alone or hiring a pro, the
options for site creation essentially come down to four
big-picture choices; do-it-yourself website builders, opensource content management systems, frameworks, and
simple HTML. The method that will best suit any given
company’s needs is dependent on a number of factors,
with each method of website creation carrying its own
unique strengths and weaknesses.
Once a site is built on one of these platforms, it isn’t
necessarily easy to transfer it over to another. This is
40
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another example of why the planning process is so
important. For instance, a company that selects a content
management system on a whim without proper planning
won’t necessarily be able to easily port that site over to a
DIY website builder if they decide to switch at some
point down the road. It’s absolutely possible to transfer
between platforms, but it’s much better to pick the best
one from the get-go. Again, it’s all about minimizing extra
work and expense as much as possible.
Once the planning process has identified which platform
will best match the features and functions required, there
are still a number of choices within each category, so
careful research is a must. No platform is a perfect
solution, so selecting one is all about finding the one that
checks off the most requirement boxes. There are
different costs and level of effort associated with each
type of platform, and each option within those categories,
and these factors should also be considered when
choosing. A solution might meet most of a company’s
needs, but if the price is cost prohibitive, it might be
better to choose one that is slightly less ideal, but more
cost-effective.
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Do-It-Yourself Website
Builders
DIY site builders are designed to provide users wishing to
create websites with as simple and easy-to-use a solution
as possible. Designed to be used by those with little to no
web design or development skills whatsoever, these site
builders offer basic site creation tools, and can pump out
very nice end products with a little coaxing. They
generally function by offering the user the ability to select
and configure pre-existing templates in order to put
together a semi-custom website. The level of
customizability will vary from platform to platform but
generally speaking these sites will end up being generic,
yet still often quite effective.
The nature of DIY site builders makes them specifically
suited to websites which are meant to be simple in nature,
such as brochure websites or basic ecommerce sites,
where limited customization and limited feature-richness
are required. Anything beyond the most basic website
design will likely find itself handcuffed by these DIY
platforms. That being said, they definitely serve their
purpose in cases where they’re suitable. Many small
businesses don’t need the complex features that do-ityourself builders struggle with, making these platforms
well suited in a lot of cases.
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There are a number of upsides to DIY builders, the most
significant of which is that they provide companies the
ability to hack together a respectable business website inhouse, normally with minimal cost and minimal training,
minimizing or eliminating the need to hire on outside
consultants or developers. This can make the DIY route a
very attractive option on first glance, and many
bootstrapped small business choose to go this route
thanks to its cost-effectiveness.
Though cheap, often times the end product fails to meet
expectations or lacks professionalism. This is
understandable considering most of these platforms’
users are amateurs. More professional results can be
gained through practice and experimentation, but at some
point, businesses struggling to achieve a professional
result with a DIY-builder need to examine whether the
extra time investment is worthwhile for the cost savings
achieved.
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Figure 4 – Squarespace

Some other upsides include relatively simple – though
limited – maintenance and content addition, a sea of
support information on the web, relatively low monthly
costs,, and a good selection of generally attractive
templates that users can build their sites out from
from.
The easy addition of content is a big selling point for DIY
builders, as adding new pages is generally a matter of a
few clicks, and adding content can be done using a
graphical interface designed to feel familiar to users with
experience in common software
re products like word
processors. This visual design and building environment
make it much easier for users to see their website coming
together compared to coding in an unfamiliar language or
environment.
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Downsides to DIY website builders abound as well.
Oftentimes the initial sense of convenience gives way to
frustration when novice website builders struggle to pull
together a polished product, even with the slick templates
most of these builders provide. Functionality – on both
the front and back ends – can be limited, as is integration
with outside code and plug-ins. Simply put, the same
packaged environment that makes DIY builders easy to
use also limits their flexibility, which is their biggest
weakness.
Security can be basic at best, and is dependent on the
platform as a whole, since all sites are hosted on the DIY
builder service’s servers. That means a hack on the service
provider can essentially amount to a hack on all client
sites. Scalability is also poor, and perhaps most
importantly of all, availability of customized customerservice and tech support is often limited, if available at all.
For those companies that do choose to go the DIY route,
some of the most popular service providers include Wix,
Squarespace, Weebly, GoDaddy, Duda, and a number of
others. These builders will require users to pay a monthly
fee, and it’s important to note that should the user ever
decide to cancel their subscription, their website likely
won’t be transferable to another host or DIY website
builder due to proprietary code.
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Squarespace
Squarespace is an extremely feature rich do-it-yourself
builder that has held a position as one of the leaders in
the market for quite some time. As far as DIY builders
go, Squarespace is very flexible, and some relatively
notable brands make use of Squarespace for various
projects. Squarespace isn’t the cheapest option, and it
does not offer a free package, but the cost is not without
merit.
One major benefit of Squarespace is that sites built on
this platform are portable to Wordpress – within limits.
Content can be ported, but it isn’t perfect, and that’s all
you can export. Images don’t always transfer properly,
and site design elements in the Squarespace template stay
with Squarespace. Though imperfect, it’s a good feature
that not all DIY site builders offer.
The pro-level Squarespace account, while a little more
expensive, also offers built-in ecommerce capabilities
(assuming the site owner has a payment processor) and
integrates well with external platforms like Shopify.
Security is good overall, and new Squarespace accounts
come with attached SSL certificates. The pro-level
package also allows additional customization through CSS
and Javascript, which helps eliminate some of the
traditional drawbacks of these DIY builders. Mobile46
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ready sites and built-in metrics round out a very nice set
of features.

Wix
Wix is another long-time player and industry leader, and,
like Squarespace, it offers a rich set of features that help
make it a favorite. Unlike Squarespace, Wix offers a free
service level. This is an important detail, as business
owners looking to go the DIY route can dip their toes
into the pool to test the waters without having to commit
a single penny. Users that decide to upgrade to the more
feature-rich paid accounts will find that Wix has fairly low
pricing for the quality product it delivers.
Wix offers a number of membership options at different
price points, two of which include built-in ecommerce
functionality. Wix stores offer a number of payment
options, and are very easy to set-up. Wix has a number of
additional features that are perfect for online businesses,
including great stock image libraries, marketing and SEO
tools, and more.
Wix functionality can be expanded to a certain degree
through embedded HTML code and Javascript. Unlike
Squarespace, Wix does not currently offer a tool to port
site contacts to other platforms, although this isn’t out of
the ordinary as most DIY site builders don’t.
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Weebly
Weebly is the third big-name player in the DIY space, and
while it isn’t necessarily as powerful as Wix or
Squarespace, it does offer most of the big features of
both, including both a free service level and the ability to
port content to other platforms. Weebly is also a very
affordable option for users that choose to upgrade to one
of its mid-level paid packages, although its highest
package is more expensive than either of the two
previously mentioned competitors.
Weebly’s packages come with all the standard fare you’ll
find in all DIY builders like drag-and-drop page building,
built-in analytics, search engine optimization tools, and
SSL security. Its higher-end packages include features like
unlimited storage, HD video delivery, the ability to
password protect content and register site members, and
built-in site-wide search.
Weebly’s paid packages also all come with varying degrees
of built-in ecommerce functionality. At the top-end,
Weebly stores can handle things like digital product sales,
inventory management, shipping and tax calculators, and
more. Weebly charges a 3% payment processing fee on
each transaction, except for users subscribed to its top
paid-package, which has no transaction fees.
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Who Should Choose a DIY Website Builder?
DIY site builders are perfect for beginners and businesses
that don’t already have a hosting solution. DIY site
builders are great choices for advanced users as well, but
they are most ideally suited to those that don’t have
much, if any, experience in design and development.
Companies that have already paid for web hosting will
find that a free CMS will give them all or most of the
major functionality of the DIY builders without adding
any cost to their existing monthly hosting bill. That being
said, sometimes the included SSL certificate in the DIY
builder package might be enough to offset the costs
altogether!

Content Management
Systems
Open-source content management systems – such as
WordPress, Drupal, and Joomla – are designed to provide
users with highly customizable, feature-rich websites
while retaining the ability to simply and easily add and
edit content using text-editors and simple page builders.
The interfaces are simple enough that even users with
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zero previous experience often find them familiar enough
to interact with them successfully, making a well set-up
CMS one of the easier site management options.
Unfortunately, while adding pages, images, and text into
websites built around a CMS is easy, the actual creation of
CMS-based websites is more complicated than creating a
site with a DIY builder. A huge number of pre-existing,
highly attractive, free and paid templates exist for users to
skin their sites with, but the actual back-end set-up of a
content management system takes specific knowledge and
skills that may be beyond business owners looking to do
it themselves.
Because of the steeper learning curve and potential error
involved with CMS set-up – not to mention the added
frustration – it’s recommended that companies or novice
users opting to go with a content management system
hire an experienced developer or consultant to oversee
the site creation. Doing so will ensure that things get up
and running with as little fuss as possible, allowing the
site’s owner to focus on their business rather than wasting
time learning the ins and outs of properly setting up a
Wordpress installation.
The key benefits of choosing to go with a CMS are ease
of editing and flexibility of customization. Once a site is
built on a content management system, the site owner can
add pages, text, images, blog posts, and more, all through
50

Website Basics for SMBs
a very simple back-end interface that allows for drag-anddrop editing and a word processor-style text interface, not
dissimilar to what’s available through most of the do-ityourself site builders. This is an attractive feature for site
owners who plan to do frequent edits to the content on
their website and don’t want to have to hire the updates
out to a developer every single time.
Content management systems provide exceptional
flexibility by allowing users access to the open-source
code running in the background. A user or developer
familiar with the code the CMS runs on – often a
combination of HTML, CSS, PHP, and JavaScript – has
the power to add almost any custom functionality they
can imagine. There are also a ton of options for preexisting plugins that can be installed in a matter of a click
or two in order to add new functions or sections to a site.
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Figure 5 – The Wordpress backend.

Features like contact forms, email capture, web analytics,
search engine optimization, and more can be added fro
from
the pool of pre-existing plugins
ins without the need to
custom program them, which can be a big money saver.
Even complex functionality
nctionality like locked members
members-only
areas can be added with minimal custom coding by a
developer that knows the ropes.
One of the main downsides to a CMS is that the open
opensource code that makes up the skeleton of the system
needs to be updated somewhat frequently over time to
ensure site security and plug weaknesses. While doing so
is a matter of clicking a button and allowing the update to
run on its own, users often forget or neglect to keep their
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CMS sites up to date, resulting in potential vulnerability.
A tiny bit of diligence fixes this.
Another point of warning for content management
systems is that the ease of adding, removing, and editing
content sometimes provides novice users with a false
sense of security that leads them into digging into the
system’s code editor. It’s not uncommon for site owners
to accidentally break their CMS sites by digging around in
areas they don’t have the required knowledge to edit.
For this reason, many companies choose to have their
CMS sites professionally managed, which is highly
recommended in order to avoid expensive mistakes. The
cost of professional site management is often relatively
small compared to the cost of having to hire a developer
to diagnose and fix a broken website, especially if it
happens more than once.
Some content management systems, like Wordpress, also
offer a hosted option. In these hosted versions, users
simply sign-up and log-in to a version of the platform
hosted on the service provider’s own servers, eliminating
the problem of having to perform the complex install.
While these hosted options are great for bloggers or
people just looking for a quick start, because they’re
hosted by the service provider, the user doesn’t really
have full ownership. That makes these a less than ideal
choice for many businesses.
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Wordpress
Wordpress is the undisputed king of the content
management systems. While some might argue that its
features are not the most powerful, it is without a doubt
the most popular – with an estimated 20 million websites
running on it worldwide. Massive brands like The New
Yorker magazine, the British Broadcasting Corporation,
and even Star Wars itself have all employed Wordpress –
a true testament to both its ease of use and function.
Wordpress, while available as a hosted solution, is most
commonly downloaded at wordpress.org and installed on
the website owner’s hosting account. While many hosting
companies offer “one-click” installation that can take as
little as a few minutes, the major hurdle Wordpress
presents for many people is its installation and
configuration. A Wordpress installation requires the user
to be familiar with their hosting account’s configuration
panel, file manager, and database creation tools. As a
result, many people choose to have their installation
handled by professionals or at least an IT-savvy family
member or friend.
Major Wordpress updates come out roughly twice a year,
with minor ones happening all the time. That means it’s
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incredibly important for users to keep up with updates in
order to make sure their installations are secure. Luckily,
updating can be done with just a few clicks from inside
the easy to use Wordpress dashboard.
Wordpress is feature rich right out of the box, but does
not come with the same degree of built-in CMS functions
as some of its competitors. This is because Wordpress
instead chooses to focus on expansion through plugins.
Thousands of open-source plugins are available for
Wordpress, both free and paid. These extensions expand
the core functionality of the system to an almost limitless
degree, and there is almost nothing a traditionally custom
coded site can do that Wordpress can’t – with the right
plugins installed.
Wordpress also offers an enormous library of free and
paid themes, offering users the option to skin their sites
with professional looking graphics and layouts in a matter
of a few clicks. Easy creation of pages, blog posts, menus
and more make creating the structure of a site relatively
simple, and content is added through an interface that
mimics familiar word processors.
Ecommerce solutions integrate easily, such as
WooCommerce, a company specializing in developing
powerful and easy to use web store solutions specifically
for the platform. Wordpress, like all content management
systems, can also be installed in parallel to non-CMS site
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elements, so that only certain parts of a website run on
the installation and not others. This can be beneficial for
companies that want their blogs to be CMS based but
their main sites to be built through another means.
Wordpress itself is totally free and open-source. Highly
professional and highly functional websites can be created
using nothing but free components, including free plugins
and free themes. But to truly uncover the power of the
platform, users can access a large market of paid
extensions that, for a very minimal cost, can open up
designs and functionality that previously would’ve cost a
small fortune to obtain.

Who Should Choose a Content Management System?
A content management system is ideally suited to those
that want a wholly-owned website solution that can be
self-managed and updated with relative ease, but that still
provides the functionality of a more complex solution.
Content management systems like Wordpress can pull off
almost any task a business could possibly want its website
to accomplish, and adding and removing content can be
tackled by even the greenest users after just a little bit of
training. Best of all, the site owner has full control over
the entire platform installation, and is in no way beholden
to or tied to the service provider as with DIY site
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builders. The tradeoff is responsibility. Wordpress site
owners are fully responsible for maintaining their sites
installations and updates, and if something goes wrong,
they’re the ones on the hook.

Frameworks and Custom
Coding
A custom coded website, either built from scratch or on
an existing framework, offers the ultimate in flexibility
and customization. This route allows a website to be built
that exactly matches the design and functionality that a
business desires, with no real limitations on what features
can or can’t be added – a noticeable contrast to other
options, especially DIY website builders.
Frameworks like CakePHP or Ruby on Rails essentially
provide pre-existing, standardized chunks of code that
developers can use and reuse to build-out custom sites
while minimizing code repetition and scratch coding,
both of which can drive up project costs and bog down
and overcomplicate the code that runs behind a website.
Frameworks are most useful for dynamic, database-driven
sites that require complex functionality, as they make it
easier for developers to build-out complex sites by
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helping minimize the work required to perform common
tasks. However, frameworks can be applied to simpler
static websites as well in many cases.
Frameworks can also be used to scratch-build custom
content management systems in situations where existing
open-source CMS options don’t meet a company’s needs.
This is generally something that applies to very large
companies, and most small and medium-sized business
won’t require this level of customization in a CMS should
they choose to use one.
For simpler websites that don’t require a great deal of
complex functionality, but still require customization
beyond what a stock CMS or DIY builder can provide, a
custom coded site can be created using standard HTML,
CSS, and PHP/MySQL. This will allow for very precise
customization of the site’s visual design and functionality
without the added complexity of a framework if one isn’t
required.
The major upside of a website custom coded from
scratch or built on an existing framework is the flexibility
to build just about anything without being bound by the
restraints of using pre-existing DIY templates and
content management systems. However, it’s very
important to note that this near-unlimited flexibility
means that the creation of these types of websites is not a
task that can be left up to a novice.
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A business that finds they have the need for a custom
coded site must understand that building one takes a great
deal of knowledge, and the task should always be trusted
to a competent agency or developer. Trying to keep such
a job in-house without the proper team in place is an easy
way to burn money and time on wasted or inefficient
work.
While this certainly means higher development costs than
those associated with DIY sites or open-source content
management systems, the value added from hiring a good
consultant, agency, or developer to handle a project of
this scale is significant, and in the end will result in the
best possible product with the least possible headache
and resource-drain for the business.

Who Should Choose a Custom-Coded Website?
A fully custom-coded site should only be selected in
situations where something off-the-shelf doesn’t meet the
identified site requirements. With the number of tools
currently available, site creators run into this problem less
and less frequently, but it does sometimes still happen.
Another scenario in which a custom coded website might
be a requirement is in situations where the business
owners are so concerned with security that they don’t
want to trust an open-source CMS platform or a hosted
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solution like Squarespace of Wix. But it’s important to
remember that some enormous, extremely successful
companies make good use of content management
systems and DIY site builders, so the average small
business is unlikely to need a fully custom-coded solution.
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Chapter Summary
 Companies will have to decide how they
want to create a website. The three main
options most will consider are do-ityourself site builders like Wix, content
management systems like WordPress, and
custom coding with or without a
Framework, like CakePHP.
 DIY site builders are the easiest method
for website creation and may be able to
meet the needs of some businesses.
However, they’re the least flexible option
and come with a significant number of
limitations.
 Content management systems like
WordPress and Joomla offer a mix of
excellent flexibility and relative ease of
use, making them extremely popular
platforms for personal and business
websites alike.
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 Businesses looking to regularly add, edit,
and remove their own content should
consider a content management system
due to the user-friendly text and image
editors they include.
 DIY site builders and content management
systems often offer a lot of the same
functionality from a site-creation
perspective, but DIY builders are hosted,
and thus aren’t really under full control of
the site owner.
 Custom coding offers the greatest
flexibility, but is also the most complex
option by far. Companies requiring
extremely unique functionality will likely
need to go this route.

62

Website Basics for SMBs

Adding a Business
Blog
A blog, originally shortened from ‘weblog’ in online days
of yore, is a type of website or page in which diary-style
posts are made and displayed in chronological order,
often in a column with the newest content at the top,
allowing users to scroll through to access previous entries
on-demand. Blogs have evolved to employ a great deal of
self-contained functionality including built-in user search,
post tagging, category sorting, and much more. Tools that
were once used exclusively for blogging are now
employed by many site owners to run entire websites.
Most internet users today are familiar with the format and
common functions of blogs, so adding a blog to a
business website can be an excellent way for companies
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to engage existing and potential clients. Some of the
biggest brands in the world have embraced blogging as a
way to maintain
ntain constant touch with their customers and
target markets. As long as a company can keep up with a
consistent publishing schedule, adding a blog should be a
no-brainer.

Figure 6 – The Squarespace business blog.

Blog Integration
Integration of a blog is often most easily done using a
content management system as discussed in the previous
section. Websites already built around a CMS will have
blog functionality built-in,
in, and activating the blog is often
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just a matter of assigning a specific page to host the blog
posts. For websites not built around a CMS, a simple one
can be added on to the existing structure, often at a URL
like www.businesswebsite.com/blog. In this case, the
CMS will serve as the blog page only, while the rest of the
site remains untouched.
A CMS added on in this way will allow companies to take
advantage of blogging and the benefits it provides
without having to overhaul their entire website. However,
the blog portion of the site will still require the same
knowledge and skill to set-up and maintain as any other
CMS-based website. That means the site owner will still
need to ensure that the blog section of their website is
regularly updated in order to keep the blog safe and
secure.
Site owners who choose to use a do-it-yourself website
builder like Squarespace, Wix, or Weeble will also find
that blog functionality is built directly into their builder
accounts. Blogs created by DIY builders are developed in
exactly the same way as everything else, using the dragand-drop features available in the builder’s back-end.
Once a blogging solution has been installed or selected,
creating blog posts is normally just a matter of writing out
the content in a word-processor-like text editor, including
any featured images, galleries, or videos, and then either
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clicking a button to publish to the web, or setting a
scheduled date for the post to automatically launch on.

The Basics of Blogging for
Business
Blogging for business is all about giving customers and
target consumers a place to find and interact with a
company online. Interaction and engagement don’t come
free, and in this case, the cost is a steady stream of
valuable content. Content creation will be addressed in
greater depth in the chapter on content marketing, but for
now, the salient point of focus is that online consumers
require something in return for their attention, and good
blog content is a great way to pay.
It’s important that companies don’t look at their blogs
simply as advertising venues. If a company blog is full of
nothing but ads, it has no reason to exist. The company
would be better off sticking to television, radio, or
newspaper ads. That isn’t to say that a blog can’t feature
advertising. In fact, it should. But that advertising needs to
be more subtle. Promotional messages can be dropped
occasionally, or covertly integrated with other content,
but constant hard sells don’t work. Companies that don’t
take the right, reader-centric approach to their blogs will
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quickly find those blogs to be a waste of time and
resources.
One of the big challenges of blogging that some
businesses underestimate is the need to provide a steady
stream of content. It looks terrible when a user visits a
company’s business blog only to find that it hasn’t been
updated in months or years. In cases like this, it’s almost
universally better to have no blog at all rather than
allowing a neglected blog to stay up.
However, for companies that can commit to a reasonably
regular posting schedule, a blog is a great way to open a
dialogue thanks to the comments section that most
blogging platforms provide. These comments sections
provide the blog’s readers with the ability to chime in,
providing their thoughts or asking questions that they
may have about the blog post, or the company’s products
or services.
Blog posts can also provide great value to a site’s readers
by educating or entertaining them, and blogs are a great
way to beef up a site’s search engine rankings. A steady
stream of fresh, original content is one of the keys to
good search engine optimization, and search engines like
Google and Bing generally index blog posts very quickly,
making blog posts a powerful tool to boost SEO.
Platforms like Wordpress will allow users to customize
their blog posts tags and URLs in order to maximize
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these SEO benefits, and media like pictures and video
should always be given tags or written descriptions as well
in order to make sure they’re as impactful as possible on
the search engines.
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Chapter Summary
 Blogs provide a way to publish content,
commonly in chronological order, in a
format that is highly readable and familiar
to web users everywhere.
 Blogs are a great way to feed a website
with a continuous source of fresh, unique
content – a great way to boost search
optimization results and engage visitors
simultaneously.
 Blogs can be integrated into most types of
websites, but are easiest to add to sites
based on content management systems
and DIY- site builders, which often make
blog publishing a central function.
 Blogging is all about providing value to the
end reader, keeping them coming back for
more and engaged with the company and
brand.
 One of the biggest mistakes in blogging is
letting blogs go unattended and stale. A
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blog without new, fresh content might as
well not exist.
 The best way to provide value to blog
readers is through posts that either
educate, entertain, or do both.
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Integrating Social
Media
According to a 2017 study by GlobalWebIndex on social
media usage patterns, the average internet user now
spends over two hours per day on social media sites and
messaging services4. That means businesses simply cannot
afford to ignore these sites and services that their
customers are meeting on every single day for hours on
end.
Luckily, social media can be integrated right into a
company’s website, so that a customer who visits them on
the web can simultaneously interact with them on
4

http://blog.globalwebindex.net/chart-of-the-day/daily-timespent-on-social-networks/
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Facebook, Twitter, Instagram, and more. The type and
scale of interaction are up to the site owner, but some
level of social media integration is an absolute must in a
world where the social space is now the most active on
the internet.
One of the simplest ways to integrate social media
profiles onto a website is to link to them. By including
simple text links or branded buttons, businesses can
clearly showcase which social media platforms they use
and provide site visitors with an easy way to find them in
the matter of a click or two. While this simple integration
isn’t the most complex and doesn’t offer any real on-site
interaction, it is certainly the cheapest way to link a
company’s site to their social properties.
Interactivity buttons – such as Facebook’s ‘like’ button
and Twitter’s ‘tweet’ button – can also be integrated right
into a company’s website, providing a way for visitors to
interact socially with the site’s content without having to
actually navigate over to the company’s social media
platforms. This is a great way to encourage social
interaction without requiring a visitor to navigate away
from the main site.
Regardless of what method of integration a business
chooses to feature on their website, the benefits will be
significant. At the very least, potential and existing
customers will be exposed to the company’s social media
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presence, resulting in a larger following. Additionally,
increased interaction driven by website integration can
benefit a company in areas like brand recognition,
customer support, and even direct revenue generation.

Figure 7 – Brussels Airlines’ simple social media page.

Facebook Integration
Aside from simple linking, there are a number of ways
that site owners can integrate Facebook with their
websites. That includes both including Facebook
elements directly on the site itself,
self, as well as bringing the
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site’s content to Facebook to share with the platform’s
enormous user base. Website owners who choose to
utilize Facebook as a social platform should strive to do
both, as active promotion directly on Facebook can yield
tremendous results on top of the passive marketing that
on-site social media elements perform.

On-Site Facebook Integration:
The simplest way to integrate Facebook elements into a
website is through their clickable social-sharing buttons.
In the case of Facebook, this is the ‘like’ button. The likebutton creates a dynamic link directly between Facebook
and the web page, blog post, or piece of content that the
button is displayed with. This is a simple, yet powerful
way to provide users with an easy means of sharing
content they find valuable from anywhere on the web
with their friends and family on Facebook.
For instance, a like-button attached to a blog post, when
clicked, will attribute a Facebook like to that piece of
content directly on the social media site. The post will
then be added to the clicking user’s timeline (unless they
opt for it not to). Acting as a post from that user, the
liked content will then (potentially) show up in the
timelines of their Facebook friends, promoting sharing.
Other users who view it can then also like, share, or
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comment directly on Facebook, providing even more
interaction. This organic spread is how content goes viral.
Another excellent way to integrate Facebook into a
website is to replace or augment a blog section’s standard
comment area with a Facebook comment box. Facebook
comment boxes are widgets provided by Facebook that
can be easily added to a site or blog using a code snippet
provided by Facebook. The new comment section then
either replaces the original one or displays above or below
it. The new Facebook comment area allows users to leave
comments on a blog post or web page as normal, but
those comments are connected directly to Facebook and
will display on the commenter’s Facebook feed. This not
only allows the user to stay engaged in the conversation
even after they’ve left the site, but also exposes the
content to their Facebook friends, again, encouraging
sharing. Additionally, users can comment without the
need to log-in to a new site, since Facebook handles
authentication.

Taking Content Directly to Facebook
While providing on-site users with easy ways to share
content to Facebook is an enormous part of a strong
social media strategy, it’s only one half of the equation.
The other half is taking a site’s content directly to
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Facebook to be shared with the vast user base that logs in
to utilize the service every single day. There are a few
options site owners can take when using Facebook as a
platform to spread their content, depending on how
involved they want to get in the process.
The first, and simplest, is sharing to personal profiles. A
website owner can simply copy a link into the post box
on their Facebook timeline. Facebook will then generate a
preview and a clickable link back to the content which
will be shared with and visible to everyone with
permission to view the site owner’s profile. This is an easy
process that takes a matter of seconds, but it severely
limits the potential reach of the content, since it’s only
visible to the site owner’s personal friends and family.
Website owners looking to expand the reach of their
content have the option of creating a Facebook
community for their readers, customers, or target market.
This strategy – using Facebook pages or groups – takes a
lot more work, but has the potential to yield much greater
results in terms of views, interactions, and traffic back to
the main website. Site owners that create communities
also gain a certain level of ownership over those
communities, allowing them to market to their
community members (to a point) at no cost.
The two main options for community creation are groups
and pages. There are many similarities between the two,
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but also some extremely important differences. Pages are
designed as a sort of Facebook-based website for
business and individuals that want to promote themselves
and build a following on the platform. As a result, pages
are designed mostly to host outgoing communications –
messages from the page host to its subscribers. Page
owners also have a very high level of control over the
content on the page and can choose how and where the
page’s followers can post and interact with it.
Groups, on the other hand, operate truer to the spirit of a
community and are designed to foster discussion among
the members. Groups don’t really have owners so much
as they have administrators. While administrators do have
direct control over groups, the members are really the
ones that run things, as a group that doesn’t cater to the
desires of its membership won’t last long. In groups, the
discussion is traditionally open – although rules are
normally published to guide and moderate it. Control of
content is much more difficult with groups, but generally,
tight control isn’t the goal.
In both cases, the benefit of creating a community for a
website owner is that it provides them with a pool of
Facebook users that self-identify as being interested in the
market, niche, or specific company hosting the page or
group. That means marketing messages can be
disseminated to those users directly on the page or group
wall at no cost to the owner – a truly cost-effective way to
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message. Unfortunately, Facebook throttles the reach of
organic posts to groups and pages so that only a fraction
of overall users will ever see any given post. This is done
to entice page and group owners to make use of
Facebook’s paid advertising platform.
Facebook’s advertising program can be extremely
effective, but it can also be an enormous money pit when
engaged without proper training and knowledge. Website
owners choosing to take their materials to Facebook
should be very careful with paid advertising, limiting their
budgets until they’ve learned the ropes inside and out.

Twitter Integration
Twitter has grown at an amazing rate since its launch, and
by Q3 2017, Twitter boasted over 300,000,0005 monthly
active users worldwide. That’s an enormous user base,
and it’s only getting bigger. That means Twitter is a ripe
space for web marketing, and it’s a great place to spread
website content and cultivate new site visitors. The
challenge with Twitter is the character limit that has
always been Twitter’s claim to fame. Although the
platform recently expanded its character limit from 140 to
5

https://www.statista.com/statistics/282087/number-ofmonthly-active-twitter-users/
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280 for nearly all users, that still isn’t a lot of space to
work with!
Like Facebook, the easiest way to integrate dynamic
Twitter functionality into a website is to add a simple
button – in Twitter’s case, a “tweet” button. Much in the
same way Facebook’s like-button posts the liked content
to Facebook, the tweet-button posts a tweet to the
clicking user’s Twitter account, which can then be viewed
by their entire follower list and potentially beyond. The
tweet-button opens a small dialogue box that allows the
clicker to add a section of text to their tweet before
publishing it, or to send the content link as is.
One nice thing about tweets is that while they only
display by default to the follower list of the user that
sends them, everyone on that follower list has the option
of clicking the retweet button, which then spreads the
message even further. Top tweets also show up in
Twitter’s site-wide search results. The result is that a good
tweet can catch on, and even users with tiny follower
bases can see their tweets reach thousands and thousands
of people with enough likes and retweets.
Website owners don’t have any other real options for
integrating Twitter directly on their sites, but like
Facebook, they can bring their content directly to Twitter
themselves, and certain tweeting strategies can go a long
way to boosting the spread of their content and the
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number of site visitors they can generate as a result. One
such method is selectively tweeting content directly at
influencers within a target market.
Influencers are Twitter users with large followings whose
tweets tend to get a lot of retweets and likes, maximizing
their reach. These influencers act as a force multiplier, as
a single retweet from one of them can boost the number
of eyes that see a piece of content by a factor of
thousands. The challenge for website owners pushing
their content on Twitter is to figure out who these
influencers are within their target markets. It’s then just a
matter of including the influencers’ usernames in content
tweets and hoping that the links get picked up.

Popular Social Media Sites
for Website Integration








Facebook
Twitter
Instagram
LinkedIn
Pinterest
Reddit
YouTube
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Tumblr
Ask.Fm
Flickr
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Chapter Summary
 Modern web users spend two hours a day
on social media, and social media sites
have billions of users combined.
 Social media integration is a simple, but
high-payoff tactic to engage site visitors
with a company’s brand.
 Facebook can be integrated into websites
with both simple ‘like’ buttons and with
Facebook-linked comment boxes that
replace or augment blog comment
sections.
 Website owners can build communities on
Facebook using groups and pages to build
a loyal user-base to broadcast content to.
 Facebook’s native advertising platform can
be a highly-effective tool, but can also
bleed a marketing budget dry if
mismanaged. Caution is recommended.
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 Twitter can be integrated using simple
‘Tweet’ buttons that allow Twitter users to
share content with their follower lists.
 Engaging influencers on Twitter is an
effective and often cost-free way to
supercharge the spread of content and
generate new website visitors.
 There are many popular social media
platforms that easily integrate with
websites. Site owners should research
which platforms are popular with their
target audiences and then get sharing.
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Contact Forms,
Quotation Forms, Live
Chat Applications, and
Email Lists
One of the most important functions a business can use
its website for is to provide existing and potential
customers with a way to quickly and easily open up a line
of communication. While this could be as simple as
providing an administration or webmaster email address
in text form, there are a number of other ways to
establish contact with customers online.
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Companies can choose to provide site visitors with the
contact information for each of their employees,
individual departments, or just a general point of contact
to be filtered at a later date. Quotation or contact forms
can be added to provide sales or customer service
information, and chat clients can be added to allow
visitors to access live customer service agents in real time.

Contact Forms and Quotation
Forms
Providing website visitors with a simple way to get in
contact by email should be a top priority for all
businesses. Website visitors represent existing and
potential customers, and good customer service is one of
the most important factors in retaining buyers and
ensuring they come back to make repeat purchases. As a
result, companies simply must provide a simple,
straightforward, and efficient way for their site visitors to
get in contact and relay messages to the business.
When providing contact email addresses, there are a
number of considerations that need to be taken into
account. Providing a generic email account for inquiries
simplifies things on the customer’s end, but someone has
to filter, sort, and redistribute all of the email traffic that
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comes through it to the relevant parties on the company’s
end, and that can be very time-consuming
consuming.
On the other hand, providing email addresses for
individual employees invites the possibility of those email
addresses being abused, either accidentally by site visitors
contacting the wrong people, or by spammers scraping
the email addresses and flooding employees with offers
for irrelevant or unwanted products and services.
Contact forms provide a great way to get around this as
they can be set-up to require a “CAPTCHA
CAPTCHA”, which is a
visual device designed to thwart SPAM bots. Contact
forms can also be set up to require site visitors to select
answers to a number of questions in order to ensure their
final submission is automatically sent to the correct
department.

Figure 8 – A generic contact form.
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For example, a contact form might require a user to select
the department they wish to contact from a dropdown
list, and then further select the product or service they’re
looking for information about. This adds a bit of bulk on
the user end but ensures that no time is wasted bouncing
emails around trying to find the correct employee to deal
with the inquiry.
A twist on the contact form is the quotation form.
Quotation forms allow users interested in receiving
pricing information to input their requirements into a
simple web form in order to receive a quote. Depending
on the products or services being sold, quotes can either
be delivered automatically, providing the user with an
option to buy immediately, or the information can be
passed on to a salesperson who can formulate a custom
quote to send off to the end user at a later time.
Content management systems and do-it-yourself website
builders make it easy to install these kinds of forms. DIY
builders have built-in functionality allowing contact forms
to be built in their drag-and-drop editors and then
directed to the email of the site owner’s choice. Content
management systems like Wordpress use form-creation
plugins that can be installed in a matter of a few clicks.
Configuration is relatively straightforward, and a small
line of code can then be used to insert the contact form
onto any page or post on the website.
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Live-Chat Applications
A less common communication channel that can be
added to websites is a live customer service chat client.
These applications provide a live-chat box that users can
enter text into to get immediate feedback from a live
customer service agent. Client-side users often prefer
these services as they offer the opportunity for a fast, easy
solution. However, there are definite pitfalls.
There are automated versions of these live chat boxes
that display pre-fabricated answers based on keywords
parsed from the user’s inputs, but they’re imperfect and
often frustrate end users as much as they help them. That
means to offer a truly useful live chat service, human
customer service agents must be paid to operate them.
Many firms provide this service, but the cost often
outweighs the utility.
Live-chat applications are provided by third-party service
providers and won’t come with most standard DIYbuilder or CMS packages. They can be relatively easily
integrated by an experienced developer, and the service
providers often offer customer service and technical
support help for website owners that need a hand getting
them set-up.
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Email Lists and AutoResponders
Email marketing is an incredibly effective way to
communicate with consumers, both for promotional
purposes and as a way to disseminate content. One of the
big advantages to email marketing is that customers have
to ask to be included on an email list, which means – for
the most part – the members of a company’s email list
have pre-qualified themselves as interested! This means
promotional messages sent to these list members are
being read by people who are already at least slightly
warm to doing business.
Most hosting accounts come equipped with the
technology necessary to manage lists and send massmailings – called auto-responders. However, while these
built-in auto-responders are free, they’re a poor choice.
The reason is that bulk mailings are often flagged and
sorted as spam by the list-members’ email clients. Paid
auto-responder companies work hard at ensuring that
their users don’t send SPAM, and as a result, they receive
a small bump in trust that help keeps emails sent through
their services in the inbox instead of the SPAM box.
There are a number of leading companies that provide
auto-responder
services,
including
AWeber,
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GetResponse, MailChimp, and more. They all offer
varying levels of service at a series of price points
depending on the size of the list to be managed and the
features needed, and all provide similar core services.
Each allows users to sign-up, create email lists, pre-load a
series of scheduled content or send impromptu messages,
view analytics on things like open-rate and delivery
success, and create forms to entice new list sign-ups.
Integrating these forms into a website is usually a matter
of creating a sign-up form using a form building
application provided by the auto-responder company and
then inserting into a website using a code snippet. Sign-up
forms can be placed in website headers, footers, or
sidebars if subtlety is desired. They can also be added as
pop-up light boxes that cover the entire screen until
closed if the goal is a bit of a harder sell. In any case,
when a website visitor sees the form and enters their
name and email address, they “opt-in” to the list.
Opt-ins can be set to single or double, determining how
many steps must be completed before adding a visitor to
the list. In single opt-in cases, simply adding a name and
email and submitting the form will add a user to the
mailing list. In the case of double opt-in, the user must
first click a link in a confirmation email before they are
officially added to the list. Each type of opt-in has specific
benefits and drawbacks. Single opt-in makes it easier for
users to join the list, while double opt-in makes sure that
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users added to the list are certain they want to be there,
reducing SPAM complaints.
Once a list has been created and forms have been
integrated into a website, site owners need to ready a set
of follow-up emails to serve to their new list members.
Email lists are like all other types of web marketing, in
that they’re all about serving up value to the end-reader.
Promotional messages aren’t enough on their own to
keep list members from unsubscribing or making SPAM
complaints, so it’s important for new email marketers to
have a strong set of value-based emails ready and
scheduled to be served to new list sign-ups.
Drawing in new list members is normally accomplished
by using a ‘carrot’ – some kind of free offer that provides
enough value to the end-user to make it worthwhile for
them to exchange their email address for it. This could be
a coupon code, a free report, membership in an exclusive
customer group, or anything else that the website owner
thinks will be received well and provide value to their site
visitors and new list members.
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Chapter Summary
 One of the most important functions a
business website can perform is to provide
potential and existing customers with a
way to connect and communicate with the
company.
 The simplest way is to provide emails in
text format on a contact page.
 Listing emails is effective, but can lead to
abuse and incorrectly directed messages.
 Contact forms are a great way to provide
on-site contact functionality that restrains
input to ensure contact requests go to the
right places.
 Quotation forms can be used to allow
visitors to get a sales quote instantly, or to
submit a request for a quote that can be
delivered on the phone or by email.
 Live-chat clients can provide both
automated and live responses to user
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queries directly on-site, but the cost of a
good one may not be worth it.
 Email marketing is a great way to stay in
touch with website visitors as they move
through a sales funnel.
 Auto-responders allow site owners to
queue up a set of pre-written emails to be
delivered to their email lists.
 While many hosting packages offer free
auto-responder service, it’s worthwhile to
sign-up for a paid one as they generally
have excellent delivery rates.
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Creating Content
Ask most marketers these days what the most important
aspect of online marketing is and the vast majority will
proclaim that content is king. This widely accepted maxim
exists because in today’s world, web users expect to be
fed a constant stream of fresh, high-quality content. It’s a
fair demand considering that in exchange they’re
providing their time, attention, and in many cases, hard
earned cash.
This focus on content has huge implications for
companies creating new websites, as slapping together a
quick page without putting much thought into what goes
onto it just won’t cut it anymore. A web presence is a
must, but having one just for the sake of it severely
hinders the results a company can expect to see. Careful
thought must be put into what words and images will
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grace the pages of a company’s site if top results are
desired.
The first and most important type of content that any
new business website needs to focus on is company
content. This is the content that focuses on informing
website visitors about who the company, what products
or services they offer, where they are, how to contact
them, and any other information relating to the nuts and
bolts of the company and their offerings.
Beyond this type of content, businesses can make huge
inroads with their existing and potential customers by
providing a couple of other types of content. Educational
content and entertainment content are the undisputed
kings of the web, and by offering them up to web users,
businesses can tap into a wide variety of benefits,
including increased brand recognition and loyalty, word
of mouth marketing, and more.
Regardless of what type of content is being put out, the
focus absolutely must be on quality and consistency.
Quality can be hard enough to come by on its own, but
pumping out quality material on a consistent basis is a real
challenge. As a result, website owners need to approach
content creation from the vantage point of a publisher,
paying careful attention not only to what they’re
publishing, but also when and where. An editorial
calendar is a must for website owners that are serious
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about providing real value to their site visitors and
readers.

Company Content
Company content forms the meat and potatoes of what
fills out the vast majority of business websites.
Information on things like products and services,
location, company history, customer service, and contact
information make up this category of content. It might
seem like an obvious list of items to include in any
business site, but many companies’ websites are lacking in
one or more of these areas.
For instance, a website meant to function purely as a
brochure will have different content requirements for
describing products or services than a website designed to
facilitate ecommerce and online sales. The brochure site
might only need to include a small blurb on each product,
designed to peak interest from the reader and move them
towards making contact for further information. An
ecommerce site might need to provide detailed
descriptions, specifications, reviews, and more, since an
immediate sale is the goal.
This variation in what types and quantities of content are
required is one of the main reasons it’s incredibly
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important for companies to carefully plan out what’s
going to go on a website before it’s built. Trying to slap
together the content – literally the most important part of
the website – after it’s built is a surefire way to handcuff a
website’s ability to accomplish the goals of the business.
In the end, the type and scope of a site’s content are
entirely dependent on the goals set out for it, making
planning the name of the game. Professional production
goes a long way, but without proper planning, the most
beautiful sales copy will fall flat. When creating a new
website, companies should ensure adequate time goes
into content planning, and it’s often a good idea to enlist
the help of an experienced content marketer or
copywriter to ensure the job gets done right.

Educational Content
Beyond the standard company content, online consumers
can be best satiated by providing a constant stream of
educational or entertaining content as well. Educational
content is one of the most powerful tools a business has
at their disposal because it allows companies to provide
significant value to existing and potential customers while
simultaneously promoting their own products or services.
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A great example of this is the how-to guides provided by
companies like Home Depot. Immensely popular both
online and in-store, these educational materials and
presentations are designed to teach consumers how to
perform a wide variety of home renovation and repair
projects. It’s no coincidence that every tool and building
material required is also sold at Home Depot. As a result,
this content provides immense value to the end user, but
also to Home Depot.
There are countless examples of savvy businesses using
their websites and social media accounts to provide
similar types of content designed to educate their target
market while also providing increased brand exposure and
opportunities to sell. There are few, if any, industries in
which this powerful content marketing strategy can’t
work. It’s really just a matter of creatively finding ways to
teach something valuable to consumers in a company’s
target market.
The main pages of a company’s site are not necessarily an
ideal place to provide this kind of content. Specialized
sections are one way of incorporating educational
material, but social media platforms and blogs are perfect
delivery methods. For example, a blog post on how to
best use a particular type of product can then be shared
across multiple social media accounts, providing an easy,
integrated delivery that users can find and consume in
multiple places.
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Educational content that achieves its goal of teaching its
readers a new skill or lesson will inherently promote social
sharing, as people will want to share the valuable lessons
provided by the content with their friends and family
members that might also benefit from the lessons being
taught. Educational content rarely goes viral the way
entertaining content does, but instead, it tends to be
much more consistent with the traffic and interaction it
can develop.

Entertainment Content
Content that entertains is without question the most
popular and most shared type of content on the web.
From the simplest cat picture to the most expensively
produced viral video, content that leaves web users
entertained is bound to be spread, and that potential
virality is what makes this type of content so valuable to
businesses.
Content designed to entertain, if properly tied to a brand,
can have many of the same benefits of educational
content in regards to brand exposure, awareness, and
loyalty. Old Spice is a perfect example of this, having
gained a huge following from their series of hilarious
online videos. After going viral and spreading globally,
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they proved so successful they became a full television
and print campaign.
If a company can sell deodorant using entertainment,
then just about anything can be sold by tickling the funny
bones of an audience. The key is to capture their attention
in some way they deem entertaining and worthwhile.
However, there are some notable drawbacks to
entertainment content that make it less useful for some
businesses than others, especially depending on budget.
One is that brand exposure isn’t necessarily a practical
goal for every business. For instance, a local plumber
likely has little to no use for widespread brand exposure
outside of their local area. The inability to directly sell
through entertaining content means those businesses that
won’t benefit greatly from injecting and strengthening
their brand to a wide audience may not find value in this
type of content marketing.
Another is cost. Companies wishing to produce video
content might find that producing high-quality video is
not quick, easy, or cheap. Minimalistic videos can be
produced relatively inexpensively, but filming, editing,
and publishing professional quality video is an exercise
that many small businesses simply may not have the time
or resources for. However, most smartphones now have
good enough cameras built right in to produce video that
can be hacked together well enough to get the job done.
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Figure 9 – The Andertons’ YouTube channel.

One very powerful way companies can use entertainmentbased content is to combine it with educational content
into a hybrid that simultaneously entertains, educates, and
sells. A great example of this is Andertons Music
Company, a United Kingdom-based musical instrument
store. Their highly successful YouTube channel provides
video reviews of products they sell, and has developed a
huge following thanks to their humor and product
insight. Many types of retail
etail businesses may find success
using a similar model.
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Thinking Like a Publisher
Haphazard content creation isn’t necessarily doomed, but
it almost ensures that a company’s content efforts will
never meet their full potential. In the end, that means
money will probably be left on the table needlessly, and
that isn’t good business. To unlock the full power of
content marketing, website owners and businesses need
to think like a publisher, and that means taking a longerterm, more strategic view towards content.
One important aspect of thinking like a publisher is
embracing an editorial calendar. Coming up with a
constant stream of new and fresh content is taxing.
Writing it is often the easy part compared with pumping
out new ideas. An editorial calendar lays out a site’s
upcoming content projects in a way that is highly visual
and allows a site owner or content manager to easily see
what’s been planned for the future, in some cases up to a
year in advance. Thinking a year ahead is important for
large publications and sites, and the average business
owner can get away with planning over a shorter horizon,
but plan they must.
Editorial calendars can be easily created in applications
like Google Calendar and Microsoft Outlook, or using
software like Microsoft Excel. A quick Google search will
turn up a multitude of different editorial calendar
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templates, most of which are available as free downloads.
Once the calendar is set-up,
up, the game is all about keeping
it full. Having a journal or notepad handy at all times is a
big help in keeping calendar spots filled up, as ideas can
be jotted down the second they pop-up.

Figure 10 – An example editorial calendar.

Another major aspect of thinking like a publisher is
looking into the future for upcoming trends, events, or
opportunities that content can be based around. For
instance, if there is a big industry-wide
wide tradeshow every
year, website owners should be planning
ng their content
well in advance to take advantage of the interest that
event will stir up. Planning for seasonal content is another
example of good forecasting. Retail businesses should
have their holiday content planned well in advance in
order to maximize
ze the potential impact that content will
have on their web traffic and overall sales.
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Finally, thinking like a publisher entails examining trends
within the company’s content in order to use that
information to plan future pieces and series. For instance,
if the analytics show that how-to pieces gain a lot of
traction and generate a lot of social shares among the
target audience, it might be a good idea to plan a weekly
how-to series that always launches a new piece on the
same day every week. This kind of consistency within a
publishing schedule is a great way to develop reader
familiarity to boost views and social interactions.

The Benefits of Regular
Content Audits
Managing a busy editorial calendar can be a headache,
especially if the person managing the calendar is also
doing all the writing. Pumping out content day in and day
out is hard work, and anything that makes it easier can
only be a good thing. A content audit is a tool that
website owners and content creators can use to do just
that. Content audits are all about figuring out what’s
already been done in the past in order to make future
content creation tasks easier. Although they can be timeconsuming, they aren’t hard to do, and the effect they
have on content production is significant.
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A full content audit has two major parts – inventory, and
analysis. Inventory is just what it sounds like – taking
stock of all the content a company or website currently
owns, both published and unpublished. By taking
inventory of every piece of content that has been
produced or purchased, content creators can get a full,
big-picture view of what they have at their disposal and at
what topics have already been covered. That allows them
to both spot trends in content topics to help avoid
repetition, and identify opportunities for repurposing and
expansion.
Repurposing and expansion are two of the most powerful
tools that a content audit adds to the content creation
toolbox. An example of repurposing would be taking an
article that had previously generated strong results and
turning it into a video that could then be published to
reach a new audience. The benefit is clear; repurposing
can go a long way towards alleviating the stress of
juggling a busy production schedule, as the idea work and
research for repurposed pieces are already done.
Expansion describes the act of taking previously
produced content and looking for new ways to stretch
into additional pieces. For instance, a retail sporting
goods store might find that a video they published on
selecting the right type of skis generated a strong
response. They may be able to take that general video and
turn it into a series of further videos, each going into
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deeper detail on a specific type of ski. Expansion doesn’t
necessarily reduce the work of creating content, but it
helps enormously with coming up with new ideas that are
likely to perform well.
The other side of the content audit is analysis. In this
stage, a site’s analytics are pulled and drilled into to find
out which content has performed the best since the last
audit. This stage provides insights into what the best
course of action is for future production. It’s important
for websites to have a good analytics package – like
Google Analytics – installed in order to have reliable,
trustworthy statistics to use. Careful analysis can provide
the guidance necessary to ensure that future content
production efforts maximize the potential results for the
time and money put in.
Content audits can be done as frequently as desired, but
audits done too frequently may distract attention from the
end goal of actually producing better content. Once per
quarter is a good goal to shoot for, and many small
businesses can probably get away with doing one even
less frequently than that. Regardless of how frequently
audits are done, they should be done. There is simply no
reason not to, as the time and effort invested in a good,
thorough content audit pay for themselves in spades over
the long run.
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Chapter Summary
 Content is king on the web. Online
consumers expect a constant stream of
high quality, original content that provides
them with real value in return for their
attention and loyalty.
 Company content is the material that a
business uses to fill out their website in
order to help sell, such as product or
service information, sales and specials,
company history, and vitals like contact
information.
 Educational content is a potent tool for
companies looking to take full advantage
of the web, as it allows them to provide
their visitors with valuable, enjoyable
content, while simultaneously highlighting
their own products or passing on subtle
sales messages.
 Entertainment content is all about keeping
users coming back for more and sharing
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content socially by entertaining them.
There are no limits as to how a business
can choose to utilize this type of content,
but the most common ways are making
people laugh, engaging them with games,
or satisfying their curiosity.
 Blending different types of content,
specifically entertaining and educational, is
an exceptionally powerful way to engage
existing and potential customers.
 Everyone that produces content for the
web needs to think like a publisher, and
using an editorial calendar to forecast
future content needs, trends, and
opportunities is often the most effective
way to do that.
 A content audit is a powerful tool that
paints a big-picture view of what content a
company or website currently has at its
disposal across all platforms and how that
content has performed.
110

Website Basics for SMBs
 Content audits are a great way to generate
ideas for repurposing and expansion, both
of which are avenues to reducing the
workload associated with future content
creation.
 The statistical analysis portion of a full
content audit provides valuable insights
into which types of content and which
platforms are producing the best results,
allowing future content production to be
focused on what works.
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Search Engine
Optimization
Google is, without a shadow of a doubt, the undisputed
king of the internet. Google currently handles an
estimated 1.2 trillion searches per year worldwide6.
Google’s nearest competitor, Microsoft Bing, has a
roughly 5% market share in search compared to Google’s
roughly 87%7. Long live the king. These astounding
numbers make it clear why successfully placing in
Google’s organic search results is one of the most
important factors in the level of success that the average
website finds in driving traffic.
6

http://www.internetlivestats.com/google-search-statistics/
https://www.statista.com/statistics/216573/worldwide-marketshare-of-search-engines/
7
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Search engine optimization (SEO) is all about doing just
that. While SEO technically applies to all search engines,
no matter how big or small, the key target is clearly
Google, as that’s where the vast, vast majority of searches
are being done. SEO has been around as long as search
engines have, and over the years SEO professionals and
scam artists alike have looked for different ways to game
Google’s algorithms in order to place better in the search
results for their targeted keywords and phrases.
SEO’s biggest enemy, perhaps obviously, is Google itself.
Google does not want website owners and SEO people
gaming its algorithms. Google’s goal – aside from earning
aircraft carriers-loads of money – is to provide the best
and most relevant results possible for any given search.
As such, they want search results to be based purely on
merit, and that’s exactly how their secret algorithms are
programmed to work. Certain SEO tactics risk the
integrity of that system by helping, shall we say, lesser
sites, get to the top of the rankings.
The result is that Google is constantly changing its
algorithms to combat the SEO professionals, and the
SEO professionals are constantly changing their tactics to
try to game the algorithms. It is truly a never-ending
dance. In the long run, Google tends to win this game,
but there are perfectly valid and highly successful SEO
techniques that can legitimately aid search engine success
– and Google even publicizes and promotes some of
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them. Winning the Google fight, therefore, isn’t about
gaming the system, it’s about playing the game as well as
possible by Google’s rules.

The Basics of SEO
There are so many factors that go into “ideal” search
engine optimization that it can be dizzying to try to
understand them all. Luckily, the basics go a long way and
are often enough to get most new site-owners on their
way to positive SEO practices. It’s important to
remember that playing by the known rules is the best
long-term strategy, so all the more complex tips and tricks
probably aren’t worthwhile anyway.
SEO can be broken up into two main categories, on-page
SEO, and off-page SEO. On-page SEO describes
optimization that is done directly on a website through
the code and the content. This is the type of SEO that
site owners have the most control over, so it’s important
to give it due consideration. Off-page SEO describes
optimization efforts that are done using other websites,
specifically through linking. This is a big part of good
SEO, but it’s also a lot more work and, in many ways,
mostly beyond the control of the site owner.
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On-Page Search Engine Optimization
Good on-page SEO is all about making it as easy as
possible for Google to find a website and judge it
positively on its own merits. Google adds new web pages
to its search results constantly. This process is called
indexing. When Google indexes a new website or web
page, it sends a bot to crawl the content and code to
determine what shows up on the page, and what’s written
behind the scenes. There are certain aspects that Google’s
crawlers look for that can help newly indexed pages rank
as well as possible, and on-page SEO is all about making
sure the crawler finds what it’s looking for.
Some of the things Google is looking for include:









quality content (yes, they can tell)
good user experience and design
fast loading times
good keyword targeting and density
mobile-friendly design
high link and social-share potential
properly used site tags and headers in the code
and content
a strong URL structure with category
identification
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a lot more

Many of these aspects are site-wide, and some need to be
applied specifically to page content. Manually inputting
and verifying all of these different SEO elements is a
huge headache, so the best plan is to automate them as
much as possible. Sites built on DIY website builders and
content management systems offer options for
automating most on-page optimization. Wordpress, for
instance, offers a number of powerful SEO plugins
designed to maximize on-page SEO so that site owners
can set it all up once and then forget about it.
The term “duplicate content” is a curse-word among
many in the on-page SEO world, but a lot of people don’t
understand when or why duplicate content can hurt SEO
efforts. Google has come out in the past to denounce
duplicate content, and a lot of site owners believe that if a
piece of content shows up on their website that also
exists anywhere else in Google’s results, it’ll result in a
penalty from Google, often colloquially referred to as a
“Google-slap.” This is totally incorrect. If the same piece
of content shows up twice in Google’s search results
from two different sources, Google will generally just
drop one. No penalty will be incurred.
Duplicate content is damaging when it exists on the same
site. This is a safeguard put in place by Google to try to
combat automatically generated sites that scrape and
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auto-post content, and to stop site-owners from filling
their sites with copies upon copies of the same content
with different titles hoping for a boost in the search
rankings. It’s an important step in good on-page SEO to
ensure that any given piece of content only appears once
within the site – at least as far as Google’s crawlers are
concerned.

Off-Page Search Engine Optimization
Off-page search engine optimization can provide some of
the biggest search ranking boosts, and can also present
the most danger to over-eager search site owners and
SEO professionals. Many-a-tale exists of site owners that
have hired SEO firms to get them to the top of the search
results, only to find themselves in Google’s bad-books,
banished from the search results altogether. The key,
again, is playing by the rules. Google is a real stickler
when it comes to off-page SEO, and with good reason.
Good off-page SEO is invisible and unobtrusive.
Underhanded off-page SEO is a pollutant that ruins the
web for everyone.
Off-page SEO is all about link-building. Google uses
hyperlinks as a way to crowd-source the determination of
what content is good, and what content is bad. The
rationale is that good content will generate more links
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from other websites, social media profiles, and the like.
The better a piece of content is, the more people will
want to share it with their readers and followers and
reference it in their own content. Therefore, links act kind
of like votes, and the more votes a web page has, the
better its content must be. It makes sense – if people play
by the rules.
Knowing that inbound links are the key to successful offpage SEO, the question becomes how to get those
inbound links. Building a strong link profile is a long,
slow process for those that choose to take the path of the
light-side. Light-side – known as white-hat – link-building
techniques are all about actually producing good content
that both deserves and attracts links. Some of these
techniques include:






guest posting on market/niche-leading websites
and blogs
social media promotion
promoting content to influencers and thoughtleaders in hopes of gaining links
creating great content that people want to link to
building strong communities of readers that will
act as brand and content evangelists

The dark-side of link building is all about trying to build a
strong link profile as quickly as possible. Often referred
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to as “black-hat”, these techniques can often yield fast
results in the short-term, but Google is very good at
weeding out improperly built link-profiles, and when
Google comes down, they often come down hard. Blackhat link building techniques include:





purchasing links in an attempt to pass
“PageRank”
spamming the comment sections of blogs and
online bulletin boards with links
inserting links to websites through security flaws
abusing link exchanges

It’s important to note that whether a webmaster chooses
to walk the light-side of link-building or turn to the dark,
focusing on link quantity alone is not enough. Not all
links are created equal. Google’s proprietary PageRank
(PR) algorithm is designed to weigh the quality of links,
making higher PR links more influential and valuable than
lower rank links. A site’s performance in the search
rankings is determined not only by how many links it has
in its link profile, but what the overall quality of those
links is as well.
PageRank is no longer visible to the public due to massive
abuse in the past by dark-side optimizers using it as the
basis for link sales. The system is still in use, it’s just now
hidden behind the scenes. Website owners looking to
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boost their off-page SEO should always be conscious of
link-quality when guest-posting or approaching other
websites for links.

Creating Content for SEO
Any way you slice it, content is undeniably at the heart of
search engine optimization. On-site SEO is all about
putting together great content, and getting the right mix
of keywords, titles, and tags into it. Off-page SEO is all
about making content so appealing that everyone else
wants to link to it or share it on their social media sites.
Content is the center of the SEO universe – and
realistically, most other universes on the web as well.
It should come as no surprise that site owners, SEO
professionals, and marketers have tried to game content
just like they’ve tried to game every other aspect of SEO.
It should also come as no surprise that Google has a
vested interest in making sure that those trying to game
the content-side of SEO fail. So what makes good,
Google-friendly content, and what doesn’t? Luckily,
Google is very clear on what it wants from web content.
The content that makes the Google-machine hum with
joy is content designed for readers.
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One of the core mistakes that people make when trying
to claw their way into the top spots in Google’s search
rankings is creating content for Google. They worry about
things like what keyword density will prove optimal, how
many links each page should have, what the best length
for their articles is, and other such misguided questions. It
isn’t that none of these things matter, because some of
them do. But their importance is minuscule next to the
importance of value and accessibility.
The content that will do the best in the search engines is
content that readers find valuable, easy to access, and
enjoyable to consume. This is Google’s clearly publicized
overall goal for their search engine – to serve up the best
results for any given search. A lot of people have a vested
interest in making sure that isn’t how Google works,
because being at the top of the search results is a highlyvaluable place to be. But Google is all about quality, so
naturally, it makes sense to give Google what it wants. As
always, the best strategy is to play by Google’s rules.
This doesn’t just apply to written content either. Google’s
search rankings love video, where it’s applicable, and it
isn’t uncommon for YouTube videos to rank prominently
in the results. Again, quality is the name of the game.
Social shares, vote count, interactions, views, and many
more variables all tell Google what’s good and what’s not.
People try to game YouTube and video rankings too, of
course, but the same rule stands. Videos created to
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provide value to viewers will always do better than videos
made purely to try and gain a ranking position.

Utilizing SEO tools
A whole host of search engine optimization tools exist to
help site owners analyze their sites and pages, figure out
how they can improve their SEO, and automate those
improvement processes. While there are plenty of paid
tools, including software applications and CMS plugins,
there are enough free tools available that SEO beginners
and experts alike can often get great results without
paying a penny for their automated SEO help.

Google Analytics:
Google Analytics is Google’s powerful – and totally free –
analytics tool that provides site owners with an enormous
amount of data and statistical analysis covering just about
every aspect of their traffic. Analytics users can view raw
data and a host of charts and graphs describing how
much traffic their site is getting, view-counts for
individual pages, traffic sources and referring pages,
visitor locations, time on site, bounce rate, and much,
much more. It even provides stats in real-time.
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Google Analytics is extremely important for SEO because
it provides a clear look into a number of areas, including
how the site and its individual pages are performing in
organic search, and which search engines and regions
visitors are coming from. Without that data, site owners
would have a huge blind-spot when gauging their overall
search performance and the success of their SEO efforts.
Every website should have Google analytics installed,
even if another analytics package is being used
concurrently. When the big player in search offers up free
data, it should be utilized.

Google Search Console:
More “free”8 data from Google! Google Search Console
is the current form of the Google’s old Webmaster Tools,
and is an online application designed to provide insight
specifically into search performance, making it a musthave for SEO. Search Console not only helps website
owners ensure that their sites are being properly found by
Google, it also provides insights into how Google is
finding, indexing, and displaying those websites. This
insight provides the opportunity to specifically address
deficiencies that are limiting search performance.
8

Note: Nothing is free, and that includes Google services. Google
is a massive data-hoarder, and that data provided to Google is the
cost of using their tools.
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Search Console provides on-site information like how
titles and descriptions are being displayed in the search
results, whether or not any crawling errors exist, the
presence of malware, and more. It also provides insights
into off-site and search-specific data like what specific
search terms are driving traffic, where links are coming
from around the web, mobile performance, query-specific
search performance, and more.
Search Console is available for free through Google
Webmasters and requires site-ownership verification to
ensure that the data is only being shared with legitimate
site owners and administrators. It requires no software to
be installed beyond the verification, and could arguably be
considered equally important to Google Analytics from a
pure search engine optimization standpoint.

Yoast SEO Plugin:
Wordpress users absolutely can’t afford not to install the
Yoast SEO plugin. The leading plugin on Wordpress for
many years, Yoast is designed to take care of essentially
every aspect of on-site SEO. The Yoast plugin fills in
every gap and optimized almost every aspect of a
Wordpress installation, ensuring that users’ Wordpress
sites are as search engine-friendly as possible. Post and
page SEO is automated so that each new piece of content
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added has the ideal mix of on-page aspects like tags, titles,
link structure, and more.
Yoast SEO is updated frequently, a must for a stable and
secure Wordpress plugin, and is available completely free.
There is a paid, premium version that provides some
additional features, but the free version is adequate for
the vast majority of users, and with over five million
active installations, is easily one of the most popular
Wordpress plugins in existence.
Other Free SEO Applications and Plugins:
There are so many great free SEO tools that there are
simply too many to list. Some other worthwhile tools that
site owners can out to good use include:










Moz SEO tools
Bing Webmaster Tools
Google Trends
Google Keyword Planner
Google XML Sitemaps
All-In-One SEO Pack
Ubersuggest
Outdated Content Finder
WooRank

SEO can be a fast-moving game, and these tools are
constantly updated, with new ones popping up all the
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time and ineffective ones falling by the wayside. It’s a
good idea to check for new tools at least once a year, as
outdated versions may lack key features, or in some cases
potentially even provide bad data.
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Chapter Summary
 Organic search traffic is extremely
important, and Google is the undisputed
king, followed distantly by Microsoft’s Bing
search engine.
 A constant battle rages between Google
and website owners looking to game
Google’s search results. In the long-run
Google always wins this fight.
 Search engine optimization can be broken
up into two broad categories – on-page
SEO and off-page SEO.
 On-page SEO focuses on optimizing
websites so that their own content and
code is as search engine-friendly as
possible.
 Off-page SEO is all about building a strong
link-profile, which Google uses as a type of
voting system to help it determine what
content is the most valuable to its users.
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 There is a light side and a dark side to all
SEO activities. White-hat search engine
optimization focuses on playing within
Google’s rules and is a long-term strategy.
Black-hat SEO focuses on trying to get to
the top of Google’s results as quickly as
possible, but rarely pays off in the long
run.
 Link quality is as, or more important than
link quantity, as Google gives extra weight
to links from well-established, highly
trusted websites.
 Content, whether written, video, or other,
should always be focused on providing the
best experience possible for the end user.
Content created for search engines rarely
performs as desired.
 An enormous number of SEO tools exist to
help website owners refine and automate
their SEO efforts, including Google
Analytics, Google Search Console, the
Yoast SEO plugin, and many more.
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 In the long-run, SEO is all about providing
great content to the end user, but in the
short-run, it can be a dynamic game.
Keeping up with tool updates is important.
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Ecommerce
Capabilities
Ecommerce can be simply defined as any transaction that
involves buying or selling online. For the purposes of the
vast majority of small businesses, that means the sales of
consumer products or services, either on a companyowned website, or through a third-party like Amazon or
eBay.
Ecommerce could mean something as simple as a PayPal
button that allows a site visitor to send a payment for a
product to be received in the real world, or as complex as
a full online product catalog with integrated cross-selling,
up-selling, and shipping infrastructure.
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Regardless of what type of ecommerce functionality a
business decides to employ, the ability to sell directly to
customers on the web can be a huge boon for a large
number of retail and service companies. Unfortunately,
many businesses that could easily benefit from selling
online never tap into this powerful tool due to a lack of
understanding of its mechanics, or a fear of the
complexity of getting an ecommerce platform set up.
Luckily, today there are a multitude of ecommerce
platforms of all sizes and complexity that make it totally
accessible for almost any business to sell online. The key
is selecting the one that most closely meets the sales goals
of the business, and then figuring out the best way to
integrate it into the company’s current web presence.
The two main categories of ecommerce solution that
companies will initially have to select from are self-hosted
solutions and hosted, or software-as-a-Service (SaaS),
solutions. Each has its own unique benefits and
drawbacks, and careful planning and analysis of a
company’s ecommerce goals prior to choosing goes a
very long way.
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Self-Hosted Ecommerce
Solutions
Self-hosted ecommerce solutions are ones that a company
sets up and maintains on their own web hosting, giving
them full control. Self-hosted solutions can be both open
and closed source, meaning some are more flexible than
others, but generally speaking, by going the self-hosted
route, companies will gain the maximum flexibility out of
the ecommerce software they choose.
This means that self-hosted ecommerce solutions are
most valuable to companies that require significant
flexibility or customization, and have the resources and
expertise necessary to take on the job. Larger retail
businesses tend to need this type of flexibility, but even
smaller businesses can benefit significantly from going the
self-hosted route thanks to a number of platforms that
offer both extreme flexibility and solid off the shelf
features that can be used with minimal fuss.
Self-hosted ecommerce applications have a few notable
downsides. The first is that they’re generally more
complex and more difficult to set-up and maintain,
meaning the cost associated with initially getting them up
and running can be higher. A second downside is that
some self-hosted platforms lack adequate tech-support
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which can be problematic if technical issues creep up at
any point during their operation.
One popular self-hosted ecommerce platform is
WooCommerce, which is a plugin designed for the
popular WordPress content management system
discussed previously. WooCommerce is immensely
popular due to its feature-richness and relative ease of
use, with millions of online stores using it as their
backbone. Excellent technical support also adds to the
platform’s appeal. WooCommerce itself is free, but
extending its base functionality does require subscription
fees, albeit very reasonable ones.
The biggest player in the self-hosted ecommerce world is
Magneto. Magneto holds about a quarter of the total
market share and is the ecommerce platform of choice
for some enormous brands including Nike and Ford
Motors. Magneto is open-source and almost infinitely
customizable, making it ideal for businesses looking for
flexibility. However, that also makes it complex.
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Figure 11 – The BigCommerce ‘Peak’ theme.

Like WooCommerce,, the basic version of Magneto is
totally free and provides a powerful
erful solution for most
companies’ needs,, offering a great user interface and a
huge library of plugins and extensions. The enterprise of
the software version that the big brands use costs tens of
thousands of dollars, but the average small business
doesn’t need the additional functio
functionality it provides,
making the free version an attractive choice.

Hosted Ecommerce
rce Solutions
Hosted ecommerce solutions provide a ready to use
online selling platform for companies looking for simple,
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off the shelf software. A key common feature is that these
ecommerce platforms are centrally hosted by the service
provider, making them a type of software-as-a-service
(SaaS) solution. Companies who utilize them don’t need
to worry about hosting or complex setups and
maintenance. Everything is essentially ready to go upon
login.
These types of platforms generally run on a monthly or
yearly subscription basis, and some also charge a small
percentage of each sale for payment processing. The
subscription and service fees are generally very reasonable
considering how powerful hosted ecommerce solutions
have become, opening online sales up to a huge variety of
small businesses that previously didn’t have the resources
or expertise to make it accessible.
The big upside of hosted platforms is that they’re
essentially sign-up-and-go services that allow businesses
to create an account, select a skin, and begin uploading
products to sell almost immediately. Payment processing
can often be handled directly by the site if the seller
doesn’t have their own merchant or PayPal account setup,
and things like inventory management and cross-selling
can all be handled by the software right off the bat.
The major downside of hosted solutions is that they lack
the flexibility and control that self-hosted platforms offer.
For instance, a company that sets up a store on a hosted
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platform can’t just take that store with them if they decide
to move to a different service provider. That means
companies that see significant sales and growth may find
themselves a bit handcuffed by the limitations on their
stores once they reach a certain size.
Shopify has emerged as one of the leaders in the hosted
space, growing incredibly rapidly to the point that there
are now over 300,000 stores hosted with the service.
Shopify offers easy setup, a ton of attractive templates, a
massive plug-in library, and great support. Downsides
include a service fee on payments for stores who choose
not to use Shopify’s in-house payment processor, and a
proprietary programming language called ‘Liquid’ that
means customization must be done by specialists.
However, the immense popularity of Shopify is a
testament to the benefits greatly outweighing the
drawbacks, making it a great choice for businesses of all
sizes.
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Figure 12 – The BigCommerce theme store.

BigCommerce is one of Shopify’s major competitors and
offers a similar service with similar pricing, but with some
additional benefits. BigCommerce charges no transaction
fees, which is a big plus. Like Shopify, they offer great
support, but BigCommerce stores are arguably even easier
to set up than Shopify’s, especially for those with little to
no experience. While BigCommerce doesn’t offer as
many free templates as Shopify, the few they do offer are
attractive and also customizable without the need to hire
a specialist trained in a proprietary language.
A number of other competitors exist in this space, all of
which operate in a similar manner and provide varying
levels of feature richness and functionality at various price
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points. The common thread for hosted solutions is
relative ease of setup and use, making them attractive
options for small businesses looking to integrate
ecommerce capabilities into their websites without the
trouble or expense associated with taking on the larger
scale self-hosted platforms that tend to better suit larger
businesses and major brands.
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Chapter Summary
 Ecommerce provides businesses with the
ability to sell online, completing
transactions directly on their websites or
through a third-party vendor.
 Self-hosted ecommerce solutions offer
powerful feature sets and provide the
greatest flexibility, but are complex and
can carry higher costs to get up and
running.
 Popular self-hosted platforms like
WooCommerce and Magneto are available
to non-enterprise users for free, with paid
plugins available to increase functionality.
 Hosted platforms are software-as-aservice (SaaS) options and operate on a
subscription basis with monthly fees. They
aren’t as flexible as self-hosted solutions,
but offer turnkey functionality with
minimal fuss.
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 Popular hosted solutions like Shopify and
BigCommerce offer a wide range of
themes and plugins, a great set of stock
features, and competitive monthly pricing.
However, depending on the setup,
transaction fees may be required.
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Website Maintenance
and Security
Websites are dynamic organisms, even when they’re
designed to be totally static. Many companies fall into the
trap of thinking they can throw a website up and then
forget about, allowing it to work away without any further
thought, care, or maintenance. This is a mistake, and
depending on the type of website, it could potentially lead
to significant problems.
The amount of maintenance a website will need is
dependent in many ways on its complexity. For instance,
a static brochure site meant only to provide some basic
information and created with only standard HTML and
CSS won’t require much maintenance at all to keep up to
date. Security concerns will be low and the only real
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changes that need to be made are updates to the site
content relating to things like product offerings, business
hours, etc.
A business website based on WordPress with a blog builtin will require more attention. First and foremost, blogs
require constant updates to remain relevant. Failure to
update a blog just makes the site look neglected and
unprofessional. On the backend, WordPress comes out
with new updates to its CMS often, and failure to apply
these updates will result in security vulnerabilities that
could fall victim to hackers and malware.
A more complex custom coded site with a lot of database
driven functionality will require a more significant focus
on security since automatic updates won’t be available.
The odds of being targeted by a hack are low, but the
costs of being unprepared can be very high. This becomes
even more important in cases where transactions are
being done on site or users are logging in to provide
personal information.
The takeaway is that website owners need to understand
the amount of maintenance their sites will require early on
in the process of their creation. Once again, this all comes
down to planning. Companies who can’t or won’t update
their sites should consider that up front and think about
going with a site that will minimize security risks and the
need for content to be updated. Companies who want
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more complex sites with expanded functionality and
feature-richness should understand the associated
maintenance and security requirements.
For companies that sit somewhere in the middle, and
want a feature-rich website that will help them stand out,
but not the maintenance commitments that come with
one, choosing to have the site professionally managed is a
great, often very cost-effective option. By going managed,
a company can simply send their content updates or
security requirements to their service provider, who will
then take care of the nitty-gritty details of the update.

Maintaining Content
Content maintenance is all about making sure that a
website is providing users with information that is
relevant, up to date, and correct. Failing to update content
is a common trap and a huge number of websites sit on
the web full of information on products that no longer
exist, phone numbers that have been changed, store
locations that have moved, and more.
Some content updates are obvious. For instance, if a
business comes out with a new product or service
offering, it’s logical and natural that they’ll immediately
think about adding that exciting new information to their
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website. Many times necessary updates are less obvious
though. For instance, an employee who moves on might
have an email left up on a contact page that could end up
seriously frustrating potential clients trying to get in
contact.
It’s important that businesses periodically read over their
own websites to ensure that nothing on them is out of
date, or that nothing is missing that should have been
added in the last content update. On a simpler website,
such a quick audit might only take a matter of minutes,
but could save the company embarrassment or help lead
to additional sales that might otherwise have been missed
due to bad information.
Companies with blogs and social media accounts need to
take maintenance even more seriously. There are few
ways a company can strip the air of professionalism from
their web presence faster than a blog or social media
profile whose newest posts date back months, or in some
cases, even years. Yet this sin is committed constantly,
and the web is full of abandoned blogs, Facebook pages,
and Twitter accounts for companies that are otherwise
still operating.
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Maintaining Design
Design maintenance is a long-term goal that only needs to
be worked on whenever big changes happen to the design
environment online. For the most part, design
maintenance isn’t normally necessary unless a website
owner decides that they’d like to change the form or
functionality of their site. However, there are certain
instances where design updates are absolutely necessary.
The most obvious case is when websites have grown so
out of date that their design alone is enough to turn-off
users and call the site’s trustworthiness into question.
Unfortunately, a large number of sites on the web still
feature decades-old designs from the “Web 1.0” era. The
companies that own these websites – almost always small
businesses – are seriously undermining the success of
their online marketing efforts.
For site owners considering rebuilding their web presence
should take the time to carefully analyze the design quality
of their current site. Significantly outdates sites absolutely
must be updated and replaced. Not only does an outdated
site undermine the effectiveness of the website itself, it
also reflects incredibly poorly on the business behind it. If
a company looks at their website and sees spinning GIFs,
automatic music players, and multi-colored fonts on
multi-colored background, it’s time to make a change!
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Maintaining Security
Security updates can be a bit daunting and intimidating
for businesses that aren’t familiar with web security. The
idea of vulnerabilities existing on a site isn’t pleasant, and
oftentimes the easiest remedy for most business owners is
simply not to think about it. That can cause serious
problems, and without need, as keeping a site secure
doesn’t have to be rocket science.
Websites built around content management systems will
need regular updates to ensure that vulnerabilities and
holes are patched as they’re updated. Most open source
content management systems allow this type of update to
be done in a matter of a few clicks, but website owners
are still notoriously bad at keeping up with patches and
updates. That makes the average CMS a great target, since
all websites utilizing an out of date version will be
vulnerable to the same attack.
Companies using a CMS like WordPress should make a
point of immediately actioning updates as soon as they
become available. There are a number of ways to ensure
updates aren’t missed, including email alerts or regular
checks of the CMS backend by simply logging in. By
ensuring that their version is up to date, CMS users can
take care of a huge part of site security in a matter of just
a few clicks.
147

Website Basics for SMBs

Figure 13 – WordPress security updates.

There are also a number of plugins,
ns, both free and paid,
that CMS users can add to their core content
management systems to boost security. These plugins
provide extra security in a number of ways, including
extra authentication, file monitoring, and more. Most are
configurable so that thee website owner can choose which
additional security measures are applied, ensuring that the
plugins don’t interfere with core site functionality in any
way.
Hosted websites on DIY site builders like Wix or
Squarespace trust the host companies for security
security. That
means companies choosing to build a DIY site on one of
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these platforms don’t have much to think about in terms
of web security. This can be an attractive factor for a lot
of businesses when in the initial stages of site creation.
However, just because DIY site builders provide security
doesn’t necessarily mean they’re 100% secure. There have
been multiple known vulnerabilities in major DIY
builders for extended periods of time in the past.
Companies who self-host and operate custom coded
websites can often get ahead of the game simply by
signing up for one of the security add-ons offered by their
web hosts. Most web hosts offer monthly security
packages, such as SiteLock. Depending on price, these
packages will provide daily monitoring of attacks and
malware, automatic removal, automatic backups,
vulnerability scans to detect backdoors, file change
monitoring, and more.
SSL certificates, short for secure socket layer, are security
devices installed on web servers that secure information
transmitted to and from websites. SSL certificates
function by both authenticating the identity of a website,
ensuring visitors can’t be fooled by spoof sites, and
encrypting data transmission. This two-fold security is
incredibly important for companies that use their websites
to collect sensitive information like credit card numbers,
bank information, legal documents, or customer login and
password information.
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SSL certificates can generally be purchased directly from
web hosting companies and domain registrars making
application incredibly easy. Prices range from around $50
per year up into the hundreds depending on the number
of connections that need to be secured, but the price is
well worth it considering SSL certificates come with
liability protection insurance to cover any loss of money
due to a security breach during a transaction on an SSL
protected site.
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Chapter Summary
 Website maintenance and security
measures are heavily dependent on
website construction.
 Content maintenance is an absolute must,
as a website that appears stagnant can do
more harm than good.
 Consider using an editorial calendar to
assist in regular content and social media
maintenance.
 Maintaining design is an important goal
over the long-term. It can generally be
kept on the back-burner, but if a site
doesn’t keep up with relatively current
design trends, it’s doomed.
 Keeping security measures up to date is an
absolute must for site security.
 CMS platforms like WordPress offer
consistent and easy to install security
updates.
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 Websites processing sensitive information
should strongly consider secure socket
layer protection.
 Most hosting packages offer simple,
inexpensive security packages.
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Hiring a Consultant or
Agency
Most small and medium-sized businesses don’t have the
in-house capability to plan, design, and build a successful,
secure, properly functioning company website. It isn’t
that there’s some kind of rocket science or voodoo
required to do it, but it does require specialized
knowledge, and the reality is most smaller companies’
marketing or IT staff just don’t have the required skills to
do it effectively or efficiently.
That means most businesses will make the decision to
hire on a digital consultant or web development agency to
manage the project or perform the work for them. This is
almost always the smartest choice, both for minimizing
cost and drain on company resources, but there are some
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pitfalls that companies need to be aware of when making
their hiring choices.
A business choosing a consultant or firm to run their web
development project has essentially taken on the role of
customer and should treat the process like they would any
other major purchase. Research is key, as is the ability to
make smart decisions in the face of a sea of options, not
all of which are created equal.
One common trap small businesses fall into is thinking of
web design as a simple, almost throwaway project, and
entrusting it to someone unqualified. Often times the
result is the job being assigned to a family member who
dabbles in code, a friend’s kid, or the guy from the
softball team who “does web stuff on the side.” While it’s
entirely possible that the website will still come out ok,
the odds are the final product will be subpar, and almost
certainly won’t be able to properly meet its goals.
Another common trap is failing to ask the right questions
to potential firms before awarding the contract, and
ending up with a company that either doesn’t properly
understand the project, or can’t properly deliver an end
product that will meet all of the requirements from the
planning stages. In the end, most of the common traps
can be avoided by asking the right questions to potential
providers before making a choice and cutting a check.
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Asking the Right Questions
Question: Do they have a portfolio of past clients and
work?
Importance: Most web firms are highly reputable,
experienced, skilled and professional. Unfortunately,
many are not. There are a lot of fly by night web design
and online marketing companies and consultants out
there. A portfolio of past work provides a level of
evidence that the consultant in question can back up their
claims, and has successfully executed projects multiple
times in the past to client satisfaction.

Question: What core services do they offer?
Importance: It’s important to figure out what a potential
service provider has to offer for a number of reasons.
First and foremost, if an agency only works with a CMS
like Joomla, then it’s safe to assume that’s what they’re
going to try to sell regardless of how well it fits with a
client’s goals. When all you have is a hammer, everything
looks like a nail. That isn’t to say that an agency or
consultant that specializes in one type of development
isn’t a great fit for the project, but it’s good to know
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ahead of time what services are on offer. The more well
rounded the better. That being said, an agency shouldn’t
be written off because they specialize in one or two core
services.

Question: What are the steps in their process for
creating a website?
Importance: A reputable, knowledgeable consultant or
agency won’t walk into a new client’s office and try to tell
them what they need in a new website without putting the
requisite time and effort into identifying goals and needs
first. A big red flag should go up if a consultant
immediately tells a company that they need to use a
content management system, must have a blog, or
provides any other definitive statement about what the
work should entail prior to asking probing questions to
determine what the client actually wants or needs.

Question: How will communication about the
project be handled?
Importance: Communication between the client and the
service provider is absolutely necessary if a web
development project is to be successful. Unfortunately,
many clients don’t feel comfortable with the jargon or
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technicality of web development, and are happy to just
send their developer off to get the work done and report
back upon completion. A good consultant or agency
should be able to speak to clients in terms they
understand, and be willing to stay in regular
communication to ensure that the client knows what’s
going on, and any issues that come up in the development
process can be dealt with correctly.

Question: Do they have their own website? What are
some of its more interesting features?
Importance: A web designer or consultant that doesn’t
even have their own website is probably not the person to
be selling someone else on the importance of a web
presence. At the very least, anyone vying for a web
development contract should be able to point to their
own site as a primary example of their work. If no such
example is available, that should be a red flag and
questions should be asked about the reasoning.

Question: Who will have ownership of all the files,
content, and design materials?
Importance: There are many ways to hire out a contractor
for creative work, and many small businesses looking to
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do so don’t realize that they don’t necessarily
automatically own the rights to any work performed by
their contractor. It’s important to establish early on who
owns the rights to what, and to get it in writing. However,
Not everything can be owned by the client. For instance,
a website built on WordPress will obviously not transfer
any ownership of the WordPress CMS to the client, since
WordPress is open source. Many templates come with
similar caveats.

Question: What is their revision policy?
Importance: This is a big one. It’s important to nail down
early on what the policy is on revisions to work, as this
can become a huge sticking point later on in the process.
Changes to work are always necessary. The odds of a
website design being exactly what the client needs on the
first try are slim to none. Normally the revisions are
relatively minor, but sometimes big changes are required.
Nothing can derail a project like a client and a service
provider who have different ideas of what types of
revision are reasonable (and included in the agreed upon
price). Agreeing early on in the process about how
changes to work will be handled will save huge headaches
down the line.

159

Website Basics for SMBs
Question: How do they price their services?
Importance: Pricing can be done in a few different ways, the
most common of which are hourly pricing and projectbased pricing. It’s important to know how a service
provider prices out their work, and to get an idea of what
to expect up front. If pricing is done on an hourly basis,
it’s important to set caps or gates that can’t be exceeded
without further approval in order to ensure costs don’t
run out of control. If the project is priced out as a whole,
ensure that the agreement encompasses all the major
deliverables required including an allotment for revisions.

Question: Are there timeframe guarantees? How are
missed deadlines handled?
Importance: A new website can be a big project, and like
any major project, sometimes things don’t always go
exactly as planned. That’s no big deal if a plan has been
put in place to deal with potential hiccups, but it can be a
nightmare if left up in the air. It’s important to determine
how missed deadlines are handled to ensure that the
project doesn’t drag on forever without consequence.
This applies to the business cutting the check too. A web
developer will often need things like content outlines or
corporate branding materials to complete a project. A
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client that drags their feet on this can delay a project
significantly.

Five Reasons it’s a Good
Idea to Hire an Expert
1. The Final Product Will Be Better
In the end, the point of building a website is to
provide a company with a professional and
useful space on the web that positively reflects
on their business and its products or services.
Hiring an expert will help ensure the final
product doesn’t fall short, protecting the time
and money invested.
2. It Will Save Time
Nothing slows down a project like a lack of
understanding during the execution phases.
With website development, hiring an expert will
ensure that as problems arise, they can be
tackled swiftly and competently without the fear
of pushing the project further behind schedule

3. It Will Save Money in the Long Term
Taking the do-it-yourself approach often seems
like an attractive way to save money, but in the
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end, it often ends up being a drain. From a
direct cost perspective, hiring an expert after the
fact to fix sloppy work is often more expensive
than having it done correctly right from the get-
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will also have costs associated with lost revenue
due to poor performance.
4. Unseen Opportunities May be Identified
Bringing in an expert to manage or develop a
website project comes with the added benefit of
having a set of trained eyes focused on the
company as a whole. That means the possibility
that opportunities (or potential problems) might
pop up that a business owner without the wealth
of knowledge related to the online space would
never have known were there.
5. It Allows a Business to Focus on What They
Do Best
Web development can be a complicated process,
especially for untrained and inexperienced
beginners. A company that decides to take the
DIY route and handle their own web
development is plunging their time into
something that is almost certain to provide them
with mediocre returns. That time is time that
could instead be spent on what they do best –
running their actual business.
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Glossary of Terms
Back End:
The code or system running behind a website, as
contrasted with the front-end, which is comprised of the
on-screen pages that users interact with.

Blog:
Blogs, short for weblog, are informational websites
designed to deliver content in discrete chunks, often
utilizing a chronological diary style, with the most recent
content or post being featured at the top. Blogs provide
an easy and user-friendly style of information
consumption, making them highly popular.
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CAPTCHA:
CAPTCHAs are a type of challenge and response system
designed to tell humans apart from computers, in an
effort to stifle SPAM robots. CAPTCHAs most
commonly function by presenting a user with an image
containing text or numbers, which the user must then
reproduce before being allowed to continue with a
submission.

Content Audit:
The act of accounting for and analyzing all of the content
– both web and otherwise – that a company has
produced, or holds ownership or rights to. For marketing
purposes, a content audit allows a business to repurpose
content while minimizing costly duplication of work.

Content Management System (CMS):
A CMS is a piece of software designed to support the
creation and modification of digital content.

Content Marketing:
A type of marketing that utilizes online content to
stimulate interest and subtly promote a company or
brand, without explicitly acting as sales material. Sharing
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among users is an important aspect of this strategy, so
providing real value to the user is one of the most
important pillars of strong content marketing.

Do-It-Yourself Website Builder:
DIY web builders are hosted web applications that allow
users to create websites with minimal need for knowledge
of coding or web development, normally using templates
and simple text and image editing.

Drag-and-Drop:
Functionality that allows users to easily make edits by
manipulating tools with the mouse rather than requiring
the use of written code.

Ecommerce:
Ecommerce, or electronic commerce, is a general
business model allowing firms to conduct transactions
and process payments over the internet.

HTML:
Hypertext markup language is the basic code designed for
display in web browsers, telling the browser how to
display the images and text of a webpage. This is the most
common language used for website creation.
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Open-Source:
Open-source software provides its source code to the
public, allowing – based on the terms of license –
development and distribution for a variety of purposes.
Open-source has the benefit of being developed by an
entire community, and provides users with a high degree
of flexibility and adaptability.

Plugin:
Plugins are component web applications that can be
added to the core structure of a website to add
functionality. Content management systems make
extensive use of plugins to quickly add features and
functions to a website, sometimes in as little as a single
click.

Search Engine Optimization (SEO):
Search engine optimization is the act of optimizing a
website and its content, as well as the site’s external link
profile, in order to positively influence the site’s position
in search engine rankings.

Software-as-a-Service (SaaS):
SaaS is a software distribution model in which software is
centrally hosted and licensed to users on a subscription,
rather than ownership basis.
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Scalability:
Scalability describes the capacity for a website or
application to be changed in size or put to use in a range
of capabilities. Scalability often becomes a problem when
businesses grow significantly and find their current web
solutions can’t keep up with their expanded needs.

Social Media:
Social media platforms facilitate connectivity, and the
sharing of information and ideas. Popular social media
properties include Facebook, Twitter, LinkedIn,
YouTube, Instagram, Reddit, Pinterest, and more.

SSL (Secure Socket Layer) Certificate:
SSL is a standard security technology used to secure
communications between a website and a web server
through authentication and encryption.

Web Framework:
A software framework designed to provide a standardized
way to create websites and web applications, often
utilizing database libraries to allow for reuse of stock or
standard code.
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NOTES:
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