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Be Dynamic 

Making your website 
work for you  

The ISME Skillnet is funded by member companies and the Training Networks 
Programme, an initiative of Skillnets Ltd. funded from the National Training Fund 

through the Department of Education and Skills. 
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75% of sales are going abroad 

% Sales  

Spend in Ireland

Going abroad
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4 Key Rules 



+ 
Rule 1 

 

“Always focus on the users 

experience” 
 

 



+ 
Rule 2 

 

“ Nurture your social media 
relationships” 

  



+ 
Rule 3 

 

“ You get out of it what you 
put into it” 

 
 



+ 
Rule 4 

 

“ Be relevant” 
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5 Steps  
1. Define your customer segments  

2. USP’s and benefits 

3. Content, Structure and goals  

4. SEO 

5. Tracking – analytics and webmaster tools  

 

 



+ 
1. Know who your customers are 



+ 
Analyse analytics  



+ 
2. What are your USP’s and Benefits?  

 Does your website showcase your USP’s? 

 How do you differ from your competitors? 



+ 
Butlers Chocolates: Purveyors of Happiness 
Bringing happiness to the world, one chocolate at a time 



+ 
Osmium: American Made Clothing For Men 
Shirts Built Like Japanese architecture. 
Considered. Understated. Thoughtfully Detailed 

 



+ 
airbnb: Welcome Home  
Rent unique places to stay from local hosts in 190+ countries  



+ 
3. Content, structure and goals 

Home 

Case Studies Contact Us Blog 

T&C and Privacy 
Policy 

Do not forget your 
cookie notice  



+ 
Structure – The F Format 

Source: http://www.nngroup.com/articles/f-shaped-pattern-reading-web-content/  
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+ 
Structure your content  
 

Main Entry Heading  - Let Your Visitors Know Where They Are (H1) 

Write some content that showcases your benefits and tells the customers what is in it for them.  Remember the 
first two paragraphs are the most important. Write enough to get them interested but not so much they get 
bogged down.  Include your target keywords in the headings and first line where possible.  

Use sub headings to break out your content (h2) 

 Also use bullet points to allow for easy 

 Scanning of your content  

 And reading of your content  

 

Use additional headings to enable visitors to find the section that is relevant to them (h2) 

Also consider using images to help break down your content. Make your site easy to scan, easy to read and easy 
to navigate.  Include links to other key pages and include your SEO target keywords in your links.  



+ 
Personalise your brand  



+ 
Make it about your customers 
How many times have you used the word we on your site? Too many?   



+ 
Include your customers  

Source: www.seamly.com  

http://www.seamly.com/


+ 
Content marketing 

The art of communicating with your 
customers/prospects without selling 

Making them wiser and more informed 

Sharing information and media 

Compliments your products/services  

 



+ 
Customer journey 

 Marketing channels (such as email, display ads, paid search ads, 
social, and direct visits to your website) influence the customer at 
different points in the path to purchase 

 

Source: http://www.google.com/think/tools/customer-journey-to-online-purchase.html  
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+ 
Which channels are assisting your 
conversions? 



+ 
Creating content for different stages 

Awareness  

What is 
vitamin c 

Consideration 

Benefits of 
Vitamin C for 

your body  

 

Intent 

Where can I 
buy Vitamin C 
Supplements  

 

Decision 

Product 
landing page 
showcasing 
benefits and 

call to actions  

  



+ 
Show your credibility 



+ 
Show your credibility 



+ 
Call to actions  

Clearly marked 
as a sale item 

Easy CTA 



+ 
Call to actions  
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Split test  

Source: https://vwo.com/blog/ab-test-case-study-how-two-magical-words-increased-conversion-rate-by-28/  

Conversions increased by 28% using It’s free!  
Vs. Free Sign Up and Sign Up it’s Free 
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+ 
Make your content sharable  



+ 
Capture data and deliver on your 
promises  



+ 
Have a mobile strategy 



+ 
What is your mobile strategy?  

Website 

Email marketing  
90% of smartphone owners 

access the same email account 
on desktop and mobile device 

Source: ExactTarget 

Social media  
80% Twitter users are on mobile. 
80% daily active FB users are on 

mobile   

Search 

Matt Cutts said that he 
“wouldn’t be surprised” if mobile 
search exceeded desktop queries 

this year.” 

Source: searchengineland.com 

http://searchengineland.com/matt-cutts-mobile-queries-may-surpass-pc-year-186816


+ 
Use social media to drive traffic to your 
website and increase conversions 



+ 
Know who is talking about you 
Mention.net  



+ 
Monitor your #hashtags 
tagboard.com   



+ 
4. SEO  
Have you searched for yourself?  



Google Personalises  
Results  

Location 
Actual location &  
location in search  

Search history,  
websites visited  
(organic and ads)  
transactions from  
ads etc. 
https://support.google.com/acc
ounts/answer/54068?hl=en  

Search Plus  
Your World  

Mobile search: 
Do you have a 
mobile site?  

https://support.google.com/accounts/answer/54068?hl=en
https://support.google.com/accounts/answer/54068?hl=en
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What can you do?  

 Create compelling content that your customers will engage 
with (build search and visitor history on your site) 

 Optimise all website content  

 Remember Google only sees words  

 Attract customers at different stages of the buying cycle (again 

builds history on your site)  

 Use advertising in tandem with your SEO strategy – builds 
transaction and search history 

 Increase the speed of your website  

 

 



+ 
What can you do?  

 Utilise and engage on as many of Google’s tools as you 
can (that is relevant) e.g. Google local listing, YouTube, 
Google + 

 Ensure your NAP (name, address & phone) details are the 
same on all sites 

 Internationalise your site for your target markets  

 Build a responsive or mobile site – ensure ALL areas are 
mobile compatible  

 Include social sharing buttons on all key content – get 
people sharing, endorsing and linking to your content 

 



+ 
What can you do?  

 Build the amount of links coming into your site from high 
quality, authority sites 
 

 

 

 Use data highlighter (in Google Webmaster Tools)  to enable 
Google to display richer search engine results listings  

 

 

 

 

 

 

 



+ 
5. Tracking  

Do you know:  

 how many visitor your website gets and where they are from? 

 what pages they look at, how may and how long for?  

 if you are tracking conversions? If do what is your conversion 
rate?  

 how many times they have to interact with you before 
purchasing?  

 what channels are assisting in your conversions? 

 what your bounce rate is?  

 if there are any errors on your site that may impact your search 
engine position?  

 



+ 
List of useful tools & websites 

 Google account set up – http://accounts.google.com/signup  

 Google webmaster tools – www.google.com/webmasters/tools 

 Google analytics – www.google.com/analytics  

 Keyword tool - https://adwords.google.com/select/KeywordToolExternal 

 Page speed - https://developers.google.com/speed/pagespeed/insights 

 Test 301 redirects - http://www.internetofficer.com/seo-tool/redirect-check/ 

 Google places - http://www.google.com/business/placesforbusiness/  

 Test inbound links – www.opensiteexplorer.com 

 FREE SEO analysis - http://www.screamingfrog.co.uk/seo-spider/    
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Thank You  

 

  
Sandra Hennessy 

   087 8348279   OR    shennessy@bedynamic.ie  

Twitter: www.twitter.com/sandrahennessy 

Facebook: www.facebook.com/BeDynamicIreland  
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