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This book is dedicated to the women worldwide
who are giving their all and striving to create a
better world through their ideas. Thanks to all of
you for sharing your talents, skills, and your
aspirations through your businesses.

I also dedicate this handbook, with love and
appreciation, to my grandparents, Rodolfo, Clara,
Mauricio, and Victoria.

-M. S. F.






Preface

Because of my work, I meet a number of stellar
individuals. These include: professional women
who inspire me to greater heights of achievement,
organizational directors who challenge me to be
more effective, and simple heroes who give me
hope and inspiration for our shared world. I've
enjoyed meeting many positive women and people
who build up communities, and I’ve compiled this
first book in the “Successful Woman” handbook
series to encourage you to find ways to apply your
own energy to your chosen field of work in a
practical, meaningful, and helpful way.

The purpose of this book is to share with you
my insights from the web development field and to
show you ways to energize and activate your
website. I predict that when you implement these
tips, your whole business, including solutions you
provide on your website, will increase in leads,
connections, and sales.

In the fifty-one tips in this book, I give you
specific action items to increase the vitality of your
website. As you implement these tips, you’ll add a
big boost to your bottom line. Follow the



instructions, use the checklists, and measure your
results as you go through each tip.

I hope this book will give you insight into how
to translate your natural enthusiasm, skills, and gifts
into your web presence. When your website
functions as a go-to destination for people and when
people immediately think of your website as a great
source for information, you truly become part of the
web of interconnectedness that touches us all.

As your business or organization grows, you
will reach more and more people. As you help
others, you will have the chance to provide
tremendous value to your customers, and you also
have the chance to foster connectedness,
empowerment, and generosity in your own
community.

In my last decade of work, I’ve witnessed
abundant, overflowing opportunities for women in
business. Whether you are new in business or
you’re an established pro, I encourage you to seek
out other women and support them. When we all
work together, we all rise together.

I encourage you to “put yourself out there” with
your positive energy and your ideas to create value,



xi

enjoyment, and fulfillment for others. Start out with
a side job or strike out on your own. With the right
support, tools, and a rocking website, you’ll grow
your business and use your profits to benefit your
loved ones and the causes that you support. I am
honored to support you in this process.

Monica S. Flores
July 18, 2008
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Introduction

Many of us who are deep in the world of web
design and development are constantly innovating,
trying out new tools, creating new solutions, and
surfing online for the latest and greatest. We tend to
forget, however, that the typical businessperson is
also deep in her own world of inventory, product
line development, marketing, sales, cash flow, and
staff management. The ultimate answer for all of us
is to create systems that reduce the need for us to
actually be there and to find efficient ways to give
all of us more money, time, and freedom. If you’re
in business for yourself or you’re working to
support a company or client you care about, I am
happy to share some of the tips and tools I've
learned “in the trenches” over my last ten years of
creating websites.

Why should you listen? In 1999, I hand-coded
one of my earliest websites in exchange for internet
access at a café¢ near Lago de Atitlan, Guatemala. |
used my rickety old laptop and took photos on my
trusty SONY Mavica (a camera that takes pictures
directly onto a floppy disk). The proprietors were
thrilled with the results, which allowed them to
market to the then-burgeoning market of English-
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speaking travelers checking e-mail. They put their
site up on free Tripod hosting, and they were up and
running within a day, publicizing their link through
flyers and word-of-mouth. It was a win for them, a
win for me, and this transformational experience
hooked me on translating web technology into
tangible financial results for clients.

Since that first website, I’ve directly coded
thousands of web pages for clients who rely on their
websites for positive cash flow. I’ve also envisioned
and implemented different solutions to help our
clients manage their processes and directly increase
their bottom line. Technology is always changing,
but along with other web resource people listed in
the back of this book, I am in business to fully
utilize the democratizing power of the Internet.
We’ve learned much of what works and what
doesn’t work, and we’re happy to share this
information with you.

For my own business, 100% of my new clients
come from referrals and the contact form posted on
my company’s website. Between our web presence
and our toll-free access line, we’ve created ways
that allow our partners to work wherever we have
access to an internet connection. I think in today’s
globalized society we will expect that an influential
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blogger may be based in New Zealand, or a retailer
may be updating her product line from her home in
Quito or Capetown, or that a fashion marketer may
be working remotely from Winnipeg. Tools like
Earth Class Mail (digital delivery for snail mail),
Ring Central (toll free numbers and voice mail
forwarding), virtual assistants and digital wireless
help people work from anywhere around the world.
Our astronauts already send photos from the
International Space Station, so within the next few
decades, I fully expect bloggers to upload their
videos from a lunar base!

This book lays out the basics of what you need
to successfully use your website as a profitable
business solution. I’ve numbered and compiled the
fifty-one tips and organized them into themes that
comprise separate chapters. I encourage you to
review each tip and incorporate the action items into
your existing website, if you have one. If you don’t
yet have a web presence, use the book to plan out
your content and then connect with a web
professional from the resource guide in the back. I
feel comfortable recommending each of these web
workers.
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Chapter 1: Website BasicsUnderstand the
basics of healthy web functioning and you’ll learn
the specific units that constitute your website.

Chapter 2: Share Your Knowledgeiscover

ways to become a resource provider in your specific
field.

Chapter 3: Build a Resource LisL.earn how to
assemble and display valuable resources on your
site and make it a comprehensive “go-to”
destination for information about your industry.

Chapter 4: Target Your ClientsFind ways to
discern, “hook,” and capture your most valuable
and targeted customers. You’d rather have one
highly desirable and desired client than one hundred
non-interested prospectives. Use the listed tips to
find your best customers.

Chapter 5: Focus on Usability Familiarize
yourself with various ways to ensure your website
displays well for all your visitors. I emphasize
relying less on external services and more on good
keyword and tagging practices, optimized text, and
tools that allow search engines to understand and
crawl your website.
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Chapter 6: Measuring DataAn introduction to
specific metrics to track and understand your
website results. With data and reporting, you get a
continuous sense of how visitors use your website.
Use these tips to increase your conversion rate and
turn your tentative strangers into beloved customers
and friends.

Chapter 7: Final Tips Additional expert tips to
make the most of your website functioning.

Chapter 8: Extra Special TouchesA bonus
section with a number of extra “finishing” ideas to
polish your website and make it shine.

The Conclusion wraps everything up, and the
back section offers a Resource Lisbf active, smart,
helpful web professionals.

I’ve crafted the fifty-one tips with the goal of
identifying and “catching” key moments when a
typical business website evolves: from being a static
brochure site, to becoming a dynamic database-
driven site, to providing original content and tools,
to functioning as a valued resource, to securing you
the status of trusted advisor to your larger
community.
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I end each chapter with a section to “Keep in
Mind” that revisits the main “take home” messages.

Before we begin, I invite you to take a moment
to ask yourself several important questions about
your current website.

+ Is it working for you?

* Is it sending you qualified leads?

* Are clients and customers finding you

through your website?

*+ Are you using the website to process

requests and to provide tools and downloads?

* Do new customers understand your business

and use the website to get started with becoming

a client with you?

* Do existing customers find all the FAQs and

tools they need on your site?

Whether you own a multimillion dollar
company and are looking for techniques to improve
business or you are a first timer about to launch a
new enterprise, implement the following tips and
check your results every month to watch for
improvement. I invite you to visit me online at my
own site: www.ASuccessfulWoman.com, where
there are valuable up-to-date resources, information
and tools to support you.
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Your business is a unique expression of the
values and vision you have for your company. The
products and services, brand, marketing and sales
approach, and, indeed, your whole life is connected
to the holistic spirit of your company. Make your
unique viewpoint work for you. All of your ideas
flow directly from you into your external materials,
so identify and embrace the special qualities that set
you and your business apart from others.

I trust you’ll find innovative ways to make your
website function as a valued and valuable part of
your business process. Use your website to process
forms, provide quotes, do minor calculations, and
collect basic paperwork. These powerful tools will
make your own job (or the jobs of your employees)
easier.

There is only one of you in the world, and the
World Wide Web gives you wonderful chances to
share your ideas. I look forward to supporting you
n your success.
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YOUR WEBSITE DETAILS:

1) Domain Name/s: (www.yourlink.com)

2) Hosting Details:
Provider:
Customer Number:

FTP login and password information:

Control Panel login and password information:

Other passwords:
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3) Website Developer Contact Information:

4) Web or Graphic Designer Contact
Information:

5) NOTES:






Chapter 1:
Website Basics

» Your Website as an Extension of your Company
» 1. Prepare Yourself: How Much does it Cost?
» 2. Think about your Content: Explain it Well
» 3. Design Necessities: Be Bold and Succinct

» 4. Your “About Us” Page: Encourage Trust

» 5. Think About the User: Be Respectful

» 6. Best Practices for Multimedia

» 7. Provide New Features based on Feedback

» 8. Maintain your Site: Update your Pages

» 9. Lay Down the Ground Rules: Terms of Use
» 10. Keep Contact Information Current

» 11. Change is Not Always Good

» 12. Make it Simple, Keep it Real

» Summary to Keep in Mind: Website Basics



Your Website as an Extension
of Your Company

Our global information age means that your
website is not optional. It is expected. Our 24/7
mentality also means that your website will be
queried during and outside of your personal
working hours. When you clearly label information,
you do more than make it easy for a visitor to find
an answer to her question, understand your pricing,
or sign up for an account with your business. You
also establish an automatic advantage because your
website works for you, both as an integral part of
your business process and as a means of extending
your company’s accessibility and reach.

As you add website functionality and your site
becomes more user-friendly and easier to
understand, you’ll contact an increasing number of
customers; and as you grow your customer base,
you’ll automate even more procedures on your
website. I recommend that you constantly
brainstorm ways to increase your website efficiency
to provide value to your business and to your
customers. Work with a trusted web advisor to
enhance functioning, boost your company’s
reputation, and improve your business processes.



Monitor your website statistics to get a good
sense of who is visiting you, how visitors interact
with your site, and which search terms they use to
find you. Use feedback directly from your users to
increase your website functionality and make more
sales online.

Describe your Ideal Website Flow, which is your
best vision for how you want the website to work
for your company. For my company, this starts with
a visitor being referred by an affiliate or former
client to my website. Next, the visitor reviews my
portfolio, learns more about my available products,
and views testimonials on who else has
implemented these same products. My web visitor
uses an online estimator to review which of my
proposed solutions fits her organization’s budget.
Finally, they contact us through my website contact
form: the client explains his or her situation and
sends me their initial information and order. In this
business model, my next step is to fulfill the order
according to the company’s posted guidelines.

Your ideal situation may include some
additional steps, like filling out required forms or
booking an appointment online, but the basic
premise is that your website helps you make more
sales and helps process any required information.



Tip 1

Prepare Yourself:
How Much Does It Cost?

Your website is the most efficient way to utilize
advertising dollars. It is always open, can target
potential customers, explain your offerings,
demonstrate your process, and offer valuable
information. Most people prefer to sit at home in
pajamas and surf the Internet instead of calling you
directly. Give these web visitors an opportunity to
learn more about your company through an
effectively designed interface.

There are many design options available, all of
which serve to establish your reputation, encourage
trust, and provide an easy way for your customer to
say “Yes.” Whatever you offer, your website is an
engaging and interactive medium. It is as important
and possibly “stickier” than print, radio, and
television.

When you convert your visitors into customers,
the real magic begins! An expert web developer will
assist you in making this process a smooth one.
While estimating the costs of your website, here are



the four items to keep in mind: domains, hosting,
files, and maintenance.

All websites are made of a domain (the
www.yourname.com link), a hosting package
(where the files “live”), and the actual files of your
website. Maintenance or ongoing updates to your
files are an additional, negotiable cost. The domain
is a fixed cost of between $8 - $25/year (as of
2008), with most business owners retaining control
of the .COM, .ORG, and .NET versions of their
names. Hosting is a fixed cost, between $50 - $200
per year, with most providers offering standard
options like a control panel and open source tools
like PHP and mySQL databases. You can also
maintain your own server to host your own files.

A web designer/developer typically comes up
with a quote to design and develop your website
files, which include pages, images, and multimedia.
Additional items such as search engine
optimization, e-mail setup, and web marketing may
be extra line items in your quoted estimate.

After you sign off on a design, your web
resource person “unpacks” the built files onto your
hosting package. A good web developer will give
you a range of options (from open source Content



Management Systems to blog platforms to
proprietary tools) that fit your budget and your
needs.

Maintenance trends change constantly. You’ve
probably heard of clients who are “locked in” to a
potentially draining ongoing relationship with their
existing web designer (who often charges $20, $40,
$70, or $100 per hour for monthly maintenance).
The industry is moving away from this codependent
relationship and more towards the separation of
form and content, with greater reliance on
automated tools.

A typical scenario now looks like this:

1) You receive web designs (from $50 to $450
per design)

2) Your web team encodes your site (budget
between $55 to $150/page depending on page
complexity)

3) You access content management tools for
your site

4) You build internal capacity to make future
data changes in-house or with a data entry staff
person

If you are comfortable using web-based forms,
convert to a database-driven system as soon as



possible. You may then move your web
maintenance or product inventory management in-
house. Then you can focus on using your web team
for highly functional updates that support your
business, like installing mailing lists, adding
plugins, developing new forms, creating members-
only content with logins and passwords, deploying
payment systems, or installing an e-commerce
solution.

At 10K Webdesign, one of our company mottos
i1s “fire your web designer.” You’ll want to work
yourself out of any position where you’re dependent
on a web developer who ‘“holds your website
hostage.” Believe me, your web developer does not
want to do data entry maintenance: she realizes that
you understand your business best; and if she’s
good, she’ll want to get back to her main business
of building new sites and improving existing ones.
Your web developer will give you tools to get your
job done, as easily and as simply as possible.

As your website grows in complexity, you’ll
want to move increasing web functionality and web
maintenance needs in-house and you will work with
your web developer in ways that maximize the
value of her expert input.



Typically, a web developer focuses on building
new sites and increasing functionality on your
existing site by adding new forms or expanding
interactive elements. A web designer focuses on
creating new templates or new designs for your
homepage or secondary pages. A web content
manager focuses on data entry and creating new
content on the site.

Checklist of website pieces for your quote:
[ ] Domain name

[ ] Hosting

[] Design/Graphics

[ ] Multimedia elements

[ ] Content management system

[ ] Maintenance

[ ] Additional content updates

[ ] E-mail

[ ] Website statistics

[ ] Website reporting

[ ] Plan for making upgrades

[ ] Staffroles and responsibilities

[ ] What is your responsibility as the client?
[ ] Technical assumptions, if any

[] Main contact



Tip 2
Think About your Content:

Explain it Well

In your website, like in your business, the
quality of your content is queen.

» Who do you attract to your business?

* What key words or phrases does your target
audience use?

* Which qualities set your business apart from
your competitors?

* How does your company help customers?

* Why is your business unique?

I encourage you to consider your website
content carefully and organize it around five main
sections: Home, About, Products and Services,
Testimonials, and a Contact Page. Additional pages
assist your customer in making the decision to trust
you.

When a web visitor comes to your site, having
found you through a referred link or a search engine
query, you have less than ten seconds to capture her
attention.
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“Who are you? What are you about? Do you
have what I want? Who else uses your products or
services? How do I contact you?” These are the
questions your visitor has, so answer them!

Content on the web is very different from print
content. You don’t need “filler” text, which is
difficult for the eye to read on a computer or mobile
screen.

Here are some guidelines to developing your
content:

A) Use answers to these basic questions to
structure the information on your website:
Who are you?

What do you do?

Where are you located?

When are you available to help me?

How do you help?

Why should I choose you?

How do I contact you?

What’s the next step to doing business with you?

B) Avoid excess verbiage: edit your text, cut
out “white noise” and make strategic use of
keywords and phrases to connect with your
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target customers

C) Use bullet points and lists: Lists are much
easier for visitors to process

D) Show, don’t tell: use samples as often as
possible. A graphic designer shows slides of her
work. A bath and body products store displays
pictures of its products. An architect shows
pictures of finished buildings. A musician plays
samples of her music.

E) Use active verbs: “We fix BMWSs” is much
more effective than “If you have an automotive

maintenance need, we have the capacity to
help.”

As you receive feedback from your employees
and customers, you’ll refine your content so people
seeking you may find you with a minimum of
cognitive effort. Make it easy for your visitors by
being absolutely clear.

Checklist for your content:

[ ] Keywords identified and added to pages
[ ] Clearly labeled content and navigation
[ ] Navigation is easy to understand

[ ] Active voice
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[] “About Us” includes pictures of staff or partners
[ ] Offerings and prices clearly listed

[ ] Policies listed out (shipping, returns, privacy,
legal)

[ ] Contact information on every page

[ ] Images and videos, if necessary

[] Each page spell-checked and edited for clarity
[ ] Content “matches” or improves upon your
existing marketing communications text

[ ] Printer-friendly pages, if needed

[] Downloads, if any, available in PDF format

[ ] Cryptic notation kept to a minimum

[ ] Icons, if used, are easy to understand

[ ] Broken links repaired

[ ] General “look-and-feel” conveys
professionalism

[] Use the website to answer frequently-asked
questions from your buyers
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Tip 3

Design Necessities:
Be Bold and Succinct

The look and feel of your site conveys important
clues to your users about your industry, your
company’s standards, and your organization’s
quality. Certain designs trigger certain reactions and
expectations in your visitors. Pay particular
attention to color, layout, font style, and user
interface.

As you go through the web design process,
consider your message and your target client. Other
websites in your field may yield clues, so do a
search for your competitors or partners. Sometimes
stereotypes do play a role. Sites targeting women
are typically pink or other pastel colors and have
rounded shapes and edges, while sites targeting men
are deeper colors with more angular edges. Add
pictures of people if yours is a service-related
business. Never go with a design that you don’t
like; your site represents you and your company, so
make sure your design fits your overall brand.

Color is a major indicator of the overall function
of a site. There is a reason why most financial sites
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are white and blue; similarly, food-related sites are
shades of green, brown, and red, and gaming sites
are in black or dark green with white script. Choose
an overall palette and stick with it.

At my web development company, we always
recommend that you use sans-serif fonts for your
text, and we recommend that you minimize the
types of fonts and the variations in font-size that
display on any web page. Use color, bolds, or italics
to specify different headings and sub-headings.

When you implement your layout, provide
obvious signposts and visual clues to your visitor.
When navigation is consistent, your user feels
comfortable clicking because she is confident of
where she is and where she is going. Develop a
“flow,” so the typical user goes from her normal
questions to eminently clear answers. When a
business website is clearly laid out, the user stays.
When a business website is clearly laid out and
includes engaging content, the user stays longer,
visits more pages, and typically becomes more
deeply involved.

Typically, visitors move from the homepage, to
the “About Us” page, to your packages and prices,
then to the testimonials and gallery page. If they
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like what they see, they continue to your contact or
signup page. Create your pages with customers'
needs in mind, so you can help your user.

As I said earlier, when a website is clearly laid
out, the user stays. When it is “sticky,” meaning
highly informative and engaging, the user stays
longer. Generate ‘“stickiness” by adding resource
materials such as white papers, blog entries, articles,
checklists, behind-the-scenes videos, images,
stories, and “top 10” lists. By extending your ability
to capture visitors, you provide more opportunities
for a potential customer to feel comfortable with
your expertise. Keep resource materials in a special
box or in a highlighted section, and add your
contact information, a form, or an e-mail sign-up
box to continue the user’s experience with your
business.

Checklist for what to include on your website:

[] Color appropriate to your industry?

[ ] Clear layout?

[ ] Sans-serif fonts (recommended)?

[ ] Pathways: next steps clearly laid out for your
visitors?

[ ] Test your site on associates: do they find what
they’re looking for? Is your site easy to use?
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Tip4
Your “About Us” Page:

Encourage Trust

Humans naturally want to know with whom
they’re dealing. Are you a robot spammer or are you
a live person? Prove it in your “About Us” page,
which displays information and pictures about the
company’s directors, partners, and staff. In today’s
information overload society people have so much
anonymous interaction that they appreciate any
effort to personalize business interactions.

I encourage you to add photos of your key
players to your “About Us” page. These help make
your company real to your visitors. If you’re a real
person, you will have a real picture, a statement, a
mini-biography (three paragraphs maximum), and a
contact link. Add personal information to the extent
that it enhances your credentials or provides insight
into your character. People naturally like to know
your interests, so if your hobbies or activities are
appropriate and personable, feel free to include
them.

Potential investors, partners, and clients will
appreciate that you are a real person who puts your
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name and your image on display as a representative
of your company.

Your “About Us” page connects naturally with
the “Contact” page. List out the correct person to
contact for a specific function (e.g. “Grace Lee is
our VP of business development”, or “for wholesale
inquiries, please contact Anita Roberts”).

Checklist for what to include in your “about” page:
[ ] Picture of key player (Are you real?)

[ ] Name and Title listed (Who are you?)

[ ] Brief biography or statement (What do you do?)
[ ] Personalized (Why should your customer care?)
[ ] Phone number, e-mail, or link to contact form
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Tip5
Think About the User:

Be Respectful

Before going live with any of your website
content, consider if the content is respectful,
informative, and engaging enough to deserve
display space. Also make sure your text is properly
formatted, spell-checked, and grammatically
correct. Crop and optimize images so they reduce
the impact of load times for your page.

Since your users have just a few minutes to
make up their minds about your service, give them
adequate information to help them come to a
favorable decision. When you make unsubstantiated
claims or outlandish promises that no one is able to
deliver or when you use any kind of “pushy” or
even abusive language, your users will feel irritated
and your site will become off-putting. If you
provide ground rules and a checklist of how you
work, or if you state your values and your mission
and provide helpful related information, your users
will feel that you’re on their side.

Being respectful of your visitors’ time means
sharing, but not shouting. It means understanding
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their needs and proposing strategic solutions. It
means giving them enough information to make an
informed decision. Respect will propel you a long
way forward in business: use it or lose it.

Checklist for a web visitor’s ease of use:

[ ] Formatted text?

[ ] Spell-checked content?

[ ] Punctuation used well?

[ ] Rework excessively promotional language?
[ ] Provide resources/evidence to help with
decision-making?

[ ] Call to action on every page?

[ ] Are you respectful? Are you sure?
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Tip 6

Best Practices for Multimedia

When web designers first started using graphical
buttons, most of us thought they were a good idea;
however, we found that if typical website visitors
didn’t recognize a graphical button as a clickable
button, they never thought to use it. In short, the
graphical element didn’t “register” for them.

By now, most people understand clickable
buttons, but not everyone’s machine has the latest
upgrade for multimedia. For example, when you
rely very heavily on Flash, music, or images to
explain your message, make sure that your typical
website users understand what you are using. If they
lack the right software, your user won’t even realize
that something is missing.

When you check your website on your own
machine, you may see and hear a clickable dollar
bill with a video of an engaging spokesperson, but
one of your potential users may see an error
message or a broken link, or she may hear a voice
and not know its origin.

Make sure that all of your visitors understand
what’s happening on your website. You may want to
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add links to the latest software versions so users can
download and append these plugins to their
browser.

When you use Flash, audio, or video as
navigational elements or if you rely heavily on
graphically-intensive elements in your content,
make sure that your site offers alternate versions
and alternate text for users without the latest plugin.
However, if you have a multimedia gallery, a
gaming site, or an entertainment-related site, these
guidelines may be relaxed, as most of your web
users have the appropriate tools to view your pages.
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Tip7

Provide New Features based on
Feedback

As you start to receive feedback or requests
through your website, you will probably start to
hear the same comments or similar questions from
multiple visitors. In response to these types of
feedback, consider implementing new features that
match your users’ needs as they emerge.

Examples of inexpensive new features include a
FAQs page, a quote generator, and automatic sign-
up systems. Your “Frequently-Asked Questions”
section gives a confused visitor a good place to
start. A quote or estimate calculator gives visitors an
opportunity to make rough estimates online.
Automatic membership and login sections give your
users immediate access to the parts of your website
they require.

Additional features that may be helpful include
forums or bulletin boards with questions and
answers from other community members, automatic
payment systems to direct users to an electronic
download, or a “forms” page with required PDFs.
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As your business grows, you will automate even
more basic procedures so the “flow” your web
visitors experience approximates the intake
procedure an on-site client receives.

Checklist for business processes online:

[ ] Which paper forms may you convert to web-
based forms?

[ ] Which functions do your customers constantly
ask for?

[ ] May parts of your customer service be
automated on the web?

[] Do you offer online payments?

[ ] Can a customer change an address online, or do
holds or cancellations online?

[ ] Forgotten passwords may be resent?

[ ] Forms may be downloaded in PDF format?

[ ] Registrations or applications available online?
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Tip 8

Maintain your Site
Update your Pages

As search engines visit your site, they check to
see the “time stamp” on your page. When a site is
updated on a regular basis (at least every four
months for static pages, with more dynamic pages
updated weekly or monthly), the search engine
assumes that the page is “relevant” and the search
directory adds those links to the current set of
results. When your content on your website has
become outdated, the search engine (rightly)
assumes that the page is no longer relevant. You
may see your page ranking drop at this point.

Some excellent ways to add additional pages to
your website include using blog software,
displaying event calendar updates, using an image
updater to add more timely content to your site, or
highlighting announcements.

Blog entries provide “fodder” for search
engines. When they are tagged and specific to your
field of expertise and when they include a link back
to your homepage, you have an instant “link bait”
system that provides additional ways for potential
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customers to find you. For example, my blog
publicizes other women in business, refers visitors
to book reviews, provides opinions and news, and
also directs clients to my web design company. |
receive direct feedback and tips from readers, which
encourages me to provide even more timely
information on the blog, which in turn brings more
potential clients to my company. It’s a continuous
cycle that benefits both my blog and my business.

“Feeds” export data from your applications and
“push the data” to another location. An example of
this would be publicizing your latest blog posts in a
sidebar of your corporate website. Other kinds of
“feeds” include adding randomized images from
your constantly uploaded stack of online photos,
putting an event calendar with upcoming events on
your site, providing a news feed with press releases
from your company, or publicizing your latest
newsletters, clients, or resource papers.

When you incorporate these routines into your
standard business practice, you’ll have at your
disposal ways to implement timely “messaging” as
part of your regular company procedures. With
these tools, you can, for example, publish a monthly
“roundup” of new events, papers, clients, or
industry news: and then you can use this roundup to
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create an updated blog entry and a news page for
your website.

Checklist for ways to keep your pages fresh:
[ ]Blog posts

[ ] Photo gallery or visitor photo gallery

[ ] Event calendar or visitor event calendar
[ ] Latest press releases

[ ] Latest newsletter

[ ] Recent projects or upcoming projects

[ ] RFP list

[]Job opportunities or volunteer opportunities
[ ] News archive

[ ] White papers

[ ] Published articles

[ ] Member highlights

[ ] Customer highlights

[ ] Story of the month

[ ] Notes from our director

[ ] Seasonal announcement

[] Staff profile

[ ] Latest volunteer projects or newest volunteers
[ ] Industry news

[ ] Company announcements

[ ]Recent awards

[ ] Who’s who

[ ] Expert analysis

[ ] Charitable giving report
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Tip 9

Lay Down the Ground Rules:
Terms of Use

If your e-mail box is free of junk mail,
congratulations. You’re one of the few people
whose e-mail addresses didn’t “escape” into the
wild world of Internet bulk mailers. If you do
receive unwanted e-mail, you know how important
it is to offer privacy and confidentiality to your own
clients who entrust you with their e-mail and
contact information. Offer the following pages in a
clear posted place: your privacy policy, your terms
and conditions of use, and your policies regarding
data sharing. We encourage you to display links to
these items from every page, typically on a sidebar
or on the bottom of the page in the footer area.

Add a link to your privacy policy from any
contact form or order form where you require
customer information. Also add a link to your
privacy policy whenever you offer a “send this page
to a friend” function. Add a terms and conditions of
use page to inform visitors about how to use your
site and to protect you from copyright infringement.
Add your shipping, payment, and return policies for
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more transparency and for ease of customer
accessibility.

There are a number of other ways you may
demonstrate your company’s thoughtfulness about
website usage. Consider featuring a “logos” page
where you offer different sizes of your logo to those
who want to link to your pages or who need print
quality versions of your logo. Offer head shots in
various sizes for your company staff. Additionally,
if you’re willing to allow links to your website from
other websites, make this clear by offering a “link
policy” page with instructions on how to
appropriately link to your website.

If you have a counter that keeps track of the
number of web visitors your site has received, keep
it in a low-profile place as sometimes this graphic
may be too overwhelming. You may want to include
a copyright notice with your legal company name,
your number of years in business, and how to
contact you. You may have a Better Business
Bureau certification or other directory certifications
such as “Fair Trade Certified” or “Green Business.”
You may also be a part of a membership
organization. Place these small graphics in your
footer and link to your directory listing or to a page
that describes the importance of that membership.



29

Tip 10

Keep Contact Information Current

While I don't encourage you to put your cell
phone number on the sidebar of your blog (like
well-known technology guru Robert Scoble does), I
do encourage you to put a clear link to your contact
information at the bottom or on the side of every
page. Your customers, associates, and friends want
to contact you, so give them clear instructions on
how to do so.

Since people like to connect with you either by
phone, via e-mail, or in person, I suggest covering
all three preferred methods: put your phone number
on every page, include a link to your e-mail contact
form, and post a list of any events, seminars, or
panels that you’re attending or your company is
sponsoring.

An e-mail contact form on your website does
not need to show your actual e-mail address. One
tip is to convert the e-mail link into a graphic (to
reduce spam) or hide it in language only a real, live
human may decode, like this: monica (at)
asuccessfulwoman (dot) com. Alternatively, have
your web developer “hide” the e-mail address
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within the form that processes and sends the e-mail
message.

If you have multiple staff members, use a
succinct explanation to direct your visitors to the
right person to get their questions answered. For
example, "for media and press inquiries, please visit
our “Press Releases” page, or contact Jane Garcia at
jane.garcia@yourwebsite.com." Some simple
instructions will reduce confusion on your visitor’s
part.

You may want to sign up for a “Recaptcha.net”
account, which offers your developer a snippet of
code to further protect your e-mail address or
website contact form submissions. This “captcha”
deters automatic spammer programs and encourages
a live person to read and type in two separate words
to prove they are a real website user and not a
machine.
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Tip 11
Change is Not Always Good

If you haven't visited Craigslist.org, you might
want to take a look at this immensely successful
community bulletin board service, which is
organized around geographical locations and
subject areas. The site is clean and easy to
understand; it has black text with blue links on a
white background, and it hasn't changed since its
inception. The enduring quality of Craigslist.org is
part of its appeal: you always know what to expect
when you visit. The content may change, but the
format does not.

Change, when it comes, may be disconcerting to
your regular visitors. If you already have a certain
look-and-feel for your site and you want to change
it around a little bit, consider retaining some of the
major elements, such as your logo, tag line, and
color palette. If you do make a major change to
your website design, navigation, logos, or
functionality, your regular visitors may be taken
aback or, even worse, may not know if they are on
the correct site.

PayPal, Amazon, and Yahoo! have undergone
design changes over the years, but the overall feel
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and functionality of these sites remain consistent
over time. For your website, it's expected that you'll
constantly make updates. However, if you're
making major changes to the style of your site, find
ways to retain the flavor and spirit of your original
website over successive iterations. Announce any
website changes in a prominent place like your
news section or alert box. Also, make sure any
outdated links redirect to the correct, new links so
bookmarked pages still function.

One way that some of our clients have retained
their “old site” is to provide a link to an archived
version of their original site. This archived version
then lists the correct updated page, giving the
website visitor an opportunity to update their
bookmarks and visit your most recently edited page.
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Tip 12
Make it Simple, Keep it Real

The more complex and cluttered your website
is, the harder time your visitor has when she visits.

Keep it simple. Take some extra time to review
your content from a new visitor’s perspective.
Common business website issues for the general
public include:

1) industry-specific jargon that a non-
initiate would not understand (if your site
is targeted to people who would
understand your lexicon, by all means,
stick to it; if you’re reaching out to people
not familiar with your industry, at least
add a glossary page)

2)alphabet soup, with many

abbreviations or acronyms that only
specialists understand (just because you
refer to it does not mean your customer
understands it)

3) cryptic navigation (test your site on
people outside of your industry: if they
find the navigation confusing, rework it
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so it’s more straightforward)

4) too many words (you don’t need to
explain your entire procedure when only
a few phrases, some well-placed diagrams
or an image will suffice)

5)not enough information (your
website is part of your sales team, so
make it work just like a salesperson.
Provide lists of features and benefits,
offer internet specials, and add a buy now
button.)

6)no call to action (if your website
doesn’t inform visitors of their next steps,
they will not know what to do next.
Explain their next step!)

7) correct contact information (add
your correct contact information to each
page so visitors know how to find you)

Give your potential customers enough web-
based information so they easily and naturally take
the next step to saying yes to you and your services.
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Summary to Keep in Mind:
Website Basics

Keep in mind that your visitors consider your
website a physical, literal interpretation of who you
are: how they interact with the website is how they
expect to do business with you.

Budget adequately for your web development
process, including the costs of maintaining and
continuing to fine-tune your website. Take time to
review and prepare well-written, clear content so
anyone who visits knows exactly what you offer.
Make your design “fit” your style of work and your
industry. Include pictures and biographies of key
people in your organization to establish credentials.
Respect the user’s time and make sure the site loads
quickly into the browser.

Keep your web content easy to view and simple
to use, reducing emphasis on interactive elements
unless you need these items for your target
audience.

As you get more feedback from visitors and
users, provide new functionality or new features to
streamline your business process, and offer



36

continually updated content pages such as blogs,
picture galleries, samples, or articles.

Prominently post your privacy policy and any
company policies. Keep your contact information
updated and provide “signposts” along the way to
direct visitor traffic.

If you anticipate doing a redesign, consider
updating your website’s “look™ once a year at most,
because too much change may be disconcerting to
repeat visitors.

Keep your website content simple and “real” to
begin a process that helps your customer or
community member understand you. Doing so will
keep customers loyal to your website, your
products, your services, and to your company.



Conclusion

My overall goal with this book and others in the
series remains to provide you with targeted
resources as you build your business or
organization. If you currently have a website, make
your website function as a trusted member of your
overall team. If you are considering building a
website, develop clarity, thoughtfulness and purpose
around your website functioning and design, then
make your website a reality.

Your website supports marketing and
communication efforts, helps with standard business
processes, and may even handle billing and dues-
paying issues. It works around the clock for you and
can be one of your most important assets. However,
just like any other valued teammate, your website
requires maintenance, care, and feeding. Treat your
website well and it will continue to serve you well.

Please visit me online at my own website,
www.ASuccessful Woman.com.

On this community-building site, 1 offer
additional resources, information, and tools. I’ve
implemented a forum section for peer-to-peer
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discussions and news sharing. I also screen different
services, review books, try new products, and
provide free articles that share much of my
experiences with web development. If you would
like to share your own business resource for other
success-oriented women, please contact me for
inclusion on A Successful Woman.

To implement the tips in this book, use the
following “Resource List” and contact a web
professional for your project. Alternatively, check
your local Business Networking International,
National Association of Women Business Owners
group, green-certified directory, or chamber of
commerce.

Here’s to your success!
Monica S. Flores
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Resource List

Web Design
and
Development

Monica S. Flores
10K Webdesign
http://www.10kwebdesign.com

Web design and development for
women entrepreneurs, green
businesses, and progressive
organizations.

"My team and | look forward to

supporting you in your project. We
work well with those who want to

utilize web functionality to support

their business and organizational
growth."
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Web Design
and
Development

Melinda Choudhary
Pixelloom, LLC
http://www.pixelloom.com

We offer one-stop shopping and
consulting for web site
development. We also handle
hosting and domain management.

"Women in business face a specibg
set of challenges not encountered by
their male counterparts. As a
women-owned business, Pixelloom
understands these challenges well
and helps other businesses thrive in
a highly competitive climate by

offering them the electronic
technologies and web tools they
need to stay on the cutting edge of
their industries and improve their

bottom line."
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Web Design
and
Development

Nikole H. Gipps
NHG Consulting
http://www.nhgconsulting.com

NHG Consulting was founded on

the idea of continually moving

forward, using technology to propel

us professionally and creatively. We
set out to be leaders in our industry,
and have clients that want the same.
We provide our clients with

innovative solutions delivered in a

budget-conscious and timely
manner. In keeping with the
collaborative spirit of social media,
we have created lasting
relationships with strategic partners
and our clients as a way of utilizing

the group's knowledge to benebt all.
We deliver web, print and

marketing  services to small
businesses that were previously
only available to larger
corporations.

"Does web planning leave you
overwhelmed and frustrated? We
listen to you and give you answers
you can understand. We get your
project done right the brst timeNno
exceptions!O
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Web Design
and
Development

CJ Glynn
Markatalyst
http://www.markatalyst.com

Markatalyst can accelerate your
business with unique branding and
corporate identity creation, clear
messaging and positioning,
innovative Web design, compelling
sales tools, and powerful
advertising.

"The key to creating a successful
business is having the right balance
of elements. With the right tools,
resources and support everyone can
move from being a bystander to
being a success. By offering
exceptional design and marketing
services, Markatalyst is dedicated to
helping small businesses excel."
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Graphic Cynthia Borcena
Design See 360 Studios
http://www.see360studios.com

See 360 Studios is established tg
help small businesses grow. We
understand that small businesses,
like big businesses, have to achieve
their marketing, business, and ROI
objectives. Here at the Studios, we
offer custom solutions that meet
those objectives.

Flash Design Tamar Hadar

and Tek 212

Development http://www.tek212.com

TEK 212, Inc. designs and develops
interactive experiences to elevate
your business in today's online
world. We specialize in crafting
websites and Flash products meant
to bring your Web presence to life,
offering your company and your
customers a visually memorable
experience.
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Flash Matt Gates

Websites The Space Foundry, Inc.
http://www.spacefoundry.com
Flash development and animation
for web applications, site
navigation, and site accents.

Branding/ Madhavi Jagdish

Marketing VISHE, Inc.

Collateral

http://www.visheinc.com

VishZ is an award-winning graphic

design and web development
agency that specializes in creating
innovative solutions for clients that

deliver a consistent brand message
through logo development,

marketing collateral and web

presence.
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Flash
Developer

Catherine Davenport
Surviving the Pixel
http://www.survivingthepixel.com

| am a multi-disciplined designer
drawing from graphic design,
animation, and 3D to create
immersive interactive experiences.
That's the ofbcial description. But
secretly | am also a ninja.

"Never be afraid to reach for what
you want or to be who you are. You
don't have to be any specibc type of
person to succeed. You just have to
believe in what you're doing. When
you believe, you inspire other
people, t00.0
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Print Design

Ann Jordan
UNIT Collective
http://www.unitcollective.com

UNIT Design Collective is a
multidisciplinary design Prm
specializing in branding strategy
and brand awareness. Comprised of
designers, analysts and copywriters
-- and led by talented creative
directors -- UNIT is truly a one-stop
shop for corporate identity,
marketing collateral, product
packaging and  environmental
design.

Each of wus functions as an
individual unit, but together we
form the collaborative UNIT that
creatively challenges and redebnes
the status quo.

Search
Engine
Optimization

Rob Sanders
Rob Sanders Online
http://www.robsandersonline.com

Search engine optimization,
keyword analysis, and reporting for
small businesses.
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Search
Engine
Optimization

Preston Taylor
Online-Promotion.net
http://www.online-promotion.net

Five-member SEO/SEM  family

team in business since 1995. Mor¢
than  marketing, we  deliver

thousands of customers to your
website. 100% positive track record,
we cannot afford for anything les

than remarkable success.

"From the beginning, manage your
business like a multinational
corporation so you will know how

to manage your inevitable success.”

Web Video

Kamala Appel

Kea Productions DV

http://www.keaproductionsdv.com
KEA Productions is a digital video
production company headquartered
in the East Bay of the San Franciscag
Bay Area. We specialize in
providing documentary-style video
production services for small
businesses throughout the Greater
Bay Area as well as wildlife and
animal organizations worldwide.
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Interactive Adam Kleinberg
Large-scale Traction
Solutions http://www.tractionco.com

sophisticated online solutions.”

Recommended Websites

Women in Business
http://www.womenonbusiness.com
http://www.asuccessfulwoman.com
http://www.sistersinbiz.com

News
http://www.google.com/alerts
(to set up an alert specific to your interest)

Content Management Systems
http://www.joomla.org
http://www.drupal.org

Domains and Hosting
http://www.10khosting.com
http://www.godaddy.com

"We're a creative agency with a
digital core. We help companies
develop their brands and execute
marketing strategies across
traditional and emerging media. At
the center of all our efforts are




