Lost In cyloer

SpAace

“‘Roll up, roll up... get your web site here! Not
a monkey, not three-fifty, forget two hundred,
just send £150... and all your dreams wil
come true!”

When it comes to the World Wide Web, if you or your company are
tempted by such drivel, I have to ask if we're on the same planet...

From South Sea bubbles through to selling pyramids, when did a
“pile ’em high, sell ‘em cheap” fad ever deliver genuine business
advantage? Yet firms continue to dive onto bandwagons, certain
beyond doubt it will provide a fast track to vast riches - and, along
the way, side-step quaint notions like shrewd judgement and hard
work. The World Wide Web (www) may be marvellous, but it is not
miraculous. Success requires strategy...

From ‘java’ to ‘CGI’, ‘dynamic html’ to ‘shocked’, dealing in cyberspace
revolves around jargon and it will pay you to become comfortable with
a few of the common words and terms before putting yourself at the
mercy of ‘experts’. Buy a couple of Internet business magazines to help
get a basic handle on the lingo and, if you have a friend who thinks
they're a ‘webmeister’, maybe ask them to help.

First, you need to secure a suitable domain name for your company
or product. This acts rather like a PO BOX number through the postal
service. It allows anyone to send email to your company at that
address, for example, fred@yourcompany.co.uk - and can also be used
as the address for your website, e.g., www.yourcompany.co.uk

But that’s just the start. Thereafter, you have to continually promote
the existence of your site to encourage people to visit it - and then
reward them with an entertaining experience. It's easy to overlook
that running a successful corporate website means harnessing a
powerful blend of skills: technical mastery of a range of
programming, inspired graphic design and clear, persuasive copy - all
bound together with tight processes, strong project management and
successful promotion.

Weakness in any of these areas will undermine you and (isn't it
obvious?) you are unlikely to find all this expertise in one person -
and NEVER in the sort of price ranges suggested at the start.

weaving a dreamteam

If Superman is not available for you, how do you select a suitable
team? Apart from personal recommendation, why not surf the web
and look for sites that you think work well.

Alternatively, contact a few web agencies advertising in the Internet
magazines and draw up a shortlist. There are a number of things to
look for:

1. Consider their previous work. Don't worry about ‘the look’ as
that is subjective. Instead, ask yourself, does this website promote
the client company well? Is it easy to navigate? Does it waste
time? Is it straightforward to make contact with the company’s
personnel via the site?

2. Is there chemistry between you and the potential team? Are they
alive to your aims and objectives - or following a rigid formula
they expect your brief to fit?

3. What level of assistance will they give you in preparing the site?
Will they hold your hand throughout - or do they expect you to
devise the navigation route and supply all the copy and photos
ready to use? A good agency should offer to conduct interviews
with your company’s key departments in order to gather relevant
information.
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4. Are they emphasising the technical aspects or design features?
Technical people often lack communication skills, while
designers aren't always aware of the best technical solutions. You
need a balanced combination of both aspects to build an effective
website.

5. You must set a reasonable budget. Creating a website is no
different from any other promotional activity - i.e., you get what
you pay for. Beware the growing band of self-proclaimed ‘web-
weavers’ who simply own the latest DIY website software and
wouldn't have a clue about running a live database or arranging
secure credit card transactions from your site. If you pick such an
outfit, don't be surprised if you are dogged by delays, missed
deadlines, poor technical backup or - and it happens - they walk
off the project part way through. DON'T pay peanuts; DO ask for
references.

6. A website is not like a printed brochure; it is alive and dynamic -
and needs to be updated and enhanced regularly. Someone
visiting your site in August will not be impressed if the site shows
that the last update was in June the previous year. When you are
working out a budget, it’s a good rule of thumb to allow for the
initial cost of creation to be spent again each year on updates,
additions, enhancements and general housekeeping.

Julian Childs is the founder of MAINLY MARKETING... (www.mainlymarketing.co.uk) and CML
PROMOTE (www.cmluk.com/promote.asp) - and also undertakes freelance consultancy for various London
and home counties’ organisations such as BLINK DESIGN & MEDIA (www.blinkdesignandmedia.com),
BUSINESS FOCUS (www.business-focus.co.uk) and WORLD WIDE PORTALS (www.wwp.uk.com). You

strategies for growth

A key decision is whether to do the maintenance work in house or to
outsource it. A good agency will understand the need for this as part
of the site strategy and should include costed suggestions in their
initial proposal.

Our internet specialists hold regular meetings with clients to keep
them up to speed with the latest developments. Clients expect (and
pay) us to fine-tune their sites and develop strategies for growth
through detailed 'hit reports' showing who's visiting their site, when,
how long for, which are the most popular pages - even whether they
use Netscape Navigator or Internet Explorer.

Finally, a word of warning.

7 When the word ‘website’ is
A canny mentioned in a corporation, it
= can spark internal conflict
marketing person P
. i between the corporate
will get their IT communications/marketing

function and your IT
department.

A canny marketing person will
get their IT people involved in
the decision process: suggest
they check the code of your
potential agencies; draw on their strengths and complement their
weaknesses; and treat them well. (In fact, that’s why we often find it
sensible to put a team on the client’s site for portions of the project to
work alongside the IT and marketing departments.)

people involved in
the decision
process...,,

The internet has huge potential to enhance your business - especially
as part of a wider promotional strategy - providing you follow the
rules. There really is no proper substitute for a careful plan, a sensible
budget, a well chosen contractor and a truly up-to-date web-site.

Happy hunting!

can contact him via any of these sites or by email to info@mainlymarketing.co.uk

This article previously appeared in M.Y.O.B (Mind Your Own Business) Magazine and was written in collaboration with David Shadbolt.

20f 2



