
“If you have more money than braIns, 
you should focus on outbound 
marketIng. If you have more braIns 
than money, you should focus on 
Inbound marketIng.” 
guy kawasakI, co-founder of alltop.com 

not just a 
pretty face

cosmetIc to strategIc

movIng your websIte from

“Build it and they will come...” Many businesses think all 
they need is a website (sparkly or non-sparkly) for internet 
domination. 

Yet some 41% of businesses do not use any optimisation 
techniques to improve search engine rankings. Leave 
a website to rot and it’ll do just that, regardless of how 
much it cost to build.

uk smes are 
successfully 
usIng socIal 
networks to fInd 
new customers.

“In today’s InformatIon age 
of marketIng and web 2.0, a 
company’s websIte Is the key to 
theIr entIre busIness.” 
marcus sherIdan, marketIng speaker

“by publIshIng content 
that shows buyers 

you understand theIr 
problems and... how to 

solve them, you buIld 
credIbIlIty.” 

ardath albee, author of 
emarketIng strategIes 

for the complex sale

“stop 
sellIng. start 

helpIng.” 
ZIg ZIglar, 

motIvatIonal speaker 

“people share, read 
and generally engage 
more wIth... content 
when It’s surfaced 

through... people they 
know and trust.” 

malorIe lucIch, facebook 
spokesperson

If you’re looking to generate high quality leads from your website, look no 
further than Inbound Marketing. Inbound marketing - where customers find 
your website because they were looking for it - has been shown to cost 62% 
less per lead than traditional, outbound marketing - where customers are 
shouted at with pushy advertising.

Instead of ‘push’ selling to capture leads, Inbound 
Marketing takes a ‘pull’ approach; bringing customers to 
your door when they are ready to buy. Content Marketing, 
Social Media marketing, SEO and Analytics are the 
tools you need to pull prospects into your website and 
encourage them to stay there.

Substance trumps style. 
A good-looking website is 
nothing without good content. 

Your website can’t just sell - it must 
start a conversation with customers that 
engages them and gets them thinking 
about your product. Any salesperson in a 
shop knows few customers want to buy 
when a product is shoved in their face 
as soon as they walk through the door - 
they need to browse and be engaged in 
a chat. On your website, the ‘chat’ can 
involve blogs, videos, eBooks, webinars 
and case studies.

Consumers want information – give it to them. 
Research your market and find out what your 
potential leads are talking about. Then create 
relevant and groundbreaking content that offers 
value to the people who use your services or 
products, and offer it on your website. 

Align content to the various stages 
of the buying process. Nurture leads 
through that process until they’re 
ready to convert to a sale.

Social networks also offer an 
invaluable platform upon which 
to market your content. Get 
people talking and aware of your 
website. Word of mouth and links 
are a powerful marketing tool

Ensure both your 
website and the 
content you publish is 
optimised and search 
engine friendly. 

SEO techniques such as 
keyword rich Title Tags and 
content, along with seductive 
Meta Descriptions, can mean 
the difference between being 
lost or found; clicked on or 
ignored.

Use Analytics Software to learn how your 
prospective leads arrive at and interact 
with your website. See who is clicking on 
what and evaluate what works. Adapt and 
change to reflect their needs. 

seo leads have a 
14.6% close rate

whIle outbound 
leads have a 1.7% 

close rate

Get social on the internet beyond your website. Social 
networking is an excellent way of finding out the 
questions your customers as asking. It’s also a good way 
to discover what your customers are saying about you, 
address concerns and conduct market research. 

“people don’t want to 
be sold to”

“what [they] want Is 
news and InformatIon 
about the thIngs they 

care about.” 
larry weber, author of 

marketIng to the socIal web. 

“to be successful 
and grow your busIness 
and revenues, you must 

match the way you market 
your products wIth the 

way your prospects learn 
about and shop for 

your products.” 
brIan hallIgan, 
ceo of hubspot 

Find out more about why your website 
is set to be the key component in your 
marketing strategy

download our eguide 
what Is content marketIng? 
your how-to guIde

“gIve them qualIty. 
that’s the best kInd 

of advertIsIng.” 
mIlton hershey, 

founder of the hershey 
chocolate company

It’s what’s underneath that counts

don’t be the needle In the haystack

pull! don’t push!

joIn the conversatIon

be analytIcal

make yourself IrresIstIble

42%

14.6% 1.7%

google analytIcs, the most 
popular free analytIcs software 
avaIlable, Is used on nearly 15m 
websItes, 36.94% of whIch are 
busIness and e-commerce sItes.36.94%
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