WEB REPORT – DOCUMENTATION

SITE OBJECTIVES:

What is the purpose of the site? Why is it different from other similar sites?

Give an ideal user profile – What sort of numbers do you think your site can potentially reach?

USER PROFILE /TARGET AUDIENCE

Research  - competitors, users – what do you think people are looking for and how have you gone about trying to provide it.

Who is it intended for?  What similar sites are available?  (Comparison – good and bad – Screenshots with analysis.)

Download requirements – Broadband/ Dial-Up?

Browser compatibility -  does your site work equally well on all platforms and browsers? Are there differences? If so what steps if any have you taken to address this?

Does the user require software plug-ins to use the site effectively:

Flash?, Shockwave? Quicktime? Java? – what versions?

SITE STRUCTURE / SITE MAP

Pictorial flowchart with comment

DESIGN – Colours /Fonts/ Layout/|Sizes/File Types/

Use of Tables/ Frames/ Cells etc.

Links - Internal and External

NAVIGATION SYSTEM – how is it organized?  Is it Intuitive, User Friendly?

Is it consistent and Logical?

How did you decide on your final GUI (Graphical User Interface) ?-  give examples/comparisons from other sites.

SEO

What steps have you taken to ensure Optimum Search Engine results?

Meta Tags,  Reciprocal Links,  Other promotion.

TECHNICAL REPORT

What Hardware /Software have you used to develop and test the site – 

Operating Systems / Version Numbers / XHTML compatibility.

Page sizes  (in Pixels and Kilobytes)

Download times

Are pages optimized for a particular Screen Resolution? – 

Accessibility -  ALT tags for images,  TAB INDEX

CONTENT

Where will you source content for the site?

Self-written, Company Brochure, Clip art, Digital Shots, Scanned Material, 

Online Resources - (DON’T say ‘other sites’)

Copyright status of material

FURTHER DEVELOPMENT?

Plans for expansion, tie in with back-end technology etc.

ADVANCED WEB MARKETING 

(This is included for reference, without attending the lectures  a lot of this information will be difficult to understand)

Summary of key digital marketing issues

A of customer acquisition, conversion and retention.

Customer acquisition

    Objective setting – what does success mean – leads or sales, allowable CPA, LTV vs engagement

    Attribution – allocating back to last click or earlier in journey?

    Segmenting and targeting – reaching different audiences

    Multichannel – online and offline integration:

    How to track / allocate

    How do you encourage behaviour

    Budget allocation to different media mix – relating back to goals. Within key channels: SEM, Affiliates, Display ads,

social media

Customer conversion

    Site design / usability / IA / Relevance

    Measurability – sales funnels, bounce rates, user journeys, reverse and forward path analysis

    Segmentation e.g. referrer, customer vs prospect, personas, & RFM Category

    Testing – AB, Multivariate testing

    Accessibility – load times. Browser types, visual impairment

Customer development and growth

    E-CRM

        Value?

        Technology infrastructure – integrating databases and technologies

    Customer lifecycle segmentation – managing welcome strategies, churn – how this evolves through markets

    Lifetime Value

    Optimising experience – satisfaction, net promoter score, social media

    “Right Channelling / Right Touching – Frequency – managing “emotionally unsubscribes” – Detailed targeting to deliver relevance

    "Integrated communications strategy = email, direct mail, phone"

    Applying customer insight

Strategic governance

    Ownership of goals/strategy/resourcing

    Structural issues

    Integration with other channels & messages

    Educated user of resource – knowledge sharing e.g. use of d/b for different campaigns, customer insight – making analysis and measurement happen

    Capability maturity = C10

Digital marketing channel tactics

SEO Success factors

    Relevancy of content

        e.g. title, h1, keyword density, meta data

    Quantity / Quality of backlinks from relevant sites/pages

    Internal link structure – anchor text

    Fresh content

    Avoiding spam filters

Paid search (PPC)

    Maximum Cost per Click

    Quality score:

        CTR

        Copy of ad contains search term

        Landing pages heading

    Structure of account - ad group focus, keyword matching

Affiliate marketing

    CPA-based / performance based arrangement

    EPC = Earnings per click depends on:

        Higher conversion rate

        AOV

        Brand strength

    Commission – tiered to incentivise

    Costs – cashback

    Cost control

Display advertising

    Targeting – behavioural, geographic, content, section, profile

    Ad format & placement

    Rich media / video

    Understanding tracking – CTR, IR, post impression tracking, surveys

    Creative & Message & Offer

Retention Email marketing

    List quality

    Segmentation / Targeted cells

    Format e.g. image blocking , different readers

    Legal compliance

    Creative

    Timing and relevancy

