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A Guide to
Prepping
Your Website
for Digital
Marketing
Activity

A brand’s website is the backdrop for a whole host of digital
marketing activity that has different - and sometimes contradictory -

requirements.

Navigating these can be confusing, frustrating and downright
disheartening for brands that are new to digital, whether they are
ambitious startups or established offline brands making their first

steps online.

The aim of this guide is to make you aware of the requirements

of the key digital performance channels - SEO, Paid Search
and Paid Social - so that you can fully prepare your website

for activity that will engage and convert.
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So, you've just spent a lot of money on a gorgeous sports car. It's
sleek, it's sexy and you know that it's going to turn heads when you
drive past. You are rolling out of the showroom when your friend in
the passenger seat points out that the speedometer on the

dashboard is just a sticker.

How are you going to know how fast you are
going without a proper speedo?
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So, you back up and ask the garage to install a proper
speedometer. “Ooh,” they wince, “it's going to cost you.”

But the next time you set off, you're confident that the car

is perfect. Until, that is, you meet a speed bump and have

to stop. The chassis is too low - it turns out that sports cars aren't
ideal for driving on bumpy roads. Back to the garage, where the
only solution is to hike up the suspension and add four monstrous
wheels. When you drive away it's nighttime, and you realise that
your headlights aren’t bright enough.

Back to the garage, but the only lights they have are massive
overhead spotlights that cost double what you could have paid
originally if you had told them you needed to do a lot of night
driving.

On it goes, until you're driving a Frankenstein’s monster of a car
that barely resembles that sleek, sexy sports car you started out
with, and you've spent a huge amount of cash on the modifications.
The garage owner shrugs. “You said you wanted a sports car. If you
needed the extras, you should have said.”

Ok, I'll stop the protracted metaphor now - but does the scenario
sound familiar? So often when brands build a new website, the
focus is on the design and not on how the site will perform from a
marketing point of view. Clients will often approach us with a
website that they have spent months and thousands of pounds
building... only to have us say that we need x, y and z changes
before we start activity. They feel cheated, because they were led to

believe that the site was (finally) finished.
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“l wish we had known
this before”

is a statement | hear regularly. This guide is my attempt to rectify
that by arming you with the information you need before you start
any marketing activity - and hopefully before you even start
building your website. Because, with a little bit of forward planning,
you can still have the stunning sports car you always dreamed of.
Our job is to make sure that it doesn't just look good, it runs like a

dream across all terrains as well.



SEO

Search Engine Optimisation is a tactic
used to increase organic traffic from
search engines to your website. It's a
complicated beast with many moving
parts that need to work in harmony.

Technical SEO - to ensure that your site is functioning properly
and visible to search engines

On-page SEO - to ensure that your site is relevant to the search
terms you want to rank for

Off-page SEO - to prove that your site is an authority on

your topic and can be trusted by users

CRO (Conversion Rate Optimisation) - to make sure that once a
user visits your website, they take the action that you want them
to take

Onsite content - to grow the size and relevance of your domain

If you are interested in SEO, our expert Organic Marketing team will

take all the necessary steps to set you up in the first month or so of
your programme. They will be able to get to work much quicker if

your website is prepped for SEO activity.

Here are a few SEO fundamentals you should consider when

building your website (not after!).
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A scalable site
architecture plan

Information Architecture (IA) is a term used in UX to refer to
organising the content of your website in a way that helps users to
find what they're looking for quickly and easily. Your website
designer/developer will almost certainly have thought about this
already. SEO should never contradict any of the tenets of IA, but
there are some additional considerations to ensure that your site
structure is optimised for search engines too.

Site structure and click depth

Ideally a user will find what they're looking for on your website in as
few clicks as possible - the same goes for search engines. The more
clicks a user has to take away from the Home Page (“"down” the site
architecture), the less likely it is that the page will rank in search
engines. Make sure that your key pages are accessible within the
shortest number of clicks from the Home Page, and group content
together in a way that is topical and logical.

Simple Site Architecture

mm e s e s
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1. SEO
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Pages at this click depth or
lower may struggle to rank.
URL structure

Just as we want users to reach their desired content in as few clicks
as possible, we also want URLs to be as simple as possible and easy
for both a human and search engine to understand.

Your developer should think about this when structuring the
website. For example, this URL could be cleaned up:

www.domain.com/category/garden-furniture/product/sun-lounger-
yellow

In this case, both "/category’ and /product’ are superfluous, and we
could simplify as follows:

www.domain.com/qgarden-furniture/sun-lounger-yellow

Platforms such as Drupal will automatically generate URLs that
aren't descriptive. These are harmful to SEO, as search engines (and
users!) can't identify what the page is about:

www.domain.com/node/1234

These should be customised wherever possible.
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1. SEO

CMS functionality

Your CMS, or Content Management System, is the user-friendly
access point to the backend of your website. Non-technical website
managers use the CMS to edit content on the site without having to
rely on their developers to make changes to the code. Some
websites - those built in WordPress, for example - have a very
advanced CMS that allows website managers to make a lot of
changes quickly and easily. Other websites - especially those that
have been custom coded - might be very limited, and basic
changes like editing text or images on a page will have to be made
by a developer.

One of the best ways to aid your SEO efforts down the
line is to make sure that your CMS has a lot of
functionality built into it. This will save a lot of

development time when it comes to the implementation

of our SEO recommendations.

vy /]
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You may not understand all of the requirements in this list, but
please hand it over to your developer so that they can ensure that
the functionality is available in the CMS:

+ Specify custom URLs and override default ones

+ Update page titles, meta descriptions and any h1-hé headings in

every page
* Add or amend the default canonical tag

* Set the meta robots attributes to index/noindex/follow/nofollow

* Add or edit the alt text of each image
* Include Open Graph fields for description, URL, image, type,
sitename

* Include Twitter Open Graph fields for card, URL, title, description,

image
* Bulk upload or amend redirects
* Update the robots.txt file
* Upload XML sitemap(s)
* Upload an HTML sitemap
* Add internal linking (in any form)
* Use pagination
* Add structured data
* Create a custom 404 page

Optimised images

One of the issues we find most often with newly designed sites is
that images are too large. This is a particular problem for e-
commerce sites that have thousands of product images, or
portfolio sites that need large, non-blurry images to showcase

designs.

Large images can make your website slower, which is a big

problem considering that page load time is an important ranking

factor. It's important that you find the balance between file size and

image quality.
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* |deally you should try to keep image file sizes below 70kb
- or 100kb if the files are particularly heavy.

* Interms of format, there are a number of options (JPEG, PNG,
SVG). We recommend using WebP, as it improves performance

and is supported by more and more browsers.

+ Defer offscreen images - “lazy loading” can be used to delay
the loading of images that appear below the fold on the page.
This makes sure that above-the-fold content on the page renders
faster.

A blog or area
for dynamic content

One of the issues we find most often with newly designed sites
is that images are too large. This is a particular problem for
e-commerce sites that have thousands of product images, or
portfolio sites that need large, non-blurry images to showcase
designs.

Large images can make your website slower, which is a big
problem considering that page load time is an important ranking
factor. It's important that you find the balance between file size and
image quality.

If you're not planning to run a blogging programme straight away,
it can be tempting to cut a blog/content repository from your site
build. We would always recommend including it in the main build

rather than tackling it later. Here is our top consideration:
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Make it a subfolder rather than a subdomain
This is an ongoing - and much discussed - battle between SEOs
and developers. A blog built as a subfolder will have a URL

structure like this:

domain.com/blog

A blog built as a subdomain will have a URL structure like this:

blog.domain.com

From a user's perspective, the blog itself will look identical no
matter where it is hosted, but there is an important difference
between the two from an SEO perspective.

When the blog is set up as a subfolder (domain.com/blog), any
SEO kudos earnt by the blog content will benefit the main
domain. If your blog posts get a lot of links, for example, the
authority from these links will help the domain as a whole to be
more authoritative and could increase rankings across the board.

If the blog is set up as a subdomain (blog.domain.com), your blog
content will not contribute towards the success of your main
domain. If you want content marketing to integrate into your efforts
for wider organic success (which we think you should!), pick the
subfolder structure option.

|



Running paid advertisements is a
great way to get traffic to your
website, whether through search
or social.
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A lot of the work of a paid media specialist happens outside of
the website (in Google Ads or Facebook Ads Manager, for
example), but there are some important onsite considerations

that you shouldn’t forget if you are running paid media activity.

On-page elements

It's easy to drive traffic to your website with a decent budget and
bid strategy, but work might need to be done to convert that traffic
once it gets there. Here are a few pointers that are universally useful
for converting traffic, but especially relevant if you're running either
search or social ads.

Call to Action (CTA)

Whatever action you want your users to take - make a purchase,
book a consultation, etc. - needs to be clearly visible and placed
above the fold. Try to ensure that they can complete the action in as
few steps as possible so that you don't put up unnecessary barriers
to conversion. It's important that you think about the user
experience on both desktop and mobile.
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2. Paid Media

You might want to try out multiple CTAs on the page to cater to
users with different habits. Are they skimmers who want to click as
fast as possible, or delvers who prefer to read all of your
information before they take action? Installing GTM tracking and
analysing how users navigate your site can help you to determine
which ones work best for your audience.

Testimonials

Social proof is an important element of marketing psychology. It's
the notion that people are more inclined to do something if they
perceive that other people - especially those they trust - are also
doing it. Testimonials are a great way of providing social proof for
your customers, so it's important to include a review module when
you build the site.

Many third-party review platforms such as TrustPilot, Google
Reviews, Clutch and TripAdvisor have APIs that automatically pull
live reviews onto your page. Alternatively, you can collect your own
testimonials from customers or clients and add them to any
relevant landing pages.
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Landing pages (for Paid Search)

In order to run cost-effective PPC campaigns, your website needs a
few key features. Although these are not mandatory, they
contribute towards your quality score - the rating that Google gives

based on the quality and relevance of both your ads and your
website. You can still run activity with a low quality score, but it will
be more expensive. (This is less important for social ads, where
quality is generally assigned based on the ads and their relevance
to the audiences you are targeting rather than the page you are

sending them to.)

Keyword targeting is a crucial part of search marketing, whether
organic or paid. Before you do any of the keyword research or
strategy, though, it's important that your website has the potential
to create multiple landing pages that can house the keywords you

select.

In Google's eyes, the more relevant a landing page is to the search
query you're bidding on, the higher your quality score and the
easier it will be for you to compete in the auction. From a PPC
perspective, this can sometimes mean having multiple pages
essentially saying the same thing (selling the same product or
service) that are optimised with different keywords. Being able to
quickly generate these additional landing pages, whether through
the CMS or as a static page with the help of a developer, will be a
great help to your PPC specialist.
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Setting up Paid Search

PPC activity on Google is run through a Google Ads account, which
is very easy to set up. Be aware that it will require having a Google
Account for your business.

Find out how to create a Google Account here.
You can then use this to create a Google Ads account, following the

on-screen instructions here. If you are working with an agency,
make sure to give them access to the account.

Setting up Paid Social

Setting up for Paid Social - whether on Facebook and Instagram,
LinkedIn, TikTok, Pinterest or any of the other social platforms -

requires a few more steps.

» Create a public page for your business if you haven't already

» Create a business account on the platform - this should be easy
to find within the platform, but if in doubt search for ‘create
[Facebook] business account’ in a search engine to find the right
page

* Install a tracking pixel - this will vary depending on the platform

Find out how to install a Facebook/Instagram tracking
pixel here.

Find out how to install a LinkedIn tracking pixel here.
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One thing that your agency will always ask you for before starting is
access to your website analytics. Tracking is absolutely essential for
any marketing activity; when you're paying for a service, you need

to be able to measure the effectiveness of that service from day 1 in

order to prove its worth to the business.

Be aware that whatever tool you use, installing tracking
will require adding some code to your website. Unless
you have self-built your website with a platform like Wix or
WebFlow, this will probably require development resource

to install it on your site.

There are a number of paid analytics tools that you can buy, but the
industry standard are Google's free tools: Google Analytics (GA),
Google Search Console (GSC) and Google Tag Manager (GTM).
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What is Google Analytics

Google Analytics is a free web analytics tool that enables you to
understand who is coming in and out of your website. You can dig

into questions such as:

* How are users getting to the site? Are they coming
predominantly through search engines, social media, or through
another channel? Are they viewing it on a desktop, tablet or
mobile?

« What are they doing when they get there? Which pages are they
viewing? Are they making enquiries or buying products?

« What kind of people are they? What gender and age bracket do
they fitin? Where do they live, and what language do they
speak?*

*Note: the audience data in Google Analytics is notoriously patchy

and shouldn't be taken as gospel
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If you have a head for stats and you've never come across Google
Analytics before, you're in for an exciting ride. For beginners, the
amount of information you can access about your website and its
visitors can be overwhelming, but the insights it can give you/us is

crucial for understanding your digital performance.

Google recently brought out a new version of analytics called GA4.
In July 2023 the old version (called Universal Analytics, or UA) will
be retired. It's important that you install GA4, as the two are

configured differently and aren’t compatible.

Find out how to install Google Analytics here.

What is Google Search Console

Google Search Console is a free tool that allows you to understand
how your site is performing in search and make technical changes
to improve it. It's a must-have if you want to do any SEQ, but it's a
good idea to set it up at the beginning of your marketing journey
regardless of the activity you are planning to run.

There are two key functions of Google Search Console:

» For webmasters - the tool’s original use was to help developers
to make a website more discoverable. You can use it to check for
site errors, add site maps, review your core web vitals and add
enhancements, all to help your SEO effort.

* For marketers - GSC can also be used to scrutinise your
website’s performance in Google, telling you how many times
your site appeared in a user’s search, how many clicks you
received from the organic results, which pages are ranking for
which search queries, plus much more.

Find out how to install Google Search Console here.
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What is Google Tag Manager

Google Tag Manager is another free tool from Google that allows
you to track how users navigate and take actions on your website.
Once you install it, GTM allows you to assign snippets of code to
specific elements - for example, a ‘Buy Now’ button or a newsletter
signup button - so that you can track custom actions much more
closely than you can with Google Analytics alone. It's particularly
useful because you don't need to rely on your developer to add
these snippets of code - it can all be done through GTM.

GTM is an extremely important part of the digital marketing puzzle
if you are running performance-driven activity, especially for e-

commerce clients.

Find out how to install Google Tag Manager here.

It’s not just about gathering

the data - it's about actioning it

Here at Passion we simplify the data view you can get from GA,
GSC and GTM by building custom reporting dashboards in
Google Data Studio. We can connect multiple data sources to feed
into reports that are easy to digest for real humans, not just number
crunchers.

Not only does this allow us to run your digital marketing activity
with a granular attention to detail right from the get-go, it also
means that we can report back to you in the most meaningful way
for your business. Want to get deep into the nitty gritty numbers?
No problem. Prefer to see a no-fuss, top-level overview? We can do
that too.
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Checklist

Digital Marketing
Web Requirements
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Pre Build

O

Ensure that the site structure is optimised for SEO and that the
click depth of key pages is as small as possible

Remove superfluous subfolders in the URL structure and
ensure that the pathway is simple and descriptive

Ensure that your CMS has lots of functionality built into it
(see list above)

Try to keep image file sizes below 70kb, use WebP format
and use lazy loading

Create a blog (even if you're not planning on using it yet)
as a subfolder, not a subdomain

Include clear CTAs on your landing pages, ideally in multiple
places including above the fold

Include a customer review module
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Post Build

General

O

Create a Google Account for your business - this will be used
to set up your Google Ads account and your Google Search
Console

Create a Google Analytics account and configure GA4

Add your website to Google Search Console and verify
that you own it

Install Google Tag Manager

Give your agency admin access to the accounts you set up

Paid Media

O Create a Google Account

O Create a Business Manager account on your required social

O

platforms

Give your agency admin access to the accounts you set up

20



eady to
ick-start
our
arketing
fforts?

passion
digital @

Speciakst feams for
each service

Hopefully this guide has been a useful starting point when it comes

to prepping your new website for digital marketing activity.

Here at Passion Digital we have our strategists, channel specialists
and developers all under one roof, which perfectly places us to

lead your digital marketing activity from launch and beyond.

Sitting obove our speciolist lecms we hove the insight, strotegy and

@ planning department, responsible for

»  Ensuring o clear sirotegy for all compoigns
*  Supperiing speaalist tleams with competitor and oudience research
*  Channel planning ond reporting

) 3 9

Insight S'VEW Planning

3 designers and developers
helping with advancad tracking
ond measurement solutions and
buiding creative

o & ©

People Technology Data Reporting
We s¥ive o atfract Wae partner with Data underpins all Real time roporting
and retain the best enterprise technologies foces of our service doshboaord for insight and
lokent af every level 10 ensure accuracy, offering quick decision-making

expedience and volue
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