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Maximising your website potential

Introduction
Welcome to the Department of Tourism, Major Events, Small Business and the
Commonwealth Games - Small Business Webinar Series.
Our aim is to help you gain valuable knowledge and skills related to business to assist
you in creating a better business; or growing your existing business.

Learning objectives
The desired learning objectives are for you to:
 describe ways to optimise your website design
 produce effective content that will attract people to your website and make them
want to return
 explain the need for multiple device and browser compatibility
 recognise tools to review and evaluate the performance of your website.
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Section 1 – Understanding the purpose of your
website
Most customers will expect to be able to find your business on the internet. Whether
you are selling your products online, or simply want to provide some information about
your business and your contact details, having a website is essential.
To make the most of your website it is important to understand its position within your
overall marketing plan and align this to your core business goals. Having an accessible
and up-to-date website that clearly demonstrates who you are as a business is a key
tool in reaching your target audience.
When deciding what to put on your site, keep in mind what you are trying to do. You
want to entice people to have an interest in your product or service, and you want them
to contact you or buy from you. You want them to understand why buying from you is
better than buying elsewhere. Just keep in mind that the more professional your site
looks, the better for your business.
Ensuring that you understand the core function of your website will assist in evaluating
its effectiveness. Your website should:
 describe your capabilities and expertise and give your business legitimacy
 establish you as a business that can be trusted
 offer a cost effective way of advertising and marketing your business
 give your business a global market – not necessarily limited to local customers
only
 develop and strengthen your relationship with both current and prospective
customers by establishing a continual line of communication with them
 inform and engage potential customers through informative and easily
navigable content
 provide a platform for sales
Ultimately, it should aim to inform, engage and convert your audience to some type of
action.

Your business website
Your website needs to give an idea of exactly what your business does. The look and
feel of your website, the images you choose and the text will all contribute to this,
however, it's not enough that you just have a website. You must have a professionallooking site if you want to be taken seriously. Your site may be the first chance you
have at making a good impression on a potential buyer. If your site does not look
professional, your chance at making a good first impression may well be lost.
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If you don’t already have a web presence, you can either build your own website or
have a professional web developer/agency build it for you. While building your own
website is possible, a professional can build your site quickly and provide invaluable
guidance on successful web design.
A professional will sit down with you and go thorough:
 design
 target audience
 business goals and objectives
 maintenance and future development
You will also need to consider other considerations such as how you’re going to utilise
social media platforms, site security, develop a shopping cart for online purchasing and
how to encourage strong inbound links from other relevant businesses

Get the most out of your agency
Many of the website design elements covered in this workbook are technical and may
require a rebuild from a specialist agency or web developer to be implemented on your
current website. However, having background knowledge of these elements will help
you to work with your agency or developer to get the most out of their time and your
online presence.
Before you provide a brief to your agency, take the time to answer the following
questions:
 Why do I want a website?
 What is the most important thing I want my website to do?
 Who will use my website?
 What other marketing tools have worked in the past?
 How can I use the website to streamline current processes?
 How much am I prepared to pay?
 How much time can I invest in this process?
 Am I going to update the site frequently?
 Who will have access to the site maintenance?

Static vs. Dynamic Website
Static and dynamic websites organise and present the content of your website in
different ways. While your agency or web developer can advise you on the most
effective solution for your website requirements, it is valuable to familiarise yourself
with these terms and have a basic understanding of the comparative benefits and
weaknesses.
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Static Websites
Static websites present fixed content consistently each time the page is loaded. In
these sites the content is hard-coded into the site and does not allow for the updating
of content any way other than to go into each page and edit the HTML code. The
closest approximation of a static website is a printed brochure you can view through
your computer screen.
Static websites are common among small businesses as they are quicker and cheaper
to develop initially. However, there are some disadvantages to this type of site. The
most significant disadvantage is that you will need to engage a web developer to edit
the HTML code each time you want to update the website.
Advantages:
 quick to develop
 cheaper to develop than
dynamic websites
 cheap to host






Disadvantages:
requires web development expertise to update site
no search function for the site
no blog function
no content management system

Dynamic Websites
Dynamic websites are sites with a greater degree of flexibility and functionality, and are
usually controlled by a content management system (CMS). A CMS allows nondevelopers, with no programming skills, to have access to the site and the ability to
update it, including creating, editing and publishing content.
Each page of a dynamic website is generated from information stored in a database or
external file. This means that you can update information through a content
management site without knowledge of HTML coding. News and events or sale
promotions can be updated and posted to your site at any time using in-house
equipment and people. There is no need to pay anyone to make content changes to
your website.
Dynamic sites can be more expensive to develop initially due to their complex nature,
but can offer numerous benefits to enhance the users’ experience. Some examples of
dynamic website features could be: discussion boards, photo galleries, upcoming
events, integration of your twitter feed and product catalogues. The development cost
may differ based on the content type or element of functionality that you want included.
Advantages:
 easier/quicker/cheaper updates to
content
 encourages interaction and return visits
by users

Disadvantages:
 takes more time and money to develop
initially
 more time and resources required to
update content regularly
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Which option is best for your business?
The choice between a static site and a dynamic site is typically determined by the
functionality needs of your website and your budget. Your web developer or agency
will be able to advise you on the most efficient option to meet your needs and
requirements.
If you decide that you do want a dynamic website, you can save costs by opting for a
website that is only partly dynamic. For example, certain pages such as ‘About Us’ or
‘Contact Us’ pages can be static, whereas galleries or product catalogues can be
dynamic. You could also consider opting for an open source CMS.

Open source vs custom built CMS
An open source CMS is a free, bundled or stand-alone application to create, manage,
store and deploy content on web pages. A number of developers have contributed to
its creation, it is constantly updated and there are free and paid plugins available for
the more complex functionality.
The main examples of open source CMS’s are WordPress, Drupal and Joomla. It is
generally recommended that small businesses choose an open-source CMS due to
cost and time factors. However, if your website requires particular functionality that you
can’t get through an open source CMS, then you can decide to have one custom built.
In this case, your developer will build and own the CMS and you will need to pay for
updates.
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Section 2 – Optimising website design
The key to a successful website is its ability to ensure visitors can find the information
they are searching for quickly and easily. While graphic design elements of websites
can be important to increase the visual impact of the site, it’s important that the core
website elements of navigation and readability are optimised correctly.

Navigation
Website navigation is the element that allows a user to move around the site. The main
feature of navigation is the ‘primary navigation’ or ‘navigation bar’ that is typically seen
towards the top of a webpage. Navigation is a key component of your website, and key
to its success. If people can’t find the information they are after quickly and easily, they
are likely to leave your website.
The navigation bar should be consistent, appearing on every page in the same
location. This provides a consistent reference point for users as they switch between
your pages. Moving the navigation from page to page, or not including it on a page at
all, may confuse and frustrate your visitors.
Your navigation headings (links within the navigation bar) should be simple and clearly
reflect what can be found by following the link. Headings that use overly creative
descriptions or industry jargon may also confuse your audience. If your headings bar
has drop-down subheadings, ensure that all elements, including the topic, are clickable
links.

Accessibility
Accessibility encompasses the recommendations and best practices to ensure the web
is accessible to all, including people with disabilities. The Web Accessibility Initiative
(WAI) was set up by the World Wide Web Consortium to promote accessibility on the
Web. Guidelines are located on http://www.w3.org/WAI/WCAG20/quickref/ and
summarised below:
 Text alternatives: Provide text alternatives for any non-text content so that it can
be changed into other forms people may need, such as large print, braille, speech,
symbols or simpler language.
 Time-based media: Provide alternatives for audio and video content (for example
text).
 Adaptable: Create content that can be presented in different ways (for example
simpler layout) without losing information or structure.
 Distinguishable: Make it easier for users to see and hear content including
separating foreground from background.
 Keyboard accessible: Make all functionality available from a keyboard.
 Enough time: Give users enough time to read and use the content.
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Seizures: Do not design content in a way that is known to cause seizures (e.g.
webpages should not contain anything that flashes more than 3 times per second).
Navigable: Provide ways to help users navigate, find content and determine where
they are.
Readable: Make text content readable and understandable.
Predictable: Make webpages appear and operate in predictable ways.
Input assistance: Help users avoid and correct mistakes. Never assume that a
user will know their way around your website.
Compatible: Maximise compatibility with current and future technologies.

Readability
Another essential website design element is readability. This incorporates your
website’s font, paragraph length, colour combinations and simplicity of design.

Font
Your choice of font style and size can affect your visitor’s experience on your website.
Unless you use standard fonts on your site, you cannot guarantee that they will be
available on your visitor’s computer. If their computer does not have the font installed,
their browser will display a default font and your website might look different. Also
ensure:
 your text is in a plain and easy to read font – as a rule of thumb it is nicer to use a
sans-serif font such as Arial or Verdana
 only one font type is used throughout your site
 your font is sized at least 12
 italics are avoided where possible
 text in upper case is avoided – online, this is recognised as shouting.

Keep it short
The act of website reading is significantly different from other forms. Rather than
taking in whole sections of information, website visitors scroll and scan to find the
information they consider to be important and of interest. Website copy needs to
reflect this reading pattern and be short and to the point. If you need to communicate a
large amount of information, try to break up any large blocks of text into paragraphs
with headings and dot points. Keep your sentences as simple as possible and remove
any unnecessary words.

Structure
The structure of your webpage is an important element that guides visitors to the
information of highest importance. The most important information should be at the top
of your page. In effect, the conclusion should be contained in the opening paragraph.
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This way the user can instantly understand what the page is about and decide whether
they want to read on or not.

Whitespace
While you may be tempted to fill your website with lots of information and images, it is
important to include consideration of ‘whitespace’, which is the space that separates
your content elements, such as text and images. The term ‘whitespace’ does not
necessarily refer only to the colour white, rather it applies to all spaces that provide the
function of breaking up your website content.
A website that is crowded with information, images and advertisements will be difficult
to read and follow. Allowing for whitespace is essential as it:
 provides clear separation between your content and images
 improves the ‘scanability’ and legibility of your website
 enhances the visual design of your website by making it appear professional,
sophisticated, simple and free of clutter
 ensures focus on the most important elements of your site.

Colour and contrast
Using unique background and text colours can individualise a website, however
consideration must be given to the actual colours chosen and their contrast when
combined. As a general rule, websites that have highly contrasting colours are the
easiest to read, for example a light background with a dark font. Website backgrounds
and fonts with low contrast, such as grey text on a white background, are harder to
read and may irritate your visitor.
Ensuring the optimal contrast between colours is important so that your website can be
read by people with colour blindness or other visual impairments. Vision Australia has
a free tool to check your website’s colour combinations to determine if they provide
good visibility. The tool can also create simulations of certain visual conditions such as
colour blindness.
To access the Colour Contrast Analyser visit: http://www.visionaustralia.org/businessand-professionals/digital-access/resources/tools-to-download/colour-contrast-analyser2-2-for-web-pages
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Example: Poppy Cakes

Contrasting colours:
light blue, pink and
brown

Clear and consistent
navigation bar

Simple font used for
body copy
Good use of
‘whitespace’
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Section 3 – Posting effective content
It’s pretty much a given in the business world today that content is king. More
important, content is critical. Without content, there is no brand, no image, no value
and without proper planning and adequate attention, there will be no interest, and no
sales.

Writing for your audience
You only have a few seconds to convert a web visitor into an engaged user before they
move onto a competitor’s site to find what they are searching for. Capturing online
attention comes down to understanding your audience and how they consume online
media.
You should have a fairly good idea of your current customer base and the types of
people you want to attract to your website. You can further segment your online target
audience by considering what information they are searching for when they click on to
your website. Do they need a local service? Do they want to learn how to undertake a
DIY project? Do they want a demonstration video? Providing relevant, interesting and
unique information to answer consumers’ needs is the most effective way to reach your
audience and encourage them to do with business with you.

Tips to improve your web content
Writing for the web is a skill that uses writing conventions different from any other
writing style. The following tips will help you to review your web copy and ensure it is
as engaging, persuasive and relevant to your audience as possible.

1. Clear strategy
Before you start writing the content for your website, have a clear plan outlining its
purpose, audience and timeline. Consider how you will maintain the content in the
long term; is this timeless information or something that will need to be updated in
the future? Also think about the tone you want to set in your website that will reflect
upon your business culture - do you want to be conversational, professional or
humorous?

2. Make your point
Website visitors do not read web pages, they scan them. It’s important to use clear
headings, short sentences, simple language, and order the most important
information at the top of the page. You should also consider writing in first person
to humanise your business. These conventions increase readability and audience
retention of your key messages. Maintaining a consistent tone and writing style
throughout the website will increase your business credibility.
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Simple tips on writing shorter website content include:
 put the most important information first
 use easy-to-understand words and phrases
 break up long paragraphs and sentences
 remove any unnecessary words or content.

3. Be relevant
Sites that are regularly updated with industry relevant information are more likely to
encourage a response from the target audience and have positive flow on effects
that could result in new business. Updating information to keep it current provides a
reason for users to return to your site and recommend it as a resource to friends.

4. Call to action
Incorporating a call to action in your writing is an effective way of encouraging your
visitors to do something after reading your page, such as calling to speak to an
expert or signing up to an email list. This process allows you to begin developing a
relationship with your website visitors.
Calls to action encourage your visitors to provide you with their details and opt-in to
receiving further information from you. While your visitor may not be interested in
purchasing at that particular time, capturing their data allows you to provide them
with information again in the future, such as through an e-newsletter, helping to
establish the visitor’s knowledge of your business and keep you top of mind.
Calls to action can be included as a hyperlink within your body text or buttons and
are generally accompanied with phrases like “contact us”, “register here” and “find
out more”.

5. Hyperlinking
Using hyperlinks in your website body, particularly as the call to action, is the most
effective way of guiding people around your site. Rather than using “Click here for
more information”, a hyperlink uses a key word or phrase in your text that contains
a link to another relevant page.
For example, rather than:
“To sign up for our monthly e-newsletter click here”
It is recommended that a hyperlink is used, as below:
“You can get more information by signing up to our monthly e-newsletter”.
Hyperlinking will help with your search engine optimisation. Search engines
require content, such as hyperlinks to find other pages within your website as well
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as to or from other websites. This enables the search engines to find all the pages
of your site and list them as searchable. Using the ‘click here’ technique hides the
key word link navigation from the search engines.

Business blogs
A blog is a discussion or opinion webpage that consists of short, frequently updated
posts on a topic of interest.
For businesses, blogs can be an effective way to communicate with customers and for
employees to share their knowledge, capability and experiences. Blogs can also be a
way to build additional web traffic and connect with potential customers.
Blogs are a cost effective way to publish current information on your website without
the need to contact a web developer to publish content on your behalf. It is also a more
relaxed writing style, making it less time-consuming than developing copy for your
website. You can use blogs to publish articles, opinion pieces, industry updates or
portfolio work.
There are two options with blogs:
 On-site blog – You can get a developer to add a blog to your site if you have a
CMS. This is a great way to provide new content to people who visit your
website. There’s also the opportunity to promote your blog entries through
social media which then leads people back to your website. The recommended
blogging/CMS platform is WordPress.
 Separate blog – You can set up a free blog separate to your site using
WordPress.com or Blogger.com. While this is a cost effective alternative, it
does create another platform that you need to manage and control. It also does
not provide the opportunities for directing traffic to your site that an on-site blog
does.
Overall it is recommended that where possible, you implement an on-site blog over a
separate blog.
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Example: 22 Michaels is the business blog of the creators of the online shoe store Shoes of Prey. The blog discusses
diverse topics including their experience establishing Shoes of Prey, experiences in their day-to-day business,
attendance at events and company highlights (http://www.22michaels.com/).

Using images and video on your site
It is widely recognised that using images and video to convey information or to add to
the written content on your site is an effective way to engage users and to break up
text. Images and embedded videos are considered rich content and can enhance the
experience that a user has on your site.

Images
Images can help build brand awareness, sell a product or simply make the visit to the
site more enjoyable. But like most other forms of media, adding images to a website
requires a little thought.
Part of the design process is the selection of images, so make them interesting,
compelling and relevant. Consider:
 products usually looks better in-situ rather than on a plain background; this
gives the customer an idea of size and setting
 do not use images indiscriminately, lots of images can lose the page focus –
the visitor may not be able to work out what is important and what is decoration
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if you use stock images do not use the free ones – you may well end up with
the same pictures found on sites similar to yours
make sure that you’re including extra information for screen readers so that
people with vision impairments can still tell what type of content is on your site.
A screen reader is software that interprets what is being displayed on the
screen and converts it into text-to-speech, sound icons, or a braille output.

Videos
One of the main benefits of using video on your website is that it enables you to
connect with your customers on a personal level. Instead of the typical 'about us' page
you find on most websites, you could consider including a short video that introduces
you to your clients. It's a great chance to set yourself, and your business, apart from
your competitors.
Videos also make it easy to demonstrate products and services that aren't easily
explained in writing. Telling a potential customer what you do is one thing, being able
to show them what you do is something else entirely. A quick video of your business in
action can help you to connect with your customers and showcase the quality of your
product or service.

YouTube videos
The YouTube platform provides a way to get content to your customers in an engaging
way that is more visually appealing than just reading text on a page. Adding a video to
YouTube and then to your site is a great way for you to quickly and cheaply add a
video to your website, while also reducing the drawdown on your data.
To embed a YouTube video on your site follow these steps:
1. Go to the video.
2. Click the Share link under the video.
3. Click the Embed link.
4. Copy the code provided in the expanded box.
5. Paste the code into your blog or website in the CMS.
For more information on embedding YouTube content please go to
http://support.google.com/youtube/bin/answer.py?hl=en&answer=171780
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Section 4 – Compatibility
The emergence of smart phones and tablets has changed the way people access the
internet. No longer is the internet solely the domain of desktop or laptop. Web users
are now accessing the internet via their smart phones and tablets to find entertainment
and information on the go.
According to the 2012 Sensis® e-Business Report, 96% of Australians own a mobile
phone. 58% of these Australian mobile phone owners access the internet using their
mobile phones to view satellite navigation, download mobile apps, engage in social
networking, check financial results and tweet. 34% of Australians are accessing the
internet via tablets to read e-books, download mobile apps, engage in social
networking, read a newspaper and look for suppliers.

(http://about.sensis.com.au/IgnitionSuite/uploads/docs/2012SensisE_Business_Report.pdf)

The implication for today’s businesses is that websites are now being accessed by
screens that vary greatly in size, resolution, performance and operating requirements.
People want to be able to experience websites quickly and easily from their
BlackBerry, iPhone, Samsung, iPad or netbook, so businesses need to ensure that
their website has been optimised for use on all devices.

Responsive web design – device compatibility
Responsive web design is the way web designers and developers are catering for the
emerging popularity of new browsers and devices. Responsive web design is an
approach aimed at crafting sites to provide an optimal viewing experience across all
devices. It ensures that the initial build incorporates a combination of grids and layouts
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that automatically respond to the device being used by altering the resolution, graphic
sizes, scripting and navigation requirements.

Examples of clothing company Black Milk’s desktop site (above) and
responsive mobile site (right)

Browser compatibility
Websites can behave differently in different operating system and browser
environments. The main browsers include:
 Internet Explorer (only available on Windows)
 Firefox
 Chrome
 Safari
There are also different versions available of the different browser types. Older
browser versions are periodically dropped as supported environments, regardless of
whether or not they are still in use and without concern for what the new technology
will do when exposed to these environments. Thus it is important to make sure that
your website’s functionality and user experience remains intact across multiple
browsers.
As a general rule, your agency or web developer should use this table as a list of
browsers and operating systems to test against.
Windows XP
IE 8
IE 9
Firefox: Latest 2
versions
Chrome: Latest 2
versions

Windows 7
IE 8
IE 9
Firefox: Latest 2
versions
Chrome: Latest 2
versions

Mac
Safari: Latest 2 versions
Firefox: Latest 2
versions
Chrome: Latest 2
versions

Mobile
iPad
iPhone
Android
(Latest versions of native
browsers and latest devices)
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Section 5 – Getting people to your website
You can invest a lot of time and resources in developing your website, so you want to
make sure it is reaching the right people. Here are a few ways you can get people to
interact with your business using your website.

Encourage Interaction via Plugins
Social plugins are links that can be placed on your business’s website to encourage
more traffic to your social media platforms, such as Facebook, Twitter, YouTube and
Google+.
These plugins, otherwise known as buttons, allow people who are browsing your
business website to comment, share, like, +1 or tweet content from your website on
their social media platforms for their friends to see.

Facebook
Facebook has a wide range of plugin buttons that can be installed, each with a specific
purpose. These include liking an item, subscribing, recommending and commenting.
Facebook creates the code for you or your agency to implement on your website so
your visitors can see what their friends have liked, commented on or shared.
For more information on the types of social plugins or to find the code to send to your
web developer or agency to implement on your site go to:
http://developers.facebook.com/docs/plugins/

Twitter
The Tweet Button is a small widget which allows users to easily share your website
with their followers. This can be attached to a blog post or similar content on your
website. A user who wants to share this content would simply click on the Tweet
Button, login to Twitter, and Tweet the content link and existing description. Users can
choose to edit the description prior to tweeting.
For more information about how to install a Tweet Button, go to:
https://twitter.com/about/resources/buttons#tweet

Promote your site
There are potentially hundreds of ways to promote your website – many of them for
free.
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Search Engine Optimisation
Perhaps the most important — and inexpensive — strategy to promote your website is
search engine optimisation (SEO). SEO is the process of improving the visibility of a
website or a web page in search engines (such as Google, Yahoo and Bing among
others). It involves making sure that your website is optimised in the most efficient way
so that search engines know exactly who and what your content is targeted at.
Every search is started by someone typing a keyword or phrase into a search engine
and clicking search, so all results that are returned are based around the keywords
entered. For example, if you typed “wedding dresses” you would get very different
results than if you searched “dressing for a wedding“. This means that if you want to
rank highly for a certain page, you need to ensure your website content targets specific
keyword queries.
SEO is best considered during the website design and development process. The
term "search engine friendly" may be used to describe website designs, menus,
content management systems, images, videos, shopping carts, and other elements
that have been optimised for the purpose of search engine exposure.
Tapping into the searching behaviours of your audience and figuring out which
keywords you need to focus on requires great tenacity. Not to mention securing top
rankings for your chosen keywords. If you have tried SEO you’ll know how tricky this
can be.
Constant innovations from the rival search engines, coupled with increased activity
from your competitors, means that you have to identify the right approaches and
deploy the right resources to rank well.

Search Engine Marketing
Search engine marketing (SEM) works on a similar principle to SEO however the
website owner pays to advertise its service at the top of a results search page. Ads
appear under Sponsored links in the side column of a search page, and may also
appear in additional positions above the free search results.
Google AdWords is a pay-per-click service, meaning you only pay when the
advertising results in traffic through to your website. For more information on how to
use Google Adwords visit www.support.google.com/adwords

Linking strategies
If you have an online monthly newsletter, personal blog or publish social media
content, make it easy for people to click through to your site for more information by
adding your URL.
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Links to your site from other sites also drive additional traffic, however, all links aren’t
equal. Links from trusted, popular sites help your site rank higher than links from lower
traffic sites.

Traditional strategies
Just because ‘old media’ strategies aren’t on the Internet doesn’t mean they aren’t
effective. Beyond the electronic medium make sure your web address is displayed on
your brochures, business cards and vehicle signage.
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Section 6 – Review and improvement
It is important to review your website regularly to ensure that it is achieving your
business goals. If your website isn’t performing the way you want and delivering your
objectives (such as sales or phone calls), then you need to be able to analyse what the
issue is and develop strategies to address it.
By reviewing your website’s performance, and the individual pages and content, you
have the opportunity to change your approach to ensure that you are not only
attracting people to your site, but engaging them and keeping them there.
A regular website review also shows whether your marketing strategies, such as
search engine optimisation or content marketing, are working by driving traffic to your
site.

Google Analytics
Google Analytics is one of the leading free website analysis tools and can provide you
with a wide range of informative and useful information and data.
It provides a range of website statistics, including the number of visitors to your site,
unique visitors, geographic locations of visitors, most viewed pages, how they got to
your page and much more.
The below information is provided as a broad overview of the core capabilities of
Google+. For more detailed information, please refer to www.google.com/analytics/ or
your website developer.

How to get started with Google Analytics
Getting started with Google Analytics is a three step process:
1. Sign up for a Google Analytics account
2. Add the tracking code to your website
3. Start learning about your audience

1. Sign up for a Google Analytics account
The first step to setting up Google Analytics for your website is to create a Google
Analytics account. Go to: www.google.com/analytics/ and sign in with your existing
Google+ or Gmail login. If you don’t already have a Google account, select ‘Create an
account’ to register for a basic Google account.
Once you have signed in with your Google account, you will be prompted to Sign up for
a Google Analytics account, as shown below.
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Google Analytics signup page
The next page will require you to fill out the details of the website that you want to
track. At this point you will need to enter the following information:
 What would you like to track: A website or an App?
 Your website name
 Website URL
 Industry category
 Reporting time zone (country and time zone)
 Account name
There is also an option to select ‘Classic Analytics’ or ‘Universal Analytics’. Universal
Analytics offers custom dimensions and metrics, online/offline data sync, multi-platform
tracking, simplified configuration controls and new feature releases, but it is currently in
a beta stage.

2. Add the tracking code to your website
Once this information has been completed and you’ve accepted Google Analytics’
terms of service, you will be provided with a Tracking ID and block of tracking code.
This code speaks to your Google Analytics account and collates your site information
and statistics for you.

Google tracking ID and tracking code
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Copy and paste this tracking code into the code of every page you want to track. You
may choose to get a web developer to do this step for you.

3. Start learning about your audience
Once your code has been inserted into the website you want to track, you can start
learning about your audience. Google Analytics provides a wide range of statistics and
data to help you understand more about your website, including details about your
visitors, their viewing habits and how your website is being used.
Google Analytics provides the following reports:
 Dashboard reports
 Real-time reporting
 Audience overview
 Traffic sources
 Content
Dashboard Reports
Your Dashboard provides key current month statistics at a glance. You can change
the date by using the date box in the top right corner, however it will only provide
information from the date the Google tracking code was entered into your website. The
Dashboard will show you information on:
 New visits
 Unique visitors
 Visits by browser
 Average visit duration and pages visited
 Bounce rate
 Revenue
 Goal completions

Google Analytics Dashboard
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Engaged users
While you can get a wealth of information from Google Analytics, it is important to
consider the ‘Average visit duration and pages visited’ and ‘Bounce rate’ statistics to
understand how engaged your visitors are. This information will tell you what your
visitors did when they arrived at your website, such as whether they left immediately,
spent time reading the front page, or clicked other pages for more information.
Average visit duration
When it comes to average visit duration, you need to remember that the analytics will
mean different things for different sites. For example: if you have an online store on
your site then the average visit duration should be longer than an offline store’s
website. For a retail store with an offline shop that only uses their website for contact
information, having a lower average visit duration is acceptable.
It is important to know what the purpose of your site is, and to remember that when
you’re looking at your analytics.
Bounce rates
The bounce rate in web analytics refers to the percentage of site visitors who enter the
site and then “bounce” or leave the site rather than continuing to view. Having a high
bounce rate could mean a number of things, from people not being able to view your
site properly to it not being the site they thought they were looking at. To reduce the
bounce rate for your site it is important that you have an accurate site description that
appears in searches.
Real-time reporting
Real-time data provides you with live statistics on your website activity. It tracks activity
in real-time and can provide data within seconds of the activity taking place on your
site. Data that can be generated in real-time includes:
 Number of current visitors
 Visitor’s geographic locations
 Referrals
 Pages being viewed
Audience Overview
The Audience reports provide insight into:
 Who makes up your audience (location, language, custom variables)
 How that audience reaches and consumes your site (technology, mobile)
 Loyalty and engagement (behaviour)
 Location
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Audience Overview: visits over a time period

Audience Overview: visits over a time period and location of visitors
Traffic Sources
Traffic sources are the source locations from which your visitor has arrived on your
site. For example, sources may include a Google search (www.google.com.au), a
Facebook link (www.facebook.com), or a direct URL entry into a web browser or
bookmark bar.
The Traffic Sources reports allow you to track where your audience has come from,
enabling you to determine how effective your marketing efforts are. Traffic source data
that can be viewed includes:
 Visits over the last month (line graph)
 All traffic sources by percentage (pie chart)
 metrics for the following: ‘Search Traffic Keyword’, ‘Search Traffic Matched
Search Query’, ‘Search Traffic Source’ ‘Referral Traffic Source’, ‘Direct Traffic
Landing Page’
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Content
Content reports will show you how successful the content on your website has been in
meeting the needs of your visitors. Data that can be accessed includes the ‘Site
Content > Pages’ report, that will provide information on how often each page on your
site was viewed.
For websites that have a built in search box function to assist their visitors, Google
Analytics’ ‘Site Search’ report shows data that will allow you to find out whether your
visitors were successful in finding their desired information.
Goals
To further tailor your Google Analytics reporting, the platform allows you to set up
goals to track how your website or app is fulfilling your specific targeted objectives.
This will further enhance your understanding of whether the key pages of your website
are engaging with your audience and converting ‘calls to action’.
The Goals function allows users to create individual trackable goals for specific ‘calls to
action’, such as clicks to a ‘register here’ page, ‘download complete’, minimum visit
duration. These outcome focused goals measure conversions, or completion rates, for
each goal you set up.

Google Goals
For more information on Google Analytics visit www.google.com.au/analytics/
To find the Google Analytics code for your website follow these instructions
https://support.google.com/analytics/answer/1008080?hl=en
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Appendix 1 – Resources
Content management systems




WordPress http://en.wordpress.com/about/
Drupal http://drupal.org/about
Joomlan http://www.joomla.org/

Accessibility


Vision Australia Colour Contrast Analyser
http://www.visionaustralia.org/business-and-professionals/digitalaccess/resources/tools-to-download/colour-contrast-analyser-2-2-for-webpages

Blogs



WordPress http://wordpress.com/
Blogger http://www.blogger.com/

Rich content


How to embed a YouTube video on your site
http://support.google.com/youtube/bin/answer.py?hl=en&answer=171780

Responsive design


Brower resizing tool http://resizemybrowser.com/

Promoting your website



Facebook plugins http://developers.facebook.com/docs/plugins/
Add this social plugins http://www.addthis.com/

Search engine marketing


Google AdWords www.support.google.com/adwords

Review


Google Analytics www.google.com.au/analytics/
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Appendix 2 – Agency brief
WEBSITE PURPOSE
TO BRIEF YOUR AGENCY:
What is the purpose of your website?
______________________________________________________________
Static site

OR

Dynamic site

What page types do you need:
Homepage
Inner text page
Form page (contact form)
Other (please specify)____________
For Dynamic sites only:
What do you need to update frequently?
Images
Text
Blog entries

WEBSITE DESIGN
TO BRIEF YOUR AGENCY:
List your site navigation links (e.g. Home, About, Contact, etc):

Do you have any corporate colours that the designer needs to work with?
Yes OR No
If Yes, please supply logo files and/or colour palettes

WEBSITE CONTENT
TO BRIEF YOUR AGENCY:
Do you need any copy written for your site?
Yes OR No
If Yes, please supply dot points or general information for each page.
If No, please supply final copy for each page.
What type of blog do you need?
On-site OR Separate

WEBSITE COMPATIBILITY
TO BRIEF YOUR AGENCY:
Do you want your website to be responsive? (Please note this does cost more)
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Yes

OR

No

What browsers do you require the site to be tested to?
Windows XP
IE 8
IE 9
Firefox: Latest 2
versions
Chrome: Latest 2
versions

Windows 7
IE 8
IE 9
Firefox: Latest 2
versions
Chrome: Latest 2
versions

Mac
Safari: Latest 2
versions
Firefox: Latest 2
versions
Chrome: Latest 2
versions

Mobile
iPad
iPhone
Android
(Latest versions of
native browsers and
latest devices)

WEBSITE PROMOTION
TO BRIEF YOUR AGENCY:
Do you require any Facebook of Social Media plugins on your website?
Yes OR No
If Yes, please specify: ______________________________________
Do you require any SEO through keywords?
Yes OR No
Do you require any SEM campaigns?
Yes OR No

WEBSITE REVIEW
TO BRIEF YOUR AGENCY:
Do you require Google Analytics on your website?
Yes OR No
If Yes, please supply the Google Analytics code for your website. See here
https://support.google.com/analytics/answer/1008080?hl=en for instructions.

