
Improve Your Marketing Through

Website Trends & 
Techniques



So many options!
How do you choose how to 
connect with your audience?



Imagine knowing 
what works for 
your organization



 Established in 1998
 Seek long-term partnerships
 Full service graphic design firm
   with a focus on web solutions
 One-stop Internet shop
 From planning to design to
  hosting and maintenance
 Internet marketing and
   measurable results



Why focus on 
the Internet?

 Just tools in a toolbox
 Each tool should be part of a larger 

strategy
 A website is a must for credibility
 Interactive and engaging media
 Long-term cost advantages
 Efficiency of the creation
 Data driven decision making
 Ability to change at any time



Discovery Plan Development

Implementation
Cycle

The Process
 Understand big picture
 Plan and then implement
 Measurable results
 Improve through feedback
 Not just online



 Setup and base knowledge
 Online examples
 Apply the ideas to offline campaigns
 Strategically use tech trends
 Useful ideas to implement



Measurement Tool
 Many options available
 Google Analytics

– Easy to install and use
– Variety of advanced features
– Becomes more powerful every year
– Free!!!



Setup Google Analytics
 www.google.com/analytics
 Create an Account
 Enter the tracking code to 
   your site
 Ignore all traffic from
   your offices



Setup Google Analytics: Filters
 www.google.com/analytics
 Create an Account
 Enter the tracking code to 
   your site
 Ignore all traffic from
   your offices
   (whatismyip.com)



Google Analytics: Basic Reports

 Audience
 Content
 Traffic Sources



Google Analytics: Campaigns



Google Analytics: Campaigns



Google Analytics: Campaigns



Google Analytics: Campaigns

Campaign*
Source*
Medium*
Content
Term



Google Analytics: Campaigns

Campaign* - Identify a specific product 
promotion or strategic campaign. 



Google Analytics: Campaigns

Source* - Identify a search engine, 
newsletter name, or other source.



Google Analytics: Campaigns

Medium* - Identify a medium such as 
email or cost-per- click.



Google Analytics: Campaigns

http://www.plaudit.com/index.html?utm_campaign=Local-Design&utm_source=TCBMag&utm_medium=cpc



Google Analytics: Campaigns

Campaign* - Identify a specific product 
promotion or strategic campaign. 

http://www.plaudit.com/index.html?utm_campaign=Local-Design&utm_source=TCBMag&utm_medium=cpc

Source* - Identify a search engine, 
newsletter name, or other source.

Medium* - Identify a medium 
such as email or cost-per- click.



Campaigns: Google URL Builder



All Traffic Sources



Value? Pages/Visit



Value? Avg. Visit Duration



Value? % New Visits



Value? Bounce Rate



Value? Goals



Value? Goals



Value? Goals



Goals: All Traffic



Goals: All Traffic



Goals: All Traffic



Goals: All Traffic



Goals: All Traffic













Visitor Flow with Advanced Segmenting



Visitor Flow with Advanced Segmenting



Visitor Flow with Advanced Segmenting



Visitor Flow with Advanced Segmenting



In-Page Analytics



A/B Testing



A/B Testing



Measuring Interaction



Measuring Interaction



But, what about

offline campaigns?



Spikes and Annotations



General Idea and Tools
 Mobile Devices
 QR Codes and Vanity URLs

 Landing Pages
 Digital Printing



General Idea and Tools
 Mobile Devices
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General Idea and Tools
 Mobile Devices
 QR Codes and Vanity URLs

 Landing Pages
 Digital Printing



How it Works
 Short Vanity URL
 QR Code
 Track Separately

http://www.plauditdesign.com/index.html?utm_source=event&utm_medium=qr-code&utm_campaign=event

http://www.plauditdesign.com/index.html?utm_source=event&utm_medium=short-url&utm_campaign=event



On The Radio
 Vanity URL
 Redirect to tracking URL
 Easy to phrase remember
 Length is not as important
 Purchase misspellings
 Call to action
 Repeat the phrase



Postcard with 
Variable Data
 Unique tracking by:

– Marketing message

– Industry

– Geography

– Or other criteria
 Test results
 Change campaign early



Trends and 
Lessons

That you can implement today.



Devices and Technology
 Responsive web design
 Flash is out HTML5 is in



Simplification
 Less is more
 Emphasize what is 

important
 Options lead to user 

paralysis



For Success
 Photos of people
 Prominently show 

results
 Calls to actions
 Videos and interactive 

illustrations



Social
 Strategic thinking and 

planning
 Easy sharing of content
 Gateway pages
 Track results



Know What Works
 Plan and define your metrics
 Collect your campaign data
 Analyze results and refine



Questions?
 Plaudit.com/techpulse2012
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