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Introduction
Dear Fellow Businessperson,

Let’s be honest. Your website sucks. Your business is not performing as you know it could be. 
You’re surviving, but you know it could be doing a lot better.

I’m here to tell you it’s time to get excited! You are in the best possible place you could be!

Why? Because right now your business has potential, and if your website is doing as badly as I 
think it is, it has a lot of potential. This is FANTASTIC!

This is the beginning of your new business. The past doesn’t matter, only the future, and the 
sooner you change your mindset and actions the better your business will be. Let go of any 
regrets about how you’ve done things in the past because it’s not important. The important thing 
is you are willing to change. You are tired of the way things are and know there must be a better 
way.

How do I know? Because I’ve been there, done that. Failed time after time, not achieved the 
results I’ve wanted. I’ve learnt most of these things the hard way and seen the results they can 
achieve. I’m a person committed to continuous improvement and I hope you are too. It’s not an 
easy road to follow, but the journey and the destination are both worth the effort. Because it’s not 
just about achieving your goals, it’s about enjoying yourself on the way. You need to relish in 
every little success, and not be knocked back by tiny little hurdles. With this attitude, nothing can 
stop you reaching your own potential, as well as having the business you always dreamed of.

Contained in this ebook are what I believe to be the essential steps to having a successful 
website and business. I’ve kept it as generic as possible, as all these things apply to your 
business as well, but these are all critical things that you need to have a successful website.

The ebook is the overview, the framework for what your business must become. It’s the process 
you must follow and focuses on the ‘why’ rather than the ‘how’. While I touch on the ‘how’ as we 
go along to illustrate what we’re talking about, you will find a lot more free information on my 
website. You can also find all the how to guides you need floating around the internet, you just 
have to be able to discern which ones are good quality.

So read the ebook, follow the steps, find the information you need, and then APPLY IT!

There’s nothing more frustrating than someone who knows what to do but doesn’t do it. Don’t be 
one of those people. Take ACTION and allow your business to thrive today.

Yours Sincerely,
Craig Dewe
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What Makes A Good Business Website?

Sales
There is no trick to measuring how successful your website is. You simply work out how many 
people have bought your product thanks to it. If you sell products online, you look at how many 
sales you made online. If you have a physical location, you need to work out how many people 
bought because they looked at your website.

You can talk all you want about your website enhancing your brand, giving customers more 
information about your business or saving you money. But when it comes down to it, a website 
should be part of your integrated marketing plan. This means that it should have a return on 
investment just like all your other marketing. You’re not going to advertise in a newspaper and not 
find out if you made more sales than the ad cost. At least, I hope you’re not, because many 
businesses do exactly that as well.

It’s time to start holding your website accountable for its results. It’s time for it to start making you 
money. It’s time for a change and the only one that can make that change is you.

So how do you generate sales with your website?
1. People need to find your website
The main way you want people to find your website is through the search engines. This means 
people are searching for the products you are selling and are obviously interested in your area 
and perhaps making a purchase. Most people never put a thought into how their website will be 
found using search engines and are therefore saying goodbye to hundreds of potential customers 
each day.
Your website can also be found by word of mouth, either being told by you, or by other satisfied 
customers of your business. While both have their benefits, the search engines can easily bring 
you the greatest number of potential customers for your website.

2. People need to buy from your website
Just like any other piece of marketing material you send out, it needs to be designed to sell. You 
need to know the outcome you want from a particular page and focus all your effort on leading 
the potential customer to that outcome. Your website is not something designed to sit there 
looking pretty. It has a role, just like everything in your business, and you need to make sure it is 
fulfilling that role at all times.
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What Are You Selling?

What are you physically selling?
Your business has a product or service that it is selling; from now on I’ll refer to it generically as 
your product. It’s something that you believe other people are willing to pay you money for. You’re 
probably very proud of your product. If I asked you to describe why your product, what kind of 
words would you come up with? Unique? High quality?

If I asked you to tell me why your product was better than your competitors, what would you say?
“We have a high quality product that we deliver to our customers with superior service 
and after sales support. Our customers trust us to supply them with the best and the 
relationship with our customer is our most important asset.”

You may realise now, that this is what every business believes its competitive advantage is. So if 
everyone has the same competitive advantage, what are you really competing on?

Why having the best product can get you nowhere
How many times have people decided they can do the work they do, better than the company 
that employs them? How many of you have actually tried to put this into practice? How many 
people have seen businesses fail because they lacked customers, not a quality product?

People have been learning the lesson that a great product is not enough, over and over since 
capitalism was born. And by learning the lesson, I mean running into the lesson, failing because 
of it, and then going about trying the same approach with a different great product.

A great product is not enough!

Let me repeat that, a GREAT PRODUCT is not enough!

Now don’t make me do that a third time. Lesson learned, moving along.

Why a great product is not enough
“If a tree falls in the forest, but no-one is around the hear it, does it make a sound?” I know, no-
one warned you I was going to get philosophical on you. Let’s try an easier one that might open 
your eyes a little:

“If your business has a great product, but no-one knows it exists, does anybody buy it?”

Say it with me people, NO! There are millions of people around the world, working their guts out 
trying to please customers and just getting by. Do you want to just get by? Or do you want to 
actually make a little money from your business? To buy a few luxury yachts and holiday homes 
in exotic locations? I thought so.

What are you really selling?
Your business is what’s on sale. If you can’t get a customer to come through the door of your 
business, how do you expect to sell anything to them?

We are in an age where consumers are spoilt for choice. There’s a business just down the road 
able to do exactly what you do, just waiting to take your customer.

“But they can’t do it as well as I do it!” I hear you cry. Well keep crying because it won’t be long 
before you’re out of business and luckily for you we’re also in an age of depression and blaming 
others for our problems.
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How does your customer know what the better product is? Are all consumers really able to 
objectively compare all products, in all markets, all the time? Sure, the Internet is great, but online 
reviews only get you so far.

If you sell a fridge, when does a consumer find out its crap? About two years later when it breaks 
down. If you sell financial advice, maybe they’ll work out its bad advice in ten years when the 
children’s inheritance is gone?

But before you run off and start making crappy products stick with me a little longer. What would 
happen if you could have the best product, but make your customer aware that they’re the best? 
Then you both win and everyone goes home happy.

And how do you make your customer aware of this startlingly obvious fact, that your products are 
the best, you guessed it: 

MARKETING
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Who Are Your Customers?

Who wants to buy from you?
Before you can sell anything to anyone, you need to know who you can sell to. More accurately, 
you need to know who wants to buy what you are selling. It doesn’t matter if you think your target 
market is teenagers, you need to know exactly the type of person that is buying your product. You 
need to know who, and you need to know why.

When you’re starting your business this will be trial and error. You will have an image of your 
potential customer and tailor your product to their needs. With time, you need to examine your 
customer profile and see if it fits with your marketing message. You always need to be evaluating 
who you are selling to and how you are doing it.

You also need to be aware of who else might want to buy your product. You could have many 
different customer profiles and need to tailor specific marketing material to each of their needs. 
This is where you should be using landing pages on your website, one page targeting each 
unique type of customer. Just be careful not to dilute your brand too much.

What is their customer profile?
It’s no good reading this information and not acting on it so I have a little homework for you now. 
Don’t worry, it won’t hurt, and could only take a few minutes of your time. On the other hand, if 
you’re only just now starting to think about your business in this way, it could take you a lot 
longer. But the payoff will be worth it!

Exercise: Write down a few sentences that describe your customer, this forms your customer 
profile. 
For example, my customer profile is:
Our customers are people that own and run small to medium-sized businesses and have a 
commercial website. They are highly motivated individuals that are always looking to improve the 
way they operate and turn their dreams into reality, though sometimes they don’t know how. Our 
customers are pressed for time and are used to wearing all the hats in their business.

Go to work!

Who is buying from you now?
If you’re not collecting the data of your customers now, start immediately. Get as much as 
possible without impeding the sale. Worst case, you should have their age, location, sex, 
correlating with their purchase data. You should also obtain information from talking to your 
customers. Build up an image of who they are and what they like in your head. 

Now you have the basics you need to ask yourself the big question: “What do my customers want 
from me?”

And no, the answer isn’t your product!

You need to look deeper, you need to look at the inner psychology of your customers, and you 
need to work out their deepest needs and desires.

These are the ‘benefits’ that you are selling your customers. Not a product, you are selling 
benefits!
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How Do Customers Benefit From Doing Business With You?

What do your customers need?
This is a vital key to marketing your business successfully. It’s about looking at your business 
from the customer’s point of view and tailoring your delivery to them for a change.

So let’s jump inside your customers head for a second. Are you there? Right, so what is the need 
that is bringing them into the store in the first place? Say you sell shovels. Does your customer 
need a shovel? No, he needs a hole. Sell decorating supplies? Your customer wants their house 
to look beautiful. Maybe they want to sell it, maybe the decorating is looking old, maybe their 
friend just repainted and they’re jealous.

Let’s look at my business again. Did you come here looking to optimise your website for search 
engines and internet marketing techniques? Maybe, but what is the underlying need that got you 
to that point? That’s it, you want your business to make more sales and from that, more money! 
So am I selling search engine optimisation and internet marketing services? On the surface, 
that’s what my products are. But what you really need is to:

• improve your business 
• make more money 
• have more free time 
• delegate the hard work 
• use an expert in an area you are not

Sound about right? If not, please drop me a line as I’m desperate to find out all the needs of my 
customers. As you should now be!

Focus on benefits
So now that you have the needs of your customers, you need to translate that into the benefits 
that you are selling them. The benefit is what the customer will get from solving their problem with 
your product. For example, maybe your shovel prevents blisters while digging (benefit) because 
of a specially designed rubber grip (feature). As you can see the benefit clearly gives the ‘why’ for 
using your product over others. The feature is ‘how’ the product will give you the benefit.

Let’s look again at my business. I offer a service that:
• improves the business
• improves the website
• makes more sales and profit
• frees the business owner to focus on other tasks
• handles all aspects of website promotion

This is why you should be using my business. You’ll notice I have no features in the list. I’ll 
mention features of course, but not before I have my customer sold on the benefit. The reason 
comes before the method.

Unique Selling Proposition
Next up on our list is the one line that means your customers buy from you and no other. You 
need to boil down all your benefits and needs into a simple, clear, elegant statement that sums up 
your business. I choose to put mine at the top of my website which gives both myself and my 
customers focus about what this website and I are all about. You can use it in your marketing 
materials or not, it’s up to you, but use it to focus yourself on what your business is all about.

Mine is: The expertise to bring cash from your website.
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How Will They Find You?

Word of mouth
At the moment you are probably relying on a lot of word of mouth to create you business. You do 
a good job, your customers are happy, and they recommend you to other people. This is a great 
way to get customers and grow your business. If a customer is sent to your business by a friend, 
almost all their fears of doing business with you are eliminated right from the start. Then all you 
have to do is sell them the right colour.

But if you really want to grow your business you need to think bigger. You need to get people 
talking about your business before they’ve even bought from it. You need to offer them something 
truly unique and different from your competitors. 

There are plenty of books out there to give you ideas for this, commonly called viral marketing 
campaigns, amongst other things and you can find a bunch of resources on my website. It could 
be as simple as writing a free ebook on your specialised topic, or creating a game that gets 
emailed around offices all over the world and links back to your website. The sky is the limit and 
creativity is heavily rewarded.

Search engines
Now it’s time for one of the most important topics when it comes to your website. Simply put, if 
you don’t have a specific strategy to rank highly in the search engines, you are wasting your time 
and money on the internet. This is the most critical aspect of your online marketing and also the 
most commonly overlooked. Get this right and you’ll be laughing all the way to the bank.

First, a word of warning: Most web designers and web design companies have no idea how to 
rank well in the search engines. Some companies give it a fleeting thought and do a few things 
right. Others just ignore it completely. Still others screw it up completely and actually do things 
that are detrimental to your website’s rankings. I speak from experience; no web design company 
I have ever worked with has paid sufficient attention to this area. These are the companies that 
can create impressive looking, feature rich, and knock your socks off websites that will do 
absolutely nothing for your sales.

This is one of my professional focuses and an increasing number of individuals and companies 
are consulting in this area all the time. Your business needs to consult with a dedicated Search 
Engine Optimisation (SEO) consultant, preferably before you even start building your website. 
Once you have a website, our job becomes a lot more difficult and a lot more costly to you. So if 
you’re thinking about creating or redesigning your website, talk to a SEO consultant first, before 
your web designer. Your sales will thank you for it.

Now there is plenty of information in the free resources section about this area and more will be 
posted on my website as time progresses. You are quite welcome to do it yourself to save 
yourself some money. Just be aware of the trial and error involved and the steep learning curve 
you will have to face. SEO consultants make it look easy, it most definitely is not. I urge you to 
contact one today. Anyone, not necessarily me, talk to as many as possible. You wouldn’t just 
rush out and choose the first accountant you met, or the first marketing company. Do your 
research and make an informed decision based on your needs.
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Internet Marketing
I told you at the beginning this was going to be a ‘why’, rather than a ‘how’ guide, so I’m not going 
to go into much detail here. To get you started here’s a list of some of the more prevalent and you 
can find more information about all of these on my website.

Beginner Techniques
Before you even think about internet marketing you need to get a few things sorted. There’s no 
point getting visitors to your website if it’s not going to sell them anything. I call the four critical 
aspects of your website DUFF for short:

• Design – looks professional and trustworthy
• Usability – is easy to use and navigate
• Findable – people can find it through the search engines
• Functionality – it does it’s job: sell products

Get these sorted before you start messing around with the other techniques!

Intermediate Techniques
These are the techniques most people are using already, but unsuccessfully. The study required 
to make the most of each of these is a lot more than people are willing to put in. Another problem 
usually lies in the lack of strategic approach, and the application of the shotgun strategy to try and 
get sales. Finally, if the beginner techniques aren’t handled, all the traffic in the world won’t help 
you.

• Content
• Advertising (Banner Ads)
• Pay per Click (PPC)
• Newsletters
• Link Building
• Blogs
• Forums
• Article Submission
• Press Releases
• Direct Marketing

Advanced Techniques
These are the techniques the more advanced players are using. Though first they understood 
and successfully implemented the techniques above with a consistent and well-planned strategy. 
I’d advise you do the same as most of the following techniques build on the intermediate 
techniques.
 

• Brand Building
• Viral Marketing
• Alliance Partners
• Backend Systems
• Competitor Analysis

So there’s a pile of internet marketing techniques available to you. The question becomes 
whether you can implement them within a successful strategy to achieve your objectives. And 
that’s why so many people are unsuccessful on the internet.

Page 10
©2007 Craig Dewe – www.connexted.com

http://www.connexted.com/


What Happens When They Do Find You?

Your website needs to sell
Another area usually overlooked by web designers is how your website is going to sell your 
products. Sure, they will have all the ecommerce facilities in place, the shopping cart, and places 
for product descriptions. But how does your website actually get your customer from finding your 
website, through to putting their credit card details in and clicking confirm?

This is the most critical part of your website design. You wouldn’t let a customer wander into your 
showroom and then just cross your fingers and hope they buy something. You would give them 
assistance, you would answer their questions, and you would remove all doubt from their minds 
until they simply had to buy your product. This is exactly what your website needs to be doing for 
you since you can’t be there in person.

Firstly, you need a website that is easy to use and hassle free. There needs to be no barriers 
between the customer entering your website and leaving having bought one of your products. 
Everything in the interface must be correctly positioned so customers cannot get lost. You must 
have an easy to follow system for the customer to get through the shopping cart process and 
enter their details.

Secondly, your product descriptions must be finely honed pieces of marketing material. They 
must lead your customers through the full buying process. They must eliminate all the customers’ 
doubts and answer all their questions, just like you would on the showroom floor. And in the end, 
you must leave them with no other alternative except to simply purchase the product as they 
know it will fulfil all their needs. Remember, you need to sell the benefits here, not the features 
like everyone else.

How to write a webpage that sells
Earlier we talked about discovering what benefits you were selling to your customers. These are 
obviously critical when it comes to writing your marketing material and webpage. So you take 
your benefits, work out your objective, and then add a little emotion into the mix.

First off, every webpage that you write will have an objective. Now you just have to work out what 
it is. What do you want your customer to achieve from this page? Do you want to make a sale? 
Do you want to have them sign up to a newsletter? Or is it something a little more subtle? 

In between a customer visiting your website and making a sale, there is a process. It involves 
every webpage the customer looks at and all the information they gather that leads them towards 
the sale. Think about your website as a funnel. You want customers in one end and sales out the 
other. So your job is to lead your customer by the hand, answer all their questions and negate all 
their doubts, until they are simply compelled to buy your product. So what is the objective of 
webpage you are writing?

Next up, bring some emotion to play. Human beings are emotional creatures, it’s in everything we 
do, even if we don’t realise it. So you need to write with this in mind and generate a little 
excitement and emotion in your customer’s life. What emotion are you selling them? Are you 
selling something that will make them happy? Are you selling them something to avoid the pain of 
a task or chore?

Watch a Coke™ commercial. They’re not selling you a soft drink are they? They’re selling you 
fun, parties, good times with friends, the summer feeling, great weather, and beautiful people. 
Think about what you feel when you watch the commercial and it’s time to start thinking about 
how you want your customers to feel when they purchase from you. Does that make sense you 
incredible, wonderful, intelligent, and beautiful person?
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The 3 M’s of Business Improvement: Measure, Measure, and Measure

What needs to be measured?
Everything that is useful needs to be measured. How do you know if it’s useful? Work out how it 
correlates to your sales and bottom line and then decide if improvement in this area would make 
your business more efficient and productive. If the answer is yes, you should be measuring it.

I know, I know, that sounds like a lot of effort. Since my goal is to get you the most results with 
the least effort, I’m going to be a little bit more specific. The following are the key website 
measurements that you should be making and aiming to improve on:

• Sales (from website)
• Unique visitors 
• Returning visitors
• Conversion rate of visitors to sales
• Duration of visits
• Top exit pages

These six measurements should give you an excellent starting point for improving your website. 
The last two, duration of visits and top exit pages, are more subjective than the others but can be 
used for identifying major problems in your website. I’ll explain more in a second.

Why do you measure it?
Simple, how else are you going to know if you’re improving? Why do something if it’s not going to 
improve your business? And if you’re not going to measure the results, how are you going to 
know if it actually improved your business?

In the next chapter you will create an Online Marketing Plan. Don’t worry; you’ve already 
completed most of the work for it. With that plan you will write down measurable goals. Every 
week you need to see if you’re working your way towards those goals. If not, take more action! 
Try something new, increase your effort, do whatever it takes. You’ll soon find out how powerful 
momentum can be.

It’s no good having goals for three months time, not looking at them, and then when the deadline 
arrives you realise you didn’t make it. Pin your plan to the wall in front of your desk. Look at it 
every so often, make sure you’re improving at the rate you need to. With this approach, you will 
be surprised at the results you get, even surpassing goals that you thought were impossible to 
obtain at the time.

How do you measure it?
Sales (from website)
How much money do you make from selling products on your website? Deduct your expenses to 
ensure you’re making a profit as well.

Unique Visitors
How many unique visitors visit your website each day, week, month, and year? Make sure you 
are looking at unique visitors and not page views or impressions. For example, you have 2 unique 
visitors to your website. One looks at 1 page, the other looks at 30 pages. Using unique visitors, it 
counts as 2. Using page views, it counts as 31. Unique visitors are your potential customers, so 
keep a close eye on this figure.

Returning Visitors
How many visitors return to look at your website a second time? These show people more likely 
to make a purchase and if your website has a consistent audience.
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Conversion Rate of Visitors to Sales
How many visitors are actually buying your products? 5 sales divided by 100 unique visitors 
means you are converting 5% of your visitors to sales. Obviously, the higher, the better!

Duration of Visits
How long are people spending on your website? Do they find it in a search engine but leave 
within a few seconds because it’s not what they need or has a bad interface? You want targeted 
visitors to find you from the search engines. People that want to buy your products.

Top Exit Pages
What page are customers getting frustrated with your website? If you have a lot of people leaving 
at the shopping cart phase, maybe you have a problem that makes customers stop their 
purchase. Watch for problem areas.

Statistics about your unique and returning visitors, duration of visits, and top exit pages can be 
found using any good web statistics program. Just be aware that due to different measurement 
techniques, different programs can give widely varying figures. Be aware of this if changing 
programs and try to keep using one program so you have consistent results.
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Your Business Plan

Why a business plan is critical to your success
Ok, so if you’re into business development at all, and I assume you are since you’re reading this 
ebook, you know the importance of having a business plan already. So I’m not going to harp on, 
the simple fact of the matter is you need to have one if you want your business to achieve its 
potential. You need objectives, you need goals, and you need a plan to get there. End of story.

I live in the real world too
The simple fact is that you’re not in the position to have a 20 page business plan and keep it up to 
date. I know, when I started my first business, I had a 30 page business plan! It’s a great tool at 
the beginning of a business and if you’re just starting out I fully recommend you do one. But once 
you get into the day to day running of your business, updating a huge document every time 
something changes just becomes too difficult.

So, what do you do? Simple, you make a one page business plan. You’ll probably need a few of 
these for different areas of your business but they’re a lot easier to update and you can rewrite 
them in no time with a bit of experience. The free resources section includes a copy of the One-
Page Online Marketing Plan that I use with all my clients. This sets our direction by working out 
what we’re selling and setting goals to achieve. I refer to it often when working on a project and 
use it to measure progress at every stage.

Now you have no excuse not to have an Online Marketing Plan, so use it!

The One-Page Online Marketing Plan
Here’s an example plan I’ve completed for you to illustrate all the concepts we’ve talked about 
above. I’ve also included a blank template for you to print out and USE at the back of this ebook 
and there’s a word format version on my website. So go back to the customer profile you wrote 
and slot it in. The same with your customer needs and the benefits you are selling. Then work out 
your objectives and goals based on the measurements you are making.

Once completed, it should be put on the wall in front of you and glanced at every day. This is a 
working document, not another plan to be put in the drawer and forgotten about. We’ve come too 
far to stop now! To give you a real world example, below is my business’ Online Marketing Plan 
from when I started this website.

The companion to every plan
A plan is nothing without its favourite sister, ACTION. They walk happily down the street hand in 
hand, earning massive amounts of money for your business. So once you have your Online 
Marketing Plan on the wall in front of you, you need to pin up another piece of paper. First write at 
the top in nice big letters, Action Plan. On this marvellous piece of technology you write an action 
you will do to improve your website, next to it you write the date it will be completed.

One final nudge 
You will notice there is no excuse column on your action plan. I know other things come up in the 
line of business but you really must set aside time for improvement or things will never change. 
Saying “yeah, yeah, when I have time!” is the surest way to guarantee you’ll never have the time. 
The best way is to dedicate just ten minutes a day to improvement. It sounds like a small amount 
(and it is!) but you’ll notice a big difference in a short space of time. Surely you have ten minutes 
free in your day to achieve the results you want?
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Online Marketing Plan – conneXted.com
1st of September 2007

Who are our customers?
Our customers are people that own and run small to medium-sized businesses and have a 
commercial website. They are highly motivated individuals that are always looking to improve the 
way they operate and turn their dreams into reality, though sometimes they don’t know how. Our 
customers are pressed for time and are used to wearing all the hats in their business.

What do they want?
Our customers want to:

• improve their businesses
• make more money
• have more free time
• delegate the hard work
• use an expert in an area they are not

What are the core benefits we are selling?
A service that:

• improves the business
• improves the website
• makes more sales and profit
• frees the business owner to focus on other tasks
• handles all aspects of website promotion

Unique Selling Proposition
The expertise to bring cash from your website.

Online Marketing Objectives
• Increase sales
• Increase targeted unique visitors
• Increase returning visitors
• Increase newsletter readers
• Increase conversion rate of visitors to customer enquires
• Increase conversion rate of visitors to newsletter signups

Online Marketing Goals (Per Month by the 1st of December 2007)
• 3000€ in sales
• 1000 targeted unique visitors
• 100 returning visitors
• 50 newsletter readers 
• 1% conversion rate of visitors to customer enquires (10 customer enquires)
• 2% conversion rate of visitors to newsletter signups (20 signups)
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Tweak and Improve

How to use what you’ve measured
So now you have your measurements and your goals. Are you being successful in working 
towards your goals? As mentioned before, you need to be checking this on a regular basis and 
adjusting your approach as necessary.

Use the information to find out what kinds of advertising work for you, what initiatives have given 
you more traffic, and where your website may have flow problems that are preventing sales. 
Always be willing to try new things, keep what works, and throw away the rest. 

Be aware that search engines can take up to three months to notice changes made to your 
website. Optimising your website is a waiting game where you have to be patient to see results. 
That’s where a professional consultant can come in useful, they’ve done all the trial and error 
before and have a strong idea of what works and what doesn’t. If you’re going to do it by yourself, 
you need to have a lot of patience and it could be a year or more before you start to see true 
benefits. Also be aware that the way search engines rank websites are always changing and you 
need to keep on top of the current trends. While the basics normally hold true, you need to be 
flexible and looking for new ways to improve your website at all times.

How to ensure your website is the best it can be
The trick is to never rest. Always be improving, always be innovating, and always be hungry for 
more. Only with this mindset will you be able to have your website operating at its best and living 
up to its full potential. Of course, this will be a lot easier once you’ve done the initial work and 
your website is finally pulling in the sales it should be.

The Continuous Improvement Cycle
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The End of the Journey
What? End? You know by now it doesn’t exist. We don’t call it the never ending improvement 
philosophy for nothing! You should always be working on improving your business, your website, 
your life. If you don’t, you’re in for a boring ride, I’ll tell you that much. But at least you’ll know 
what to expect I guess?

In fact, the journey is just beginning, as it does every morning when you get out of bed. What you 
did yesterday no longer matters. Sure, you’ll be reaping the results of your actions, but when it 
comes down to it you only have one moment to succeed. And, you guessed it, that moment is 
now. Don’t rely on some future moment to do what you should be doing right now.

And so, I give you a choice and a final homework assignment. I want you to look at your Online 
Marketing Plan, which you obviously completed or else you have two homework assignments, 
and start to think about how you can make your website better. Then take action, do one small 
thing. Call your web developer to discuss changes you want made, rewrite a passage to make it 
more customer focussed. Start shopping around for Internet Marketers to help you out. Then 
send me an email at craig@connexted.com to let me know how you’re getting on. You’ll now be 
receiving my email newsletters, so use them as motivation and make the most of the ideas you’re 
given. And of course, always feel free to send me any questions you have, I’m always happy to 
respond!

Thank you for reading this ebook and I look forward to hearing your success story. What you do 
today, determines the future…so make it something worthwhile!

Kind Regards,
Craig Dewe
www.connexted.com
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My Online Marketing Plan

Who are our customers?

What do they want?

What are the core benefits we are selling?

Unique Selling Proposition

Online Marketing Objectives

 
 
 

Online Marketing Goals (Per Month by the                                      )
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