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[ Workshop Handbook] 
 This workbook acts as a guide to this two day workshop,  it should 
not be seen as a standalone document in anyway, but it along with 
the two day workshop will give you the skills to be able to set up 
your own website, social media presence, plus help you find your 
audience and help them find you.    
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Introduction 

Over the course of the next two days we will guide you through the process of setting up 

your own business website, your social media presence, and help you find your audience 

and help them find you.   
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Building your website  

This will give you the basics to get you started with an online web presence, in this section we will be looking 

at Buying your domain name, Finding Hosting, Setting up Email, Changing named servers and the installation 

of the Wordpress Content Management System to create your website. 

For your Wordpress, we’ll be examining Pages, Posts and menus which will give you the structure for your 

site plus themes or templates or the design side of your site.   

Buying your domain name 

Domain names are all important to you and your business, whichever domain name you choose will probably 

be the one that you will stick with for all of your business days. So it is very important that you choose the right 

one for you and your business. Keep your domain it simple so it is easy to remember.   

Many of you may well choose to use your own name or your business name depending on what you want the 

name to be, whatever you decide upon do seek advice from your friends or family to gain their opinions. Once 

you have decided on say two or three domain names. The next thing to do is to go online and put into Google 

“purchasing a domain name” this will return a number of search results.   

 

You can use anyone of these sites to search for the 

domain that you are looking to register. You may find that 

your favorite domain has already been registered by 

someone else so you will have to move on to your 

second choice.  

Each domain registrar will offer you a different deal and 

different price. 

Typical prices:  A .com site costs more than a .co.uk 

and if you are planning on only operating in the UK – 

then a .co.uk should be sufficient for you and your 

business.  

With uk2.net when I looked it was 5.38 plus VAT for two years on a .co.uk site and for one year it was 

6.99 for a .com plus VAT, so small savings but a saving never the less.  Any domain name you 

purchase is renewable normally for around the same price you purchased it for. 

 

Once you have chosen your domain and completed your registration, which will include filling in your credit 

card details to pay for the domain you will receive a registration email, which will include your username and 

password for the Domain registration site along with details of the domains Named Servers which you will 

need at the next stage.    

Finding Hosting 

You might want to buy your domain name and hosting from the same company as it can save a lot of leg work 

in the long run.   

Expect to pay anywhere from £40 to £70 to host a small website.   
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You will require the following to host your site: 

·    At least 1 SQL database 

·    3 email addresses (optional) 

·    One click Wordpress installer 

·    Simple to contact the provider 

Always read the small print and always read reviews for the hosting company, if you can then look at the 

hosts forum or Google “Hosting Company problems” as you can see the kinds of problems other people like 

you have had with the hosting company.  

You’ll need to register and pay for your hosting, this is normally for a 

year. Once you have registered then you will receive your contract 

via email, it will contain details of the hosting along with login 

details.  

If you haven’t registered you’ll be able to login and start building 

your website. 

Adding you Domain Name to your hosting – if you haven’t 

registered both with the same company. 

Login in to your hosting server  

 

Your control Panel 

 

 

Click on  
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Enter your domain name and a new password and hit SAVE 

Now you have your Domain name set up with your hosting company.  

Setting up Email 

Go back to the Control Panel  

Click on the Email Accounts section of your Control Panel 

 

 

 

 

 

 

You’ll need to complete the prefix of your email, 

Sales; Information; or simply your name. 

Complete your password, make it tough but easy 

to remember.  

And success your email is set up.  

 

 

 

 

Installing Wordpress 

 

Return to your control panel to start the installation of the 

Wordpress Content Management System. 
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Return to the control panel and find the app installer – one of the 

most popular is Softaculous  

This will install Wordpress for you automatically.   

Once opened click on the Install button to be taken through the process of installing wordpress. 

 

 

Complete the details related to your website.  

 

And click on Install  

Softaculous will now run through the 

process of installing Wordpress on your 

server. 

Once complete it will show you where it 

has installed Wordpress and where you 

can gain access to the Wordpress 

Dashboard. This will become the basis 

of your website.  
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Now you have Wordpress installed you can go to the Login section of your site.  

For the purpose of this course your site is located somewhere 

here depending on your USER NAME -  

http://yourdigitalsuccess.com/launchpad/USER?/wp-admin 

Login to your site with the username that was given to you 

along with the password.  

 

 

The Wordpress Dashboard – sometimes known as the 

Backend 

 

 

 

 

Wordpress dashboard 

 

Some Wordpress terms explained:-  

Theme or Template- in relation to content management systems this is a series of files that controls how your 

content is displayed.  

Plugin a software component or “add on” that gives additional functionality to a website  

Pages – static content – most likely to be used for content that you will not update regularly  

Posts – These are entries listed in reverse chronological order – You are more likely to update this content on 

a regular basis  

Categories – These are sections to which your posts belong ie. News, Blog, Events  

http://yourdigitalsuccess.com/launchpad/USER?/wp-admin
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Menus – Menus help you to structure the information architecture of the website so that visitors can navigate 

the website 

Wordpress Top Tips 

1. Yoast SEO plugin  

2. Backup to Dropbox plugin  

3. Landing page plugin  

4. Blog or post regularly 

5. Linking to social media  

 

Search Engine Optimization 

SEO- Making best use of your site and the content on your site so that it is found more often by Search 

engines such as Google or Bing.  

About Keywords:  

It is important when looking to optimise your site to use keywords in your content, these keywords are the 

words that people will enter into a search engine, that will subsequently return your site in the search results.  

Some Keywords for your site will be obvious but others may not be, so by using a keywords research tools 

such as Google Adwords Keyword Tool or Bing Keywords will help you find words which are used in 

common search terms.  

Using Keywords within your site and within the content of your site increases the possibility of your site 

being returned in a search, so ensure that your content is Keyword rich but do not go over the top as your 

visitors will reject your content if it doesn’t make sense.  

Keyword Research  

What business are you in and what are the keywords 

that you think are going to help people find your 

business online.  You can do some further research via 

Google Adwords or Bing Keywords which will help you 

to find relevant keywords. They will also prompt you by 

suggesting keywords which you would never have 

thought to use but are relevant to you content.   

Link Building 

Building links to your website is a good way of increasing your page ranking within search results especially 

when the referring sites are high profile or respectable.  

A simple link is acceptable but it is better that the back link is part of a piece of relevant content that links to 

your site naturally, this can be achieved by sending press releases containing rich content that news sites 

and blogs will readily use.     

Deep Linking 

This refers to the practice of not just linking to the content on your home page but also to the content held 

deeper within your site, to other relevant pages or articles. This emphasises the relevance of social sharing 

of links to content deeper within your site and to sharing links via press releases or email newsletters.  
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Sitemaps 

Sitemaps are important for helping visitors navigate your website but they also allow search engine robots to 

accurately map your site.  

The site map is a list of the relevant pages and sections of your 

site, these site maps will list the page titles and the description 

of that page. They are normally presented in an XML format 

which is easier for  search engine robots to read and present to 

the person searching for your content.  

For example when searching for contact details of an 

organisation the site map will assist in returning your contact 

page rather than the home page. 

 

Relevant Content  

Not enough can be said about the importance of your site containing relevant content. This content needs to 

be well written, easy to understand and contain your keywords for that particular page of your site.  In 

addition any images or video you may use should also 

use the correct Alt Tags Keywords and be relevant to 

the written content.  

 

Meta Tags 

Meta tags are important across on your site as they 

allow you to describe what your site is about and for. 

They consist of the site description and the keywords as 

these encapsulate what your site is about.  Within some 

website content management systems they allow you to 

specify for each page a page meta description and page 

relevant Meta Tags.   

The meta description is normally between 150 and 200 characters and it is what is read when your sites 

comes up in search engine listings. It is this that is often the primer for the visitor to click on your site, so 

accuracy is always recommended.  The Meta Tags are the keywords that your site references; for example 

if you sell Lawn Mowers online you may use the following Key words  

“Lawn Mower”, “Gardening”, “Lawn Mower sales”, “Buy a Lawn Mower”, “FlyMo”, “Grass Cutting Tools”  The 

list could go on..  

There is an old SEO joke that goes along the lines of “An SEO expert walks into a Pub, Bar, Wine Bar, 

Drinking Establishment, Eatery.... “ which I think acts as a great example of how keywords can be used.   

 Use Alt Tags for Images 

Alt Tags are the alternative Tags that are given to objects on your site such as Images, Videos even links. 

These help with robots searching your site and its content but also help the visually impaired who may use 

screen readers to navigate your site.   

These Alt Tags describe what the content is, what the image is about so should always be kept relevant to 

your site and your keywords.  
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Social media 

Search Engines are placing increasing relevance to the content that is shared via social media and can be 

considered as back links to your site. Your presence on social media also increases your chances of your 

website being found via social media platforms.  

Your social media impact increases if your content is shared by social 

media platform users who are considered to be an expert in their field or 

authority-passers, especially if they share this content with keywords 

relevant to your site.   

User Generated content 

User Generated content is content on your site that has not been 

generated by the sites administrator but by the users of the site which 

normally comes in the form of comments on the sites articles and other 

content. By not having to write this content yourself you can increase 

your pages imprint especially if these comments are relevant to the 

pages content.  

 

Ensure Domain Name Contains keywords 

Your domain name should contain relevant keywords for your site but should not be overstuffed with them. 

So give some consideration to this before purchasing your domain name. For example 

Lawnmowersales.com   

Use Page Headings 

Each page within your site will have a Page Title and a Heading which may differ but be relevant both to 

each other and the content of the page. In the first instance these should always be relevant to the visitor to 

your site but both are indexed by search engines and will aid in the correct page being displayed to your 

visitor.  

Copywriting  

Content writing on websites may include among its objectives the achievement of higher rankings in search 

engines. Known as "organic" search engine optimization (SEO), this practice involves 

the strategic placement and repetition of keywords and keyword phrases on web pages, writing in a manner 

that human readers would consider normal. Source: Wikipedia 

• Article placement 

• Supporting material 

• Use Youtube videos where available  

• Use Strong Images  

 

 

http://en.wikipedia.org/wiki/Website
http://en.wikipedia.org/wiki/PageRank
http://en.wikipedia.org/wiki/Search_engine
http://en.wikipedia.org/wiki/Search_engine
http://en.wikipedia.org/wiki/Search_engine_optimization
http://en.wikipedia.org/wiki/Strategy
http://en.wiktionary.org/wiki/repetition
http://en.wikipedia.org/wiki/Index_term
http://en.wikipedia.org/wiki/Webpage
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Ecommerce and Online Sales   

 

Eyetracking 

Eyetracking is the process used to monitor visitors to 

a webpage. The red areas are the areas that the 

visitors have in this case all looked at.  

Eyetracking can tell us the areas of the webpage that 

are most popular with visitors and helps us when we 

are thinking of constructing websites and pages. 

Most popular areas are the top banner menu and the 

left and right column of this example page.  Although 

these results can only be monitored in set, almost 

laboratory conditions you can monitor yourself when 

you visit a new site and note where your eyes linger 

the most.  

Sales Sites and Plugins 

Note: A Plugin is a software component or “add on” that gives 

additional functionality to a website  

 

WooCommerce is the most popular WordPress eCommerce 

plugin. And it's available for free. Packed full of features, 

perfectly integrated into your self-hosted WordPress website. 

 

 

Developing consumer trust 

Developing consumer trust in your Ecommerce site is what makes a customer buy online. 

Think! 

 Structure  

 Contact Information and Location 

 Content 

 Does the site look broken with missing images etc 

 Reviews 

 

Landing Pages 

A landing page is the destination web page that visitors arrive at on your site.  
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Ordinarily a landing page might be your front page or a sub page of your site but when promoting a product or 

service this may well be a special page that you have set up on your site to maximise the impact of the 

experience for the visitor. 

Examples are: Lead Generation pages where what you seek are “Click through” or Conversion 

 

 

1. A nice looking Headline  

2. A nice clean looking second headline  

3. Good Copy  

4. A testimonial  

5. A call to Action  

6.  A bright button that says CLICK HERE  

7. Menu 

8. A fantastic image or video  

9.  A good width to a page.  

Your landing page can determine whether you make a sale or not 

You are interested in the progress of your visitor from point A where 

they arrived at your site to point B – where they click on BUY NOW. 

And we are all interested in making the experience of the visitor or 

prospective customer as easy as possible and expediting the buying 

process.   

So the impact of your sales landing page has direct impact on your 

sales figures – so it is vitally important to get the landing page right. 

We do this by testing the page, in the same way we might do on street 

market research if we had developed a new product asking a small 

number of people to taste our selection of cakes. We ask them for 

feedback, except in this case we can’t ask people to taste a cake we get them to visit a page and measure 

what happens. 

Overnight homework: Landing pages and web page layouts 

Go online and find a couple of website landing pages or sales lead generation pages that for you exemplify 

good practice in web design and page layout. Remember to examine  

• Structure 

• Contact Information and Location 

• Content 

• Reviews 

You will be asked to discuss one of these at the start of Day 2.   
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Your guide to Digital Marketing – part 2 

Note: Please take any spare time today to sign up to the Social Media accounts mentioned in the 

pre-workshop email.  

After going through the homework you will be convinced about how website design can really help 

your visitor to navigate your site in a more constructive manner and lead to conversions.  

LEAD GENERATION PAGES  

Taking what you have learnt return to your Wordpress site and go to the Landing Page Plugin. 

 

 

The Inbound landing page plugin can help you test how a landing page performs depending on its 

style and design.  Will a red page perform better than a blue page, what content works best and 

how much does your copy affect your lead generation, Landing pages can help you decide on what 

works best for you by offering simple feedback with analytics.  

Each time a landing page is loaded using the Landing Page Plugin it presents either version A or B 

if you have two versions no matter where the visitor is coming from. This allows you to very quickly 

determine which page is working best for you. Notice the difference in the conversion rates, if one 

Landing Page is working better than the other than you know straight away that this page is 

engaging you audience more. So think about the messages, colour, style and layout that you use.     

Task: Create or adapt a simple landing page. Think about design of the page and include a form 

for people to complete.  

Video Resources 

A guide to using the Landing Page Plugin https://www.youtube.com/watch?v=-VuaBUc_yfk 

https://www.youtube.com/watch?v=-VuaBUc_yfk


Your guide to Digital Marketing – Workshop Handbook  15  

      

 

Social Media  

Social Media just won’t die or go away, in one form or another it is here to stay forever 

It represents what we as humans do in its simplest form – we love to communicate; our ideas, our 

thoughts, our hopes, desires and failures. 

Starting out with Social Media 

Social one of the things that most 

businesses and people miss about social 

media is that it is Social, it is a two way 

conversation, it’s not purely one way 

communication, sending messages out and 

hoping they are heard. It’s about listening, 

praising, viewing, engaging, advising, 

mentioning, commenting but  never 

correcting grammar. It is social as we are 

social.  

Social Media is about community – building 

a community around you, your products, 

your content be that music, video, blog 

posts or photos.  You do not know what you 

are doing is good until someone tells you so. 

Every minute people upload and share – not 

in isolation but to receive feedback and 

recognition for the work they have done.  Social media platforms are growing and growing as 

people gather around shared content and become a community.   

In the world within which we live for our parents community was about church fetes, close knit 

families, popping round to see the neighbours but  for us our communities are made up of our 

colleagues at work, the regulars in the local pub or bingo night, the people we know from the gym - 

these are our communities of interest with whom we share common interests.  These form the basis 

of our social media community.  

Analogue advertising is purely about print it and where it is seen, either 

in the newspaper, billboard or on TV. It is not measureable – you cannot 

tell me how many people will buy a Ford Ka from a TV advertisement – 

you can not click on an advert in the street and it will take you to a video 

and purchasing platform. ( not yet anyway).  

Digital or social media marketing is measurable, you can measure how 

many times a tweet has been clicked and/or how many times your 

website has been visited.  
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Branding your digital presence 

Brand is the "name, term, design, symbol, or any other feature 

that identifies one seller's product distinct from those of other 

sellers. Wikipedia 

What does your brand say about you…  If you haven’t it is wise to 

create a brand and logo for yourself so that when someone comes 

across your digital presence they know who you are. So have you 

thought about your brand design, your logo and description of your 

business and what they say about you?     

 

Note the branding on Blue Orchid’s Facebook page – the blue 

banner is what we are interested in along with their logo.  

Plan – Launch – Grow – It says what the company does – One of the UK’s largest providers of 

FREE business advice.  This is a great point at which to start selling, note the FREE in capitals. 

   

Blue Orchid  Linkedin Page                                                         Blue Orchid Google Page 

Creating Graphics for your profile 

If you don’t have the relevant skills to create your own graphics then it doesn’t have to cost a great 

deal to get someone to create them for you. Try a website like fiverr.com where you can hire a 

freelancer for $5 to create one for you. Remember to check out their profile and feedback before 

you do to ensure their reputation is a good one.  You could always ask your twitter followers who 

they would recommend in your area. 

Alternatively if you are felling braver you can download and use GIMP which is a free and open 

source software package that has some of the same functionality as Adobe Photoshop.  If you’re 

lucky enough to already have Adobe then give it a whirl and see how creative you can be.  

 

Blue Orchid Facebook page 
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The advantages of using social media for your 

business.  

Builds awareness of brand 

Creates positive word of mouth 

Drives traffic to your website 

The place to launch new products or services 

To Promote events 

Increase reach 

Generate leads 

Increase sales 

Builds your community 

Research and insight 

Save costs  

Improves PR activity 

Improves SEO 

Improves customer relations 

It’s not just numbers 

Analytics will tell you far more than you had 50 visitors to your site it can give you a breakdown by 

geography, interests and age. It will tell you how people have travelled through your site, at what 

page did they start and where did they leave.      

 

Click through - Clicks - traction 

So why is it we begin on this journey of using social 

media in marketing is it so we can chat online with 

our friends while we work? Admire family photos? 

NO......  

What we are after throughout all of this is the all 

important click through. A simple click from one of 

our links to the destination we had intended, be that 

our website home page or our specialy selected 

landing page.  

The destination as we discussed earlier is the landing page that we want them to arrive at to interact 

with our website content. This action from our potential customer or audience member is all 

important to us.  

Arriving at your Youtube channel we want them to click through to our website 

Arriving at your Facebook page we want them to click through to our website  

Arriving at your insert social media platform we want them to click through to our website  

The holy grail is to inspire people to action – to interact with your content – to read what you have to 

say – to listen and respect us as a professional that knows our field.   
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Setting up Social Media profiles and pages.  

The quickest way to find out how set up your social media profile is to simply Google – “How to set 

up a Facebook Page” or “How to set up a Google Page” and to follow the links or some are 

available below.  

There really is too much information to include here on each but we have set some time aside to 

concentrate on the social media profile of your choice.  

They will require you to upload the images and logo that you have created along with information 

about your business in the About section, so do have all of this at hand.  

Helpful  Links:  

How to set up a Facebook pgae - https://www.facebook.com/pages/create/ 

How to set up a Google + page for your business - http://www.socialmediaexaminer.com/how-to-

set-up-a-google-page-for-your-business/ 

How to set up a Twitter profile - https://support.twitter.com/articles/100990-signing-up-with-twitter 

 

Pinterest 

Pinterest is about Image and images.  

You collect others images and post your own 

on Boards.   

If you run a business where Image is 

important then this is a good place for you to 

explore and to be found.  

It is used by Brand agencies, advertising 

agencies, designer makers, artists, 

illustrators, florists, dress makers, the list could go on but what is important to the all these 

businesses  is that image and the message it conveys is all important.  

As the saying going “a picture can tell a thousand stories”. 
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Mailchimp is an email marketing service.  
 
More than 5 million people use MailChimp to create, send, and 
track email newsletters. Whether you're self-employed, you 
manage projects for clients, or you work for a Fortune 500 

company, MailChimp has features and integrations that will suit your email marketing needs. 
 
Create signup forms that match your brand's look and feel, and send your subscribers product updates, event 
invitations, announcements, or editorial content. Use our reports to improve your campaigns and learn more 
about your readers. Best of all? MailChimp is free for lists of up to 2,000 subscribers. 
 
It provides Free Email Templates and you can add your contacts direct from your email address book to 
Mailchimp.  It allows you to segment and send targeted emails to those segments, plus plan your campaigns 
and set your own goals.  
 
A simple guide to Email Metrics 
Whether running a single email list for a small business or a multiple segmented campaign using a large email 
service, understanding the metrics or analytics from your email campaigns helps you determine how your 
email campaign is performing.  
 
Open Rate 
The total number of times that the email has been opened, some emails may be opened more than once. 
 
Unique Open Rate 
The number of unique times that your email campaign has been opened. For example your campaign has 
been opened by 60 people out of 100 which equates to 60 unique opens, however the email may have been 
opened by some more than once leading to a higher Open Rate. 
 
Click Through Rate 
A click through is the process of clicking on the link or links within the campaign email – the click through rate 
would be the total amount of times that a link has been clicked, this is normally presented as a percentage.  
 
Unique Click Through Rate 
The number of unique click throughs that your campaign has received.   
 
Click to Open Rate 
The percentage of receivers who click through to your website compared to the number who have opened the 
email. This determines if the content within you email is working effectively; is it offering enough incentive for 
people to click through to your lead generation or sales page.  
 
Bounce Rate 
The bounce rate is the number of emails that have not been delivered or have been rejected by the receiver’s 
server.  
 
Marked as Spam rate 
How many emails from your campaign have been marked as spam.  
 
Unsubscribe Rate 
How many people have unsubscribed from your email.  
 
Delivery rate 
The total number of emails that have been delivered  
 
Forwarding/Sharing rate 
The number of times that your email has been shared with others – this is a good indicator that your content is 
really hitting home if it receives a high forwarding or share rate. 
 
Conversion Rate  
The all important conversion rate – normally represented as a percentage, the conversion rate determines 
how successful your campaign has been at converting to sales or bookings.  
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Social Media Management  
 

 

Hootsuite's Quick Start 
Guide! 

Hootsuite is a social media 

management tool that can be used to 

manage multiple social profiles, 

schedule messages, track brand 

mentions, analyze social media traffic 

and more. And with three different 

plan types, there is something to fit everyone’s needs. 

 

Step 1: Sign Up for Hootsuite 

The Sign Up Wizard will get you started with Hootsuite Free, and help you connect one or more social networks. 

To sign up for Hootsuite 

1. Visit https://hootsuite.com. 

2. Type your email address, full name, and create a password. 

3. Click Sign Up Now.  

4.  

 

Alternatively, click the Plans & Pricing button on 

the Hootsuite.com homepage to begin your 30-

day trial of Hootsuite Pro, or request a demo of a 

Hootsuite Enterprise plan to determine if it fits 

your needs. 

Step 2: Add Social Networks 

Connecting your social profiles to your Hootsuite 

dashboard enables you to do things like publish 

messages to multiple networks, schedule content, 

track brand mentions and analyze social media traffic. 

To add a social network 

1. Click Add Social Network button. 

2. Select a social network. 

3. Connect your social network. 

 

 

 

 

Step 3: Add Tabs and Streams 

Creating tabs and streams allows you to perform and save advanced searches, filter for content and manage lists and 

followers. 

https://hootsuite.com/
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 Add Tabs 

Adding tabs to your Hootsuite dashboard is an easy way to group streams and keep your dashboard organized. 

To add a tab 

1. Click Add Tab (plus icon). 

2. Type tab name, and then press ENTER. 

 

 

 
 
 
 

Add Streams 

When your social network has been connected to your HootSuite dashboard, you can add corresponding streams. After 

adding social networks to your Hootsuite dashboard, you can add corresponding streams of content.  

Tip: Adding a Twitter profile? Corresponding streams might include Home Feed, Mentions and 

Scheduled Tweets. 

To add a stream 

1. Click Add Stream. 

2. Select a social network. 

3. Select a profile.  

4. Select a stream. 

 

 

Step 4: Compose and Send 

Messages 

Engage your audience and grow your following by composing and sending messages regularly. 

To compose and send a message 

1. Click to select a social network (more than one can be selected). 

2. Type your message. 

3. Click Send. 
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Step 5: Install Apps 

The App Directory is a library of third-party apps, free and premium (paid), developed specifically for the Hootsuite 

dashboard. 

To install an app  

1. Click App Directory (puzzle piece icon). 

2. Click Install App inline with app. 

 

Step 6: Download Hootsuite Mobile 

Hootsuite is available as an app for your mobile device (iPhone, 

iPad and Android), and can be downloaded from your device's app 

store. Learn more 

Hootsuite for mobile web app (m.hootsuite.com) is available in beta 

for Blackberry, Windows or any of the devices listed above. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://hootsuite.com/features/mobile-apps
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Advanced Social Media Skills and web 

analytics 

How can you tell how effective your social media campaign 

is?  

How measureable is a tweet, a link, a click? How can you 

measure how effective a billboard poster is?  

 

 

Bit.ly Being able to measure your 

impact simply  

Bit.ly is a url shortening service.  

Bit.ly will help you monitor and manage your social media 

interaction via Twitter and using the shortened links in 

other places.  

You use the Bit.ly api to “plug in” your url shortening 

service to other platforms like Tweetdeck once done 

every time you tweet and your link is clicked it will be measured.   

 

The measurements it gathers from these link clicks can build 

up into a big picture that can be very informative.  

 

 

 

 

Even if you don’t tweet or post a great deal you can see when 

your tweets have been most effective.  

Monitoring times gives you the opportunity to adapt the times of 

your social media posting  - giving you more impact per post. 
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Facebook pages and Insights 

The administrator section of your Facebook business 

page will give you insights into your likes, post reach 

and much more.  

Helping you identify how your audience is.  

  

 

 

 

 

 

Google Plus insights  

In a very similar way your Google plus page insights will 

give you information about who your audience is.  

 

 

 

 

 

Mail Chimp Reports 

 Take a look at the reports we can get out of 

Mailchimp. 

Open rates and click rates can tell you if you are 

hitting the market. Is your subject headline 

catchy enough? Is your content strong enough 

to make them click through for further 

information?   

Think about your email marketing campaigns in a similar manner to your Landing Page that we 

practiced earlier. Does it generate leads for you, if it doesn’t change it.    
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Google Analytics shows how users interact with 

your site, Webmaster Tools shows how search 

engines interact with your site.  

Google Webmaster Tools provides you with detailed 

reports about your pages' visibility on Google 

By inserting the Google webmaster code into your site 

header or by inserting a Google produced HTML 

document onto your server it allows you to use Google Analytics to give you important information 

about your site performance and visitor traffic information.   

You can also use the Yoast SEO plugin that we installed earlier on your sample website.  

The code will be similar to UA-000000-01  

By installing Google webmaster tools it gives you 

the power to use Google Analytics ...  

Google Analytics provides powerful digital analytics 

for anyone with a web presence, large or small. It's 

one of the most powerful digital analytics solutions out 

there  

We have looked at creative content and copywriting 

and how we can improve our skills to create actively 

engaging content to draw the Visitor in.  

We have looked at how many times our email has been opened and received “click throughs”; 

looking at that active engagement. We have examined Landing pages and how to construct pages 

that encourage engagement, getting your audience to carry out a “Call to Action”.   

We have been monitoring their journey, the journey of your visitor – but who are they... This is 

where Google analytics can help us it steps into the fray to help us identify as best as it can who this 

person is.  

What can it do? 

Marketing Professionals can learn: 

Where visitors come from and what do they do on the site 

How can the website convert more visitors into customers 

Which keywords resonate with prospects and lead to 

conversions 

Which online ad or creative is the most effective 

Content & Developers can learn: 

Where people leave the site 

Which pages retain visitors the longest 

What search terms people use to find the site 
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Google Analytics Dashboard 

Let’s take a quick look at the dash board... 

The Demographics and Interest sections include Overview reports, along with new Age, Gender, 

and Interest Categories reports. 

They allow you to better understand who your users are. 

You can segment the rest of your Analytics data by these same characteristics so you can 

understand how converting and non-converting users differ (and many other such comparisons). 

These are the same demographics & interest categories used to target ads on the Google Display 

Network. Use these insights about your users to refine your ad campaign strategies. 

Not all of your users may have demographics associated with them, so these reports may only 

represent a subset of your users and may not be representative of your overall site composition. 

We can identify the age of our visitors  

 

Who are we reaching already?  

Is our target group under 35 years old? If not then we 

are doing something wrong.  

 

 

 

 

Is this our interest category?  

This is taken from a cultural centre in Liverpool so no 

surprises on the types of interest groups that their 

visitors have.  

 

 

Analytics allows you to drill down on where the 

visitors to your website are coming from. It gives us 

a good insight into how your content is performing 

geographically.  

Are there geographic areas where you are 

underperforming?  
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Zoom in to the city where your city performs 

best  

 

 

 

 

And receive insights into precise locations.  

 

 

 

 

 

How are people visiting our site? 

What browser are they using and how are they 

using it.  

 

 

 

Unique Visitors 

Our Unique Visitors  

We can look at our visitor numbers over a series of 

days or months 

When did we send that big marketing push out... 

Was it the 28th March? Did it achieve what we 

wanted with 35 unique visitors.  

 

 

Acquisition  
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Under Acquisition we can gather a great deal more information.  

We can see that Social only relates to 12% of our Visitors. We get a lot of interest via social but not 

as many conversions as with Organic Search.  

 

 

Keywords 

Under Acquisition  

Google Analytics will display the words that have 

acquired visitors for your site. The keywords are 

blanked out but they are relevant to this client’s 

website. 

Each set of keywords produces a different set of 

results.     

 

 

Organic search – think key words!! 

This is where you see your work with SEO come to 

fruition  
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Behaviour flow 

The journey of your visitors - Google analytics will map how your users have interacted with your 

content.  

Where have they arrived or started their journey on your website and what is their journey, where 

they have travelled to.   

 

 

 

Conversions 

We started this session yesterday with no website. 

Over the course of the last two days we have guided you through the 

process of setting up your own business website, your social media 

presence, and we have helped you to find your audience and help 

them find you. 

Throughout these last two days we started a wordpress website, 

created new pages, blog posts and landing pages.  We have covered 

Web design, SEO Skills, Copywriting, E Commerce and Online sales, 

Social Media, Advanced Social Media Skills and Analytics. 
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Appendix 

Glossary of Terms  

Although not extensive this glossary covers many of the terms within the two day workshop. 

Domain name – this is the domain under which your website is stored. This could be a .com or a .co.uk 

URL or Uniform resource locator is the full address that is used to access the website 

http://www.example.com  

Hosting Company or Host.  The company that actually stores the files belonging to your website and other 

functions such as email.  

Control Panel – the software interface with which you access you website hosting  

Server – the computer on which all your files relating to both your website, email and other functions sit 

FTP – File Transfer protocol – how you transfer files normally from a local computer to your server or hosting 

environment.  

Wordpress – An open source content management system that is used by nearly a quarter of the world’s 

websites.  

Theme or Template- in relation to content management systems this is a series of files that controls how your 

content is displayed.  

Database - Your website content is written to or stored within a database, when visiting your site and 

activating a page in your browser – your content management system calls up the content from your database 

and displays it according to the template or theme that you have chosen.   

Content Management System is a system to create, manage, store and deploy content on Web pages 

Front end – the side of your website that your website visitor sees 

Back end – the side of your website that is used by the site administrator to create content and post articles 

also known as the Website administration panel. 

SEO – Search Engine Optimisation – the process of detailing your site so that if appears higher within search 

engine results.  

Landing Page – a single destination page upon which a visitor arrives  

Click Through – the click form a visitor on to a relevant link or page  

Site Map – a map of the pages from your website  

Content  or website content  - This can range from written content to podcasts, videos, documents, white 

papers   

Plugin a software component or “add on” that gives additional functionality to a website  

 

 

 

http://www.example.com/
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Sample terms and conditions of website usage 

Welcome to our website. If you continue to browse and use this website you are agreeing to 
comply with and be bound by the following terms and conditions of use, which together with 
our privacy policy govern [business name]’s relationship with you in relation to this website.  

The term “[business name]” or “us” or “we” refers to the owner of the website whose 
registered office is [address]. The term “you” refers to the user or viewer of our website. 

The use of this website is subject to the following terms of use: 

 The content of the pages of this website is for your general information and use only. 
It is subject to change without notice. 

 Neither we nor any third parties provide any warranty or guarantee as to the 
accuracy, timeliness, performance, completeness or suitability of the information and 
materials found or offered on this website for any particular purpose. You 
acknowledge that such information and materials may contain inaccuracies or errors 
and we expressly exclude liability for any such inaccuracies or errors to the fullest 
extent permitted by law. 

 Your use of any information or materials on this website is entirely at your own risk, 
for which we shall not be liable. It shall be your own responsibility to ensure that any 
products, services or information available through this website meet your specific 
requirements. 

 This website contains material which is owned by or licensed to us. This material 
includes, but is not limited to, the design, layout, look, appearance and graphics. 
Reproduction is prohibited other than in accordance with the copyright notice, which 
forms part of these terms and conditions. 

 All trademarks reproduced in this website, which are not the property of, or licensed 
to the operator, are acknowledged on the website. 

 Unauthorised use of this website may give to a claim for damages and/or be a 
criminal offence. 

 From time to time this website may also include links to other websites. These links 
are provided for your convenience to provide further information. They do not signify 
that we endorse the website(s). We have no responsibility for the content of the 
linked website(s). 

 You may not create a link to this website from another website or document without 
[business name]’s prior written consent.  

 Your use of this website and any dispute arising out of such use of the website is 
subject to the laws of England and Wales. 

 

Supplied by businesslink.gov.uk 
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