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Looking Bigger than You Are

(or rather:
Looking like —or better than--“the Big Dogs” Online)

Jeanne L. Allert, M.Ed
Ellipsis Partners
Baltimore-Washington

warrns eaans Remember these Moments?

« Grade school play audition or sports try-outs

* First date

« First job interview

* Request for Promotion

How important was it to make a GOOD impression...?

and superficial, but it's virtually inescapable — Enterpreneur.com

Making determinations about things based on their visual appearance seems so shallow

ainy saanians Your brand is defined by:

* Your name and its visibility

* Your product and its qualities

* The experience you create for your customers
* Your staff, their expertise and conduct

* Your business practices

* Your commitment

* The overall experience created by these elements




airs cuamans What Impressions May Erode
Consumer Confidence on the Web/Email?

« Not being serious

« Out-dated content

* Weak market identification
« Poor/inconsistent quality

* Immature design

* Lack of brand harmony

« No evidence of a “human being”
behind the scenes

= Absence of User Support option

* Screaming Car salesman
experience

warnms mians Your Name and its Visibility

+ Secure a domain name that is
recognizable, relevant, and memorable

+ If feasible, secure domains that are “too
similar” and create a redirect to your site

* Use branded email for staff. Most
consumers don't interpret free ISPs as a
serious business email address

* Optimize your website for Search
Engines

« List your site with Web Directories

« Promote website on offline channels, L
publications, correspondence and <HTML>
merchandise <title>Ellipsis Partners - Internet Consulting for nonprofits - We Are What's
‘specializing in working with nonprofit organizations and trade
fe il
<META name="KEYWORDS" content="consulting,trade
.
il bl
Your Product and its Qualities

« Offer the customer options

* Provide a range of “views” of the
product. (photos from a variety of
angles

« Offer groupings to relate to
customer

* Link to more (and more) details
about your products

« Offer product comparisons

« Err on MORE information, not less

“82% of e-commerce buyers make their purch: sions based on jzing a
familiar personality and brand. Web sites with multiple personality issues seldom are
successful. —Global Millenia Marketing




i i Your Staff

« If you use staff photos, make them
real, professionally-produced and
consistent

« Training in “writing for the Web and
Email”

« Familiarize them with your own site
and how to guide customers

« Establish specialized mailboxes for
your business functions. Where
does INFO@thiscompany.com email
go anyway?

« Develop a detail CONTACT US
page

The new determinate for a “good” site is the efficiency of th
=i human engine that exists behind it (J.All

swarmmy s Your Business Practices

« Don't over-extend yourself
technologically. Better to do without
than to do poorly

« Set and communicate service levels
for response

« Test out your own transactions; if
any part of the process annoys you,
imagine it's doubled for the customer

= Ensure that confirmations/receipts
are immediate and provide important

details for the customer =T
= Develop a detailed Interest Inquiry vk b——
form to direct prospects and expedite .
your response e T’
A vty T

Polish your eMail

Stationery should enhance your
brand; not detract from your
message

A simple logo file may be enough
to restate your brand

.

Practice consistency across your
enterprise

Repeat contact info with your
emails

Use Signature lines strategically

Manage your email lists diligently




R Polish Your Website
« Develop a Web style guide and
use it!
* Test everything before—and I i el
after—it is posted Logo & Artwerk Requirements
« Never stop improving the et e

navigation of your site. Learn
from your usage and tweak,
tweak, tweak.

GENERAL ART FILE GUIDELINES;
e e
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If the prospect doesn't find the information on your site, he'll surf until he finds it on your competitor's
site... Your online presentation and information should be so complete an compelling that your prospect
‘has no need to leave” (WilsonWeb)

Your Commitment

« Attention to detail. Take time to
proofread your website and ALL
emails.

= Recognize seasons/events to
foster a sense of site currency

« Gather customer intelligence and
learn from it

Your Competition




naisae cumiane The Experience Created
by these Elements

Think of your brand as the WHOLE experience

Recognize that you build customer trust with
consistency

Express the personality and values of your
company

warmn s When It's Not Yet Working

Business Card

i saanians When It All Comes Together

* Use the same—or complimentary--
brand treatment on your website,
email and offline products

Website

eNewsletter ‘







