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If you walk into any Exclusive Books store, you are bound to find countless books on the internet. They range from the bare ba-
sics to the extremely technical. There are very few books however that deal with the internet from a marketing point of view. And 
there are none at all that offer a purely South African marketing perspective.  

 

Since the notorious internet crash in March 2000, the internet industry in South Africa (and to a degree, even globally) has been 
viewed with distrust and disbelief by many marketers. This mindset has been cemented even further by the technical nature of 
the medium, and the techno jargon used frequently by internet whiz kids. 

 

As a result, many marketers have developed a mental block to internet marketing. It is 
viewed as a “nice to have” element of a marketing campaign, and is often not awarded 
the respect it deserves. It is regularly dismissed as a medium for only the most affluent 
sections of the population. However, it is only a matter of time before the mainstream 
market embraces this unlimited information source. Judging by the statistics coming from 
the rest of Africa, the internet is the low cost information source of the future. 

 

I hope that you find this guideline simple and informative. Happy reading! 

 

 

 

 

 

I have limited this guideline to the basics for now. However, if you would like any further 
information, please feel free to email me. 

1. So why am I writing this? 
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In this ebook, I have tried to provide you with relevant, local ideas and information on a 
wide range of online topics including: 

• How you can get the most of your website 

• How to measure the success of your website 

• What to look for when hiring a new interacttive 
agency 

 

I’ve tried really hard to limit the technical jargon, and in most cases where I’ve used a tech-
nical term it should be underlined, indicating that you can find the definition on the same 
page. 

Are you getting 
 

the most out of  

your website? 

Uwe Gütschow lives in 
Cape Town, South Africa. 
He is the founder and Di-
rector of AtPlay, Saatchi 
& Saatchi South Africa’s 
interactive division. 

uwe@atplay.biz 

mailto:uwe@atplay.biz
mailto:uwe@atplay.biz


666 # 

 

China has less penetration (percentage of total population online) than South Africa 
but sits in the number two slot for total people online with just under 90 million peo-
ple online! 

Interesting to see that South African online population is about at the same level as 
countries such as Belgium, Austria, Denmark. We have a lot more room for growth 
due to our fairly sizeable population. Government’s protectionist attitude towards the 
Telkom Monopoly and the high cost of internet access has to date, however pre-
vented mass public accessibility.  

In contrast to South Africa, in a lot of other developing countries there are massive 
initiatives from government to grow internet usage.  

In India the government has set penetration targets and the laws governing Internet 
Service Providers (ISP’s) and licensing is very relaxed to stimulate growth in the next 
few years, e.g. if you are an ISP you only have to pay a token fee of Rs. 1 (about 15 
SA cents) per year. The government is also actively involved in developing the coun-
try’s internet infrastructure.  

 http://www.internetpolicy.net/principles/021122india-lessons.pdf 

b. The Facts 

a. Background 
When the internet first took off in South Africa, like everywhere else, it was born 
out of the IT sector. The World Wide Web was new and website developers 
charged obscene amounts of money for even the simplest of sites. 

Then in March 2000, the internet industry crashed and everything changed.  Large 
internet development companies were liquidated, and clients started to shop 
around. They were no longer wowed by the industry buzz words, and viewed them 
instead as cheap sales pitches to justify over-inflated costs. Websites were re-
garded as an IT function, and clients started to base their decisions purely on price 
– and the cheaper the better. The result was a stunted industry where creativity 
and innovation were secondary to price. 

Gradually however, marketers have realized that quality and creativity can be 
achieved within a reasonable budget, and they are increasingly investing in this 
medium once more. 

 

“Creativity and 

innovation became 

secondary to price„ 

 

2. South Africa 
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South African online 

population is about at the 

same level as countries 

such as Belgium, Austria, 

Denmark. 

i. SA vs the rest of the world 
Where are we now? Let’s have a look at SA’s stats vs the rest of the world (sorted 
by the number of internet users). 

The table on the next page shows South Africa’s position in terms of internet popula-
tion in a global context. This only shows the top 40 or so out of 240 countries. South 
Africa is at position number 32. The total number of people online gives us a good 
idea of the potential target audience, which at the end of the day is important in 
terms of selling products and services.  

Definition 
Internet Service Providers: An 
Internet service provider (ISP) 
is a business or organization 
that offers users access to the 
Internet and related services, 
e.g. Mweb, Polka, Internet 
Solutions. 

http://www.internetpolicy.net/principles/021122india-lessons.pdf
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http://www.internetworldstats.com (September 2004) 

INTERNET USAGE AND POPULATION 
    ( 2004 Est.) Latest Data   
  Country Population Internet Users % Population 

(Penetration) 

          
1 United States 293,271,500 202,452,190 69.00% 

 2 China 1,306,724,067 111,000,000 8.50% 

 3 Japan 128,389,600 86,050,000 67.20% 

 4 Germany 82.633.200 47,182,668 57.10% 

 5 United Kingdom 59,595,900 34,874,492 58.50% 

 6 Korea, South 49,131,700 30,670,000 62.40% 

 7 Italy 57,987,100 28,610,000 49.30% 

 8 France 60,011,200 23,216,191 38.70% 

 9 Canada 31,846,900 20,450,000 64.20% 

10 Brazil 179,383,500 19,311,854 10.80% 

 11 India 1,088,056,200 18,481,000 1.70% 

 12 Spain 41,895,600 14,332,763 34.20% 

 13 Australia 20,275,700 13,359,830 65.90% 

 14 Taiwan 22,689,300 11,602,523 51.10% 

 15 Netherlands 16,254,900 10,806,328 66.50% 

 16 Mexico 102,797,200 10,033,000 9.80% 

 17 Poland 38,158,100 8,970,000 23.50% 

 18 Malaysia 25,581,000 8,692,100 34.00% 

 19 Indonesia 221,777,700 8,000,000 3.60% 

20 Sweden 9,010,700 6,722,562 74.60% 

 21 Thailand 65,065,800 6,031,300 9.30% 

 22 Russia 146,697,800 6,000,000 4.10% 

 23 Turkey 75,058,900 5,500,000 7.30% 

 24 Vietnam 83,030,400 5,111,240 6.20% 

 25 Hong Kong 6,727,900 4,878,713 72.50% 

 26 Switzerland 7,433,000 4,432,190 59.60% 

 27 Iran 67,477,500 4,300,000 6.40% 

 28 Argentina 37,740,400 4,100,000 10.90% 

 29 Belgium 10,402,200 3,769,123 36.20% 

30 Austria 8,022,300 3,730,000 46.50% 

 31 Chile 15,482,300 3,575,000 23.10% 

32 South Africa 47,556,900 3,523,000 7.40% 

 33 Philippines  83,407,700 3,500,000 4.20% 

 34 Denmark 5,397,600 3,375,850 62.50% 

 35 Peru 27,639,000 2,850,000 10.30% 

 36 Colombia 45,299,400 2,732,200 6.00% 

 37 Czech Republic 10,230,100 2,700,000 26.40% 

 38 Egypt 68,648,500 2,700,000 3.90% 

 39 Finland 5,231,900 2,650,000 50.70% 

40 Norway 4,577,800 2,288,000 50.00% 

 41 Romania 21,480,200 2,200,000 10.20% 

 42 Singapore 3,499,500 2,100,000 60.00% 

 43 Israel 6,867,200 2,000,000 29.10% 

 44 Portugal 10,389,800 2,000,000 19.20% 

http://www.internetworldstats.com
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iii. So what do all these facts mean? 
 
Essentially South Africans using the internet are the higher LSM 
or income brackets. So in theory, the internet should offer the 
ideal marketing opportunity to reach the most affluent sectors of 
the population, and who are traditionally also the most difficult 
to communicate with.  

However, in most cases the internet in South Africa falls quite 
short in terms of reach. Based on this view, the wastage is 
therefore simply too much when offset against the cost. 

What many media planners fail to consider however is that vol-
untary direct interaction with your brand is sometimes more 
important than a bigger mass market campaign, especially when 
communicating with higher nett worth individuals.  

It is also important to realize that the average time spent inter-
acting with the brand online is usually far greater than other 
mass-market media and this increases its value offering expo-
nentially (especially if complex messages must be communi-
cated). 

Who are these people that are online? The graph below gives us a split across the 
various different Living Standards Measurement (LSMs) 

 

 

Internet access by LSM split. (AMPS 2005) Definition 

Living Standards Measure-
ment (LSM) is the means of 
segmenting the South Afri-
can population based on a 
number of variables such 
as income, access to 
amenities etc. 
 

ii. A closer look at SA’s online population 

2. South Africa Page 8 
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Similarly to more developed countries, we’ve seen an increase 
over the last few years of people in the 50+ age group using 
the internet. 
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 16. you can place a monetary value on the         yes / no       
contribution of your website to a per visit per      
sale ratio 

17. customers feel safe shopping on your site      yes / no  

18. you have a privacy policy and you don’t resell       yes / no           
information to third parties 

19. when someone from your company responds         yes / no                            
to a customer e-mail you respond with a name                           
not just company name 

20.  you are tracking popular pages on your site,                            
number of visits, number of unique users and          yes / no                                           
how long people spend looking at pages on a                     
weekly basis 

21. You use this information to make pertinent              yes / no                                                           
strategic changes on the site 

22. you send out a regular, VALUABLE                          yes / no                                                       
electronic newsletter  

Excellent!  
If your brand is already online, here’s a checklist to see if your brand is benefiting from using the internet 
(answer yes/no): 

 

Your brand website represents your brand in the real world, in terms of: 

1. use of corporate identity              yes / no            

2. tone, voice and personality       yes / no 

3. quality of service, e.g. a customer can perform the same tasks/requests on your       yes / no    
website as they can do when speaking to a company representative over the                      
phone or when they go into your store 

4. speed of service, e.g. the time it takes for the site to download, the response    yes / no                       
time in terms of queries, complaints and requests 

3. But I already have a website! 

3. But I already have a website! Page 9 

On your brand’s website: 

5. a customer can place a query, comment, complaint and request   yes / no                       

6. this query, comment, complaint or request will be responded to    yes / no                                    
within 24  hours (not including automatic e-mail responses) 

7. a customer can find a list of all your products and services    yes / no                        

8. you change your website based on customer comments     yes / no                        

9. a customer can find what they are looking for within 3 mouse clicks   yes / no                        

10.  you have a membership/client/subscriber area     yes / no                        

11. you provide specific content related to this group     yes / no                        

12. you know what these people are looking at, their preferences, and you    yes / no                                
are building profiles 

13. you have a list from your website of potential customers    yes / no                                 

14. you are actually using this list in your direct marketing (on-and offline)     yes / no                                             
efforts 

15. if you have a bricks and mortar store, you know what percentage of                 yes / no                                             
your regular shoppers visit both your  website and your real store   

As the market becomes more and more 
internet-literate, their expectations for 
brand interaction are increased. Simply 
having your product’s / service’s infor-
mation and contact details on a site 
can sometimes be more harmful to 
your company than not having a web-
site at all.  

 
It is important that your website is 
viewed as an investment, both into 
your bottom line, and into your long 
term brand growth. If your website is 
not adding to either or preferably both 
of these, it should be reviewed . 
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0 – 10 yes answers:  

   we have a big problem! 

 

11 – 13 yes answers:  

   lots of room for improvement 

 

14 – 16 yes answers:  

   getting there 

 

17 – 19 yes answers:  

   not bad 

 

20 – 22 yes answers:  

   you are right on top of this internet thing! 

How does your website match up?? 

3. But I already have a website! Page 10 

 ? 
! 
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4. Why is the internet different from other media channels? 

Page 11  4. Why is the internet different from  other media channels? 

Internet channels such as email, the web, instant  messaging, 
etc. all sit quite high on a personalised/one-to-one communi-
cation scale.  

These vehicles require increased mental involvement, due to 
higher interaction levels.  Some websites are more personal-
ised than others, but the capability and potential of this vehi-
cle to provide one-to-one communication is unlimited.  

Definition 

instant  messaging:  

Software that allows Internet users 
to know when others are online 
and have a real-time conversation, 
in the form of a personal chat 
room. It is more immediate than e-
mail and some programs allow for 
file sharing. Examples of such 
software is MSN, ICQ, AOL, Google 
Talk. 

a. Mass market vs personalised 

The primary marketing objective of most campaigns is usually 
to some degree, building or maintaining brand awareness.  

 

In mass marketing/advertising you either have to appear more 
often (increase frequency) or do things differently so people 
notice you (shock/entertain/amuse).  

 

>> One-on-one marketing is slightly different. We don’t just 
talk, but we listen too. And hopefully we learn more about 
our customers along the way! 

TV 

Email 

web 

Instant 
messaging 

Requires 
high mental 
involvement 

Requires low 
mental in-
volvement 

Mass market 

print 

sms 

Direct mail 
(spam) 

Radio 

Personalised 
(one-to-one) 
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Listening, learning and understanding people, opens the door for a dialogue that leads to a relationship. 
Understanding Alice, Sizwe, Jerome’s experience means that we can communicate with them on a much 
more personal level. 

 

One-on-one communication also allows a personalised experience, that ideally generates value, and builds 
brands. However, this makes online marketing more difficult – not only do you have to focus on your core 
marketing message, but you must deliver a personalised, positive experience for the customer while you 
do it.  

 

Many brands fail at this final hurdle, and underestimate the negative effects that a bad online experience 
can have on their brand.  

 

EXAMPLE: if a bank, e.g. ABSA, offers an internet facility as well as email customer support, they are 
creating: 

a) an experience and b) a means of communication.  

This is highly valued by the customer. But it also creates a higher expectation of the brand, and if the 
promises made are not delivered, the customer may end up more disappointed than if the service was 
never offered in the first place. 

 

The internet is a 24-hour medium. It doesn’t have 9-5 working hours like a bricks and mortar branch. So 
if the website goes down, it is the equivalent of a bank branch closing their doors with no prior notice. 
And to make things worse, customers are unable to email the bank, so that is the equivalent to the 
branch refusing to answer the phones! 

 

And imagine if you send an email query to them and don’t hear from them, ever, it is like asking someone 
behind their information desk a question and never receiving an answer.  

Simple Rule: 
 
Make sure that your site doesn’t go down, ever!  
 
And if it must, make sure you let your customers know 
well in advance. 

! 

4. Why is the internet different from  other media channels? 
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The objectives for a new marketing campaign for clothing fashion 
label YDE was to increase the online interaction with the brand, to 
deliver high levels of word of mouth, and on a limited budget. The 
target market was young, trend setting influencers (Generation Y 
and Xers). A market that likes and respects risky, sexy and anti-
establishment communication, and the campaign was based on this 
insight.  

 

The results were instore posters and a web game with a crazy ob-
jective of spanking your selected girl/boy as many times as possible 
within a set time. It caused much concern and outcry from women's 
groups. Complaints were received from women who were upset by the sexually suggestive nature of the 
game.  

>> Complaints received from men, none. 

 

    Here are some screenshots of the game.  

 

 

5. How do I go about delivering an experience that will not only 
increase the perception of my brand but also add value and 
build relationships?  

Page 13 

Well for starters you listen, watch and try to understand your market. Here’s a short list that will help you 
on your way: 

 

a. Find out who your customer is 

b. Speak to people who dislike your brand 

c. What do people expect and want from your website – exceed this 

d. Watch people use your website 

e. Look at what other brands in your industry are doing 
f. Get help 

 
a. Find out who your customer is – why do they like your brand? 

5. How do I go about delivering an experience... 

EXAMPLE:  
If you are a fashion brand and your customers like the association of exclusivity, enhance the experi-
ence online. Make them feel even closer to your brand by making them a part of your marketing - let 
them own and distribute the brand for you online.  

Definition 

Generation Y: People born 
between approximately 1977-1994 

 

Generation X: Is a term used in 
demographics, the social sciences, 
and more broadly in popular culture. 
It generally consists of persons born 
in the 1960s and 1970s 

http://www.yde.co.za
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Prior to SEGA, a 
games manufacturer, 
launching their ESPN 
NFL Football game for 
the Playstation, they 
created a website dis-
guised as one man's 
anti-SEGA crusade 
(http://www.beta-
7.com/blog/).  

 

It was in fact a clever 
way of increasing 
awareness of the 
game before launch-
ing it. This is what 
happened on the 
website… 
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This campaign generated a lot of publicity. It was headline news in major newspapers, featured on radio 
stations and received a lot of international exposure on international websites. 

 

The message spread like wildfire and resulted in the game being played over 60,000 times in only 4 
weeks. This was about 55,000 times more than the anticipated response. For South Africa, this is quite 
significant. 

 

It was highly effective, and the negative publicity within the mainstream media only increased the anti-
establishment positioning of the brand. There’s no doubt that all the controversy from the establishment/
the norm resulted in a bigger following from the target market, pushing this brand into bigger cult status 
than ever before. 

 

Some site sites that featured the controversy: http://www.thisistrue.com/spank.html (includes the poster 
campaign), http://www.thespankingnews.com/spankingstory20.html, http://ad-rag.com/118854.php. 

 

Play the game: www.atplay.biz/awards/spank/ 

5. How do I go about delivering an experience... 

INTERNATIONAL EXAMPLE:  

http://www.thisistrue.com/spank.html
http://www.thespankingnews.com/spankingstory20.html
http://ad-rag.com/118854.php
www.atplay.biz/awards/spank/
http://www.espnvideogames.com/nfl/
http://www.beta7.com/blog/
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Your strongest critics are invaluable. Most marketers try to avoid irate customers, but they 
often have far more valuable feedback than the satisfied ones. And a well-handled complaint 
is one of the quickest ways to generate  a brand-loving customer. 

 

Most complaints need to be handled as quickly as possible. A simple e-mail with a name, a direct phone 
number and a promise to look into the problem and get back with a response within a day is in most 
cases sufficient. This process can easily be automated.  

 

From personal experience most consumers complain on a website as a last resort. They’ve called the 
relevant people and not received a satisfactory response or no response at all. This is the perfect place to 
surprise them and lift their perception of your brand by prompt communication and keeping them in-
formed.  

Page 15 

The guy, who supposedly put up the website, claimed 
SEGA hired him as a game tester (called beta testers). 
Shortly thereafter, he says in his web journal (blog), he 
started to suffer from freakish symptoms such as black-
outs and an uncontrollable urge to tackle people. 

 
In his web journal he maintains that in releasing a game 
that SEGA knows is dangerous, it is involved in a serious 
cover-up.  Video footage and chat rooms filled with 
other testers complaining about similar symptoms fueled 
the success and word of mouth of the product. SEGA's 
sales reportedly exceeded projections by 20 percent. 

5. How do I go about delivering an experience... 

Definition 

Beta tester:  

An outside source who performs 
preliminary testing. 

 

Blog:  

Blog is short for weblog. A weblog is a 
journal (or newsletter) on the web that 
is frequently updated and intended for 
general public consumption. Blogs 
generally represent the personality of 
the author or the Web site. 

This is a great idea that went beyond just 
a website, it created an experience that 
the target market could engage them-
selves in. The point is, find out what peo-
ple enjoy about your brand and enhance 
this on the web, through e-mail, blogs 
(personal web journals), etc. 

 
b. Speak to people who dislike your brand – why do they dislike it? 

This is often a make or break point for your relationship with them. MAKE 
THEM FEEL VALUED. It is difficult to change the customer’s perceptions of 
your brand once they have made up their mind, but it is possible to renew the 
trust if the problem is addressed early enough. If you can’t respond promptly 
remove this functionality off your site as you will only fuel the anger. 

“Your most unhappy customers are your greatest source of learning. “  Bill Gates 
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Page 16 5. How do I go about delivering an experience... 

EXAMPLE: 

Peter Cheales www.hellopeter.com is an interesting site that allows consumers to post their com-
plaints. Companies can then respond to these complaints. Sites like this give individuals a voice and 
provide a warning to other potential customers. 

 

 

 

If a company would like to respond to a complaint lodge by a consumer, they need to register and 
then they will receive a quote for ‘company subscription’.  

 

Surely if people can submit complaints for free, companies should have the right to defend them-
selves for free? I tried to register on behalf of a client and never received a response. 

c. What do people expect and want from your website?  
Exceed this.  

 

>> Ask yourself: Why would they return after their   
first visit? 

 

Matching people’s expectations will get you by, but barely. As 
websites and the internet develop, people become more inter-
net-savvy and expect more, especially if competitors have a 
superior online offering to you. 

Start by providing the 
same level of service 
and response on your 
website as you do in the 
real world. Then im-
prove this on your web-
site - find areas where 
your service can be ex-
tended and improved. 

http://www.hellopeter.com
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Page 17 5. How do I go about delivering an experience... 

EXAMPLE: 
www.musica.co.za 

 

Musica has done well in providing an online store where you can purchase anything from music, DVDs, 
games, gift vouchers (it has to be collected at the store, but they are currently working on providing 
electronic vouchers), mobile games and ringtones. 

 

In the same way you can ask to listen to a CD in the actual shop, you can listen to some of the tracks 
online. You can also download some songs in digital format and listen to it on your portable MP3 player.  

 

If they don’t have an album you are looking for, you can e-mail them and they will try and locate it for 
you. 

 

Certainly from an offer/services point of view they have not only matched what you can do in the physi-
cal store, but have exceeded this. 

 

Now if they can only do something about their high prices! One can order a CD from most international 
online shops for significantly less than the musica.co.za site. 

http://www.musica.co.za
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Page 18 5. How do I go about delivering an experience... 

i. Linking the online experience 
with the ‘real world’ 
Let’s use the example of retailers (in online terms 
‘e-tailer’).  

 

If I’m going online to purchase a basket of 
goods, everyone will agree that navigating 
through categories/departments to find the rele-
vant product is quite laborious (especially with 
South Africa’s limited internet bandwidth). At 
least with most online retailers, once you’ve 
bought a basket online and you revisit the site, 
you can select a previous basket, without having 
to go through the same process again. This is a 
great start in thinking ahead. 

Definition 

e-tailer:  

An e-tailer is online retailer who 
leverages the efficiency of the Internet to 
improve a customer's buying experience 

 

bandwidth:  

Bandwidth is the amount of information 
your connection to the Internet can 
carry. The higher the bandwidth, the 
greater the amount of information that 
can be delivered. Broadband delivers 
high bandwidth which can easily facilitate 
delivery of video and audio. 

Example:  

Woolworths  
The ideal scenario would be, for example, when I shop at a bricks and mortar Woolworths food store I 
receive a loyalty card that is swiped to keep track of what I’m buying.  

 

With this card, or the number on the card, I can also log into the Woolworths online 
store to purchase products. I can then choose from a whole range of products that 
I’ve purchased in the past, whether it be in the real store or online.  

 

Woolworths can then, when I log into the site, provide me with recommendations on food, financial, 
new products, etc. based on my online and offline purchase profile.  

 

If they managed to integrate their stock availability with their online store, that would be even better. 
No more calls saying that the product is not available, and whether you would like to order something 
else. 

 

Fair enough, this requires some serious behind the scenes integration, but at the end of the day if you 
can make my life easier when shopping, I’m more likely to continue shopping with you. It also provides 
a great platform for cross-selling products/services. 
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ii. It’s the experience 
that counts! 
Every interaction point, from 
the shopping experience to till 
slips and statements, that you 
have with your consumer af-
fects the perception and ulti-
mately value of your brand. It 
only takes one bad experience 
to tarnish the relationship. 

 

Food and beverages are fairly 

easy to control in terms of an 
online shopping experience, as 
most people tend to shop ac-
cording to past purchases. 
Clothing, kitchenware, jewel-
lery, furniture, gifts, etc. are a 
lot more difficult to sell online.  

 

These are products that are 
dictated by fashion, style, size, 
colour, etc. People want to 
experience the physical prod-
uct before purchasing. People 

usually purchase these items 
after interacting with the real 
product and using online 
stores to shop around based 
on price and convenience. 
However, there are some basic 
guidelines for selling these 
types of items. 

7 basic guidelines for selling clothing online:  
1. show as many pictures of each item as possible on different body sizes from different angles 

2. show each item on a real body – this will show the fit 

3. don’t be afraid to use photographs in different environments, e.g. business meeting, dance club, 
etc. – remember clothing sells attitude and lifestyle 

4. show colour variants and sizes 

5. show close ups of the fabric to get a feel for texture 

6. provide additional recommendations that match the current selection (e.g. accessories, shoes 
etc) 

7. images should not be too small and also be able to enlarge 

iii. The e-mail experience 
If you provide an e-mail contact on your website 
and do not respond quickly or do not respond at 
all, it’s the same as a consumer calling your com-
pany on the phone and no-one answering.  

 

Interestingly a lot of people in South Africa have 
become so used to companies not responding to 
their e-mails, that a simple, quick response may 
already exceed expectations! 

 

>> Depending on the nature of your business, 
response times must be set as an objective.  

 

Auto responses do help, but the quicker you re-
spond to their e-mail in person, the better. This 
is usually your last chance as a brand to re-
establish your relationship with the individual and 
potentially add more value to exceed their ex-
pectations. 

Definition 

auto response:  

Automatic reply generated by the website, usually to inform the sender that their e-mal/feedback will be attended to shortly. 

. 
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d. Watch people use your website 
A popular way of doing research is through ques-
tion and answer sessions, with members of your 
target market (called focus groups). 

 

Similar to focus groups, in the online environ-
ment we have listening labs.  

 

Essentially this involves us sitting people down in 
front of a computer loaded with the web element 
we would like to test. We then ask them to per-
form certain tasks and study their responses. We 
watch and track their eye movements as well as 
mouse movements for indications on how they 

are thinking.  

 

We encourage them to think out loud and ex-
press what they are thinking. Once they com-
plete the task we talk about it to get more in-
sights. This gives us feedback in terms of con-
sumer expectation, clarification on navigation, 
user friendliness, functionality, overall design and 
specific design elements. 

 

The same can be done for understanding site 
expectations, through a series of interviews with 
consumers. Even better, involve consumers to 
help you build your site. 

e. Look at what other brands in your industry are doing 
Having a look at competitor websites is often a good starting point to see what possible directions you 
should take or avoid. Don’t only limit yourself to local examples, look around on the internet and if you 
can, join a forum or chat room. You will be surprised how many people are out there that will help you 
and share their experiences, especially from a small business owner’s perspective.  

However make sure that the direction you choose fits in with your objectives and strategic marketing 
efforts. Take for example the beer and RTD (ready-to-drink) alcohol market. How would one use the 
internet as a communication medium for this category?  

4 simple steps: 
1. Extend the brand experience through in-

teraction online 

2. Use the site as a platform for promotions 
and competitions that feed off other me-
diums such as TV, radio, print 

3. Build and extend your database 

4. Use your database to understand more 
about your target market 

Definition 

focus groups :  

A focus group is a form of qualitative research in which a 
group of people are asked about their attitude towards a 
product, concept, advertisement, idea, or packaging. 
Questions are asked in an interactive group setting 
where participants are free to talk with other group 
members. In the world of marketing, focus groups are an 

important tool for acquiring feedback regarding new 
products. 

 

functionality:  

Refers to the range of facilities available on a website. 
The facilities should satisfy stated or implied needs 

Definition 

forum:  

A feature of online services and bulletin boards that allows 
subscribers to post messages for others to read, and to 
reply to messages posted by other users. 

chat room:  

A site on the World Wide Web where any number of 
computer users can type in messages to each other (chat) 
in real time, creating an online conversation. Most chat 
rooms have a particular topic (which you are expected to 
discuss) but there are some that are purely for meeting 
other people. 
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Example: 
www.millertime.co.za 

 
 

Miller Genuine Draft has a very social marketing platform. With its “Miller Time” positioning it aims to 
capture a young, outgoing, vibrant market. 

 

On their website they have updates of promotions, club news and a host of other social information. 
Similar to thunda.com you can view a picture of yourself taken at a MGD function/event. This means 
that the Miller experience is extended long after the actual event.  

 

Chances are you will send the link of your picture to some friends and the Miller message and experi-
ence is passed on. This is not a unique way of marketing, but is definitely one of the more successful 
ones.  

http://www.millertime.co.za
http://www.thunda.com
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Example: 
www.savanna.co.za 

 

 

 

 

Savanna has a website that potentially holds a lot 
of promise. Working with the “it’s dry but you can 
drink it” the site gives you the experience of a 
virtual bar with some interactive areas.  

 

Savanna sponsors comedy events and this is a 
great place to provide people with schedules etc. 
There’s a huge potential here to increase the ex-
perience of the site by allowing people to submit 
their jokes and to let other people rate them.  

 

Taking this further, why not ask people to submit 
their favourite “it’s dry but you can drink it” mo-
ments on video? These can become viral movie 

clips, brought to you by Savanna. 

The problem with most of these sites is that peo-
ple might visit it once, browse around for a few 
minutes and leave. They will either leave, with a 
“well that was a waste of time” or a “wow, that 
was quite cool”.  

 

However there is another level that can be ex-
plored: “I want to subscribe to get updates be-
cause I think this is a great site”. The key here is 
to get people to visit the site again and to tell 
their friends about it – understand why they vis-
ited your site in the first place and why they left. 
Would they come back? Why? Why not?  

Definition 

Viral marketing:  

Viral marketing and viral advertising refer to marketing techniques that seek to exploit pre-existing social networks to produce 
exponential increases in brand awareness, through viral processes similar to the spread of an epidemic. It is word-of-mouth 
delivered and enhanced online; it harnesses the network effect of the Internet and can be very useful in reaching a large 
number of people rapidly. 

 

Subscribe:  

The act by which people willingly provide their names and email addresses for inclusion on an email distribution list, to join a 
forum or discussion group, or to receive an online publication, etc . 

http://www.savanna.co.za
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Simple Rule: 
 

Rather than spend money on making a site look great and be highly interactive, make sure that you: 

1. have a site that extends your brand’s experience and potentially opens up a dialogue with your con-
sumer 

2. learn more about your consumer 

3. use this as another research tool 

 

“allow consumers to take ownership of the brand in this medium„ 

 

 

>> So often we think in one dimensional channels. A website 
should not be a standalone or an add-on. 

 
 It should be integrated seamlessly upfront with other me-
dia like television, radio, print as well as providing back up 
information/experience for these media.   
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Example: 
www.archersaqua.co.za 

 

 

 

 

Archers Aqua launched a 
through-the-line marketing 
promotion that followed on 
from its successful “Something 
For The Ladies” campaign.  

 

Each ad in the new campaign 
featured a hunky guy. A TV 
and radio campaign called for 
ladies to help select the next 
Archers Aqua Guy, either by 
voting through sms or on the 
website. 

 

The website allowed you to see 
360 degree views of the guys, 
zoom in, read their stats, watch 
the TV ad, discuss the guys, 

live update of who was in the 
lead and a lot of downloads. 

People were only allowed to 
vote once a day on the web-
site. BUT for additional inter-
actions you performed on the 
site, such as sending an e-card, 
downloading a wallpaper, com-
pleting a matchmaker test and 
forwarding to a friend, people 
would get additional chances of 
voting. 

 

This not only extended the pro-
motion online, but also pro-
vided an experience that got 
people motivated to come back 
to vote again and got people 

talking. The website received 
over 270,000 votes.  

 

Additional behind the scenes 
footage and the winning guy’s 
commercial was ‘leaked’ on an 
anonymous website before the 
official result was announced. 
This was exposed through na-
tional radio and press.   

 

This resulted in additional en-
gagement where consumers 
became empowered to spread 
the message. 

http://www.archersaqua.co.za
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f. Get help >> trust the experts! 
The internet is continuously changing.  

 

New marketing and communication opportunities open up daily. If you don’t have the passion or time to 
follow this, get someone who understands the communication role of this medium.  

 

Also, more importantly, get help from someone or a company who not only understands the internet, 
but understands the bigger picture and understands how to cross-integrate different media channels. 
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Once you have researched your market, your 
brand and your competitors, there here are 3 
basic steps when developing your online efforts. 

 

Step 1. Set your business and mar-
keting objectives 

Defining your business/marketing/communication 
objectives is paramount to this whole process. 
This should provide you with a direction for de-
veloping your website objectives. These are gen-
erally “big picture” objectives that provide guide-
lines for the marketing of your brand within a 
specific time frame. 

 

Step 2. Set your website objectives 

Knowing how your website fits into the bigger 
picture of your business/brand objectives will 
help you to plan the site or online activities. If 
your website is an additional offering to your ex-
isting service/shop, make sure that your website 
is not a standalone effort. The closer you inte-
grate your website and online efforts with your 
real world activities, the better your chance of 
success.  

 

Here are some examples of possible objectives: 

1. Capture all profiles of existing customers 
within 1 year 

2. Capture the profiles of 200 potential custom-

ers within 6 months 

3. 1% of sales to come from the site by end of 
year 

4.    Reduce call center volume by 10% in 3 
months 

It is important that website objectives are spe-
cific, clearly measurable, and (where possible) 
that they stipulate a clear time frame. 

 

Step 3. Planning your website 

Once you have set your website objectives, plan 
your site around what you need to achieve. 

 

When planning your site there are various areas 
for consideration. These are all closely integrated 
but I’ve tried to split them up for the sake of 
simplicity: 

 

 

 

6. THE 3-STEP PLAN  

a. Graphic design, use of corporate ID 

b. Database and profiling 

c. Functionality 

d. Usability 

e. Search engines 

f. How people read on the web/content 

g. What works in South Africa/rest of Af-
rica 

h. Measurements of success/tracking 

Definition 
profiles / profiling:  

The the practice of aggregating information about consumers’ preferences and interests, gathered primarily by 
tracking their movements online, and using the resulting consumer profiles to create targeted advertising on the 
Web. 

 

Search Engines:  

Websites that enables users to search for information on the internet based on the keywords that they provide. 
Search engines locate and search websites found on the internet. Some examples of search engines are Yahoo, 
Google, Alltheweb and Ananzi. 
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a. Graphic Design 
Designing a web site is very different from most 
paper-based designs. It is a highly specialized area 
that requires a great deal of technical expertise – 
an expert web designer is usually the best person 
to aid you in this process. Usually the designer will 
also work closely with a programmer to ensure 
that the design is practical and won’t cause any 
programming problems, or even worse - long 
downloading times for the user.  

 

There are certain standard elements that need to 
be considered in all design: 

i. where to place the navigation;  

ii. font size; 

iii. layout of the page;  

iv. screen sizes/resolution; 

v. consistency 

 

These standard elements contribute to how user-
friendly the site is, i.e. level of usability.  

 

The design of your site should also: 

i. carry your corporate ID 

ii. convey the personality of your brand 

iii. enhance the experience of your brand  

iv. be consistent throughout 

v. stick to website design standards  

vi. use images carefully 

Tips for managing images on 
your website: 
i. use smaller product images that can be 

enlarged. This will save on download time. 

ii. give people the choice to experience a 
more immersive option (but longer 
download time). This is a great way to in-
crease user friendliness. If for example you 
are selling automobiles, research shows 
that people often want to be immersed in 
an experience. Big visuals are important to 
enhance the impact of the vehicle.  

iii. Beware of using stock images. Although it 
offers a professional looking option, can 
sometimes look fake. They can also be 
fairly expensive as you have to negotiate 
worldwide rates as the image will be ac-
cessible internationally.  

iv. use real staff, office, etc. for visuals. It cre-
ates the impression of honesty and trust-
worthiness, and adds to internal company 
pride. Most images can be digitally en-
hanced or retouched by the web designer. 

 

Definition 

screen sizes/resolution:  

Screen resolution - Resolution is the size of the picture visible. The rule states that the bigger screen 
resolution the better the capability of the audience to recognise details, if the screen sharpness remains 
the same. Refers to the pixel width and height a computer's screen supports. Typical values for this are 
1024x768 and 800x600. 

dial-up:  

an Internet connection achieved through telephone lines using a modem. This is quite a slow method of 
accessing the internet. 

Warning!  
 
Big images take longer to download than 
smaller images or text. In South Africa we 
have many dial-up users who have relatively 
slow connections. It is important that a bal-
ance be achieved between the aesthetics of 
the site and the user-friendliness of the site.  



282828 # 

 

Page 28 6. The 3-step plan 

b. Database And Profiling 
If you are serious about online marketing, then 
you may want to implement database manage-
ment. For example, if one of your objectives is to 
capture the profiles of 200 potential customers, 
you will need a database to store their informa-
tion. 

 

Think carefully about what database fields (what 
questions you ask) you will need for your data-
base. The more fields you have, the better your 
profiling, BUT asking for too much information at 
one time might irritate people with the result 
that they won’t complete your questionnaire. It’s 
a delicate balance.  

 

It is fairly easy to capture basic information such 
as Name, Surname, E-mail address, etc., but 
more behavioral type of information is a lot 
harder. Behavioral information could be informa-
tion like media consumption, e.g. favourite 
magazine, TV show, what type of sports they 
watch, etc.  

 

Usually it is best to build behavioral profiles up 
over time. This info is potentially quite useful for 
future media placement. Don’t be in a hurry to 
know everything about your customer or poten-
tial customer upfront. Remember building a 
trusting relationship with a friend takes time; 
same with brands. 

Definition 
database fields:  

Elements of an individual record in a database. A database record is a description of a single item as stored in a 
database. For example, a database with student names and addresses would have a field for first name, last name 
and address. Fields are used to sort records according to their contents. 

A good tip!  
 

Make sure that the database entries 
of your website will easily integrate 
with your existing database (if you 
have one). This makes things easy 
to compare in the future.  

EXAMPLE:  

I’m a Wesbank customer. The only time I hear 
from them is when they send me statements or 
when they mail me the classic “Money to spend 
just as you wish!” personal loans spam. It would 
be great if, just once in a while, they sent me an 
e-mail or called me to say that if I’m considering 
new financing, to speak to them because they’ll 
be able to offer me a reduced interest rate of x%. 

 

At the same time they should check if my contact 
details are correct (update their database). Of 
course this is a price driven industry which forms 
part of the decision process, but I’d rather pur-
chase a product from a brand I trust, than from a 
company who just wants my money. 

“building a trusting relationship with a friend takes time; same with brands„ 
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c. Functionality 
Functionality is all about what people can do on your website. 
Functionality and user friendliness (usability) go hand-in-hand.  

 

Functionality is essentially about providing the customer with as 
much control as possible. Remember, the customer is in charge 
of their online journey, not you! For this reason, functionality 
needs to be planned upfront once your website objectives have 
been finalised.  

 

Think of functionality as a series of key “experience points” for 
consumers. Functionality is to a web site as ATM, information 
desk, internet banking, telephone banking is to a bank. To-
gether, they provide the total experience. How well these ele-
ments work, i.e. the experience itself, is the usability.  

Simple rule: 
 
Each page on your website should have one goal. Anything that doesn’t 
achieve that goal should be removed. 

Simple Rule:  
 
If in doubt as to whether you should implement certain functionality go 
back to your objectives and see if this will help you achieve your objec-
tive. If it doesn’t, don’t implement it. 

Functionality is not easy as it often involves advanced back-end (programming) development, sometimes 
across multiples of systems that don’t speak the same language. However, from a consumer point of a 
view it is highly valuable and can allow you to distinguish yourself clearly from your competition. 

 

Some sites are purely functional sites, such as retailers, business to business extranets, banking and fi-
nancial and therefore require a high level of functionality.  

 

Some sites are more information driven such as corporate, government, industrial/mining sectors and re-
quire less functionality. 

Definition 

functionality:  

Refers to the range of facilities available 
on a website. The facilities should satisfy 
stated or implied needs products. 

 

usability: 

Also referred to as user friendliness. The 
efficiency with which a user can perform 
required tasks with a product, for 
example, a website. Web design features 
that affect usability include navigation 
design and content layout.  
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• once you’ve found the artist or CD you are considering to buy you can: 

⇒ read more about the artist 

⇒ get a full discography 

⇒ read/download some of the song lyrics 

⇒ listen to some of the tracks 

⇒ go to the artists site 

⇒ read reviews on the album 

• for regular participation and adding reviews to the site, users could be rewarded through a 
loyalty scheme 

• encourage visits to the site and provide as much content as possible through feeds 
(automatically updates the site through international music news sites) at a minimal cost to 
grow the brand experience 

• if I know a line or a few words from a song, but don’t know the artist or song, I could type 
this in and the site should provide me with some relevant matches. Ok I admit maybe that 
one’s a bit of a stretch as it would mean that all the words of the songs would need to be in a 
database to be able to search. The alternative though, is that the music site can plug the 
Google search engine that is likely to deliver some relevant results.  

• if you have a CD, DVD, book, etc. in stock or you sell it, provide an image of at least the 
cover. There is nothing worse in this environment than someone telling you they have the 
product, but they just can’t show it to you. It’s really bad for building trust online. 

 

 

Example:  
www.musica.co.za 

 

Most online CD stores offer the basic functionality of 
searching for artist, song title, keyword, etc.  It is im-
portant for these music shops to be perceived as be-
ing experts in their area. The more they can add to 
this perception, the better for their brand.  

 

Musica seems to have taken a step in the right direc-
tion with their new site.  

 

Some more functionality that could be added to help 
the experience: 

Simple Rule:  
 
Functionality should be tailored around what your consumer demands. 

Definition: 

feeds:  

Feeds can be set to automatically deliver relevant updated content such as news to your website, or e-mail. 

http://www.musica.co.za
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Example:  
www.amazon.com 

 

Amazon.com now offers the ability to search for certain keywords in a book and it then displays 
those pages for you to look at.  

http://www.amazon.com
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d. Usability 
Usability is all about making a website as easy as 
possible for people to use. Usability is at the root 
of providing customers with a good experience. 
There’s nothing worse than having to slog through 
a badly put together site, getting lost and leaving 
frustrated. In most cases you won’t get that cus-
tomer to visit your site again. 

 

You won’t get it 100% right the first time you 
build a site, but there are some basics that will 
help you in getting to an acceptable usable level. 
For the rest you will have to conduct testing. 

 

 

Good usability relies on set standards. 
Why? 

 

Let’s use the example of a light 
switch. When most light 
switches in South Africa are 
switched on, the bottom is 
pushed in and is indicated by 
the fact that the red line on the 
switch is showing.  

It’s quite simple. Our brain when 
faced with something new has 
to take a few moments to un-
derstand and take it in, before it 
can become an automatic re-
sponse.  

The web is complex and by adhering to certain 
guidelines or standards that have proven to work, 
people will find the learning curve less difficult.  

Here’s a list of some basic usability guidelines: 

 

i. Fast download  

 

People hate waiting, especially on the internet. 
There is no hard and fast rule for this, but  

 

The quicker, the better.  

 

With a large percentage of internet users in SA still 
using standard dial-up through a Telkom line it is 
really important that you try and avoid unneces-
sary long waiting periods.  

 

Elements that cause lengthy waiting periods/
downloads are: 

• big images 

• animation 

• sound 

• video  

• complex and clumsy programming 

 

These should be avoided on your home page, 
unless you know that your target market is looking 
at your site through a high bandwidth connection.  

Use animation, flash, sound or video only if it will 
enhance the experience and it is worth the wait.  

 

 

Simple Rule:   
 
general guideline is no more than between 12 to 20 seconds a page for download. 

Definition: 

Flash:  

Flash is an animation format. One reason for the popularity of Flash is the file sizes are relatively 
small, although larger than a static image. Animated, interactive content can be quickly 
downloaded. However, to be able to view a Flash file the user requires the Flash plug-in. 
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ii.  People should find what they are looking for easily 
within 3 mouse clicks 

 

• Complexity on a website should be hidden. This means that first time visi-
tors or people who don’t know the web too well should find what they are 
looking for very easily. More experienced web users should also be able to 
get to the deeper sections of the site should they need to. 

 

• The less mouse clicks the better. Once again this is something that should 
be tested by giving people certain task and seeing how long it takes them 
to complete it. 

 

Here is an example of a site that has streamlined the process of purchasing groceries 
online.  

Definition 

mouse clicks:  

The act of 
clicking on a 
link with a 
mouse. 

Example:  

Browsing for blue cheese on www.woolworths.co.za 
 

Home Page 

Click 1: Selecting the category 
 

 

http://www.woolworths.co.za
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Click 2: After mousing over the products, selecting the product category 
 

 

Defini-
tion 
mousing over:  

Moving the 
arrow on 
screen with 
your mouse 
over certain 
elements on 
the webpage 
is called 
mousing 
over. 
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Optional Click : Checking out the images 
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If you then so wish you could even go further and get more info on the actual product. 

 

Click 3: More info on the product 
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Here is an example of usability gone bad, taken from the same online retailer. Note the title of 
the page. 
 

Simple Rule :  

A page should not need instructions. It should be very easy to use with-
out needing an explaination. 
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iii. Customers should feel safe 
when shopping on your site 

 

With so many viruses and stolen identities, people 
are nervous when it comes to online shopping, 
especially in South Africa 

 

There is a need for customer education, so hav-
ing a page that addresses the issue of website 
security and safety is a really good idea, espe-
cially in South Africa where online shopping is still 
in its infancy.  

 

• Call it something like: “Is this site se-
cure?” and stay away from technical 
terms such as just “safety & security”.  

• Explain in very simple terms what 
makes the site safe and the security 
process the site uses.  

• In South Africa as more and more peo-
ple shop and bank online for the first 
time, it is incredibly important that you 
provide a high level of awareness of se-
curity. Most people who are online but 
haven’t made a purchase yet (approx. 
50%) are afraid of the security risk of 
doing so, mostly because of all the 
negative press around the subject.  The 
reality is you have more of a chance 
having your credit card details stolen 
from a restaurant than off the internet!  

 

 

 

• More experienced internet users will 
look at the key signs, such as the lock 
icon at the bottom of the browser (e.g. 
Internet Explorer)  

 

 

 

 

 

 

 

 

 

 

 

 

• Or the “s” after https:// in the address 
at the top of the browser, or the well 
known icons of security companies such 
as Verisign or Thawte, etc. 

 
 

 

 

 

 

 

If people need to register and supply personal 
details, explain why this is required.  

 

 

Definition: 

virus:  

A virus is a program written to cause mischief or damage to a computer system. A mild virus might only 
be a slight nuisance, or even be amusing. However, most viruses do damage, whether to your files, your 
registry, or even your hardware. 

 

security process:  

Ensuring that the information that is transferred over the internet is secure. 
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iv. Include a Privacy Policy – Don’t resell information to third parties if 
you want people to trust you 

 

Protecting subscriber/ customer privacy and information is vital if you want to succeed. Con-
sumers know all too well that organizations such as Banks and Insurance companies are likely 
to part with their information either directly or indirectly. 

 

According to an Ernst & Young survey published on the Biz-Community website (http://
www.biz-community.com/Article.aspx?c=19&l=196&ai=1877): 

• 77% of South African consumers feel companies send them too much unsolicited ad-
vertising material  

• 74% say this bothers them 

• 56% percent believe “too many companies call consumers at their homes” 

• About 89% of respondents say “there should be legislation to prevent companies from 
sharing their information with others without their permission” 

• And 94% want privacy legislation to prevent unsolicited advertising 

• 57% said they are not pleased to receive information from companies with which busi-
ness have not been done before.  

 

 

 

 

For a great resource on privacy use and abuse in South Africa, look at this site. 

http://privacy.4mg.com/ 

 

 

 

 

 

 
 

Simple Rule:  
 
If you want to keep a customer for life, never ever give away or sell 
their information without their permission. Make this clear and obvi-
ous to people using your site. 

http://www.biz-community.com/Article.aspx?c=19&l=196&ai=1877
http://privacy.4mg.com/


404040 # 

 

Page 40 6. The 3-step plan 

v. Give people a ‘search’ option 
 

A search option on a website is a great idea. If people visiting your site can’t find what they are looking 
for, or are just overwhelmed by the mass of information, the search option is usually the way to go.  

 

• Ensure that the searches are relevant and accurate 

• It’s a must if you have a large bouquet of products or services 

• Place a search box on every page 

• Only use the word “Search” and never the words “Find”, “Quick find” or “Keyword search” 

 

 

 

 

 

 

 

 

 

• If you sell products, providing search fields such as Author/Artist/Title/Keyword upfront can be 
confusing to consumers. As a default allow consumers to search for “All products”. It makes 
searching easier. 

 
 

 

 

 
 

 

 

 
 

 

 

 

• If the search provides too many results provide the ability to search within the search results 
or to be able to limit the scope of the search; often called “Advanced Search”. 

Simple Rule:  
 
Make it as simple and easy as possible for people to search. 
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vi. Home Page 
 

• Your news is what is most likely to change frequently on your site. 

• Place your most important news items on the home page. This will show consumers that the 
site is being updated and looked after. 

• If you are advertising a special offer, promotion or new product, make sure that this receives 
adequate focus on your home page. People become frustrated if the offer is being advertised 
and they can’t find it on your site or they have to spend time looking for it.  

• Make sure that the message and look and feel of the promotion or offer is consistent with all 
the other advertising/communication. This will help the recognition process. 

• Remember that your home page is probably your most valued property. Most visits are likely 
to be to your home page and most people are likely to exit at your home page. 

• As an ongoing exercise look at your website statistics and see how making changes to your 
home page affects the number of people exiting your site from your home page. If it de-
creases you know your change is working. 

 

 

 

 

 

Simple Rule:  
 
Make sure that people know 
from your home page what your 
website is  all about. 

Definition: 

website statistics:  

A detailed report on the performance of a web-
page or a website in terms of visitors attracted, 
referrals, number of pages viewed, etc. It is usu-
ally provided by the web host of your website. 
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vii. Navigation 
 

• Your site navigation should be organized in a logical way, not according to what you think 
looks best. People looking at your site usually have a question in mind, such as “How does it 
work?” or “Where do I find it?” If you can, use this in your navigation to make it easy for peo-
ple to find their way around.  

 

 

 

 

 

 

 

 

 

• People read from left to right, so if you are using top navigation place the more important 
items further left.  

  

• Using standard navigation terminology can help a lot, e.g. Contact Us, FAQ, etc. These are 
well known terms that people can easily recognize.  

 

 

 

 

 

• Avoid long jargon filled navigation links that might confuse people. Provide breadcrumbs so 
people know where they are in your website. 

 

 

 

 

 

• Ensure that the navigation links through to the relevant page and heading, e.g. if the link 
reads “Products” it should click through to the “Products” page and the heading should be 
“Products”. Keep the navigation structure simple.  

 

• Navigation and the ease of navigation requires testing to ensure people can easily find what 
they are looking for. 
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viii. Links  
 

• The standard on the web for links is underlining blue text. Once you’ve clicked on it, it shows 
purple to indicate that you’ve visited that link already. 

 

⇒ Link  

⇒  Link that’s been visited 

 

• Changing this standard by changing the colours and especially “not underlining the text” could 
have a significant negative impact. 

 

 

 

  People might not know that the green words are links. 

 

 

• You should not have to mouse over a link to see what it’s for.  

 

 

 

People should not have to guess where a graphic links to. 
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ix. Feedback or comments forms 

Always provide a feedback or contact form, see below.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

• Use this and any form as an opportunity to ask 
people to subscribe to your site.  

 

• Make sure they understand what they are subscribing to.People 
are quite hesitant to subscribe because they are worried that 
you will bombard them with daily e-mails.  

 

• There has been a lot of debate about the subscribe function on 
websites, e.g. whether to pre-tick the box and to make the per-
son untick it if they don’t want to receive communication.  

 

• I prefer to give people the option to truly opt-in, i.e. tick the box themselves. This way you 
know that people have requested it and any potential leads will be a lot more valuable.  
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• Providing a confirmation page and response e-mail is standard practice. This should be an auto-
mated process.  

 

• If you want to reduce the number of people/database entries that mistype or provide an invalid 
e-mail address, send an automatic confirmation e-mail with a link that they need to click to ver-
ify that the information was correct and that they indeed want to receive further communica-
tions. This is called double opt-in.  

 

You might lose quite a few people in this process, but this will ensure your list is focused more on 
quality rather than quantity.  

Your information quality using double opt-in could increase by as much as 20%. 

 

x. Outdated content 
 

The web is all about immediacy and relevance. Place updated information or extracts thereof on your 
home page.  

 

Showing old news or even worse, old promotional offers on your website, is a sure way to let people 
know that you don’t take your website seriously. Remember that a lot of consumers will go look for 
more information on your website, especially with regards to special offers. If they don’t find it, chances 
are they won’t come back.  

 

This is why it’s really important to involve your web team from the start when you are planning any pro-
motions, to give them time to plan this on the website.  

 

xi. FAQ (Frequently Asked Questions) 
 

• FAQ’s or Frequently Asked Questions is a great way to pre-empt potential questions that people 
might ask. 

• Monitor the feedback/comments from your site, group them based on the type of questions such as 
specific website issues, product questions, delivery problems, etc. then provide an answer on your 
site. 

• Add to the FAQ on a regular basis. 

• As a key objective try and reduce the number of questions people ask through the website by point-
ing them to the FAQ. 

 

Definition: 
FAQ:  

Frequently Asked Questions (FAQ) - a compilation of answers to the most common questions on a particular subject. 
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xii. Accessibility 
 

Web accessibility means that people with disabilities can perceive, understand, navigate, and interact 
with the Web, and can contribute to the Web. Web accessibility encompasses all disabilities that affect 
access to the Web, including visual, auditory, physical, speech, cognitive, and neurological disabilities. 
As an example, blind people might use auditory screen readers.  

 

Accessibility has become increasingly important globally. In the US and UK it is mandatory for govern-
ment and educational institutions to be accessible. There is also peer pressure on global corporates to 
comply with accessibility standards. 

 

In South Africa, it is highly likely that accessibility will also become mandatory in future, so planning 
your site upfront with this in mind is advisable. 

 

For more on this you can go to the W3C’s (World Wide Web Consortium – http://www.w3.org) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Definition: 
Screen reader:  

A software programme that reads the contents of the screen aloud to a user. Screen readers are primarily used by 
individuals with visual impairments 

http://www.w3.org
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xiii. Different browsers 
 

A browser is the piece of software that you use to access the internet, such as Internet Explorer.  

 

 

 

About 87% of the world uses Internet Explorer to browse websites.  

 

As with any software, there are different versions. Each of the new versions usually has new features or 
improvements. Each version or browser software interprets and reads websites differently.  

 

This can cause many problems, as some elements that work on one browser might not work on an-
other. 

 

It is virtually impossible to design for all versions of all browsers, but most web teams will develop for 
the standard. Here’s a breakdown of browser usage (from sites that we manage in South Africa): 

 

Internet Explorer version 5 and up - app. 87% of all users 

Firefox/Mozilla - app. 8% of all users 

Safari - app. 2% of all users 

Opera - app. 1 % of all users 

Other – app. 2% 

 

Based on this breakdown we recommend designing for Internet Explorer 5 as 
a minimum, but also check that it works in Mozilla Firefox as this browser is 
becoming very popular, especially with IT professionals. 
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If you’re an e-commerce site, then your checkout 
process is one of the most crucial areas where 
usability can either make or break the sale.  

 

Internationally the drop out rate or abandon rate 
after a customer puts something in their shopping 
cart is anywhere from 40% and up. There are a 
number of possible reasons for this. Here are a 
few guidelines to help reduce the drop out rate. 

 

1. Navigation 

If your navigation is not simple and clear you will 
lose the purchase. Here are some basic stan-
dards: 

 

• Display the basket (summary of items 
and totals) constantly throughout the 
site 

 

 

 

 

 

 

 

 

 

 

• A wishlist is a good idea if people want 
to come back later for the purchase or 
to forward to friends before an upcom-
ing birthday or special event. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

xiv. If you run an e-commerce site, simplify the buying (checkout) process 

Definition: 

Checkout:  

Finalising an online transaction. Similar to a real world check-out counter or till where you pay for your 
goods. 

Drop out rate/abandon rate:  

when a user leaves a shopping cart with something in it prior to completing the transaction. The rate would 
be determined as a percentage of people who ‘drop out’ vs those who complete the transaction. 

Wishlist:  

A list of items in an online store that you would like to purchase at a later date or would like to share with 
your friends/family to purchase for you. 
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• Use a shopping cart/basket icon  

• Avoid unnecessary links to other areas not related to the purchase – this confuses people 

• Your checkout should reflect the way people think, not the way it’s internally organized, exam-
ple: 

1. select product 

2. view basket and price 

3. complete shipping/delivery details 

4. complete credit card details 

5. view final basket with shipping/delivery charges 

6. complete purchase and confirmation e-mail 

 

• Use ‘breadcrumb’ links to show people where they are in your site 

 

 

 

 

 

 

 

 

 

 

• Provide shortcuts such as: ‘Buy the item’, ‘search for another item’, ‘purchase items in shop-
ping cart’, ‘manage account’ 

 

Definition 

Shortcuts:  

Are intuitive links that appear next to relevant content, so you don’t have to navigate using the main navigation. 
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• Provide a step by step purchase guide under your ‘help’ link 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
2. Personal information 

 

• Only ask for information relevant to the actual purchase. You can always ask for more in-
formation after the sale.  

 

• Be aware that making people register for a login and password before they can shop may 
also deter people from shopping.  

 

• Giving registration as an option is far better, especially if the customer is a once-off sale. In 
this case make it clear to them that if they register, their basket will be saved in case they 
return. 
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3. Delivery charges 
• Always disclose your shipping/freighting 

rates and charges upfront. Don’t expect 
people to give all their personal info and 
credit card details before showing them 
what these charges will be. Most people 
won’t. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4. Technical  
Ensure that the site works 100%. Test all every 
element on your site before launching it. If cus-
tomers find problems on your site 

 

5. Customer changing their mind 
• This happens often and will affect the drop 

out rate.  

• Make it easy for them to be able to carry 
on shopping if they come back to the site, 

by ensuring that the site remembers what 
they were shopping for. 

6. Testing 
The internet is still fairly new and you have a 
wide variety of people accessing the internet. 
This ranges from highly experienced program-
mers to people who learned how to switch on 
their PC for the first time yesterday. 

 

Programmers develop websites and it’s some-
times very difficult for them to understand 
how internet-challenged people are not able 
to complete certain tasks that they regard as 
second nature. This is why there are certain 
usability standards/guidelines. 

 

Following the guidelines and standards is a 
good start, but it is also important to test fea-
tures regularly especially when it comes to e-
commerce. This is called usability testing (how 
user-friendly your website is). 

 

There are various techniques to test how 
user-friendly a website is. The most important 
way is by just watching people interact with a 
website. 

 

Make sure that when you do usability testing 
you recruit people who are at different levels 
of internet literacy. This will give you a good 
cross-section of people who might use your 
site. When conducting usability testing you 
don’t need masses of people to point out the 
problems on your site. I find between 5 and 8 
people will usually point out about 85% of us-
ability problems on a site. 

For more detailed info on usability testing visit 
usability expert, Jakob Nielsen’s website: http://
www.useit.com 

Simple Rule:  
Be honest and make it easy. 

Definition 

Usability testing: Usability testing is a means for measur-
ing how well people can use something (such as a web 
page, a computer interface, a document, or a device) for its 
intended purpose. During usability testing, the aim is to 
observe people using the product in as realistic a situation 
as possible, to discover errors and areas of improvement. 

http://www.useit.com
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e. Search engines 
 

What is a search engine? Probably the most popular search engine is Google.  

 

 

 

 

Search engines allow you to search for information on the internet. 

 

Other popular search engines in South Africa are:  

 

 

 

 

 

 

 

 

 

 

If you are a smaller player in your industry, appearing on the first page in search engines are really im-
portant – how else are people going to know you are out there? Bear in mind that as much as 50% of 
your business can come from search engines, so don’t underestimate their importance! 

 

Search engine optimization is the art/skill of optimizing your site so that search engines can rank (place) 
it easily. It’s a complex task and the search engines change the way they rank sites all the time, so you 
have to keep up with this industry and make constant changes to your site. 
 

Definition 

Search engine optimization:  

The term used to describe the marketing technique of preparing a website to enhance its chances of 
being ranked in the top results of a search engine once a relevant search is undertaken. A number of 
factors are important when optimising a website, including the content and structure of the website's 
copy and page layout, the code (HTML meta-tags) and the submission process. 
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Different search engines have different ways of ranking your site. In short there are two types of search 
engines/results:  

 

1. Those generated by spider bots – search engines actively scan your website for keywords on your 
site using specifically developed computer programs;  

2. Results as categorized by humans – you submit your site to a specific category with certain keywords 
and people at the search engine will look at it for possible inclusion. 

 

The eternal question: how do I rank high? 

 

Your site ranking really depends on what keywords people are searching for, e.g. if you have a site that 
sells computer hardware, using “computer hardware” as a keyword search will return app. 1,180,000 
results on google.co.za searching South Africa only.  

 

 

 

 

 

But using keywords such as “cheap computer hardware” will return only 24,700 search results!  This 
means that if you are using these keywords as your main website focus you have a better chance of be-
ing listed higher. 

 

 

 

 

 

Now, searching by location: “cheap computer hardware cape town” will return even less results: 10,900.  

 

 

 

 

You have a better chance being ranked higher in a smaller spread of potential sites. The key here is to choose 
keywords that you think people might search for when looking for products/services that you sell and then incor-
porate this into your site, in the content as well as in the source code (programming) of your site. 

 

Definition 

Spider bots:  

When a web page is submitted to a search engine, a software program called a ‘spider’ goes through the HTML 
code gathering the information that particular search engine uses in it’s algorithm to rank a site in relation to other 
similar sites. The search engine then displays the relevant sites depending on the keywords searched for by peo-
ple. 
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Google uses link popularity as a major factor to determine ranking. This means 
that the more people who link to your site, the more popular your site is and 
therefore the higher your rank on Google.  

 

You can also pay Google for exposure at the top of the search results or far right 
of the site where it says “sponsored links” based on certain search terms. 

 

 

 

 

 

 

 

 

 

You only pay per click through to your site. I strongly recommend this as you can control the budget 
very closely and you set the price you are willing to pay. 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

The search engine marketing industry and is a highly specialised field, but if you are interested I sug-
gest you go and read up on it.  

 

Here are a few good resources:   

http://www.searchenginewatch.com/ 

http://www.wilsonweb.com/wct7/issue77.htm 

http://www.wilsonweb.com/wct7/issue78.htm 

http://www.searchenginewatch.com/
http://www.wilsonweb.com/wct7/issue77.htm
http://www.wilsonweb.com/wct7/issue78.htm
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Oh and one last thing, be careful of companies who make big promises with getting you listed in the top 
10 or saying that they will list you in over 100 search engines.  

 

There are only a few search engines that really matter, especially in SA (google, msn, ananzi, aardvark, 
yahoo). Being ranked high is only valuable if it brings traffic to your site that translates into sales or 
sales leads.  

 

 

 
f. How people read content on the web 

 

• People read text on a screen differently than on paper. 

• In General people read 25% slower on a screen and scan pages when reading by picking up on cer-
tain keywords. Taking this into consideration here are some suggestions: 

ο Be succinct. 

ο Reduce the copy on screen by about 25-50%. 

ο Be objective, substantiate with evidence – avoid unnecessary adjectives and jargon. 

ο Avoid long scrolling pages. 

ο Split pages by relevant topics/headings or by extracts that link to the relevant full length 
copy. 

ο Highlight certain keywords to help with scanning 

ο When listing something provide bulleted lists 

ο Use plain and simple headlines. 

 

For more info, click here: http://www.useit.com/papers/webwriting/writing.html 

Simple Rule:  
 
Make sure you are ranked high with relevant keyword searches. 

http://www.useit.com/papers/webwriting/writing.html
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g. What works in South Africa 
and the rest of Africa? 
 

Africa has 14% of the world’s population but 
only represent 1.6% of the worlds total online 
population. (http://
www.internetworldstats.com/stats.htm) 

 

In mid-2002 it was estimated that about 5 
million people on the African content was us-
ing the internet. As of beginning 2005, this 
figure is now at about 13 million! This is an 
encouraging sign indeed! 

 

Between 2000 and 2005 most African coun-
tries have seen phenomenal growth (off a 
small base), e.g.  Egypt 500%, Kenya 100%, 
Nigeria 275%, Tanzania 117%, Ghana 466%. 
Click here for more figures on internet usage 
in Africa (http://www.internetworldstats.com/
stats1.htm) 

 

To be realistic, in Africa the primary function 
of the web is still as a source of information.  

 

Using the web for entertainment or even do-
ing business (e-commerce) is still something 
very few people on this continent have experi-
enced. 

 

Make sure that people can get access to the 
information they want easily, and that the in-
formation they are searching for is available. 
Here are some guidelines when planning 
online activities in Africa or any other 3rd 
world country. 

 

 

 

 

 

 

Whether it’s Kenya, Vietnam or Zimbabwe, the 
rules for online communication are simple: 

1. Keep it simple (remember that many people 
are searching in their second language) 

2. Don’t use flash or animation as bandwidth is a 
problem 

3. Keep graphics on a site to a minimum as they 
slow sites down. Use smaller pictures that can 
be enlarged 

4. Be clear and concise 

5. Use testimonials to sell products 

6. Test, test, test 

7. Keep the navigation simple and easy to under-
stand 

8. Provide an extensive questions and answers 
section 

9. Don’t spam or send large email attachments 

10.  Use e-mail in your marketing campaigns (e-
mail is very popular) 

11.  Provide people with a chance to voice their 
opinion – create a forum 

“in Africa the primary function of 

the web is still as a source of      

information„ 

http://www.internetworldstats.com/stats.htm
http://www.internetworldstats.com/stats1.htm
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h. Measurements of success and tracking 

 
How do we measure success online?  

There is a great deal of jargon used in this process, and it very often confuses marketers, so I have at-
tempted to simplify this for you in the glossary below: 

 

 

The success of your website should be measured against your defined objectives (see step 2).  

 

Depending on your industry, certain measurement statistics should be more useful than others. 

 

i. If you sell advertising space on your website... 

 

The number of unique visitors will be a vital factor, as advertising space is usually sold on number of 
impressions/visits to the page.  

 

 

Visits/Impressions:  Number of times your website was visited 

 
Unique visitors:  Number of individuals who have visited your website at least once in a fixed 

time frame, typically a 30-day period. Some individuals might visit your site 
more than once, but are only counted as one unique visitor. 

 
Hits:  Every element of a page (including text, graphics, and interactive items) 

that loads when you view a page is counted as a hit. A page containing 
more elements receives more hits each time it is visited. It is therefore a 
mistake to use hits as a measure of the number of visits. 

 
Average page views:  The average number of pages on your website that are viewed per visit. 

 
Average page duration:  The average time spent viewing a page on your       

        website. 

 
Average session duration: The average time spent viewing your website per     

                visit/session.   

 
(http://www.marketingterms.com/dictionary) 

(http://www.geocities.com/TheTropics/Shores/6900/Advertising/jargon.html) 

 

http://www.marketingterms.com/dictionary
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ii. If you are a retailer... 
 

Retailers should be measuring the following: 

 

Average revenue per order: Average amount spent per customer per purchase 

Acquisition cost per new customer: The cost of convincing a new customer to purchase.  

Percentage of repeat purchasers:  The percentage of shoppers that purchase more than once 
on your site 

Percentage revenue from repeat buyers: The percentage of your revenue that is derived from repeat 
shoppers 

Page popularity:    The most popular pages on your site 

Product popularity: The most popular products on your site 

Checkout drop-out rate: The number of people that cancel a sale during the check-
out process 

Checkout drop-out analysis: Analyzing the stage in the checkout process where the most 
sales are cancelled 

Popular searches: What customers search for most often on your site 

Image popularity: Defining which images on your site are clicked on/enlarged 
most often 

Non-customer browsing: The number of consumers that browse your site that aren’t 
registered customers 

Shopper growth rate: The percentage increase in registered shoppers 

Return on investment per sale: The profit made per purchase, after the costs have been 
factored in 

 

Many companies track this type of information, but seldom use it to plan their ongoing online strategic 
efforts.  

 

Example 1: 

You are a retailer, and you find that a large percentage of consumers are browsing your site, but are 
not actually purchasing anything. You will need to analyze the possible reasons for this problem: 

 

1. Customers are shopping around for the best deal 

2. Customers may find logging in / registering before shopping a deterrent 

3. Customers may be unsure of the security of the site 

4. You may not have enough product descriptions or visual representations of your products 

5. The navigation on your site may be poor, and customers may not be able to find what they are look-
ing for 
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Example 2:  

You decide to run a simple promotion on your site (a sale, or a competition) to increase the number of 
visitors to your site. You send out an email out to registered repeat shoppers to notify them of the pro-
motion. You should be tracking: 

 

1. The number of e-mails sent out 

2. The percentage of people who opened the e-mail 

3. The percentage of people who clicked on the link in your e-mail to look at the promotion 

4. The percentage of people who supplied their information or participated in the promotion 

 

This will give you a good idea of: 

ο The success of the creative used in your e-mail 

ο The quality of the database you are sending the e-mails to 

ο How attractive your promotion is to the target audience 

ο How easy it is for your target market to take part in the promotion 

 

iii. If you manage a brand/corporate website… 
 

I would suggest you measure: 

 

Number of visits: Measure this over a specific time period so you can determine how 
certain promotions affect the number of visits. 

Number of unique visitors: This will give you an indication of how often you get repeat visits to 
your site from individuals. The more unique visitors you are attract-
ing, the higher the number of people seeing your website. 

Average page views: An average of 5 or more is considered high, depending on your 
site. Do not unnecessarily increase the number of pages on your 
site to try and increase this statistic, as this will result in very frus-
trated visitors (remember the fewer clicks to reach the relevant 
content, the better)! Rather provide plenty of useful information 
that is easy to read. 

 

Average session duration: This shows how much time visitors spend on your site on average. 
The higher this number, the longer people are interacting with your 
brand. This is a true reflection of whether your site adds value or 
not. Some pages however might contain downloads and people will 
naturally spend longer time on those pages as they wait for the 
download. 
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Page popularity: If for example, a particular product page is very popular, try and 
provide even more information or visuals about the specific prod-
uct. This will increase the time people spend interacting with your 
site and provide them with a better experience. 

 The least popular pages also supply valuable information on 
whether to drive traffic to these pages, or to drop them off your 
site (this decision should be based on the importance they have to 
your product offering) 

Popular searches: This will give an indication of what people are looking for on your 
site. If there are many similar searches, it may be an indication 
that there is valuable information missing on your site. 

Example:  

If you manage a corporate financial site, and you determine that many people are searching for infor-
mation on corporate social investment: 

1. Create a navigation link to this section of your site 

2. Include this information in your FAQ 

3. Add an update of your activities in this area on your homepage with a link through to your Corporate 
Social Investment page. 

 

 

Comments: Comments posted on your website are like phone calls. Listen to 
them carefully. They will give you insight into potential problem ar-
eas, and information on successful elements of your site. Tracking 
comments over time will give you a good indication of con-
sumer perception of your company/brand. Invite people to 
add comments – look at it as free market research!  
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i. Online advertising 
 

What is it? 

 

Most marketers assume that the terms ‘online advertising’ and ‘advertising banners’ are interchange-
able. However, this is not actually correct. In fact there are many different sizes and shapes, and ban-
ners are only one form of online advertising, others include skyscrapers, mini-skyscrapers, buttons, 
leaderboards, pop-ups, pop-unders, etc. 

 

Terminology for measuring success of online advertising: 

 

What are the pros and cons of online advertising/banners? 

Pros: 

1. They work relatively well when used for promotions with a limited time frame. This can 
include a free offer or announcing the launch of a long-anticipated product.  

2. Banners can be creatively impactful, especially when using animation and rich media (use 
of more complex animation, sound or video) techniques.  

3. By measuring the click-through rate, it is easy to quantify the success of a advertising / 
banner campaign  

4. Advertising / banner creative can be created/changed relatively quickly and frequently, and 
new campaigns can be booked, created and launched within only a few days.  

Impressions:   The number of times a banner is displayed/viewed 

Click-through:  The process of clicking through an online advertisement to the advertiser's web site. Click-
through is the percentage of people viewing the banner who clicked on it. 

CPM:  Cost per thousand. Banners are usually booked on a cost per thousand impressions basis. 



626262 # 

 

Page 62 6. The 3-step plan 

Cons: 

1. Not many people look at or see banners / advertising creative. They always tend to be in the same 
area on sites, so most people become ‘banner blind’ which means that their eyes don’t even look at 
the area that contain banners / advertising, especially if they are regular visitors to a site. Advertis-
ers need to make sure that the creative grabs the attention of the viewer 

2. The average click through rate in South Africa is relatively low (between 0.3% and 0.6%) 

3. Banners / advertising can be an irritation on a site, as they try and grab your attention away from 
the actual content. 

 

What makes online advertising effective? 

 

Define your objective 

The effectiveness of online advertising (as with all marketing campaigns) should always be meas-
ured against your objective. Is it to drive traffic to the website, to increase awareness, to launch a 
new product/service, or is it playing a role within a larger promotion? 

 

Effective creative 

10 guidelines to generating effective banner/advertising communication: 

 

1. Single minded – ensure that you are communicating a single, concise message 

2. Simple - avoid long, complex sentences 

3. Clean and uncluttered - avoid cluttering with complex designs 

4. Use unusual creative sizes – unusual creative sizes draw more attention than standard sizes 

5. Smooth animation – designs that utilise animation that is smooth, and neither too fast or too slow 
is most effective 

6. Don’t irritate – don’t use pop-ups. The stats might show that these type of ads work, but often 
people are clicking on them to get rid of them. 

7. Call to action -  give consumers a reason to click on the advertising creative. Why else would they 
be bothered? 

8. Integration: to make it easy for consumers, place valuable information on the ad (as opposed to 
making them wait to click through to your website) 

9. Consistency – use of branding and your single minded message should be consistent throughout 
your campaign 

10. Landing page – the page that the ad links to needs to be consistent with the message of the ad. 
Repeat or expand on the advertised message on the web page. 
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Bad example: 

Below is an example which could be improved upon based on the guidelines above.  

 

The ad does not have a strong enough call to action. The fact that you can win a million Rand is 
underplayed and doesn’t come across clearly. 

 

Consistency of branding and message from ad to web page is also lacking. 

 

 Ad (each image showing the next state of animation) 

 

 

 

 

 

 

 

 

 

The web page the ad links to 
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Good example: 

Below is an example of an effective banner campaign.  

 

The message & branding is consistent and there is a strong call to action and a reward for do-
ing so (5% discount).  

 

The banner design and website content is integrated, as there is an area on the banner where you 
can directly leave your name and phone number for a consultant to contact you. My only comment 
would be that this ‘dual’ approach might confuse people. This is something that can easily be 
tested. 

Branding & message is consistent from ‘banner’ to page and the offer on the ‘banner’ is repeated 
on the web page.  

The form on the page is short and succinct.  

 

 Banner (each image showing the next state of animation) 

 

 

  

 

 

 

 

The web page the banner links to 
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7. HOW TO WORK WITH AN INTERACTIVE AGENCY 
 

a. 10 easy steps to finding a good online agency: 

 

1. Find a company that you can build a long-term relationship with 

2. Look at their portfolio and case studies – ask to see quantitative campaign results 

3. When reviewing their past work, request a cost breakdown for each campaign. This will give you an 
idea of how expensive they are, relative to the quality of their work 

4. Make sure that they show an understanding of branding, marketing and communication 

5. Save yourself a lot of effort and check that the company/agency can offer a full range of solutions, 
e.g. copywriting, programming, project management, design, online marketing, etc. 

6. When were they started? Who owns the company? Get an idea of the experience of the staff. Many 
web agencies don’t last very long, so it’s important to choose a company that will be around at least 
for the duration of your campaign! 

7. Request a list of current clients, and how long have they been working with them? Many agencies 
do project work for a variety of clients, so their client lists look impressive. The true measure here is 
whether they continue to service these clients in the long term. 

8. Ask around. Get input from other people in the industry. 

9. Ask a lot of questions and see how they respond. If they provide you with clear and easy to under-
stand ‘jargon-free’ answers, it is a good sign that they are able to communicate clearly with you. 

10. Trust your gut feel. Are they people that you can trust to nurture your brand? 

 

b. 5 ways to spot a dodgy online agency: 

 
1. They talk in technical jargon and battle to explain complex concepts in a simple way that you can un-

derstand. This is a blatant ploy to confuse and trick you into believing that they know what they are 
doing… beware! 

2. They call you out of the blue, saying that they’ve looked at your website and believe that they can 
‘make it work for you’. Run for the hills on this one! Most successful agencies don’t have the time to 
make cold calls. 

3. They undercharge. Just like good restaurants you pay for what you get. Often dodgy agencies will 
undercharge on the first job. Once they’ve secured your business, their costs can sky rocket! 

4. They do a bit of everything, e.g. IT systems, hosting, networking, print design, brochure design, etc. 
Choose a specialist who understands the value of your brand and how to build it. 

5. Beware of dodgy fine print. If you are not sure what the fine print means, ask for written clarification. 
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c.  How to brief an online agency 
 

Here is a list of things that I would suggest you supply to your agency: 

 

1. OBJECTIVES 

Without clear objectives, the agency will not be able to generate your campaign. 

 

2. TARGET AUDIENCE 

• Who are we talking to 

• Who are your customers 

• What would you want them to get out of your website 

• What do they currently think about your brand 

• What do we want them to think about your brand after they have seen the communication 

• What action do you want them to take after they have seen the campaign 

• What are the ‘hot’ buttons for the target audience, i.e. What would they like to see in your site, e.g. 
Product shots, implementation, etc 

• What are the ‘cold’ buttons for the target audience, i.e. What wouldn’t they like to see in your site, 
e.g. Too much technical info, not enough pictures, etc 

 

TECHNICAL INFO 

• In your best estimate how would you rate the target audience’s computer hardware, e.g. Old ma-
chines, middle range, fast, etc 

• Do you have an internet hosting partner? If so what are the contact details 

• Your contact details (name, e-mail, phone numbers, address) 

 

ADDITIONAL INFO 

• links to websites you like and a brief description as to why you like them 

• marketing strategies / documents that might help in formulating the best communication method 
(make sure that the agency understands that these must remain strictly confidential) 

 

REMEMBER 

In most large corporations, the IT department has some involvement in the com-
pany’s website. It is important that you have brought them on board right from the 
start, and that whoever you choose as an agency is willing to work with your IT de-
partment.  
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d. Understanding the online agency process 
 

Here is the basic process that we follow with clients (when developing a new site): 

 

1. First we make sure we understand the client’s business and needs through the briefing template and 
initial meetings 

2. Contact the IT department or current hosting partners to find out the technical information 

3. We provide a proposal (with costs) that outlines the scope and objectives of the project as well as 
rough timings 

4. Client supplies all the relevant content, images, etc. to the agency in digital format. 

5. We provide a specification document that explains exactly how we are going to approach the pro-
ject, what will be included, navigation structure, basic planning of page layouts, and design refer-
ences. 

6. On approval of this specification document, design layouts are presented. We usually allow one or 
two sets of minor changes to the layout. Further changes are chargeable (often called author’s cor-
rections). 

7. Once the design is approved, we commence with programming. 

8. Testing happens during the development of the project and once the testing team is happy, the pro-
ject is handed over to the client for final approval. Usually we allow for one or two sets of minor 
tweaks in this phase as well. 

9. Handover and implementation of the site 

 

 

Things to bear in mind: 

 

• Costs are based on time spent on the project. Hourly rates vary from company to company, 
and from skill to skill.  

• Be clear about your expectations to the team 

• If you have any questions about the process or costs, ask. 

• Send any and all changes through in writing. This will cover yourself as well as the agency. 

• In most cases you will have to pay before seeing a layout – make sure that the company you 
have chosen can do the job 

• Usually the agency will allow one or two changes during each phase of the process, e.g. in de-
sign and after coding. Be prepared to be charged for additional changes. If you have a lengthy 
approval process where you need to involve multiple parties its better to warn the agency so 
you aren’t surprised by additional costs. 



686868 # 

 

Page 68 8. Conclusion 

8. CONCLUSION 
 

I hope that this document has helped you to understand the internet medium a little better. Just like 
print, radio and TV, it can be highly complex, but once you understand the basics, it gets much easier! 

 

I truly believe that there are huge opportunities for brands that embrace the internet in South Africa. 
The internet has a remarkable offering – free and accessible information to millions of people that are 
hungry for knowledge and eager to learn. With the end of the Telkom-monopoly, online access should 
become cheaper, and it is only a matter of time before internet viewership/usage increases considera-
bly. 

 

I hope you consider using the internet when you are working on your next marketing plan. In context, 
and when used in conjunction with other media, it can be cost effective and a valuable part of your mar-
keting campaign. 

 

If you have any questions, please feel free to contact me. 

 

Kind regards, 

 

 

mailto:uwe@atplay.biz



