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   “Information That Works!”
Re-Working Your Web Site
LERN has been hearing that many of our members are interested in re-working their web sites.  Creating a web site that is “sticky” is the problem many programs face. “Stickiness” is anything about a web site that encourages a visitor to stay longer. A web site is considered sticky if the visitor stays longer and is encouraged to return. 

It is a daily challenge to attract qualified leads to your web sites, but it becomes a Herculean task to merit a return visit. If you doubt this statement, contemplate the findings of the following survey. According to Stat Market Report, return visits tend to fall off drastically after the first visit to your site. In fact, only 9% of your first-time visitors come back to your site more than five times. One problem is that there are over 2 billion web pages competing for any user’s attention and the number is increasing at the rate of 7-8 million web pages per day. 
To rise above the noise of the herd you have to give your visitors a compelling reason to come back. You also need to make it easy for them to remember how to come back. 

What Your Visitors Want
Your visitors want the following: 
1. Content that fits their needs 
2. Content that is fresh 
3. To be part of a community in the often isolated place called Cyberspace.
4. To be reassured that their address will not be sold nor will you overload them with unwanted, unsolicited e-mail. 
5. To have a web site that is quick to download, easy to navigate, easy to order from and updated frequently. 

Think of the people who visit your web site as online travelers. Your goal is to stimulate more travel to your organization’s web site, so that you have an opportunity to promote yourself. People have to make an effort to come and visit you online, so the question is — is your web site a destination?

Web sites also provide an opportunity for a visitor to interact with your organization without regard to time or location. This distinction makes your site a great opportunity to market your programs, enhance your image, and increase registrations. 

Your web site should be given the same consideration as any other major component of your marketing mix. Specifically, it should be constantly assessed and refined based on the feedback received during the evaluation process. Developing an effective web site is an investment of time and money. There should be specific results expected from your investment; if you are not focused on the ROI of your site, it becomes a cost instead of a profit centre, and defeats the purpose of investing in what could be a valuable marketing asset. 

One of the easiest metrics in gauging the effectiveness of your site is to look at your traffic statistics. This information is available from the implementation of any of a variety of technical statistics-counting tools, and should be invisible to your end user. There is a great deal of information available, and at a far greater depth, than a simple count of visitors. Some of the key information you should know monthly is:

· How many visitors came to your site?
Are visits increasing or decreasing? 

· Where are the visitors coming from?
Is your web site being found through search engines or by direct entry of
your URL? What is your ranking in major search engines? 

· How many come to your site and
DON’T find what they’re looking for? 

· How many visitors view session details or select sessions and then don’t register for them?

Armed with these statistics and trends, you are in a better position to generate a series of specific goals to improve your web traffic and have that translate to increased registrations. But remember - continue monitoring these stats and trends to determine the effect of your changes!

While developing your goals, consider the following:

Do you give your visitors an easy way to interact with you? Technologies such as real-time web chat are a great way to keep your inquiry costs down, as compared to a phone conversation. An online operator can easily handle a number of simultaneous real-time chats in the same time as one phone call. 

If you provide an online form or e-mail address for inquiry, do you have a notice promising response within a certain time frame? Unfortunately, due to the practices of most organizations, Internet users are trained to think that e-mail responses can take hours, if not days — meanwhile, it probably costs you significantly more to handle a phone inquiry than an e-mail! 

Does your web site go beyond your brochure? Consider what you would do if printing costs didn’t limit your ability to add content to your brochure. Your web site’s course description is just that — unlimited content for you to sell your course or program. One of the most significant enhancements you can make is to add images to your course descriptions. Try this and track how your online registrations improve. 
Other questions to ask yourself:

· Do you provide your visitors with an easy way to register for a session?

· Do you have a registration button immediately on the course details page?

· Do you provide a sense of urgency?

· Do you assure your visitors that their transaction will be secure?

· Do you provide an e-mail confirmation of a successful registration?

· Do you have an easy-to-remember URL (i.e.: yourprogram.com versus yourcollege.com/somethinghardtospell/~with-extra-characters)? 

Survey Your Audience
We often receive blank stares when we ask web masters about the results of their latest web surveys. As we’ve said many times, “The Internet is not a mass-market medium.” Ask your web visitors to participate in a survey and reward them for their time. Web survey software is inexpensive and easy to use. http:// zoomerang.com is a superb program. 

This can help you determine improvements to your web site and how you will promote it. Ideally, your site should be promoted in all marketing material — not just as a URL (www.yourprogram.com), but with a meaningful tagline, such as: “Register quickly and securely at…” or “View course details at…” Have you considered sending out regular e-mail promotions spotlighting new and interesting courses, and as a way of focusing attention on courses that have low enrollment? Permission-based e-mail promotion is a very effective way to keep in touch with past registrants, and promote future registration. 

Finally, it’s valuable to try to take an outside look at your web site. We’ve seen some great brochures — vibrant and really keyed into their demographic audiences — backed up by truly awful web sites. Your brochure and web site should play off each other. On your home page, have a picture of your latest brochure cover. In your brochure, keep telling people your web site URL. On your web site, have a place where people can sign up to be on your mailing list to get your brochure. In your brochure, stress registering online.  Is your site actually worth promoting? Have you considered different sub-web sites for each of your market segments? More than likely, your segments are each looking for a very different online experience! 
In your brochure, newspaper ads, flyers and publicity, give people a special e-mail address to write to, such as courses@. Then create a reply message (vacation-type auto-response) that gives people information about your program, plus links to your web site and online registration. This gives people immediate feedback and you get their email address for follow-up.

Create web descriptions that sell your courses. Design your web site so people can find any course in three clicks. Show categories of events or courses off your home page (using dropdowns and mouse-overs from main category links). And have a link to online registration at the end of every course or event description.

Online registration works. Get secure server software or contract with a company that has the software on their server. Take credit cards. Avoid telling people to print the page and mail or fax it in. Instead, have them register for classes online and pay for it with credit cards. This is the 21st century.

The development of a great online presence is always an evolution. The formula for success is the same for a web site as any other project: Arm yourself with current information, set some improvement goals, take actions designed to achieve those improvements and then monitor the results. 
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