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WHY SHOULD YOUR BUSINESS DEVELOP AN
ACTIVE ONLINE PRESENCE?

e 97% of consumers search for businesses online, and 80% of all searches are conducted with

Google.*
e More people search for businesses online than anywhere else.

e It’s an easy way to reach potential customers outside of St. Helens. When deciding where to
shop, customers will conduct their research online. If they can’t find information on your

business, they may not know your business exists.
¢ Easy to create a recognizable identity for your business (branding).
e Create “buzz.”
e Manage online reputation.
e Establish yourself and your business as an expert.
¢ Strengthen word of mouth.
¢ Build relationships and create a more personal experience for your customers

o Accessibility: communicate directly with customers—and customers can feel better knowing

you are listening.

¢ The more pages and accounts your business has, it’s more likely your business will show up

in search results.
o Free to use, unlike traditional advertising.
e Connect with many people at once.
e Connect with specific niche.
¢ Provides another venue for customers to find you.
¢ You can reply to negative comments.
¢ Show off your products and services.

¢ Find out exactly what your customers want—if you ask, they’ll tell you! Customers feel more

comfortable expressing their opinions online.
o Ask for suggestions and thoughts on your products and services.

¢ Your competition is already benefiting from an active online presence.

*Source: HubSpot Blog



Facebook

Sign Up
Facebook helps you connect and share with It’s free and always will be.
the people in your life.
First Name Last Name
il
2 L. I
2 e o 4 Your Email
4 2 ; Re-enter Email
£
,ﬂ\ i\. i, New Password
Birthday:
Wonth: ¥ | Day: | vear; v | "hy dalnesd to pravide my

birthday?

O Female O Male

By clicking Sign U, you agree t our Terms and that you have read our Data Use
Policy, including our Cockie Use.

Create a Page for a gelebrity, band or business.

Englsh {US) Espafiol Portugués (Brasi) Frangais (France) Deutsch Italano aopel BT e BidE)

Facebaok © 2012 - Englsh (LIS} WMobile - Find Friends * Badges * Peaple * Pages * Apps * Games + Musjgffbout + Create an Ad © Create a Page * Developers  Careers * Privacy * Cockies * Terms +

Go to www.facebook.com. Click Create a Page.

facebook

] — 2 Click Local Business or Place.

Enter in your business information. Select the
box next to | agree to Facebook Pages Terms.

Company, Orgarizaton or Instivton Brand or Product

Click Get Started.

"SI H

If you do not have a Facebook account yet, you will be directed to the account creation page. If you do, log in
and continue to the next step.

Enter in your email and date of birth. Decide on a password and enter in that information.
Select the box next to | have read and agree to the Terms of Use and Privacy Policy.

Facebook will then send you an email requesting you confirm your account. Click on the link provided in the
email. Enter in the confirmation code provided in the email if the code is requested.



Next you will be asked to upload a profile pic-

ture for your business. Your profile picture will
be displayed on your business’ Facebook page.
We suggest using a picture of the outside of
your business, products you sell, or your logo.

This photo will appear as your icon every time e e
you comment, post, or appear in others’ news

feeds.

Set Up My Book Store

2About 3 Enable Ads

skip

Facebook © 2012 * Enlsh (US) About + Create an Ad * Create a Page * Developers * Careers * Privacy * Cookles * Terms - Help

If the picture you want to use is on your com-
puter, click Upload From Computer. Locate the
file and click Okay. If the picture you want to use is on another website, click Import From Web-
site. Copy the URL into the box and select Import.

WAIT until your picture appears in the light blue box to the left, where the flag was.

Click Next.

About section: Enter in information about
your business, such as the services you of-

fer, products you sell, the business’ his- Set Up My Book Store

tory, your mission. This is the first descrip-

tion of your business a visitor will see, so prh b st o Ve el e e

Please provide some basic info about My ook Store.

make it descriptive but succinct.

Foar example: your website, Tritter page or Yelp link Add Anather Site

il this Page represent a real establishment, business or venue? Oes QMo

Copy URLs of any other sites related to P —
your business in the second box, such as
your business’ website, Yelp page, Google
Maps page, Twitter, etc.

Facebaok @ 2012 * Englsh (US) About + Create an Ad * Create a Page * Developers * Careers - Privacy * Cookies - Terms * Help

Select Yes next to Will this Page represent a real establishment, business, or venue?

Click Save Info.

The next page will ask if you would like to enable ads. We recommend waiting at least six months before
deciding to advertise your business on Facebook. By then, the site will have tracked enough information
and statistics about the visitors to your page to determine whether paying for internet ads would benefit
your business. Customers may also feel as though they are being “sold to” which is sending the wrong mes-
sage.

If you are interested in enabling ads and need assistance, contact SHEDCO.

Click Skip.



If you reach this page (labeled the Admin Panel, ex-
NNNNN = plained below), you have successfully set up a basic
T *" Facebook page for your business!

nnnnnnnnnnn

..................

My Book Store a7 | ke best

But the work isn’t over. For your page to be successful,
facebook settings  Logout . . A . A
y you will need to update business information as it
fron changes, include contact information, and consistently
post updates, events, photos, video, or other content to
T attract visitors and Likes.

My Book Store %~
like ths.

B the fist personto

To add photos, click on the Photos box on the right. You
_ C— can also add a cover photo, which is a larger, rectangle

photo that serves as a background to your page.

You should include your business’ hours. Scroll down and
click on the highlighted yellow under the profile picture.

My Book Store Joined Facebook,

Joined Facebook
13minutes ago

To post new information to your page for your fans to
see, click Write something and start typing.

THE ADMIN PANEL

This is the control center for managing your business page. Here you can change the features and options to
optimize your page.

The Edit Page option in the upper right provides various options:

Update Info allows you to update the basic information you provided earlier in the tutorial. Here you can en-
ter in a description of your business, which should be more detailed than the About information.

Page Administrators: Here you can invite employees to be administrators of your business’ Facebook page.
As an administrator, employees can post, share, respond to comments and messages, and upload photos and
videos, depending on the powers you allot each administrator.

Notifications: Here you can change what type of information will show up as a notification.

This is also where your Page Insights will be located. This will give you information about your fans and visi-
tors to your page.

Fill your page with content before inviting users to visit. Invite your most vocal and loyal customers first to
interact with the content. Once there is visible “buzz” on your page, invite more contacts to join.

For tips on how to get the most out of your business’ Facebook page, turn to page 25.



Google Places

Internet users commonly use Google Maps to get directions and find businesses, stores, and
restaurants. These users won’t even know your business exists if it’s not listed. Create a page
on Google Places to make sure your business can be easily found.

Google
Go to www.places.google.com.

Click Get started now.

See reviews from people you know Get your business found on Google

Bl
f"ﬂ

Choose the right places with Google+ and Zagat Claim your business listing ogg®ogle - for free

Reviews from people you know and scores and summaries from Zagat Google Places for Business lets yag#¥bond to reviews, leam insights and more

Explore Google+ Local Get started now

If you already have a Google Account, sign in with your email and password. You can also use an AdWords
login address and password, if you have one. If you don't have a Google Account, click Sign up for an account
now, or go straight to the sign-up page. Google Places accounts are not transferable, so if you are planning to
share this account with other users, create a Google account that you would not mind sharing with others.

On Google Places homepage, click Add new business.

On the “Find your business” tab, search for your business by phone number to see if Google already has in-
formation about your business.

e Select the country of your business location from the drop-down.

e Enter the phone number of your business listing.

e Click Find business information.

Review the search results, if any, to see if one of them describes your business.
e If none of the results are related to your business, you will be prompted to add business information
on the Edit Details page.
e If none of the results is your business, click Add a new listing. You'll be prompted to add more infor-
mation on the next page.

Fill out the basic information about your business. This includes:

e Company/Organization: This is the official/registered name of your business. Some businesses may
be located within a mall or a container store, which is a store that contains another business. If your
business is within a container store or mall, and you'd like to include this information in your listing,
specify the container store in parentheses in the business name field. For example, Starbucks (inside
Safeway).



e Address (required): The address should look exactly the way you'd write it on a standard mailing en-
velope. If you are a service-area business, you'll be able to hide your address in a few steps. Google
recommends listing suite numbers in Address Line 2.

e Phone Number (required): Be sure to include the area code with your phone number.

e Website: Your website URL can be a maximum of 255 characters.

Click Next. You'll now have the opportunity to provide the following information about your business:

e Categories: Enter several categories to describe your business, to make it easier for others to find
when they search Google. Google will automatically suggest categories as you type. Make sure you
choose one Google-suggested category before adding customizable categories. You can enter up to 5
categories for your business.

e Hours of operation: Select your hours of operation using the dropdown menus.

e Payment options: Select the checkboxes next to the payment methods that your business accepts.

e Photos: Use the photo uploader to add a photo from your computer, or specify a URL to add a photo
from the web. You can add up to 10 photos to your listing. Photos will appear in order of greatest size
and quality. To learn more about adding photos, check out the User Guide.

e Video: To add a video, upload it to YouTube and copy and paste the URL to your Places listing. You
can add up to 5 videos to your listing. For help with uploading your video to YouTube, read the article
on how to upload a video in the YouTube Help Center.

e Additional details: Use this section to add custom information fields to your listing. For example,
parking availability, or whether your business allows pets.

You can preview your listing as it will appear in Maps on the right side of your screen. New information will
appear in the preview as you enter it. When you’re satisfied with your listing, clickSubmit at the bottom of
the page.

Choose how you would like to verify your listing and click Finish.
Once you've submitted your business information, you'll be asked to verify it before it goes live.

You can see your local business listing live on Google by signing into your Google Places account and click-
ing See your listing on Google. This link will take you to your actual Place Page, as seen by users.

Sometimes when you verify a listing, it is possible that Google will show data from another user who has also
verified the listing. If the information in your listing is wrong even after you have verified the listing, you can
send a report through the Report a problem link.

VERIFICATION

PIN Verification is required to confirm that the person claiming and verifying the listing through Google
Places is actually the business owner or an authorized representative of the business.

A PIN, also known as a verification code, is sent to either the business address or the business phone. The
business owner then enters the PIN into the Google Places account. Once the listing has been verified, the
listing will appear on Google.



If your listing is already has a 'verified by the business owner' stamp on its Place Page, you can still claim it
again. Even after you verify, information you don't provide may appear on your business' Place Page. Re-
member, you don't have control over all information on your business' Place Page. Learn more about every
section of a Place Page by taking this interactive tour. If your business' Place Page contains wrong or out-
dated information, you can report these issues by using the Report a Problem link.

In some cases, an authorized Google representative may call or email you to verify the information in your
business listing. Only official representatives of Google will be able to send you an email from a google.com
address. A Google representative will never ask you for your account password, but may ask you for the
email address you use to sign in to your account to confirm that you are the actual account owner.

If you receive a postcard or a phone call that you did not request, it's possible that somebody is fraudulently
trying to take over your business listing through a different Google Places account. Don't worry - unless you
shared a PIN from Google with someone who fraudulently requested it, nobody can fraudulently claim your
business.

Google Places offers three ways for you to verify a new business listing, or to verify phone number or address

changes in an existing listing: by phone, by text message, or by postcard.

Not all verification options may be available due to several reasons:

e The mailing address or the phone number do not match the listing, meaning our records indicate differ-
ent information than what you are providing

e Too many businesses have been verified with the same phone number or the same address

Note that if you edit your business name, address, or phone number, you'll need to verify again before these
changes can go live.

EXISTING GOOGLE LISTINGS

If your listing is already on Google, you may still want to verify it in order to personalize the listing with pho-
tos, videos and more. Verified listings also appear to users with the phrase "Verified by Business Owner."

To verify your listing, search for it on Google maps. When you've found it:

Click on the name of your business in the search results in the left-hand panel of Google Maps.

— Gamine
2223 Union Street, San Francisco, CA 1.5t 3
(415) 771-7771 - gaminesf.com

EZ) ZAGAT - 49 reviews

chez maman - french fries - onion soup - escargots -
mussels

"The owner “and his whole crew” treat you like a
“longtime friend" at this" - zagat.com



Fart Masen

In the information box that appears, click more info next
Gamine more info » to your business's name.
2223 Union Street

San Francisco, CA 94123
(415) 771-7771
gaminesf.com

EZ) ZAGAT - 49 reviews

£

" Street view

15 WS

Directions Search nearby Save to map more~
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IS THIS YOUR BUSINESS?
In the right hand menu, scroll down to Is this your business? and
? Manage this page click Manage this page.

Three options appear. You can:

e Edit the information in the listing.
e Suspend it to stop it from appearing on Google.
[ ]

Add your business as a new listing, if you realize that the business you're trying to verify isn't yours.

Add, Edit, or Suspend Listing
To proceed, please choose an option below. (Each option will require validation.*)

Choose one.

(") Edit my business information. Gamine

You may update your business name, ¢ 2223 Union Street San Francisco CA 94123

contact information, payment types, i United States
hours and categories. :

Pheone: (415) 771-7771
(") Suspend this listing. '

Thi I ith the listing.
You may return to Google Places and re- R i e
activate your listing at any time. : Z Gaberie ®
() This isn't my listing. | s ;
If the information to the right isn't yours, -
. : i Union 0
you may add your business as a new 5 ThatTakes | Srest o =
listing now. ; the Cake 2
3 L
L E2012 Google ap data@z012 Google

*Walidating your listing &

We'll send a letter containing a PIN and activation instructions to the business address associated with
your listing. After you validate your listing, you may edit your Google Maps listing at any time.

(« Back:] (Cnntinue ::]
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For each of these options, Google will ask you to verify that you are the business owner.

Even if you don't search for your business first, you can use the Put your listing in Maps link and then

click Add another business in your Google Places account. When you submit basic information about your
listing to Google Places, they will let you know if there's already a listing with the information you submitted.
You'll then have two options:

e You can claim that listing by clicking Edit, and edit the information about your business that appears on
Google. It prevents you from creating a duplicate listing, which might confuse others trying to find infor-
mation about your business.

e Add your business as a new listing by clicking Add a new listing if the other listing Google shows isn't the
one you were trying to add. You can verify that listing and edit the information about your business that
appears on Google. It prevents you from creating a duplicate listing, which might confuse others trying to
find information about your business.

In both cases, you'll need to verify your listing before it will appear on Google.

It may take up to one week after verification for your new business listing to appear on Google. Updates to
existing listings, including the removal of photos or entire listings can also take about one week. Google can't
manually accelerate this process.

DASHBOARD

The dashboard provides you with information on how Google users are interacting with your listing on
Google and Google Search. To view it, click View report underneath the Statistics column on your Google
Places homepage. If you initially see There is no data for your request, please check back in a week or two as
there aren't enough impression data to provide a report yet.

The first thing you see is a graph showing your listing's activity. You'll see two lines, one for each of the fol-
lowing:

Impressions: The number of times the business listing appeared as a result on a Google.com search or
Google Maps search in a given period.

Actions: The number of times people interacted with the listing; for example, the number of times they
clicked through to the business' website or requested driving directions to the business.

You'll also be able to see exact statistics for these below the graph. To change the range of dates for which
this information is shown, adjust the dates in the top right corner of the dashboard, above the graph. Click-
ing last 7 days or last 30 days will input those dates automatically.

Your dashboard also shows the following information:

Top search queries: What customers were searching for when they found your business listing.

Zip codes where driving directions come from: Which zip codes customers are coming from when they re-
guest directions to your location.

Use the information on the right side of your dashboard to edit and add to your business listing, see tips on
how to improve your listing, and upload another listing if you have one.

11



PHOTOS

You can upload photos quickly and easily when you add or edit an individual listing. To add photos to listings
in a bulk upload, first upload your file, select the locations you want to update, and then input the URL for
your picture in the Images field. Individual photos can be upload through your Places dashboard, and you can
use either a local image or provide an image URL.

If you upload an individual listing, the photos that you choose to add will be clearly marked as "Provided by
the business owner." For bulk listings, just as with all unverified listings, other photos may appear from vari-
ous sources (you can click on the photo thumbnail to view its original location).

When adding a photo to your listing, keep in mind the following guidelines:

e Photos must be in one of these formats: JPG, GIF, PNG, TIFF, BMP.

e Each photo must be smaller than 1MB.

e Each photo must be bigger than 256 x 256 pixels, but under 1024 x 1024 pixels.

If your images don't fit these sizes, Google may not be able to display them. On your business's Place Page,
you may see photos from other sources as well, including pictures from the web and from Google users.
Google uses several different signals to rank these photos, including size, quality, and content of the photo
(for example, if they are real-world images instead of logos), to show users the most helpful pictures of the
business.

To remove a photo from your listing, simply sign in to Google Places and click Edit. If you would like to re-
move a photo from a bulk listing, and you didn't add that photo yourself, you'll need to report it through

the Report inappropriate photo link from the 'Photos' tab of the listing on Google. Make sure you add a note
saying that you are the business owner, and give the reason that the photo should come down. Otherwise,
Google won't be able to remove the photo for legal reasons. To learn more, see Google Maps Photos and
Videos Policy.

INDOOR BUSINESS PHOTOS

If you're interested in having high-quality, panoramic photos of your business's interior featured on your
Place Page, check out our Business Photos website.

REVIEWS

Google accepts reviews from users directly on the Google Maps interface. Users have to sign in first before
they can submit a business review. Ranking of reviews on Google is completely automated; Google can't
manually change the order of individual reviews, even if you request it.

If you're concerned about a review, click the Flag as inappropriate link found under the review, and submit a
report. If the review is in violation of our Google Maps policies, Google will remove it.

Source: Google Places Help
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Yelp

Yelp is a review and social media site. Users have individual profiles that they use to rate businesses on a one
to five star scale. They can also leave comments and upload photos of the business. Businesses, particularly

restaurants, depend on high ratings to draw customers.

55 1 Business Owners

d you provi

Unlock FREE tools to grow your business

*& Business Log In

Already have a Business Account?
Loginto access your dashioard,

welcome tq

eeeee

for business owners

Create your free account now

What businesses are saying about Yelp
"Google sends me folks looking Tor the lowest price rather than the highest guality. elp sends me high-guality
patients”

Dr. James Tsau, DDS — Peninsula Ohodontic Graup, Redwaod Ciy, CA

To create a page on Yelp, you will need to create a
Yelp account.

Go to www.biz.yelp.com and click Create your
free account.

To determine whether your business is already
listed on Yelp, search your business’ name by city
and state.

W}& ©or Business Owners

Find Your Business

Start by finding your business

Iready on Yelp? Search nowto ind itor create anew page i

cantd your business?

About Language

Apout Vel Nonway English
Yelp Blog Foland
Press Singapore
Terrns of Senice Spain
Privacy Policy Sweden
Swizeriand

The Netherlands
Gwmanv Turkey

reland United Kingelom
ua\v

Copyight © 20042012 Yelp

If there is no match for your business, click Add
your business to Yelp.

Enter in your business’ information and click Sub-
mit. Yelp will send you an email to verify your ac-
count. Open the email and click the link.

W for Business Owners
cton

Been Added To Yelp

our Customer Support team you'l be recei

About Help anguag
Aout Yelp FaQ Norway English
Yelp Blog Content Guidelines Poland

Press
Terrns of Senice
Privacy Policy Developers

Singapore

Osvmanv
reland

Haly

Copyight © 20042012 Yelp

Congratulations! Your business has been added to
Yelp. Yelp’s customer service will review your list-
ing before it is published, and you may receive a
call or email asking you to confirm the listing.

Click View your listing on Yelp.

‘Searchfor (e.g.taco, cheap dinner, Max's) Near (adeess, Ciy, Stete or Zi
97051

Welcome  AboutMe  WiieaReview  FindFriends  Messaging Talk  Events

Shep Earn, and Book d _
your first year with the American Express’ Gold Card. ARRLY[NOW]

| Your Next Getaway |

St. Helens

Category: Public Senvices & Government (aiy
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Here you can edit your business’ information and
add photos.

Invite friends and customers to review your busi-
ness—the more positive reviews you have, the
more likely a new customer will stop at your busi-
ness!



Website Creation

Assemble all of the elements needed to build your website:

e Your company logo e Page content: text, images, videos, other multimedia
o Custom images or headers e Product or service descriptions (if you want to sell prod-
e Branding messages or value proposition ucts online)

e Description of the company ("About Us") e Contact information: email address, mailing address,
phone number, fax number

To build a website, there are two options:

1. Pay a web designer or external website to design your site.
2. Use a free or inexpensive website builder to design your site.

There is a plethora of website builders that are easy to use and affordable. Most will allow you to design your
site for free, and even publish your site for free. The default domain is usually free, which will follow the fol-
lowing format:

www.[website builder name].[your site name].com

Most come with hosting packages, so you won’t need to look for a host. If you want a domain without the
website builder name, you will need to upgrade to a paid account. These are often inexpensive, about $5-10
for a basic account. Here are a few options:

Weebly.com

Wix.com

Wordpress.com
Intuit.com/free-website-builder
Hostgator.com
Squarespace.com
Webhostinghub.com

We recommend creating profiles with several sites and exploring each one. Then decide which one will fit
your needs the best.

The following pages walk you through designing and publishing a site on the Wix website builder.

14



a WIX Create Explore Features My Account Premium  Support @English v Login/Sign up We fou nd WlX to be one of the best.

Go to wix.com.

CREATE YOUR
FREE STUNNING Click Start Now.
WEBSITE

26,756,521 sites created. Make yours!
Easy to customize. No coding. Google friendly.

START NOW

“THEGYM S g
o
s Click Create new account.
YIWIX e
TN OUR Enter in your email address and a password.
Email INNING

S

ed. M

(2.9, email@gmail.com) v
| 9 o § ‘

A Q‘ «k Password:

Forgot password

rerermeerre - (N ¢

Hello, meliss75

Explore Features My Account  Premium  Support @ English v Log out Select the category that best matches your
Welcome to Wix! business.

Let's Start creating your website:

Business & Services
Music & Entertainment
Online Shop
Restaurant & Hospltality

Start Photography &
Creative Arts
Design
Retall & Fashion

Personal

Not listed? Don't warry

15



Hello, meliss75

TIWIX e cxoore Fesire Moot Fremum Supsort @engien v s Explore website templates and select one you
like. The colors, fonts, and layout can be
changed later; the template will serve as a
Garden Design g starting point.

Edit a template and create your stunning site now

O NEW!
Interior Design E

O Most Popular

O Blank Templates

Categories

o Al

© Business & Services
Advertising & Marketing

e i ——
J
Finance & Law

Home & Garden
Maintenance Senices

e s L L Look for the templates that are free, unless
I — you wish to sell products online (this will re-

\ quire an additional fee). This requires an
( “eCommerce” site.

(1
oY

MY ORGANIC GARDEN

Cars & Transportation
Community & Education

Computing & Apps

Consulting & Goaching

Sports & Games
Vet & Pets
Weddings & Events

Music & Entertainment
Online Shop
Restaurant & Hospitality
Photography

Creative Arts =

- —
Design M L
Retail & Fashion

Personal

Prive: eCommerce [ viEw |

Price: Free

0O0OD0DO0OO0OO0OOOD

Facebook

i»‘
@ ai'

Gift Shop Architect & Co.

Dawkins&Dodger

Once you have chosen a template, click View.

Explore the site to ensure this is the template you want to use.

FTWIX Click Edit and create your own amazing website fead more m CIICk Edit thiS Site to start

customizing!

MY ORGANIC GARDEN

While in edit mode, your site will NOT
function like a normal website. You will
not be able to navigate from page to
page, and the links will not work.

VISIT US

ABOUT MY ORGANIC GARDEN

add your own text and edit me. I's easy. Just click "Edit Text" or
nd make changes to the font. Feel
a great place for you to tell a story

T a paragraph. Click h
do

Clicking on most text will allow you to edit it.

A menu of options will appear if you click on an image; here you can change the settings, style (such
as a border), add a hyperlink, change the image, or delete the image. A similar menu will appear upon
clicking a button, text box, or other shape.
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WiXem Page: |HOME

MY ORGANIC GAR|

Pages — =o————
Design —

Add —
Settings —
App —

Market

HOME ‘ SERVICES ‘ GALLERY VISITUS

Pages: Here is where you can navigate
through the different pages on your
site, create a new page, or delete a
page. This is also where search engine
optimization can be modified, dis-
cussed on p. 18.

ABOUT MY ORGANIC GARDEN

I'm a paragraph. Click here to add your own text and edit me. It's easy. Just click "Edit Text" or

double click me and you can start adding your own content and make changes to the font. Feel

free to drag and drop me anywhere you like on your page. I'm a great place for you to tell a story
and let your users know a little more about your services.

Design: Change background, colors,
and fonts.

Add: Add text, image, gallery, audio file, shapes/ App Market: Extra functions available for purchase,

lines, buttons, social media buttons. including contact forms, online stores, rating widget,
comparison tables, and coupons.

Settings: Edit your site’s address, change the

icon image that appears in the browser, change

statistics and tracking settings, connect your site

to Facebook, and change the image that ap-

pears when your site is mentioned on Facebook.

Eventually this screen will ap-

. B t's time to save your work
pear aSklng you to save your and name your site
progress. Enter in the tentative
title of your site; you can al-
ways change it later. e g SR

hitp://meliss75.wix.com vinsert-your-site-name
(vou can change it later]

Not now thank you, continue editing
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You can test out your site by clicking Preview in the top right corner. You can also Save your progress.
If your site is ready to launch, click Publish. You can always make changes later.

You may decide to upgrade from a free account to a pay account. There are many benefits to upgrading, in-
cluding your own domain name (i.e. a site without “wix” in the name). Clicking Upgrade will display the ac-
count types, costs, and benefits.

HOME 2 [ &l = re ave  Publish

Upgrade

My O‘RGANIC GARDEN

HOME ‘ SERVICES ‘ GALLERY ‘ VISITUS

VISIT US

ABOUT MY ORGANIC GARDEN

I'm a paragraph. Click here to add your own text and edit me. It's easy. Just click "Edit Text" or

double click me and you can start adding your own content and make changes to the font. Feel

free to drag and drop me anywhere you like on your page. I'm a great place for you to tell a story
and let your users know a little more about your services
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Search Engine Opftfimization

WHAT IS SEARCH ENGINE OPTIMIZATION (SEO)?

The process of improving the visibility of your website in search results. In other words, SEO is the technique
of making the content of your website more legible and attractive to search engines, so they can find and
rank your site higher than others in response to a search query.

HOW DO | IMPROVE MY BUSINESS’ SEO?

To immediately improve your SEO, connect your domain name to your Wix site. This requires an upgrade
from the free version. Choose and own the right domain name:

e Avoid acronyms

¢ Include entire business name, if it’s not too long

e Avoid hyphens

¢ Consider adding keywords if your company name is slightly abstract

Use keywords strategically: Make a list of keywords to focus on before adding content to your website. Think
about what words a customer might use to search Google or another search engine to find your product, ser-

vice, or business. Keywords are 1-4 words long

Add a site title and description: These will improve your site’s SEO as well as provide pertinent information to
users searching for your site.

The title will display when sharing your site via Facebook and other sites.
Include your business’ service area, such as St. Helens or Columbia County.

Consider incorporating the most relevant search phrase in your site title.

Use the pipe sign (]) to distinguish m " ]

different parts of your title.

Search
Site Title |

Everything by : gt

Wix Official Site ® - Best Flash Website Builder Online. Site Description
Images www.wix.com/

g !
Videos It's Easy. Free & Takes 5 Minutes
News Website Builder | Create a Free Website with Wix.com
More Create a free website. Customize with drag drop - No coding skills needed. Publish in 1-

click and put a professional website online today.
Tel Aviv Create your website Wix - LogInto Editand ...
Change location Wix is for beginners and pros alike. Sign into your free Wix account to

Create stunning websites ... edit and update your websites ...
The web Make a Free Website Free Flash Websites
Pages from Israel Make a Free website with Wix, the Build a flash website with Wix, the
easiest way to create and ... easiest way to create and ...

Any time ISRAEL LTD - Wix About Wix com
Past hour HOME; SYNOPSIS; TRAILER; Wix is a passion project for all those
Past 24 hours CREDITS; ABOUT; PRESS ... involved in its creation ...
E:i if:::s More results from wix.com » Adopted from Wix.com
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Description:

Between 50-160 characters, including spaces. This is an opportunity to advertise your website and to connect
the content of your site to the phrase the user is searching for.
Incorporate relevant search phrases

R

/b

Settings

sy

2

Change your site settings including
SEO and statistics

s

2
S

%

Site Name

‘ _$ 1

X

SEO o xk
| b

Search Engine Optimization E

Search engine optimization (SEQ) is the | In the Wix website editor, click the Settings icon

process of improving the visibility of a
website or web page in search engines

Allow search engines to find my site CI |Ck SEO_

Site Title ?
Dawkins and Dodger | design house | New Yt

Site Description ?

Check the box next to Allow search engines to find my

L
o/* U

Favicon & Thumbnail Dawkins and Dodger, the home of =

amazing design in upstate New York. .
S * || website.

Keywords

SEO Dawkins and Dodger, Design, Mew York, Hou

' Enter in the site title, site description, and keywords.
oB@¥ Statistics
=N

Title o

CREATIVE EVENTS

/ e
Q.

= Heading

== Paragraph

Title text box placed at

the top of your page in a

larger font.

How we began Qur Work Get in touch

Be aware that it can take anywhere from 1 to 3 months for Google to update its database and for your new
website to be indexed. Finding your site using your relevant keywords may take even more time. Therefore
it's a good idea to plan and organize your website's content with SEO in mind ahead of aesthetics.
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Local optimization
Mention the geographic area where you provide your services and products.

Create listings on other websites and directories
Including Facebook, Google Places, Yelp

Quality over Quantity

The minimum recommended number of words on your homepage is approximately 400. The content needs
to be of quality, informative and useful to visitors. Consider your keyword density; the percentage of times a
keyword appears on a web page compared to the total number of words on the page. It is recommended
that your keywords density be roughly 3%. If it’s higher, search engines may mark your site as spam and
block your page as a result. Use the Wix SEO Monitoring Tool for help (see below).
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Google Analytics

Google Analytics is a powerful tool that can be used to analyze the traffic that comes to your website. Google
Analytics provides you with the ability to track:

e the number of people that have visited your site

o the number of people that have viewed each page of your site

e the geographical location of your visitors

o the length of time that your visitors stay on each page

o the keywords that are used to find your site

To use Google Analytics, you will need to own a domain (like www.mydomain.com). Accordingly, Google Ana-

lytics is only available to users who have upgraded their Wix site to a package that includes using your own
domain.

If you don't already have a Google Analytics account, you can easily create one for free on the Google Ana-
lytics website! Follow the steps below to sign up for a Google Analytics account.
To create a Google Analytics account:

From the Google Analytics page, click Create an account.

GOugl(’. Analytics “

Home Features Learn Partners Premium Blog Help Sign in or ( Create an account

If you are not already signed into Google, sign into your Google account.If you don't already have a Google
account, you will have to create one by clicking Sign up for a new Google Account from the top right cor-
ner.4. From the Google Analytics page, click Sign Up.

GOL)Sle Analyt|CS My Account | Sign Out

Start analyzing your site's traffic in 3 steps

o Sign up for Google Analytics O Add tracking code 0 Learn about your audience Start using Google Analytics

N\ & |

Still have questions? Help Center
All we need is some basic info about what You'll get a tracking code to paste onto your In a few hours you'll be able to start seeing
site you'd like to monitor pages so Google knows when your site is data about your site
visited

S milion pageview cap per month for non AdWords
advertisers
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Under Create New Account, under General Information, fill in your account name and domain. When typing
your domain, make sure to include the www.

Google Analytics

beta

Create New Account
Please enter the URL of the site you wish to track, and assign a name as it should appear in your Google Analytics reports. If
sites once your account has been set up. ‘7

General Information

ccount Name I Wix Domain \

ebsite's URL  http:// v[www.myWixdomain.com

Time zone §United States v: (GMT-08:00) Pacific Time v

Under Data Sharing Settings, choose the option you prefer.

Data Sharing Settings ?

Sharing Settings © Do not share my Google Analytics data

© Share my Google Analytics data...
With other Google products only optional

Enable enhanced ad features and an improved experience with AdWords, AdSense and other Google products by sharing your
services. Only Google services (no third parties) will be able to access your data. Show example

Anonymously with Google and others optional
Enable benchmarking by sharing your website data in an anonymous form. Google will remove all identifiable information about yt
anonymous sites in comparable industries and report aggregate trends in the benchmarking service. Show example

Under User Agreement checkmark the box next to Yes, | agree to the above terms and conditions.

User Agreement
Please ensure that your country or territory of residence is selected below. Carefully read the terms and conditions and select the checkbox to accept
Your country or teritory  United States -
GOOGLE ANALYTICS TERMS OF SERVICE 3

The following are the terms and conditions for use of the Google Analytics senice described herein (the "Service”) between Google Inc. and you (either an individual or a legal entity
that you represent as an authorized employee or agent) ("You"). Please read them carefully. BY CLICKING THE "I ACCEPT" BUTTON, COMPLETING THE REGISTRATION
PROCESS AND/OR USING THE SERVICE, YOU ARE STATING THAT YOU ARE ELIGIBLE FOR AN ACCOUNT AND THAT YOU AGREE TO BE BOUND BY ALL OF THESE
TERMS AND CONDITIONS OF THE SERVICE (TAGREEMENT"). The Senice is offered to you conditioned on your acceptance without modification of the terms, conditions, and
notices contained herein

1. DEFINITIONS

"Account” refers to the billing account for the Senvice. All Profiles linked to a single Site will have their Page Views aggregated prior to determining the charge for the Senvice for that
Site

Terms and conditions [ Yes, | agree to the above terms and conditions

Create Account  Cancel
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Click Create Account. WNELGEIGE Advanced  Custom

On the page that opens, under What are you track-
ing? make sure that the radio dial next to A single do- _—
main is marked. If it is not, mark it and be sure to 1. Wha tracking®

click Save from the bottom of the page. © Asingle domain
Example: www.mywixdomain.com
©) One domain with multiple subdomains

Examples: www.mywixdomain.com
apps.mywixdomain.com
store.mywixdomain.com

© Multiple top-level domains

Examples: www.mywixdomain.uk

e rmauvdamain An

ADDING GOOGLE ANALYTICS TO YOUR WIX SITE

Google Analytics
Account Home

Click on your domain to access the information. Show Visits
.= Wix Domain

= UA-27156651-1 http://www.mywixdomain.com

. From the main page, from the upper-right corner, click Admin.

Google Analytics Settings My Account  Sign out

Wix Domain - http:/iwww.mywixdom. ..

Wix Domain [DEFAULT] - Standard Reporting Custom Reporting Help £

Visitors Overview May 10, 2012-Jun 9, 2012 ~

Advanced Segments Email BETA  Export v  Add to Dashboard

& Audience
% of visits - 0.00%

Under your domain, next to Property ID, highlight and copy the code.

Standard Reporting Custom Reporting

All Accounts » Wix Domain »

Wix Domain
Mgl g AU A-27156651-1
Default URL: hitp://www.mywixdomain.com
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Sign into Wix.com and click My Account.

From My Account, click Manage Premium and then click on the Domains tab.8. Next to your domain,
click Manage.9. Under Domain Summary, next to the Google Analytics field, click Change.10. In the Google
Analytics ID field, paste the code that your copied.

Google Analytics

Analyze your site’s statistics and traffic

Google Analytics ID

Paste your Google Analytics ID. e.g. UA-123456-12

Save Cancel

Click Save. Your Wix site is set up for Google Analytics.

It may take up to 72 hours before you start to see statistics on your Google Analytics account.

GOOGLE ANALYTICS FAQ

Can | use Google Analytics if | use the free Wix version?

To use Google Analytics, you must own a domain (example: www.mydomain.com). Accordingly, Google Ana-
lytics is only available to users who have upgraded their Wix site to a package that includes using your own
domain.

Can | receive statistics for all my pages?
Regardless of whether your website is composed of a single Master Page containing a Page Group or several
Master Pages, all content within your website is crawled by Google.

The only difference, in relation to how Google views these Pages and Master Pages, is that sites are made up
of a single Master Page with all the site content housed on a Page Group is seen by Google as one page.
Google does not recognize Pages within a Group as individual Pages whereas Master Pages are recognized as
individual pages by Google.

If your intention is to optimize each page on your site individually, then it is better that you create a site that
is comprised of Master Pages rather than a Page Group. However, having a site made of a single Master Page

is not an SEO disadvantage.

Under your Google Analytics account you should be able to see the statistics of all of your Master Pages and
Pages.
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UTILIZING SOCIAL MEDIA

GENERAL

¢ Provide quality customer service both on and offline. Word of mouth is one of the most powerful influ-
ences on customers, and it’s easier than ever to find negatives reviews online.

e Take the time to respond to reviews and comments about customers’ experience with your business. This is
particularly true with negative reviews; apologize for the inconvenience and correct the problem. Offer
money back or a discount on their next purchase.

e Monitor your reputation online. Search your business name regularly to see what people are saying about
your business.

¢ Be real. Customers don’t want to feel as though they are being “sold to.” You're there to help the commu-
nity, and you should communicate that fact.

e Emotion is often more effective than reason.

¢ Use consistent formats, design, logos, and fonts.

¢ Cross-promote your business with another business

e Treat customers like community. In a small town, relationships can make or break your business.

e Be proud of being small. Encourage others to shop local and recommend other small businesses to your
customers.

¢ Hold events at your store periodically, such as a holiday-themed open house. Advertise on Facebook and
your website, and include a giveaway.

¢ Follow up on big purchases.
e Track progress.

e Be patient! Internet marketing takes time to build.

FACEBOOK

e Facebook is used to connect with others and participate in their community. As a business, you can capital-
ize on this by engaging customers and offering a meaningful authentic online experience. Again, customers
do not want to feel as though they are being “sold to.” Reply to posts on your wall, positive or negative.

o Mix it up! Post a variety of videos, photos, and tags. Think about what kind of content your fans and cus-
tomers would want you to share—funny pictures? Informative articles? Make sure most posts relate to
your business.

o Post photos of not just your products, but employees, services, and your business “in action.”

e Track your online advertising using Facebook analytics. Note what posts/content generate visits. Contact
SHEDCO for information on utilizing Facebook analytics.

e Locally target your marketing. Post about community events and events other businesses are holding.
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o Utilize interactive content, such as a survey or review system.
e Invite users to share personal stories related to your business.

o Update your Facebook page regularly. Customers won’t stick around a Facebook page with outdated infor-
mation.

o Offer a special deal to those who “Like” your business on Facebook.

e Quality is more important than quantity. It’s better to have a few loyal friends (who are more likely to con-
tinually shop at your business as well as spread the word about your business) than dozens of one-time cus-
tomers.

e Encourage your employees to post updates throughout the day.

¢ When deciding what to post to your fans on

. . Facebook, consider this: Facebook's EdgeRank
Certain Types of Questions Get algorithm rewards "engagement" on your Face-

More Comments book posts. In other words, posts that attract a

Posts that include “should,” “would,” and “who” lot of engagement in terms of actions such as
questions get more comments than those that include likes. shares. and comments will be rewarded

"why and "how” questions. . e e s .
with greater visibility in users' News Feeds.

2 2 2 2 £
£ o 2
Q S 3 e Q

e Posting questions to your Facebook fans can
Comment Rate Difference from Average generate likes and shares, but it depends on the
type of question. Post questions that are quick
and easy to answer.

Should
Would
Which
Who
When
What Question Posts Get More
Comments, Fewer Likes & Shares

Posts that include questions tend to get more response
in the form of comments, but fewer shares and likes.

Where

Why

How

0.16%

Non-Question Posts
Question posts

0.12%
These graphs depict the findings of a recent study
conducted by HubSpot, an internet marketing firm. 0.08%

Action Rate

0.04%

0.00%

Likes Comments Shares
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Posts Including “Like” Get These graphs indicate the relative number of likes,

. comments, and shares depending on the action
More Likes and Comments word used in the post.

0.4% It’s almost always better to use one of these words,
. ) as you’re calling the customer to action. When you
Posts without the word "like.” . . . ”
Posts with the word “like.” post, add something like, “Like if you agree!” or

0.2% “Comment with your thoughts.”

0.0%

Likes Comments Shares

Posts Including “Comment”
Get More Comments and Likes

0.2%

Posts without the word "comment.”
Posts with the word “comment.”

0.1%

0.0%

Likes Comments Shares

Posts Including “Share” Get
More Shares, Comments,

and Likes
0.30%
Posts without the word “share.”
Posts with the word “share.”
0.15%

0.00%

Likes Comments Shares

Source: Hubspot Blog
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BUSINESS WEBSITE

o Consider setting up an online store on your website, where customers can purchase services and products
through your website. Ask customers whether they would purchase items online. This feature will be an
additional cost, so make sure this will benefit your business.

¢ Display your contact information prominently at the top of your page. Make a clear call to action directing
visitors to perform a specific action, such as “visit us today” or “call us now.” Post your phone number and
address clearly at the top of the page.

¢ Fonts should be easily readable.

o Aim for at least 250 words of text per page. Use bolding, bullet points, and numbering to break up the text.
¢ Think about what questions you would ask if you were a customer and answer them on your website.

e Use a standard website format. Unusual formats may confuse customers.

e Create helpful content; your business should attract customers looking for answers. At least some of this
information should be free. Customers visit websites for information; make sure you include more informa-
tion than what one could find on Google Maps. Include contact information but also prices of common ser-
vices and specific products you sell. Consider developing a guide or informational packet that may help
your customers.

e Start a blog, an easy way to activate your website and keep it updated.
e Create an email list and include a tool to sign up for the list on your business website.
e Encourage customers to sign up after making a purchase. Include a sign-up sheet near the register.
e Emphasize how your business is different and unique from competitors.
e Include pictures and videos.
e Essentials for an effective business website:
e Clean, simple, and professional look; stick to 3-5 colors and a basic font
e Easy navigation
e Clearly label your contact page

e Working links: double check that all of the links on your site direct the user to the correct destination.
Your site should be just as professional as your competition, including big box stores.
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Social Media/Website Creation Resources

This booklet is merely an introduction to social media and website creation. There is a wide variety of tools,
programs, and other resources meant to help small businesses.

Wix Support (wix.com/support) offers SEO and website design advice.

Wix SEO Wizard and Monitoring Tool (promote.wix.com/seo) will guide you through developing a strong
SEO and will help track your site’s traffic.

HubSpot (blog.hubspot.com) is an internet marketing firm, and their blog is full of helpful information for
small businesses. They offer free ebooks on a variety of social media and marketing topics. If you are inter-
ested in these ebooks, they are available for free download from their website. SHEDCO can print a hard
copy for your business as well. HubSpot offers a free tool that calculates the value of your business’ social
media followers.

Mashable (mashable.com) covers a wide variety of topics, including small business and social media.

Social Media Today (socialmediatoday.com) offers free articles, tips, and webinars aimed at small busi-
nesses and social media.

U.S. Small Business Administration (sba.gov) offers articles, blogs, forums, and other resources related to
social media.

SHEDCO provides local small businesses with a variety of resources, ideas, and guides to utilizing social me-
dia. Contact us for assistance.

Google’s Keyword Tool (adwords.google.com/keywordtool) This tool can help you find keyword and ad
group ideas that you may not think of while creating your page. It considers the popularity and competition
of keywords, so you’re not wasting time and effort competing for a keyword that is so popular you simply

will not rank the highest for.

SEO Browser (seo-browser.com) displays your site as how a search engine “sees” your site.
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CONTACT-US

If you need assistance developing or maintaining your business’ web-
site, Facebook page, Yelp page, or Google Maps page, contact us!
SHEDCO provides free social media and website assistance to local
small businesses.

If you are thinking about starting or relocating a business to St. Helens,
let us help! Contact us with your questions, and we will provide clear,
helpful, and comprehensive answers.

The St. Helens Economic Development Corporation (SHEDCO) aims to
provide the leadership and coordination necessary to enhance the eco-
nomic viability of St. Helens. We provide small business support and re-
sources, organize community and business events, promote St. Helens
and our small businesses, and implement beautification and street-
scape projects.

We are always looking for new members to join our effort in revitaliz-
ing our local economy and improving our community. Contact us if you

are interested in joining our team!

$t Helens Economic Development Corporation

Contact Melissa Serafin, Main Street Program Coordinator
Melissas@ci.st-helens.or.us, (503) 366-8232
Visit us at shedc.org
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