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Introduction 
Marketing is the one thing that can make or break your 

business. Fabulous businesses go under through a lack of 

effective marketing and poor quality businesses succeed beyond 

expectation simply because they are well marketed. Promoting 

your business isn’t an option, it’s an essential. There are 

numerous different channels you can use to promote yourself 

effectively online but how should they fit together? In particular, 

how do the two most popular forms of modern online 

marketing fit with each other to make a very powerful marketing 

tool? 

This article isn’t designed to list every form of online marketing 

possible but it does touch on some of the more common ones 

you have probably, at least, heard of. This is about how the 

different methods of promoting your business should fit 

together to give you the most benefit for the least amount of 

money. If you understand the ‘why’, then you will perform your 

tasks more effectively and get much better results. 
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The hub of your marketing 
So, let’s start with the ‘Giraffe in the room’, your website.  Having 

a website in today’s online culture is essential if you want to be 

taken seriously and create a sustainable business. A fancy, all 

singing, all dancing, state-of-the-art website isn’t necessary, in 

fact, it could detract from your message. A neat, professional 

looking site will serve you well. It must be easy for a visitor to 

find information (good navigation), have well thought out and 

useful content, (the bits you write in it) and a clear way of 

contacting you, (email address/phone number). If you sell 

directly from the website, then it should have a clear way to 

purchase goods in as few steps as practical. 

Your website is the perfect place 

to tell the world about everything 

you offer, what the benefits of 

using your goods/services are and 

why you can be trusted with their 

money. This is why your website is 

the perfect central hub of your 

marketing plan. All roads should 

lead a prospective customer to 

your website – and your website 

should be the convincer, the last 

step in getting them to make a decision to buy from you. 
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In our diagram below (Figure 1) you can see how your website 

should fit in with all your other efforts to promote your 

business. It is no longer good business practice to just create a 

website and expect people to find it. In the infancy of the 

Internet it may have been a case of ‘build it and they will come’, 

but today you are competing with billions of other websites.  

 

Figure 1 
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On 1st March 2016, there were in excess of 4.82 billion websites 

already indexed by Google. This means that you need to find 

other methods of getting those all-important visitors onto your 

website so they can see just how perfectly you can solve their 

problem. 

In the diagram on the previous page, you can see how your 

website is positioned rather neatly into the centre, surrounded 

by lots of methods to drive traffic to it. Each of the marketing 

opportunities around the edge show only a very small part of 

what you do at any given moment in time. If that small part isn’t 

what they want, people may well just move on to the next 

opportunity. If you send them to your website you immediately 

have the opportunity to show them everything you do.  

Let’s try to put this into a simple real world scenario. We are all 

familiar with the supermarket. If a supermarket only had bread 

and milk on its shelves but posters about other things it sold, 

then most people would only leave with bread and milk. They 

would simply go next door to buy coffee and tea, even though 

the supermarket sold coffee and tea too, it just wasn’t out on 

the shelf. But supermarkets have everything they sell displayed 

on shelves, so even if you just go in wanting bread and milk, you 

generally come out with other items too. Your website is your 

supermarket and your pages are your aisles, meaning 

somebody popping in for bread and milk can see that you also 

sell coffee and tea. When supermarkets advertise on TV they 

typically advertise a few products from the wide range they sell. 

This is the approach you should take with those channels on our 

outer layer. 



John Jelly Digital Training & Consultancy – Social Media & your website 

6 This material is the Copyright ©of John Jelly, a trading name of Galaxy Consulting Ltd. 

www.johnjelly.co.uk 0151 609 1397 jan@johnjelly.co.uk V3.0 

 

Intermediate second layer 
OK, so why do we have an intermediate layer that says ‘Your 

blog posts’? Blogging gives your website regular fresh content. 

Why is that such a big deal? Because Google says it is! One of the 

key things Google looks for in a website is content that is 

regularly updated and of good quality. If you write regular blog 

posts then Google will love you and that love reflects in search 

results. If you want your website to be found on page one of 

Google then you really need to pay attention to the things 

Google loves. The prime one being fresh, quality content. 

If you need convincing, here are the top 5 reasons from 

HubSpot as to why you need to blog: 

� It creates fresh content and more pages of content, which is great 
for SEO.  

� It helps establish you as an industry authority and thought leader.  

� It helps drive more traffic and leads back to your website.  

� It’s a great channel to converse and engage with your audience 
and customers.  

� It’s a great way to get valuable inbound links!  

 

HubSpot have calculated that companies who blog on a regular 

basis have 55% more visitors to their website than those who 

don’t bother. In Business to Consumer (B2C) companies, a blog 

generates, on average, 88% more leads. See Figure 2. 
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Figure 2 

What is the difference between blogs and websites? The term 

‘website’ is generally used to refer to static content, the bits that 

don’t change often, for example, pages such as ‘Services’, ‘About 

Us’, ‘Contact Us’ and ‘What We Do’. Blog posts are short, article 

style pages that are added on a regular basis. Modern Content 

Management Systems like WordPress enable you to have a 

website with blogging capability – getting the best of both 

worlds and, of course, massively appealing to Google! 
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The Outer layer 
Our outer layer includes things like Social Media, Email 

Marketing and Guest Blogs, so, what’s it all about? These are all 

means to direct visitors to your website. Since your sales are 

ultimately generated via your website you want to drive traffic 

(visitors) there as often as you can, through as many paths as 

you can. These are the equivalent of your ‘TV adverts’ in the 

supermarket analogy we used earlier. You show people little 

snippets of what you do and direct then to see more on your 

website. That’s a rather simplified version of what you do, but it 

should give you the picture. 

Social Media includes: 

• Facebook  

• Twitter  

• Pinterest  

• Google+  

• Instagram 

• YouTube  

• LinkedIn  

and a myriad of other social platforms. These are the places that 

your customers and potential customers are hanging out over a 

cup of tea! This is where you can share your message in a 

relaxed and friendly way so they don’t feel you are ‘advertising’.  
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Other than your customers hanging out on Social Media there is 

a not so well know reason to use Social Media to promote your 

business, Google! Remember, we said earlier that Google is 

looking for key factors to decide where in the search results a 

website will be displayed? This key factor is known as ‘Social 

Reinforcement’. If Google sees that your business is getting lots 

of love on Social Media platforms like Facebook or Twitter then, 

of course, Google will love you more too. That will drive your 

website up the rankings and potentially bring you more visitors 

from searches. 

 

You should be posting regularly on your chosen Social Media 

platforms, ensuring the odd link back to your website (maybe 

via your blog) to drive traffic directly to your site. You should 

have built a certain amount of trust on Social Media but you can 

only give a small snapshot of what you do – try to tell them 

everything in a Facebook post and they will get bored and skip 

to the next post. Your website continues to build trust with a 

wider view of what you can do for them, so it makes sense to 

drive more traffic there. 
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The other bits and bobs 
Email Marketing still has an important role to play in a modern 

marketing campaign (plan). This too should be set up to drive 

traffic to your website, in fact, everything in that outer layer of 

our diagram (Figure 1) is designed to push traffic to your 

website.  

 

Figure 1 



John Jelly Digital Training & Consultancy – Social Media & your website 

11 This material is the Copyright ©of John Jelly, a trading name of Galaxy Consulting Ltd. 

www.johnjelly.co.uk 0151 609 1397 jan@johnjelly.co.uk V3.0 

 

Let’s think of this as a team sport, we shall pick netball because 

team positions are well defined. In order to score a goal the 

team must pass the ball to the Goal Shooter. If everybody just 

held onto the ball then no goals would ever be scored. This is 

the same for your marketing funnel – your outer layer team 

(Social Media, Email Marketing etc) need to pass the ball (your 

prospect) to the Goal Shooter (your website) to have a chance of 

scoring a goal (making a sale). Sometimes the ball will be passed 

to Goal Attack (your blog) but eventually most passes will arrive 

at the Goal Shooter. Just like netball not every pass (visit) will 

result in a goal (sale) but the better your Goal Shooter (website), 

the more chance you have of the ball going in (making a sale). 

Each time you drive traffic to your website Google loves you a 

little bit more too, especially if they spend some time reading 

your content. 

The overall picture is that your digital efforts should be cohesive. 

You can use Social Media to enhance customer care. You can 

use your blog to educate your visitors. You can use Guest 

Blogging to educate somebody else’s customers. At the end of 

the day the main purpose for doing any of this is to make more 

sales. You want more money. Even as a hobbyist there are still 

costs involve in trading. To build a professional, sustainable, 

long term business you need to promote what you do to gain 

more sales. 
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Conclusion 
The internet has changed the way you market (promote) your 

business. It has given you a cheap and flexible way to compete 

with larger corporations and certainly levelled the playing fields. 

Your website is probably the most important thing you can do 

for your business but it is more than just ‘having’ a website.  It is 

using everything else at your disposal to make your website 

works as hard as it can for you.  

We set up our business to give you a hand in promoting yours. 

This article gives a very simple overview and why you should be 

doing all these things. If you want to understand in more depth, 

then give us a call on 0151 609 1397.  Alternatively, you can call 

or text 07986 29 09 74, as well as email us on 

jan@johnjelly.co.uk, or simply pop on to our website where, of 

course, you can find out about all the things we can do to build 

your business and make you a success! 
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