
Getting Serious With Your Online Image
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What would you do with an employee in 
your sales, public relations, marketing or 
advertising department who, on a daily 
basis, damages your company’s image 
by misrepresenting its goals and mission 
through misguided communication? 
This employee could be consistently 
giving prospects old or wrong 
information, or maybe they’re just 
lazy, unorganized and repetitive. Most 
managers wouldn’t hesitate to take 
action with an employee that acted in 
such a damaging manner, and rightly so.

MIKE BRIAN is a partner and Interactive Director at 
Penna Powers Brian Haynes. With 23 years of industry 
experience, he has worked on major interactive projects 
for leading brands such as ACS, JPMorgan Chase and the 
2002 Winter Games.

- MIKE BRIAN, PARTNER & INTERACTIVE DIRECTOR
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So, why is it that your website often eludes the same crucial scrutiny when 
it can produce results that are just as damaging? Believe it or not, your 
website is an employee and it can either be a superstar or your worst enemy. 

This website “employee” doesn’t take vacations, never takes a sick day and is usually the fi rst to greet 

your clients, competitors and prospects at the door. In fact, your website may talk to more of your 

potential customers than all of your employees—combined. Leaving this representative unmanaged can 

spell disaster for your company. On the other hand, refocusing your attention and following these sound 

strategies can help to make your website a more productive member of your team:

TAKE INVENTORY AND CONDUCT AN AUDIT:
Before you know where to take your website, you need to determine where it is. The fi rst step in doing 

this is to create a diagram of your site—literally draw out a blueprint of the site and the information on 

the pages. With this in hand, give your site a performance review by asking the following questions to 

see how it measures up to qualities you look for in an employee. 

FOCUS GROUPS:
Seeing your website from your customer’s perspective can provide precious new insights 

about its effectiveness. Conduct simple focus groups by inviting a few of your customers 

into your offi ce for a light lunch while projecting your website on a screen. Ask them to 

comment about how they use the site, features that they like and use and areas where 

they would like to see some improvements. This exercise can also be a great public 

relations tool as it shows your customers you are interested in their input to help you 

serve them better.

DESIRED EMPLOYEE ATTRIBUTE   WEBSITE PERFORMANCE REVIEW QUESTION

Responsive         Does the site load quickly?

Efficient         How many clicks does it take to get to the priority information?

Relevant and Succinct      Is there any wasted space˜information that is irrelevant to your audience?

No Bad Habits        Are there any obstacles in the way of communicating your primary information?

Organized         Is the information well organized from the point of view of your audience?

Dynamic and Engaging      Are you simply “telling” information instead of “selling” it?

Friendly and Easy-to-Follow     Does the content read like an intimate one-on-one conversation, or is it multi-voiced?

Trustworthy        Have you posted any information that might be of particular interest to your competitors?

Observant         Are you tracking the movement of your visitors?

Informed and Up-to-Date     Is the content current, or could it use an update?
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THIRD PARTY ADMINISTERED AUDIT:
Sometimes an outside perspective is necessary to get your website into tip-top shape. 

There are many companies that will perform a website audit for anywhere from $2,000 

to $10,000, depending on the depth. This audit should provide you with a document that 

itemizes areas of concern and suggests enhancements. However, it should be noted that 

some companies will offer this service for free with the objective of convincing you that 

you need a whole new website. Find a partner that you are comfortable with and set 

clear expectations from the start.

SET EXPECTATIONS AND GOALS:
Now that you’ve conducted an audit and created a blueprint of your current website, develop a new 

document map that represents your ideal website. Plan the attributes you think will make the site 

effective, then set goals, identify responsibilities and position it within your company. This step is akin 

to creating a “job description” for the site. Next, provide your website with the support it needs to do its 

job. Establish a budget and dedicate funds to keep it fresh and functioning at maximum capacity. 

SPEAKING TO A TARGET AUDIENCE:
While your website is ultimately a tool for your clients, over time it may have turned into an archive of 

information that no longer meets the information needs of potential customers. Assess the content of 

your site to see if it is communicating the appropriate message to the desired target audience. 

Before making any changes to the content, defi ne what your website is expected to say and do for your 

audiences. Then, provide a clear message for your website to present to the public and a personality 

that clearly projects your corporate values and identity. Any content you develop should then conform 

to this message and personality.

ASSIGN A TEAM TO MANAGE THE WEBSITE:
Don’t expect your new site to manage itself. Assign a “Key Contact” and delegate responsibility 

and accountability to them to make sure the site is optimized. If you have a technology team in house, 

a Webmaster should be assigned to take the lead and make things operational. The Webmaster should 

have a major role in the development and maintenance of your site, but should not be responsible 

for the management of its content or the monitoring of the website’s effectiveness. That role should 

fall to a team comprised of key individuals from your management, communication/marketing and 

sales departments. 
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The combined team of technology and content management personnel should hold monthly meetings 

to discuss the goals, progress and future of the site. It is also wise to create a procedure for posting 

information to your website including an approval process with a list of team members who will be 

required to approve content prior to its posting. Having a procedure in place will help to ensure that the 

messaging, personality and presentation expectations are being met.

CONDUCT REGULARLY SCHEDULED PERFORMANCE EVALUATIONS:
Once the website is optimized, review it often to see if it is performing as expected. Unlike some 

employees, your website will respond favorably to constructive criticism. Regular performance reviews, 

presentation critiques and messaging updates are critical. Set dates to perform these evaluations to 

measure performance against the goals you have set. 

WHAT THE FUTURE HOLDS
When it comes to communication with your clients and prospects, as with employee 

performance, never settle for a website that is merely “good enough.” Since your 

website is likely the most vocal “employee” you have, if its performance deserves a 

reprimand, take the time to retrain, refocus and re-energize it to meet your new level 

of expectations. 

While there are obviously several strategies that can help you gain control of your 

website and make it more effective, simply making a paradigm shift in your perception 

of and expectations for your website will immediately reveal what you can do to make 

it a better refl ection of your company.



Penna Powers Brian Haynes is a fully-integrated Advertising, Public Relations, Interactive 

and Public Involvement fi rm. For 27 years we’ve been renowned for solving problems 

through smart, strategic thinking, powerful creative and appropriate media and marketing 

tools, with an emphasis on strong, quantifi able results. And while all the awards are nice, 

that’s not where we hang our hats. The only thing that really matters at the end of the day 

is our clients’ success. Okay, that and our Emmy.®

If anything you’ve read here has sparked your interest, you should 

give Chuck Penna a call. As the founder of PPBH, Chuck understands 

that customer loyalty, sales and growth are the lifeblood of any 

business. He can relate to the opportunities and challenges faced by 

today’s company leaders and has always felt that the best person for 

prospective clients to talk to was not a hired gun, but to a peer.

CHUCK PENNA, FOUNDING PARTNER, CEO

TO LEARN MORE, CALL CHUCK PENNA AT 801.487.4800 
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