Appendix B – Draft Web Page


Integrating the Internet into Your Marketing Strategy

Before considering integrating the website into the local marketing efforts, the business practices, sales and marketing campaigns must be soundly established before going into the virtual world.  Therefore, a thorough review of business practices should be taken before embarking on a digital strategy.  While aquatic centres utilise traditional forms of marketing including in-house promotions (i.e., information sheets and multi-colour brochures), local print advertising, and flyer/leaflet drops to local homes, having an interactive website will lend more customer service and provide an additional form of marketing distribution. 

Marketing goals and objectives must be kept in mind when developing the website in order for it to be ‘naturally’ integrated into the local marketing efforts.  Aquatic centres must focus on increasing their local clientele and maintaining their existing membership base.  Increasing customer service is a priority for the marketing efforts.  Market research must be conducted to determine what features the existing clients and potential clients would want and expect in customer service (with special attention given to internet-based customer service and options). The most common services offered via the web include information (ie., cyber-brochures), on-line registration, frequently asked questions (FAQs), and membership/program enquiries.  Other services could include e-commerce transactions (ie., membership payments, etc.)

E-mail and banner advertising strategies should be integrated into the website.  By using electronic mail, the centre will increase its exposure and customer service as well as generate income by selling advertising in electronic newsletters.  Key strategies include e-mail and banner newsletter exchange advertising, selling space/advertising on the web page and e-newsletters, and in-house on-line web promotions (via banners).  Both strategies can provide a revenue stream utilising the banner advertising models of Impressions and Clickthroughs, Leads, and Sales (via Associate or Affiliate Programs).  

Success of the site can be measured by log data analysis packages such as Statistics Server and Webalizer. This information can assist in optimising and making adjustments to the marketing campaign as well as "creating accountability for the entire investment on-line" (Graham, 1999).  

Website maintenance must occur on a regular basis.  Firstly, the website can be password-protected database driven in order for staff to access the website to make updates.  Web training should be made available for staff to familiarise them with the new operations and services.  The overall operational budget must be reviewed as to the feasibility of employing a Webmaster or integrating it into an existing staff’s job description.  Another option is to seek in-kind sponsorship or barter for website maintenance services.  The Webmaster could exchange his/her services for a membership and/or advertising via e-mail/newsletters or banner advertising.  

Various methods can be utilised in gaining feedback from visitors which include (a) pop up banners with one or two questions relating to the information on the website or receiving more information on a particular program, (b) a Submit-a-Suggestion form page, and (c) an overall questionnaire entitled “How Are We Doing?” that could reflect on the overall service of the website or a general customer service evaluation of the Centre. 
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