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Welcome to Focus the bi-monthly newsletter from Lighthouse 
Design & Marketing.  In this issue we focus on the importance of websites in 

the 21st century; why they should be developed as a strategic element of marketing 

communications and the value they can bring to a business. We also begin a series 

focusing on branding and how customers may perceive your business.

Importance of Websites in 
the 21st Century
by Andrew Davis

In November 2008 the number of 

websites online throughout the world 

topped 182million. For businesses a 

website offers a cost effective, 24/7 

shop window with the flexibility to ‘style 

your window’ to reflect your products, 

services and brand values.

The IMRG-Capgemini online sales index 

suggests that out of every £1 spent by British 

shoppers, 17p is spent online. In the first six 

months of 2008, £26.5bn was spent online - 

up 38% on 2007. In today’s ‘gloomy economy’ 

and retail closures, it has never been more 

important to have an online presence; even 

more so one that generates a return on your 

investment.

Many websites can be placed into three 

categories; underdeveloped, overdeveloped 

and strategic.

Underdeveloped sites are those created as 

an impulse, an after thought or because 

“our competitors have one so we should to”. 

These websites are often unattractive, poorly 

written and lack structure.

Overdeveloped sites are those that use 

inappropriate and extensive imagery, 

animations and text and are often complicated 

in navigation.

Strategic sites are those that are carefully 

planned, well written, easy on the eye 

and focus on visitor usability. Developers 

will research internal and external factors 

including products, services, customers and 

competitor, social and legal pressures before 

developing the layout, look, feel, navigation 

and content.

I recently visited a local pub for an evening 

meal; a quaint country pub that for many years 

remains a large part of the local community. 

After seeing they their URL advertised on 

menus, wine lists and specials boards I was 

left frustrated after visiting the site. It was 

completely underdeveloped, unattractive 

and did not capture the essence and charm 

experienced when visiting the pub.

The internet offers an essential channel to 

attract new clients from outside local areas. 

Websites that do not portray the absolute 

“out of every £1 spent by 
British shoppers, 17p is 

spent online.”
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qualities of a product and service will lose 

business. 

The local community know and trust the 

pub, however the only chance potential 

tourists have of experiencing the pub and its 

accommodation is through the website.

Yet this seems to be common place and many 

companies fail to recognise the importance 

of a strategic website. A survey conducted 

by The A ‘Customer Experience’ survey of 

1,100 internet users by Genex/Synovate 

found that 65 percent of internet users do 

not shop on a poorly designed site - even 

that of a favourite brand.

“Web site design is not about being pretty 

or slick - it’s about the customer experience 

online and that means, ultimately, that it’s 

about sales,” said David Glaze, Vice President 

of Creative, Genex. “As our survey shows, 

there are substantial financial consequences 

when a company does not pay enough 

attention to the usability and information 

design of its web site.”

Your visitors will have their own objectives 

when visiting your website...the question 

is, does your website satisfy your visitor’s 

needs and is your web presence costing your 

business money?

Strategic websites form part of a marketing 

tool and should not be relied upon as your 

only method of communicating with clients. 

If used as part of an integrated marketing 

communications strategy not only will 

websites generate revenue and enquiries 

but they can also increase your client base, 

develop customer relationships, loyalty and 

build brand awareness.

Focus on Br anding
Branding encompasses a vast range 

of aspects, more than your just logo, 

trademark or business name.  vBranding 

is the creation of an identity; one that 

existing and potential clients relate to and 

feel comfortable with. A brand will add 

value to someone’s life, be it their personal, 

domestic or professional life

For example, kitchen cleaning products will 

add value to a client’s domestic life, yet the 

latest clothing lines will add value to their 

personal and professional lives. By value 

we do not just mean financial value, but 

emotional and physical value. Branding is 

involved with creating an image that satisfies 

these values.

The common phrase ‘don’t judge a book 

by its cover’ is a justified and open-minded 

statement. However, it is a human instinct 

to do just that; we judge and make opinions 

based on visual and factual information as it 

is presented to us.

Therefore when developing your brand, don’t 

forget the cover...front and back!

Next issue we focus on the design and 

marketing for exhibitions.

“Web site design is not 
about being pretty or slick 
- it’s about the customer 

experience”


