
QUESTION 1: Does my company really need a
Web site

The answer to this question could be yes or could be
no. Only the business owner can answer it.

Recently I went to a popular restaurant in Columbia
county to try and sell the owners a Web site. The
restaurant was located right on the waterfront overlook-
ing the Hudson River. I went just before lunchtime in the
dead of winter on a weekday. I figured business would
be slow and I could chat briefly with the owner.

The owner was gracious and allowed me to run through
the basic benefits giving me her full attention even tak-
ing a few notes. I figured I had a good chance of clos-
ing this deal. I finally said, �“Do you think a Web site is
something you’d be interested in hearing more about?”

This was her reply: �“We opened this place as a bait
and tackle shop. Then people wanted coffee so we pro-
vided that. Then some asked for sandwiches, so we
provided that. Later they wanted a few tables where
they could sit and chat while they ate their sandwiches,
so we got tables and chairs and began doing lunches.
That led to dinners. Then we didn’t have enough room
so we added the screened in porch for the summer.
People loved the porch so much that we winterized for
the colder months. Now that it’s January, we thought
we might be able to close one day a week and get
some time off. But we can’t. We’re too busy. We’ve

never advertised and we’re tired. If a Web site is going
to bring more people in here no thanks!”

This business does not need a Web site.

Only you can determine if your company needs a Web
site. While making the determination, you want to con-
sider that a Web site is multi-functional, and is a com-
munication tool not an advertisement. If your business
is organized, all of your clientele is local and you have a
back-log of customers waiting to be serviced (and they
will never go to a competing business), you may not
need a Web site.

If you often wish you could communicate effectively
with a wider range of clients/customers, publicly post
answers to frequently asked questions, attract new
business, break in to new markets and take the market
share from your competitors... then a Web site is a
must!

A Web site is like your giant public bulletin board where
people can get information on how to find you, where
you are located, what you have to offer, why your serv-
ice is unique and what’s new in your company. It also is
easily updated and changed frequently, and is a com-
munication forum through which your customers can
communicate back to you with questions, concerns and
feedback on their needs.
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Does Your Business Really Need a Web Presence?

Frequently Asked Questions

After years of helping entrepreneurs and businesses develop
marketing strategies, many do not have Web sites. Here are the
ten of the most common questions and concerns entrepre-
neurs and business owners posed about getting a Web site. 



QUESTION 2: What is the cost involved?

Having a Web site involves three basic costs: The devel-
opment of the site itself, hosting the site and register-
ing the domain name.

The development of the site is the actual “building” or
putting the graphics, text, links and codes all together
so you have web pages that look good and are informa-
tive when you see the site on the computer. This is the
largest of the three costs and can ranch in price from
$500 to $2000 typically. However, the cost of getting
a functioning Web site is generally the same as putting
a color ad insert into your local paper once or twice a
year. That ad is seen and then gone. The cost of your
Web site is a one-time investment for a tool you own
and can continue to use for communication and market-
ing indefinitely. It is always up and always accessi-
ble.

Hosting the site means the Web site files are put on a
large server so the general public can access your site
by clicking through the Internet. Hosting costs vary but
average around $10 to $20 per month, based on the
Web site functionality and the hosting provider. Service
varies widely as well. The ideal host will offer several
services bundled together for one affordable price.
Look for these services in a hosting package:

• The space provided for your site on the server should
have ample room for high traffic (bandwidth). When a
site doesn’t have enough bandwidth, the Web visitor
finds the site slow loading and difficult to access.

• The hosting package should have at least five email
addresses that can be accessed through the web.

• The hosting package should have a reliable track
record of maintaining high dependability. When your
server goes down, your Web site and associated email
is unavailable.

Registering the domain name involves reserving a
unique Web address where users find your Web site
(www.yourcompany.com). This is done through a public
registry service and the cost is typically $35 per year.

I tell clients that getting a Web site is like getting a tele-
phone. They both have similar cost structures. The Web
site cost is like the cost of the phone and installation.
You pay one time and the equipment is yours. The host-
ing cost is similar to your monthly phone bill — you own
the equipment but you pay for the service of being able
to use it. The domain name registry is like the phone
number — a unique way to get in touch with only you.

Additional Costs can include:

1. Email services with multiple email accounts.
2. Internet marketing services researching how best to
promote your site and get the maximum visibility, draw-
ing more visitors to your site.
3. Maintenance services updating the site continually,
making changes, adding pages, delivering web statistic
reports, and more.

QUESTION 3: I already have a Web page on
someone else’s Web site. Why do I need two?

If you have a Web page with your Chamber of Com-
merce or with a listing service in your industry or parent
company (e.g. realtor.com, Teleflora, bbonline, etc.),
that is a good thing! However, that is not a Web site. It
more than likely only offers contact information and a
brief description of what your offer. It lumps you into a
wide category that generally includes your competitors,
and in many cases, it doesn’t offer the interaction with
the public that your own Web site would offer. Finally
you don’t own the site or have control over it.

Your Web site brands you as unique and reveals your
identity. The good news is that having that page with
the Chamber or other listing service will enhance and
empower your new Web site. It will drive more traffic
to your site and put you one step ahead of the market-
ing game.

Think about it. If a visitor is looking for a florist on
Teleflora and finds five listings close to home and one
of the listings has a link to its own Web site that visitor
is going to go one click further and click on that florist’s
Web site. When scanning a list, people always want to
know more. Your link gives them that opportunity.
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QUESTION 4: I don’t sell merchandise on-line.
Why would I need a Web site?

You may not sell merchandise on-line, but do you sell
something special that people are looking for? Do you
ever have a customer say �I came here because you
sell ________. For example, a store that sells a line of
products or brands that are highly sought after by a
faithful following, (e.g. Dept. 56, Boyd’s Bears, Hall-
mark Cards, Red Wing Shoes, certain lines of animal
products, clothing and accessories, tools) is going to
have potential customers that search the Internet to
find out who sells those brands in their local area. Will
you be on the search results? Will your competitor be?

The same applies to restaurants and lodging. People
are visiting a certain area. Over 70% of travelers in
the United States and Europe use the Internet to
set travel itineraries and those itineraries include restau-
rants, accommodations and shopping. Will you be
among the choices found when they search the Inter-
net?

If you offer something that people are looking for, a
large portion of people (perhaps a market unknown to
you thus far) will search the Internet, because its fast,
its easy, its global and its private. A Web site will put
you in the running with others on the Internet.

QUESTION 5: I don’t even use a computer. I can’t
maintain a Web site.

Using the computer is like playing the piano. You can
play �Twinkle, Twinkle Little Star or a Sonata by Chopin.
Either way, you’re getting a tune out. To maintain a Web
site you should have a computer, and you or someone
in your company should be able to send and receive
email. Your Web developer can help you with mainte-
nance, changes and updates, which is generally simple
and affordable.

QUESTION 6: Our customers like the personal
touch and most aren’t computer users.

Your current customers may not use the computer as
much as is possible.

A worthy concern should be about the potential cus-
tomers that do use the computer and can’t find your
business. Statistics prove that 65% of the population in
rural areas uses a computer at least once per week
and 85% in metropolitan areas use a computer. These
percentages have never decreased. It is likely that they
will continue to increase. A Web site keeps you in sync
with this trend.

Another interesting statistic:

The fastest growing sector of the American population
getting computer literate is between the ages of 50
and 75. This sector also includes those with the highest
percentage of disposable income. A Web site helps you
target and stay connected to that demographic.

Another thing to think about... 75 years ago, the
American population felt that the telephone was
an expensive luxury and not crucial to business
growth. That sentiment continued for 30 years. As so-
cial communication trends changed and expenses de-
creased, businesses changed to insure profitability. Use
of the Internet will only increase in the next ten years.

QUESTION 7: I have a cousin who can make Web
sites. I’ve already promised him that she/he can
do ours.

Is your cousin a qualified Web developer? If so, you’re
the lucky one. Be sure to impart a sense of urgency in
getting the site completed. If he or she makes Web
sites as a hobby, you’ll want to consider the following:

1. A Web site can be compared to modes of transporta-
tion. You could ride a bicycle or drive a Mercedes, ei-
ther way you can get around town. But one is more
efficient, will take your farther faster and will be a more
comfortable ride.

2. The flashy graphics and catchy text you see on Web
sites is only about 20% of what goes into developing
the site. Behind all those pretty pages are codes and
tags, specifically written to attain a higher place-
ment in search engines, make the pages load faster
and be more user friendly. Most beginners and hobby-
ists lack knowledge in the proper usage of codes,
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scripts, tags and search engine optimization. If you
have a pretty Web site, but no one can find it, you lose
enormous marketing power.

QUESTION 8: Our upcoming advertising commit-
ments will use all our marketing money.

It is important to recognize that a Web site is not an ad-
vertising investment. It compliments and empowers
your advertising efforts. Ads are the property of the ad-
vertising vendor and are a revolving cost to a company.
You buy an ad for a specific amount of time and then
the ad is gone.

A Web site is a marketing and communication tool that
belongs to you. You control it and you can use it contin-
ually. It is a company asset similar to a telephone or fax
machine. You buy it one time and only pay for the
service to use it. Web sites reach a growing customer
base that up until now has remained hidden to you. It
also services your current customer base, giving them
more options to communicate with you.

Once you have a Web site, you can include your Web
address on all of your advertising, offering potential
customers and clients an opportunity to find out
more. A Web site in today’s world is also a stamp of
credibility to the public that hasn’t yet met you.

The following quote is an excerpt from Small Busi-
ness Magazine: Customers and other people who
come in contact with your business expect to find a
reputable businesses on the Web, so don’t risk your
credibility by not being present.�

QUESTION 9: A Web site seems so sterile and im-
personal. It won’t add to “our kind” of customer
base that was built on personal relationship.

This statement is commonly made by specialty shop
owners and real estate agents. Real estate agents will
add “I already invest high dollars in space advertising.”
This is probably one of the most frustrating objections
for me because all kinds of people use the internet to
access information. The internet, unlike advertising
mediums, does not target a set demographic. Maga-
zines, newspapers, television and radio are all demo-

graphically based. Family Circle will always target
women between the ages of 25 and 35 that have
young children. Country music radio stations target a
specific audience as do Cable news programs or shows
like Sesame Street.

The Internet gives everyone access, targeting no one in
particular. The Internet user chooses where to look,
just as they choose what newspaper to buy or what tel-
evision program to watch. If your business is not there,
it won’t be found.

There are over 8 billion Web pages indexed in the
Google search engine. The top three commercial mar-
kets on the web are technology, real estate and travel.
Technology businesses know they need a Web site. If
you’re in real estate (even an individual agent) you
need a Web site. If your business markets to travelers
accommodations, restaurant, specialty shopping, tick-
ets, travel wear, recreational products, travel gear, ani-
mal care, children’s activities... you need a Web site.
Statistics show that 7 out of 10 people will go to the In-
ternet for information before they purchase real estate
or set a travel itinerary.

A Web site usually is rather impersonal and that’s a
good thing. When people use the internet they want in-
formation not a personal relationship. The information
will bring them to you. You create the relation-
ship.

A Web site gives you a higher number of potential cus-
tomers to create a relationship with. If internet users
don’t find you on the web, they’ll seek out your competi-
tors who have Web sites.

QUESTION 10: I wouldn’t know what to do with a
Web site if I had one.

Your Web developer is a trained professional and can
assist you with maintaining and handling your Web site.
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Get started today!
Be more competitive.
Let us send you a FREE QUOTE for
creating your Web site.

Visit our Web site and complete
our Web Project questionnaire.

Use promo code FAQ and
receive a special discount.

Summary

A Web site is a marketing tool that costs you one time and con-
tinues to pay you back. It expands your customer base, conveys
a professional image, strengthens your advertising and market-
ing efforts and gives your business a mark of credibility.

A Web site at its basic level tells millions of Internet users:

• Who you are, how you began, successes you’ve had,
your reputation in the community

• What products and services your business has to offer

• How to find your location

• The different ways to contact you (telephone and fax
numbers, emails, physical address)

• Special offers and upcoming promotions, additions to
products and services, new hires, etc.

• The latest news about your company

• What others are saying about you, client/customer
testimonials.

When you consider the continual growth in numbers of Internet
users and the growth of companies that are on the Internet, some
of which may be your competitors... not having a distinctive and
informative Web site will cost you more than having one.

Remember: Internet users find you, you don’t find them. They will either
search for you because they’ve heard your name or search for a prod-
uct/service you’re selling. If your business is not listed, it doesn’t exist to
an Internet user.


