
Building a Rockstar  
Online Sales Strategy  

#iiaonlinesales 





5 Step Process  

1. Laying down the foundation, Website and Branding   

2. Content Marketing  

3. Dog Food – Drinking our own Champagne  

4. Amplify - Paid for online marketing (PPC, Native Content)  

5. Analyse and Optimise  





Laying down the Foundation  

Before  After  



Laying down the Foundation  

People were confused when they came 
onto our site so reviewed our branding in 
full. 

Clear statement on the homepage above 
the line. Each character represents an 
aspect of our product and our new logo 
will animate very well.  

Clear call to action ‘Get Started’  

Currently working on an animated video 
for our homepage to explain our software 
in under 60 seconds.  

 Result to date: Improved sign ups, 10% 
and improved bounce rate, 60% to 45%.  



Content Marketing  

Why Content Marketing?  

 
Start Up with a modest marketing budget, cannot throw lots of money 
into paid for advertising.  

Content Marketing is an important vehicle for positioning companies as 
knowledge leaders in their industry. Particularly good for B2B.  

Think of search engines as big hungry monsters, they are hungry for 
fresh quality content – Make sure they get it.  



Drinking Our Own Champagne  

Using our own product (dog 
fooding) to cover all aspects 
of the customer journey 
online.  

We use Altocloud to fill in the 
gaps that other online 
marketing tools don’t fill. 

The biggest gap being how 
we deal with customers when 
they are live on our website.  



Drinking Our Own Champagne  

Leads get old fast. 

 

A study by Harvard Business 
Review showed that                                                                                                                  
firms that tried to contact potential 
customers within an hour of 
receiving a query were nearly seven 
times as likely to qualify the lead.  

 

Lesson: Do not underestimate the 
value of customers live on your 
site.   

https://hbr.org/2011/03/the-short-life-of-online-sales-leads/ar/1
https://hbr.org/2011/03/the-short-life-of-online-sales-leads/ar/1


Drinking Our Own Champagne  

When they are online, live on your website – do you have a plan in 

place to make sure all the questions are answered.  



Drinking Our Own Champagne  

When they are online, live on your website – do you have a plan in 

place to make sure all the questions are answered.  



Drinking Our Own Champagne  
Customer Analytics  



Drinking Our Own Champagne  
Scheduled Call Back 



Drinking Our Own Champagne  
Real Time 

Communications  



Amplify with Online Advertising  



Analyse and Optimise   
The Proof is in the Figures  

Bounce rate has improved by 15% per month. From 60% to 45% 
we are working to bring this down further.  

 

Organic traffic has increased by 150% and overall traffic by 110%. 
(Since August) 

 

Leads have increased by 20% overall, 10% of that is since rebrand.  

 

The use of our own product Altocloud has assisted with over 60% of 
our monthly. 



Analyse and Optimise   
KPIs 



KPIs we look at  

Sign Ups (Full and Trial);  

 

Newsletter sign ups and genuine enquiries. 

  

Visits, Unique visits, Page views, Bounce Rate, Traffic Source. 

 

Keyword rankings (top 20 keywords)  

 

Quality of backlinks and recently acquired backlinks.  

 

Quarterly: Page rank and Domain Authority.  



Thank You 
Follow Us on @altocloud 

Contact me direct: maricka@altocloud.com 


