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HOW TO DRIVE  SMALL 
BUSINESS TRAFFIC TO 

YOUR WEBSITE
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INTRODUCTION
Driving small business traffic to your website can be 
easier said than done. The Internet is so overloaded with 
information, both useful and not so useful, that finding your 
place amongst the noise can be overwhelming.

majority of small businesses use 
Internet banking, but how can 
you get their owners to explore 
your site’s products and services. 
After you’ve created small business 
content for your site, you want 
to make sure that small business 
owners are using it. Strengthen your 
investment in content by linking it and 
relating it to your product offerings. 
Ideally, you’ll want small businesses 
to contact you, engage with your 
site, and learn about your business. 
In this white paper, we take a look at 
some of the most effective ways to 
drive small business traffic to your 
website.

Content is what can set your 
website apart from competitors 
who’re also looking to attract small 
businesses. Quality content, with 
helpful internal and external links, 
is the primary way to increase the 
number of potential small business 
customers to your website. And 
once you have them there, you 
need to entice them to explore it. 

There are a range of measures 
that you can implement, resulting 
in significant improvements in 
online traffic pausing on your 
site to consider your products 
and services. For example, the 



 

4 / Build a dedicated landing page 

5 / Create an informative monthly e-newsletter 

6 / Take advantage of the power of social media 

7 / Get links working for you 

8 / Consider search engine marketing 

9 / Draw on Google’s free services 

10 / Maintain old and create new content 

11 / Embrace syndicates 

12 / Get your staff working for you 

13 / Offer single pieces of valuable content 

14 / Adopt other forms of Internet advertising 

14 / Advertise the old-fashioned way 

14 / Promote in your branch

CONTENTS

3.



BUILD A DEDICATED
LANDING PAGE
By attracting potential customers to a central 
page like a business hub landing page, you can 
target those visitors with user-friendly links to the 
content, products, or services they’re looking for.

A landing page is a web page 
that lets you: 

• Offer a small number of 
related content pieces.

• Capture each visitor’s 
information using a lead-
capture form. 

If small business customers 
need more information, they can 
navigate to the central business 
hub. But the primary reason for 
constructing a landing page 
is user-friendliness for readers 
– they don’t want to waste 
time scrolling through pages 
of content trying to find what 
they’re looking for.

Independent Bank didn’t have 
any small business content on 
its site, so it decided to build 
a single landing page titled 
‘Business Resources.’ It now 
has all of its content and tools 
accessible from one page, for its 
small business owners. 

A landing page is the most 
effective tool for converting 
visitors into customers. 
Dedicated landing pages 
have become indispensible 
parts of online marketing. 
Your landing page should 
capture information about 
who your visitors are – and 
where they’ve ‘clicked’ from. 
Its focus should be on small 
business finance topics like 
cash flow, break-even, profit 
and business plans.
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CREATE AN INFORMATIVE 
MONTHLY E-NEWSLETTER
It’s important to remind your small business customers that you’re still 
here and have plenty more to offer them. That’s where an engaging 
monthly e-newsletter to your customers’ inboxes can help. Try profiling 
some pieces of content that sit inside your small business hub and 
encouraging customers to click through to your site.

BNZ recently refreshed its monthly 
e-newsletter with a new design 
and catchy blogs. 

It wanted to encourage its small 
business audience to link through 
to its website, to find out more 
about its products

Decide on your e-newsletter’s 
goal – in this case, to drive small 
business traffic to your website. 

First, compile a database of your 
customers’ email addresses. Then, 
go about producing a schedule of 
timely articles that link to products 
or services you want to make your 
customer base aware of.
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• Write a concise and friendly introduction to try and get the 

attention of the reader.

• Create fresh, relevant content each month that entices customers 

to click one of the links to your site for more information about 

your products, services, or trends.

• Catchy headlines invite small business customers to find out more.



Knowing your audience is vital 

to success – and social media is the 

new king of relationship building. 

Using social media might encompass 

writing frequent blogs, posting on 

Twitter, or promoting special offers 

through your Facebook or LinkedIn 

account. Make sure your social media 

platforms are used to discuss your new 

website content on a regular basis. 

Scotiabank actively encourages its 

customers to contribute to business 

discussions on its LinkedIn page 

through links from related content. 

Efficient use of social media will also 

lead to better small business customer 

interaction, enriching relationships and 

improving customer insight.

KEY OUTCOMES:

• Increased brand recognition and enhanced brand loyalty 

• More opportunities to convert customers – and a higher rate of 

conversion 
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TAKE ADVANTAGE 
OF THE POWER OF 
SOCIAL MEDIA
In the past, word-of-mouth 
was the one key ingredient 
that could keep a small 
business operating even 
without spending money 
on advertising. Today, social 
media has adopted that role 
– it’s the new word-of-mouth, 
only on a much larger scale.



Internal links are important for Search engine optimisation (SEO), 

time spent on your website, conversion rates and referral traffic.

INTERNAL LINKS

• Always link back to your hub page.

• Guide customers to pages with related content, products or 

services.

• Link to useful external sites and endeavour to get links from their 

sites back to your small business hub
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GET LINKS 
WORKING 

FOR YOU

It’s critical that your site’s pages link naturally to 

other relevant web pages – both internally and 

externally. If the links are pertinent, they’ll help 

your small business customers save time and 

enhance the usability of your website.

Scotiabank redesigned its content to clearly show links 
to useful sites – as well as to its own products.



You’re effectively paying search engine 

providers to display an advertisement for 

yourbusiness, with a link, at the top of page 

one – or on the right side of the page. 

Royal Bank Of Canada has its web address 

displayed as an advert at the top of the 

first page of a Google search for ‘Canadian 
bank.’
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CONSIDER SEARCH 
ENGINE MARKETING

It’s critical that your site’s pages link naturally to other relevant web 

pages – both internally and externally. If the links are pertinent, they’ll 

help your small business customers save time and enhance the 

usability of your website.



DRAW ON GOOGLE’S 
FREE SERVICES
Google is the most used search engine on the Internet, so 
submit all your site’s URLs to Google to help it crawl your site 
more effectively. Also examine the stats to find out which of 
your pages and keyword phrases are ranking highly, and get 
information on which queries are driving small business traffic 
to your site.

Google’s most useful free tools for businesses include:

• AdWords Keyword Planner – used for finding out keyword volumes.

• Analytics – data on your site’s content, user experiences and campaign successes.

• Webmaster Tools – like giving your website a service, you can identify web crawling 

issues, broken links, and see how many of your pages are indexed.

• Trends – compare traffic for different search

• Content experiments – part of Google Analytics, this service can show you 

severaldifferent versions of a page so you can test layouts, headers, content and 

coloursto find your optimal version.
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MAINTAIN OLD 
AND CREATE 
NEW CONTENT
Fresh content can influence rankings 
in search engines, so it’s important to 
keep your website’s content up-to-date.

Make sure you work to a schedule of adding 

new small business content regularly – while 

refreshing content that becomes obsolete. This 

should be an ongoing process so small business 

owners have a reason to return to your site.

ANZ Australia has a monthly ‘New content 

schedule’ whereby older articles are refreshed 

and updated, while new material is also created 

to fill gaps and enhance its website.
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EMBRACE SYNDICATES
Offer your syndicate partners some of your content – perhaps 
some business guides – that will offer referrals from accredited 
websites, like your local or national chamber of commerce, or 
your business or industry association.

There are plenty of benefits from joining one of 

these groups, such as:

• Working together and promoting each other.

• Gaining knowledge about local events – where you can set up a booth 

to promote your business.

• Getting referred to other members.

• Opportunities for joint ventures like cooperative advertising.

CONTENT
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GET YOUR STAFF 
WORKING FOR YOU
Your staff need to be aware of what content is available on 
your site and how it can be useful to certain customers. They 
also need to know some effective methods of informing
people about it – to help build up a list of future prospects.

ANZ New Zealand makes it easy for its small business 
customers to sign up for its free content and tools. 
Staff can direct businessowners to the Biz Hub site 
when queried.
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OFFER SINGLE PIECES OF 
VALUABLE CONTENT
By adding single pieces of content to product pages, or for 
customers who login to their online accounts, you’re giving 
users another reason to do business with you.

Everyone likes something for free – like the business 
tools for this NatWest customer after logging in.
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ADOPT OTHER FORMS OF 
INTERNET ADVERTISING

ADVERTISE THE 
OLD-FASHIONED WAY

PROMOTE YOUR BRANCH

News sites and social media platforms like Facebook and 
LinkedIn offer plenty of opportunities to advertise. The 
opportunities are almost endless, so it’s vital you know what 
types of ads can be placed online. They include:

Don’t forget that flyers, brochures and posters can still 
be effective for localised businesses. Use their visibility to 
direct curious potential customers to your website.

Banner or display ads – they stand out, very common, and come in a variety 
of sizes generally targeting customers who aren’t looking for something new.

Text ads – they’re less expensive while targeting consumers looking for some-
thing specific.

Social advertising – they combine text and display elements while consider-
ing user preferences, demographics and location. These ads are common on 
social media sites.

Your ability to drive traffic to your website will depend on how all the aspects of your marketing 
strategy work together.

Trying to do too much isn’t necessarily the answer – instead, establish a handful of methods that 
work for your particular business. Add in enough time and effort, and the world of Internet traffic 
is only a click away from your business.

If your business has physical branch locations, get the most 
promotional mileage out of them as you can. 
Strategically place posters and flyers in your branch, display your brand’s colour scheme to help reinforce 
brand awareness, and make it easy for customers to take brochures if they’re interested.
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WWW.TSBC.COM

LET’S CHAT ABOUT YOUR MARKETING

With so many important components of a strong marketing 
strategy, it’s not always easy to know where to begin. We’d 
like to help! Sign up for a free site assessment where we 
will take a look at your website and give you tips on how to 
improve your small business lead generation. We’ll look at:

• SEO
• Landing pages
• Content selection
• Content creation

This is the easiest way to get immediate personalized advice 
for improving your marketing. 

Visit our site to sign up for your one-on-one chat today.
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http://www.tsbc.com
http://www.tsbc.com/book/

