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3 Website Traffic Tips to 2X Your Growth 

 
Most companies know how to grow their website traffic 10% year over year.  But how do you grow it 

exponentially? 
 

One of the most common questions we get when speaking directly to business owners, or to the entire management teams (CEOs, 

CMOs, VPs and Directors of Marketing) is how to prioritize their promotional efforts. 

 

They more or less know where the traffic’s coming from currently. And they might know how to get it up 10% or 20%.  

 

But how do you really start growing 50%, 100%, 200% year over year?  There are many different ways to answer this, but one of the ways 

we personally like is to figure out what internal resources the company has and where they fall short.  

 

In this article, we’re going to walk through three simple website traffic tips that depend on which resources — time, labour, capital — you 

have, and where you’re short. 

 

Tip #1: Short on Time? 

 

 

 

 

 

If you’re short on time and need relatively quick results (i.e. you need to see things happening now, you need traffic coming in now), then 

the only logical solution is paid traffic.  

 

There are various forms of paid traffic though.  

 

The most direct method is to send people directly to a product page and hope you may buy. However, a lot of times this either might be 

too expensive (the numbers don’t work because you don’t have enough margin) or you have a consultative sales cycle, so you might need a 

more indirect approach that generates leads first, before selling them later.  In this case, you’re probably already creating different landing 

pages. On your landing pages you’re testing messaging, what kind of buyer personas you’re going after, and other major page elements (not 

just small things like buttons or colours). Then you are hopefully testing those against each another with different opt-in forms, different 

form lengths, and different form fields.  

 

http://codelessinteractive.com/marketing-messaging-mistakes/
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For both of these methods, your best advertising bets are usually a Cost Per Click (CPC) or Cost Per Impression (CPM) model. These 

options range from intent-based methods like Google AdWords to more display options you might see on Facebook or other advertising 

networks like BuySellAds.com. 

 

If you’re not looking for either one of these — a macro conversion (sale) or a micro conversion (lead opt-in) — and you’re maybe looking 

for brand awareness, then the best option is going to be some sort of content distribution. 

 

Here, you’re sharing a blog post, article series, video, info-graphic, eBook, and other forms using social distribution options like Facebook, 

LinkedIn, or Twitter, or something like Outbrain, which has your content show up as recommended links on big sites like CNN, ESPN and 

more. 

 

Tip #2: Short on Labour? 

What if you have a longer timeline, but you’re short on man-

power?  

 

Usually organic search is best because it combines many different 

“inbound” methods like content creation and promotion, while 

also providing the best long-term ROI (based on how the 

compounding benefits provide additional scale over time). 

 

However before we get to all the fun things like social media, link 

building, and other “classic” SEO activities, it’s really important 

that you start by diagnosing any existing website problems or 

issues that hurt indexation and provide a poor user experience. 

 

Some of our favourite technical SEO tools we use internally and 

recommend include Moz, Screaming Frog, Ahrefs, and Google 

Webmaster Tools. 

 

For example, these will help you figure out if you have broken 

links currently on your site, or if you’re missing major elements 

like title tags or meta descriptions. They’ll also help you diagnose 

speed problems on your website with pages loading. These 

critical website usage problems, like slow loading times on mobile 

devices, are the leading cause behind why people “bounce” and leave your website immediately.  

 

The second area of focus is content creation and optimization. But more specifically, we want to focus on un-branded or non-branded 

content.  

 

If you look at your website right now, you’re going to have a lot of content about your company, about your team, about your philosophy , 

your approach, your products, your services, your location, etc. All those things are great because for the right people, that content is 

instrumental in providing additional information. However, most people visiting your website might not be ready to make a purchasing 

decision. Or they might not even know they need your product or service yet. Instead, these people need to see un-branded or non-

branded content that focuses on their pain points.  

 

In this case you are not mentioning your company or products or services at all. What you’re doing is you’re focusing on their point of 

view and you are widening the top of the funnel to bring more people earlier in the buying cycle.  

 

Once you’ve fixed all major errors and optimized your content, then it’s time for promotion and link building. 

 

Link-building means many things to many people, but one of the most basic exercises is to do a simple competitive analysis. Look at your 

competitor’s websites. Where are they getting press mentions from? Look at the news section on their sites. Look at their own  PR 

materials and try to figure out what they are doing, and why they’re doing it.  

 

You can also look at Open Site Explorer, which will give you a detailed breakdown of a website’s “link profile” (or all of the individual links 

pointing to a website from other external domains.) Now you can start to draw assumptions based on their marketing strategies. For 

example, where are their products are getting reviewed? Are they focusing on big media blogs, are they focusing on specific locations, or 

maybe they’re doing a really good job on partnering with associations and different types of groups or events (which we’ll cover in a little 

bit)? The biggest thing here is that we’re not just doing link-building for link-building sake. Don’t mistake quantity for quality. Instead the 

goal is to reverse engineer what competitors might be doing, and figure out how you could create marketing strategies or campaigns that 

take their direction but go above and beyond in some way, shape or form. 

 

Tip #3: Short on Capital? 

 

 

 

http://buysellads.com/
http://outbrain.com/
http://moz.com/
http://www.screamingfrog.co.uk/seo-spider/
https://ahrefs.com/
https://www.google.com/webmasters/tools/
https://www.google.com/webmasters/tools/
http://opensiteexplorer.com/
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Every business is short on capital.  But if your business is TRULY short on capital for one reason or another, then we generally recommend 

focusing on partnerships and some form combination of PR + social media outreach. 

 

In this last scenario, it’s all about hustle.  

 

The first place to start is looking for complementary businesses who might be targeting the same customers as yours (but they’re not 

necessarily competitive). For example, if you had a hotel in San Diego, then you could look for rental car locations, airlines, the San Diego 

Zoo, Sea World, restaurants, bars, San Diego Padres, San Diego Chargers, convention associations… the list goes on and on and on.  

 

Then you need to ask yourself what the most appropriate value proposition is for each. Typically, this comes back to where THEY’RE short. 

If you could figure out where THEY’RE short, and you could supply that in exchange for promotion, then you can get a ton of leverage for 

very little cost out of pocket.  

 

The second area of focus is targeted outreach. In this case, you’re creating a prospecting list of relevant bloggers, journalists and any other 

influential media sites. Then you want to segment these people based on who needs (or deserves) a custom, tailored approach versus 

those sites you can get away with automating outreach in some fashion.  

 

Nevertheless though, the goal is still to build a long-term, ongoing, mutually beneficial relationship (as opposed to one-off links).  

 

It may not pay off in the short term. It may not pay off in a month or two like paid ads might. But this is something that’s high ROI and the 

leverage is there if you do it properly.  

 

Finally, you should look for existing communities (think events & networking) that you can potentially piggy-back on.  

 

There are many different ways to get involved with events. Maybe you can sponsor them. Maybe you can do something as dumb as going 

and helping them set up or take down at the end of a meeting.  

 

Maybe you can go and speak or provide educational content.  

 

One simple example is Meetup.com. We had a client years ago who would go to Meetup.com and record the audio / video presentations 

being given. Then they would make that content available to all the members of each group afterwards (through their own website). So 

they’re providing a value-added service to all members of that group in exchange for valuable promotion and brand awareness by figuring 

out an appropriate value proposition, and then hustling to make it happen on a consistent basis. 

 

In Conclusion 

Most companies probably already use a combination of these activities mentioned above. A lot of these times you’re going to mix and 

match different tactics.  

 

But the goal of this exercise is to help you figure out where to focus 60-70% of your attention should be. 

 

Usually that means doubling down on the strengths you already have.  

 

If you can leverage the key resources you currently possess to their fullest extent, while minimizing the downside of your weaknesses, then 

you’ll be able to make HUGE improvements in growth and performance — despite perhaps not having enough time, labour or capital. 
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This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission is 

strictly prohibited. The publisher may be 
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The article is published without 
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occurring as a consequence of any action 
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representation or warranty, expressed or 
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