
4 Steps to Generating Leads, 
Sales & Traffic for 

Housewares Brands



Hello.
We all know how important a website is to your business’s online strategy, especially 
in the home and housewares industry. According to a study by retail engagement firm 
Parago, consumers looking to buy housewares choose Google as their top source for 
research and comparison.  If your website isn’t easily found on search engines, you’re 
missing out on valuable traffic that can lead to sales. Looking further into your 
consumer’s buying cycle, the preferred point of purchase is shifting as well.  In-store 
purchases, while still a major sales channel for the home and housewares industry is 
being impacted by online sales. 72% of respondents to another Parago study reported they would be more likely 
to buy a stand mixer online than in-store.  Once a consumer finds your website, is it converting those visitors into 
leads or sales? An active, optimized online presence will set you apart from the competition and ensure that it’s 
your brand that consumers are choosing. 

Your website is the first piece to creating that optimized online presence, but simply having a website isn’t the key 
to great results. Instead, it’s the ability to turn your website into a lead and sales generating tool for your brand. 
When you invest in a website, you have hefty goals for it, and it needs to wear many hats. A website needs to not 
just exist, it needs to perform. It needs to attract visitors, educate them and convince them to buy.  This white
paper provides the insight, tips and tricks to help get you started in creating a website that can do all of that for 
your brand.

Let’s get started...



A great website isn’t so great if no one visits it. This is why the first chapter is dedicated to getting 
found online, which covers the very top of the funnel of our online marketing philosophy. When 
looking at the big picture of online visibility, it’s important to 
evaluate your brand’s owned, earned and paid visibility 
and understand how each of those pieces can and should 
work together to gain you the exposure your brand 
deserves.

#1. Get found online



Owned Visibility
When someone knows they are looking for your brand, what are they going to find 
online? In today’s multi-channel landscape, it’s important that you make the most of 
all opportunities to build and develop a valuable online presence. Take inventory of the
web properties for your brand, are they gaining you the exposure you deserve? 

Search engines rely on the content and structure of your website as well as how visitors
use and share your content across the web in order to determine the search visibility 
you deserve. In the end, Google and other search engines want to deliver the best 
possible (most relevant and valuable) search results to their users, so you have to put the
 time and work in to earn that designation for your brand. Before a search engine can even begin to award your 
site top search positions, you need to earn that visibility, by ensuring that:

➔ Your site is structured logically
➔ The technical details are in place to make it a search friendly site across all browsers and devices
➔ Search engines are able to read the content
➔ The right key phrases were selected and are used correctly across the site 
➔ You are engaging your target audience



Earned Visibility
Building a website and claiming your social profiles isn’t enough. What good is your blog 
or Facebook profile if no one is reading it, or interacting with your brand? Your site 
needs to be thoroughly and effectively optimized in order to earn top search visibility. 
Your social channels and content needs to be provocative and educational so that 
people want to engage with and link to your brand. You have to provide the products, 
promotions, content and customer service that people want to talk about online. 

The way people research and buy their home and housewares goods has changed.  
Social buzz, shares, reviews and endorsements are vital to your brand. If your target 
audience isn’t talking about your products, they’re talking about your competition. What can your brand do to 
earn the visibility and engagement your brand deserves?

➔ Invest in a solid SEO strategy and understand that online search takes time to develop and maintenance to 
sustain.

➔ Create content that is engaging, valuable and worthy of quality links.
➔ Don’t shy away from hot topics or buzzworthy conversations, when relevant, capitalize on that buzz and get 

your brand in the mix.
➔ Create relationships with industry partners and influencers. Encourage them to talk about your brand in new 

and creative ways.



Paid Visibility
There are millions of websites and billions of social profiles online right now. Brands of 
all sizes, across the home and housewares industry are doing their best to carve out a 
piece of the online real estate and outperform the competition. One of the quickest 
ways to generate that visibility is through online advertising. Cutting through the noise 
through targeted, well placed ads can give brands a strategic advantage.

Online advertising does a great job of getting your brand in front of your target 
audience and can be valuable in all stages of the buyer's’ journey. Using some of the 
Best Practices below is a great way to make sure you’re taking advantage of the
 online advertising space:   

➔ Put yourself in your audience’s shoes. How are they searching for your product or service? Start with a solid key phrase 
list to make sure you target your audience effectively. 

➔ Align the messaging between your landing pages and ad text. Users searching for a new pantry organization set will 
be more inclined to click on an ad mentioning food and kitchen organization, and when they find a landing page 
about organizing kitchen clutter and the products available, they know they are in the right place.

➔ Set up the right targeting so that you’re reaching your audience. If your product or service sells really well in Los 
Angeles, you can adjust your targeting to focus on that area. Know your audience so that you can target them.

➔ Make sure you are measuring performance in your Online advertising programs. There are metrics available to help 
measure the success of programs and determine where you can improve them for a higher ROI!



#2. Design & Usability
Once you’re generating some good traffic by getting found online, your next focus is getting that 
traffic to stay on your website. Whether you’re selling your housewares products directly on your site, 
use your website for brand awareness or are focused on 
driving your fans to your retailers, your website has to 
serve a purpose.  While bounce rate data varies, most 
websites have a 30-60% bounce rate on average. This 
means a large majority of web traffic entering your 
website leaves without navigating to any other pages. 
And many times they may never come back. Yikes! 
Here are some tips you need to consider to improve user 
experience and decrease your bounce rate.



The First Impression
Your website represents who you are and what you offer. When people
see it for the first time they’re thinking:

➔ Is this site credible?
➔ Is it trustworthy?
➔ Is this a professional company?
➔ Is this company stable?
➔ Does this site make me feel welcome?
➔ Am I in the right place?

You need to ask yourself all of these questions when designing your website. Now, design may not be the most 
important factor overall and often-times folks put too much emphasis on how a site looks instead of how it works, 
but it does play an important role in making a good first impression.

For example, an in-depth study from the Stanford University and Consumer Web Watch, “How Do People Evaluate 
A Website’s Credibility? Results from a Large Study,” found that a website’s design was more important than 
credibility indicators such as having a privacy policy, awards or certifications.  



Tips for a great website design:
➔ Proper use of colors: Use the right colors for your audience and to draw attention to select elements. Don’t try 

to make everything jump out.  The result will be just the opposite – nothing will stand out. Avoid a chaotic mix 
of colors on your website and instead pick two to four colors for your template and marketing materials.

➔ Animations, gadgets and media: Avoid anything unnecessary. Using Flash animations because they look cool 
is the wrong strategy. In most cases it’s best not to use animated background or background music. Only use 
media and animations to help support content and information.

➔ Layout: Create a clear navigation structure (discussed later in this white paper) and organize page elements 
in a grid fashion (as opposed to randomly scattered). Also, don’t be afraid of white space and avoid clutter!

➔ Typography: Make sure your website is legible. Use fonts, font sizes and font colors that are easy to read. For 
easier page scanning, use bullet lists, section headers, and short paragraphs. If your site is English 
language-based, make sure information flows from left to right and top to bottom.

While design is important, don’t forget that offering great content is what your visitors are ultimately after. A 
well-designed website might convince visitors to take a closer look but they won’t look twice if the content isn’t 
useful and well organized.  After all, you never get a second chance to make a first impression.



Navigation
Perhaps one of the biggest factors to keep visitors on your website is having a good, solid navigation system that 
supports all search preferences. In fact, more than three-quarters of survey respondents from a recent HubSpot 
study say that the most important element in website design is ease in finding information.If people can’t find 
what they are looking for, they will give up and leave. Important factors in a site’s navigation include:

➔ Keep the structure of your primary navigation simple (and near the top of your page).
➔ Include navigation in the footer of your site.
➔ Use breadcrumbs on every page (except for the homepage) so people are aware of their navigation trail.
➔ Include a search box near the top of your site so visitors can search by keywords.
➔ Don’t offer too many navigation options on a page.
➔ Don’t dig too deep – in most cases it’s best to keep your navigation to no more than three levels deep.
➔ Include links within your page copy and make it clear where those links go to. This is also great for SEO!
➔ Avoid use of complicated JavaScript and especially Flash for your navigation. Many mobile phones can’t 

see Flash (yet), thus they won’t be able to navigate your website. Same applies to web browsers that don’t 
have an updated version of Flash installed.

The overall rule with a proper navigation structure is simple: don’t require visitors to have to think about where 
they need to go and how to get there. Make it easy for them.



Accessibility
Make sure that anyone visiting your website can view it no matter what browser or application they 
are using. Google recommends that all  sites should use responsive design technology for a number 
of reasons, from usability to maintenance and beyond.  In 
order to gain significant traffic, your site needs to be 
compatible with multiple browsers and devices. 

With growth in mobile phones and tablet devices, people 
are surfing the internet more than ever before. Make 
sure to get some of those views by allowing everyone 
to view your site, no matter what kind of system they 
run or which browser they use.



#3. Content
Content is one of the most important aspects of any website. Content
 has come front and center to the minds of marketers. It is what 
search engines and people are looking for. It’s what drives visitors to 
your site and turns prospects into leads.  Take a look at these next 
must-haves for creating killer website content.



Messaging
There are four  basic questions you need to ask yourself regarding the content of your website.

➔ Will people know what I do and sell within seconds?
➔ Will they understand what page they’re on and what it’s about?
➔ Will they know what to do next?
➔ Why should they choose my brand instead of another brand?

Consider these helpful tips in delivering the right message:

➔ Create a few headlines and sub-headline ideas. To answer question #4 (why should I choose you?) use a 
powerful value proposition and steer clear from generic clichés, industry jargon and corporate speak.

➔ Make sure to include clear call-to-actions and next steps. Include links in your body copy, next step links at 
the end of the copy and calls-to-action wherever appropriate. Include a little direction and you’ll be glad you 
did.

➔ Test your copy. For the most accurate indication of a winning headline, use A/B testing to determine which 
variation drives the most conversions. You can use tools like HubSpot’s A/B Testing Tools or Google’s Content 
Experiments.



Educate with Diverse, Quality Content
Even though the purpose of a corporate website is to provide information about your products and services, not 
everyone is ready to buy when they first hit your site.  Second, remember it’s not all about you. 
What’s in it for them?

➔ Offer unique content. People love this and so do search engines. Many housewares brands are at risk of their 
product content being scraped and used on retailer and reseller sites. This redundant content across the
    web weakens the value of your content on your own website.

➔ Write for humans, not search engines. People don’t read like robots. In product-specific content, write directly to 
your audience. Use words like “you,” and “we.” Be transparent. 

➔ Provide value and educational content that helps others. Write your product content as if you are helping them 
solve their problems. Avoid “we are the best” speak and instead use “this is how we help you….”

➔ Keep content fresh. Having news that’s two years old still doesn’t add value or inspire trust in the brand.
➔ Include evidence when needed. If stating facts, numbers, awards, testimonials and etc., try to back it up with a 

source and give credit when credit is due.

Content is more than just the written word. Make a text-heavy site more engaging. Content ideas include: 
➔ Imagery (including infographics)
➔ Video
➔ Audio
➔ Online utility tools (e.g. Website Grader)
➔ Product offers
➔ Shopping apps
➔ You name it!  



#4. Conversions
Now that you know what it takes to drive traffic and engage visitors with great content, the next step 
is to get your visitors to convert from a prospect into a 
lead. You don’t want them leaving without  them 
providing you some information or else the opportunity to
nurture them until they are ready to buy has been lost.
 Here are some must-haves for increasing your website 
conversions.



Effective Calls to Action
The effect of a successful Call to Action (CTA) is to drive a visitor to 
take a desired action. CTAs are typically kept above the fold or 
in clear sight on a page so visitors know where to take the next step. 
CTAs are the key to lead generation but they need to be done right 
to convert traffic into leads.  
➔ Make them bigger and bolder than most other elements  on the 

page, but don’t overdo it. 
➔ Consider colors of the CTA, whether it is a link, button or image. 

Make them look so good people will want to click on them.
➔ Offer CTAs that provide value, like guides, white papers, 

product demos, estimates, etc. “Contact Us” is the worst form of 
a CTA. Don’t rely on that as your only option for conversion.

➔ Make the CTA look clickable. You can do this by making a 
button or adding a hover effect to an element.

➔ Less is more. Keep it simple and clear what is being offered. 
➔ Test when possible. Try testing different colors (e.g. red versus green buttons), language, and 

placement to see which CTAs get more clicks and drive more leads (refer to the “Messaging” 
section above for A/B testing tools).



Landing Pages
Now that you have some awesome CTAs you need to 
drive those links to landing pages.

Landing pages, sometimes called a “Lead Capture Page,” 
are used to convert visitors into leads by completing a 
transaction or by collecting contact information from them.  
Landing pages consist of:

➔ A headline and (optional) sub-headline
➔ A brief description of the offer/CTA
➔ At least one supporting image
➔ (Optional) supporting elements such as testimonials or security badges
➔ And most importantly, a form to capture information

Landing pages are necessary to implement. Landing pages direct your visitors to one particular offer 
without the distractions of everything else on your website. Visitors are on a landing page for one 
and only purpose: to complete the lead capture form!



Forms
Forms are the key to a landing page. Without
them, there is nothing for the visitor to do on 
that page. Forms come in handy when it’s 
time for people to sign-up, subscribe to your 
site or download an offer. 

You might be wondering how much or how 
little information you should require with a form. 
There is no magic answer when it comes to 
how many fields your form should contain but 
the best balance would be to collect only the 
information you really need.

The fewer fields you have in a form, the more 
likely you will receive more conversions. This is because with each new field you add to a form, it 
creates friction (more work for the visitor) and fewer conversions. A longer form looks like more work 
and sometimes it will be avoided all together. But on the other hand, the more fields you require, the 
better quality those leads might be.  The best way to determine what works best is to test it.



Conclusion.
The internet has changed everything. Internet usage is growing rapidly and you need to be there when 
potential buyers come looking. A business website may be the most important factor in your online 
marketing strategy, but it’s more than just having a website, it’s the integration of SEO, social media, 
blogging, content, CTAs and landing pages that will drive traffic, leads and sales.

After all it is these components that generate sales and revenue for your business. Online marketing is the 
key to filling your sales funnel with qualified leads and your website is where education, engagement and 
conversion take place.

Follow these guidelines and you will soon have a great website that generates traffic, leads and sales. But 
don’t stop there.  A website never truly stops growing.  Keep learning and stay tuned for more updates.  

Happy marketing!



E-Power Marketing has been generating the traffic, leads, and sales our clients deserve since 1998.

We amplify our clients’ marketing and sales efforts by becoming their online marketing partner and working 
with all aspects of their digital presence, from SEO and online advertising to social media, content 
marketing, and so much more to meet and exceed their business goals.
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