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Dear MRAA Member, 

 

As a marine dealer, digital marketing is one of the fastest changing areas of your business operations. And 

at the heart of any dealership’s digital marketing efforts is its website, which serves as the dealer’s virtual 

storefront. 

 

Just as you regularly inspect your facility to ensure it offers a great first impression to consumers and 

serves the needs of your business as its evolves and grows, so must you inspect your website. 

 

That’s why, at the Marine Retailers Association of the Americas, we are so thrilled to offer you this digital 

publication, Evaluate Your Website’s Domain, Design and Digital Content. It’s the first in a three-part series 

titled, “The 3Ds of Effective Website Marketing.” 

 

This series is designed to lead you through the three-step process of evaluating your website, using the 

results of that evaluation to realign your strategy, and then finally taking the action necessary to carry it 

out. 

 

Step one is designed to help you identify areas for improvement. As you take advantage of its checklists to 

assess your website, don’t get discouraged. The guidance you need to solve the problems you uncover 

will soon follow in the next parts in the series. 

 

At MRAA, our goal is to offer tools, education and resources that can be quickly and easily put to work in 

the dealership. Your commitment to adapting to the changes in today’s marketplace is inspiring to us, and 

we want to help. 

 

We’re confident that the three-step process we will lead you through has the ability to deliver significant 

results for your business … if you stick with it and take advantage of all the tools and insights it offers. 

 

Thanks for tuning in for this first step! And thanks to Dominion Domains for making it possible for us to 

bring this guide to life. We are grateful to have partners like the team at Dominion who share our passion 

for serving the marine dealer community through education.  

 

 

                                                

                                                  

                                                 Sincerely, 

                                                 Liz Walz 

                                                 Vice President & Director of Education 

                                                 MRAA

welcome

Made Possible by:

https://dominion.domains/associations/mraa


Chances are, if you’re reading these words, you own 

or work in a marine dealership. But outside of work, 

you also are a prospect and a customer. You know the 

frustration of trying to remember the name of a 

website someone recommended to you. At some 

point, you finally resort to typing a word or two into a 

search engine, hoping it will yield results that spark 

your memory or give you a clue to your desired site. 

Strike One! 

 

If you’re lucky, you will meet with some success and 

finally navigate to your desired location, only to be 

met with the disappointment and stress of being 

faced with home page distractions and chaos. You 

stare mindlessly at the screen, trying to decide where 

to begin. 

 

“There are so many options that I don’t know where to 

turn first.” Your mind keeps turning round and round. 

“Just start somewhere,” you think to yourself, and with 

a “click,” you are on your way. Strike Two! 

 

After a few clicks, you can’t seem to find the content 

you were looking for, so you hunt for the search 

feature, only to find that you have to navigate back to 

the home page to locate it. You type in some 

keywords in hopes of finding the content that was 

recommended, and voila, you’re there. However, after 

skimming it, it doesn’t pull you in or give you the 

information you were seeking, so you finally give up. 

With another “click,” you’re gone. Strike Three, you’re 

out! 

 

If this were baseball, you would be the loser in this 

scenario. But this is the internet, so it’s not you, but the 

owner of the site who is losing. They are losing highly 

valuable opportunities as a result of falling short in 

three critical areas of internet marketing. We call them  
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the 3Ds – Domains, Design and Digital Content. 

The objective of this digital publication is to dig deep 

into the factors that drive success in these three areas 

so that you can improve the effectiveness of your 

dealership’s website. So, let’s get started building a 

winning game plan. 

Part one of three
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The 3ds of effective website marketing:

DOMAINS, DESIGN & DIGITAL CONTENT

ENTER THE ERA SYSTEM

I know what you’re thinking. Since we are using a 

baseball analogy, ERA must stand for Earned Run 

Average. Not quite. It actually represents the three 

steps to creating that winning website game plan: 

Evaluate, Realign and Activate. 

 

You see, just like any other improvement that you 

make in business and in life, you need to start by 

“Evaluating” where you are at this moment in time. 

After you evaluate, you then need to “Realign” your 

strategy to be more in line with your desired outcome. 

Finally, you move to “Activate.” This is when you 

actually take the actions necessary to improve your 

current situation. 

 

In this three-part digital publication, we will apply all 

three steps (E, R and A) to each of the 3Ds (Domains, 

Design and Digital Content). The end result? That 

winning game plan.  

EVALUATE

REALIGN

ACTIVATE

https://dominion.domains/associations/mraa


According to Webster’s Dictionary, evaluation means “The 

making of a judgment about the amount, number or value 

of something; assessment.” 

 

That’s the purpose of Part One of this three-part digital 

publication: evaluation of your website’s domain(s), design 

and digital content. 

 

Part Two of the three-part series will focus on realigning 

your domain(s) website design and digital content with 

your overall website strategy. That’s to generate more 

business and help your dealership grow, right? 

 

Finally, Part Three will address what you need to do to 

activate your new-found areas of improvement and put it 

all together to succeed with your overall marketing 

strategy. 

 

In this evaluation stage, it may feel at times that we’re 

focusing on problems, not solutions. But remember, 

problems are simply opportunities waiting in the shadows. 

The next two parts in this series will lead you to the 

solutions and results you seek. 

 

With that in mind, let’s get started assessing your website’s 

3Ds.  
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Part one of threeThe 3ds of effective website marketing:

STEP 1:
EVALUATE YOUR WEBSITE

EVALUATE YOUR WEBSITE'S DOMAIN

Before we begin, let’s take a short walk down memory lane, 

so we understand just how far we have come as it relates 

to internet marketing. This might help you envision where 

you want to take your dealership website in the future as 

well as give you a real understanding of just how important 

your domain name(s) are and how they fit into your overall 

strategy for success. 

https://dominion.domains/associations/mraa
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Part one of threeThe 3ds of effective website marketing:

HISTORY OF DOMAINS

DOMAINS TODAY

Let’s start with the internet’s grandfather, The 

Advanced Research Projects Agency Network 

(ARPANET). It was established in 1966 to connect 

research centers across the United States so that 

they could share information faster. 

 

By the early ‘80s, there were hundreds of 

computers linked together, and this created a 

problem with how to access them. In order to 

access a computer back then, you had to use a 

string of numbers called an IP address. Much like a 

phone number, only much longer! Can you 

imagine trying to check your email or update your 

social media profiles by having to type in a long 

number every time you wanted to access a 

different online location? 

 

In 1983, a fresh Computer Science graduate 

named Paul Mockapetris, with the help of Jon 

Postel and Zaw-Sing Su, proposed a new 

nomenclature for websites that we now call the 

Domain Name System (DNS). 

 

Their system included using 1) a “name” and 2) a 

category/purpose (for example, “.com” for 

commercial purposes), which resulted in what we 

now call a website address. After a year, several 

categories — also known as generic Top-Level 

Domains or gTLDs — were created. They included 

extensions such as .com, .edu, .net, .org, .int, .gov, 

and .mil. 

 

So, no more trying to remember a string of 

numbers. Simplicity is wonderful. 

 

At first, the government issued gTLDs for free, but 

by 1995, domain names were no longer free and as 

of early 2017, there were over 332 million domain 

names registered, and the number keeps rising. 

The floodgates have opened, and now we have 

hundreds of new domain extensions, which we’ll 

discuss further in Part Three of this series. 

Now that we know how far domain names have 

come in such a short time, it’s time to fast forward 

to the present and evaluate your domain today. 

 

Let’s face it: The famous “build it and they will 

come” message from the movie “Field of Dreams” 

might apply to building baseball fields, but it 

certainly doesn’t apply to websites. Just because 

you have a website doesn’t mean you will have 

visitors, no matter how amazing your dealership’s 

products and services are. 

 

With that said, your domain name is the first and 

most important element of your presence on the 

internet. If people can’t remember your site’s name, 

that’s Strike One. And if they have to use a search 

engine, just as explained earlier, chances are they 

would find a competitor’s site, and they would be a 

lost opportunity forever. That’s not just a strike; 

that’s an OUT! 

 

Getting your domain, or in some cases domains 

(depending on your strategy), right can be a 

daunting task, especially since many of the .coms 

are already taken. We’ll cover more about that in 

Part Two and Part Three of this publication, but for 

now, remember that a solid domain name will 

establish authority and credibility, reinforce brand 

identity and awareness, and certainly promote your 

business. 

 

That’s why we’ve created the following checklist 

list you can use to evaluate your current domain 

name(s). 

 

Use the following document to evaluate each of 

your website domain(s): 

We have come a very long way in the last few 

years. The question now is: What will happen in the 

next few years. Actually, in the next few months? 

https://dominion.domains/associations/mraa
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MRAA'S WEBSITE 

DOMAIN CHECKLIST

Finding a domain name that’s easy to type is critical to online success. Typos are bound to happen, but you can minimize 

confusion for people looking for your site by avoiding numbers, hyphens, homonyms and abbreviations. Numbers and 

hyphens are often misunderstood. People who hear your website address don’t know if you’re using a numeral (5) or word 

(five). And they often misplace or forget a dash. If you need these in your domain, register the different variations to be safe. 

If you use slang (u instead of you) or words with multiple spellings (express vs. xpress), it might be harder for customers to 

locate your site.

Is it easy to type and foolproof?                            

Part one of threeThe 3ds of effective website marketing:

Click to download 

& Print checklist

YES                                                  NO

YES                                                  NOIs it short but not too short?

If your domain name is long and complex, you risk customers mistyping or misspelling it. Short and simple is the way to go. 

However, too short can also have the opposite effect if the name loses its meaning. Find a sense of balance. Go for 

something brief, but don’t mangle your name by hacking off whole parts of words.

YES                                                  NODo you use keywords?

Try using keywords that describe your business and the products and services you offer. It helps improve your rank on 

search engines (which increases traffic), which makes it easier for prospects and customers to find you. One example would 

be choosing FloridaPontoons.boats instead of www.dolphinsales.com. Note: Domain name extensions that are relevant to 

your business can double as valuable keywords. We will include more about this in the next two parts of the series.

YES                                                  NODo you target your area?

If your business is local, consider including your city or state in your domain name to make it easy for local customers to find 

and remember.

YES                                                  NOIs it easy to pronounce?

Names that are easy to say are usually easy to remember. Make sure you say your name out loud many times in order to 

avoid stringing words together that might create a negative impression or unsavory phrase.

https://dominion.domains/associations/mraa
https://www.dropbox.com/s/5rjgr9ghe977tzc/MRAA%27sWebsiteDomainChecklist.pdf?dl=0
https://www.dropbox.com/s/5rjgr9ghe977tzc/MRAA%27sWebsiteDomainChecklist.pdf?dl=0
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MRAA'S WEBSITE 

DOMAIN CHECKLIST

Ideally, your name should give users a good idea of what your business is all about. This makes it more likely that your domain 

name will be memorable. An example would be choosing www.clearwaterbrokerage.boats instead of www.KLmarine.com.

Is it instantly intuitive?

Part one of threeThe 3ds of effective website marketing:

YES                                                  NO

YES                                                  NOIs it memorable?

There are millions of registered domain names, so having a domain that’s catchy and memorable is essential. Once you’ve 

come up with a name, share it with close friends to make sure it sounds appealing and makes sense to others. You want it to 

stick in their minds, plus it will add to your word of mouth referrals.

YES                                                  NODid you research it?

Make sure the name you’ve selected isn’t trademarked, copyrighted or being used by another company. You don’t want to 

risk losing your domain after you have developed it.

YES                                                  NO

Do you use an appropriate domain 

name extension?

Try using a domain extension that describes the products and services you offer. It helps improve your rank on search 

engines (which increases traffic), which makes it easier for prospects and customers to find you.

YES                                                  NOHave you protected your brand?

To protect your brand, you should consider acquiring various domain extensions, as well as misspelled versions of your 

domain name. This prevents competitors from registering other versions and ensures your customers are directed to your 

website, even if they mistype it.

YES                                                  NODoes it work as an email address?

Every time you send an email you are promoting your website as long as you are using the same domain on your email.

continued
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The second D in our 3Ds is Design. Let’s take a look at 

what design is all about and give you some criteria for 

evaluating your website’s design. 

 

Some believe that as long as you have great content, the 

look and feel of your website is irrelevant. In today’s 

competitive market, nothing could be further from the 

truth. The first purpose of design is to prevent a bounce. If 

you can convince users to stay on your page for 30 

seconds, there's a fair chance that they'll stay much 

longer — often 2 minutes or more, which is an eternity on 

the web. 

 

Just as the customer’s experience when visiting your 

dealership keeps them coming back to your store, the 

user’s experience when visiting your website will keep 

them coming back to your site. What’s really critical is 

conversion — does your design drive the desired action 

— i.e. coming into the showroom, making an 

appointment with a salesperson, or even attending a 

show. 

 

Evaluating your website’s design is the first step toward 

making it a popular place that attracts visitors back time 

and time again. With that said, you may not be the best 

person to perform an objective evaluation. You may want 

to ask some of your good customers or friends to answer 

these questions in order to get an honest assessment of 

your site’s design. The more expertise they have in 

search engine optimization (SEO), the better.  

 

Use the following document to evaluate the design of 

your website:
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Part one of threeThe 3ds of effective website marketing:

The purpose of this assessment checklist is to get you 

thinking about your current domain name and its 

effectiveness today. If you’re serious about improving 

your batting average, first, you need to know where it 

stands today. We will give you additional tips for creating 

an effective domain name strategy in the next two parts 

of this series.  

EVALUATE YOUR WEBSITE'S DESIGN WWW.DOMAIN.COM

https://dominion.domains/associations/mraa
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MRAA'S WEBSITE 

DESIGN CHECKLIST

How much time does it take to load my page?

Part one of threeThe 3ds of effective website marketing:

YES                                                  NOCan a visitor find information easily?

YES                                                  NOIs there a search button for visitors?

YES                                                  NODo all the links work?

YES                                                  NOIs my site mobile friendly?

YES                                                  NOIs my site compatible with multiple browsers? 

YES                                                  NOIf I'm asking for personal details or use a commerce 

option, is customer information secure?

YES                                                  NOHave I communicated this to my visitor?

YES                                                  NOAre all the clickable items and navigation 

buttons clearly marked and easy to identify?

YES                                                  NOAre visitors able to navigate between 

different web pages in a simple and hassle- 

free manner?

usability

ie. Chrome, Safari?

Click to download 

& Print checklist

https://dominion.domains/associations/mraa
https://www.dropbox.com/s/cazs1ompyhrgjo8/MRAA%27sWebsiteDesignChecklist.pdf?dl=0
https://www.dropbox.com/s/cazs1ompyhrgjo8/MRAA%27sWebsiteDesignChecklist.pdf?dl=0
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MRAA'S WEBSITE 

DESIGN CHECKLIST

Part one of threeThe 3ds of effective website marketing:

YES                                                  NOAre all the images clear and easy to see?

YES                                                  NOAre there options for providing me 

feedback?

YES                                                  NOIs the overall performance of my site 

acceptable?

YES                                                  NOAre the fonts readable?

YES                                                  NOAre the colors and sizes of the content 

observable?

YES                                                  NOIs there considerable contrast between the 

font color and background color?

YES                                                  NODoes the overall design make content easy to find?

YES                                                  NOAre these readable chunks highlighted, using 

headings and subheadings?

YES                                                  NOIs the text broken up in readable chunks?

readability

continued
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MRAA'S WEBSITE 

DESIGN CHECKLIST

Part one of threeThe 3ds of effective website marketing:

YES                                                  NODoes my style support my brand message 

with colors, graphics and fonts?

YES                                                  NOIs the style of my website consistent 

throughout the site?

YES                                                  NODoes the style match my target audience?

ORDERLY                                        MESSY

SPARCE                               CROWDED

PLAYFUL                                    FORMAL

What feel does the website have?

YES                                                  NOAm I using too much or too little graphics to 

keep it impressive and informative?

YES                                                  NOAre photos or decorative touches getting in 

the way of my message?

Style

(Check one of each pair)

continued
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MRAA'S WEBSITE 

DESIGN CHECKLIST

Part one of threeThe 3ds of effective website marketing:

YES                                                  NOAre all my images optimized with ALT tags?

YES                                                  NOIs my coding efficient, or are there extra lines 

that could be eliminated?

YES                                                  NOHave I used relevant keywords in title tags, 

meta descriptions, heading tags, etc.?

YES                                                  NODo I have a sitemap?

YES                                                  NODo I have an SSL certificate?

search optimization

(Ask your webmaster these questions)

continued

Notes:
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The third D in our 3Ds is Digital Content. If your visitors 

are able to get to you because your domain name is top 

shelf, and your site design is easy to navigate and 

appealing to them, then they have landed on content 

that either captivates and drives them to take the desired 

action or bores them and prompts them to move on. 

 

By the way, when we talk about content, we’re not simply 

referring to the number of keywords, anchor texts and 

links you have on your page. Yes, it has much to do with 

your SEO rankings, but you really need to consider the 

quality, relevance, currency and value of your content for 

your target audience. It’s not just having words on a 

page. It’s having valuable words, graphics and video so 

your visitors will take the next step as well as continue to 

come back time and time again. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

On the following page, use our checklist to evaluate your 

website's digital content. You may also want to ask your 

webmaster to complete it and share his or her 

assessment. 

Made Possible by: 14 

Part one of threeThe 3ds of effective website marketing:

EVALUATE YOUR WEBSITE'S DIGITAL 

CONTENT
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Quality trumps quantity every time when it comes to your visitors. It is really tempting to add pages of content rich with 

keywords that give you rankings, but in the end, your visitors will make a determination about coming back to your website 

based on the quality of what you are providing to them. Too much quantity can be stressful and confusing for someone 

trying to navigate through pages of text. There are ways to add quantity and not be overwhelming. We will get into that in 

Part Two and Part Three, when we discuss the multiple domain strategy.

Is the content focused on quality rather than 

quantity?

Part one of threeThe 3ds of effective website marketing:

YES                                                  NO

YES                                                  NOAre your text and video content pieces short 

enough to capture attention?

The average person's attention span is shorter than you might think, so make sure your content is in short bursts. Whether it 

is text, video or both, it is better to have shorter, high-quality pieces than it is to have longer, average quality pieces. Be 

sensitive to the quality vs. quantity issue.

YES                                                  NOIs your content viral friendly?

Can people share it with their friends and family easily? Do they? Google has a number of tools that you can use to find out 

if your content is being shared and where. 

 

The key here is create content that people want to share — valuable and informative with a touch of entertainment value. 

And when you find that something has been shared, then build more of that type of content. 

YES                                                  NOIs the purpose of the information being 

presented clear?

Does your content support the purpose of your site? Is it designed to reach a certain target audience? Is that target 

audience your target audience?

Click to download 

& Print checklist

MRAA'S WEBSITE DIGITAL 

CONTENT CHECKLIST

https://dominion.domains/associations/mraa
https://www.dropbox.com/s/lakwcplzzc4capn/MRAA%27sDigitalContentChecklist.pdf?dl=0
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Do you have a blog that you frequently post to? Is your content relevant to the time we are in right now? By adding fresh 

new pieces to your site on a regular basis, you will get indexed by search engines more frequently, which will improve your 

authority as well.

Is your content updated on a regular basis?

Part one of threeThe 3ds of effective website marketing:

YES                                                  NO

YES                                                  NOSpeaking of authority, is your content backed 

by credentials?

At the very least a personal background should be available, so the reader can tell if you have the authority to be credible 

with your content. It should be clear who developed the content that you have on your site. Provide email addresses and 

contact information, so the reader can respond with questions and/or comments.

YES                                                  NOIs your content unique?

Sometimes we are so heavily inspired by someone else that when we create content, it shows up. You can use a tool like 

PlagSpotter.com to check and see if your text is showing up on any other site across the internet. This will give you the 

confidence to say it is original. Plus, it provides the most value for search engines.  

 

You can also use tools like Siteliner.com to see if you have duplicated content on your own website.  

YES                                                  NOIs your text broken into readable paragraphs 

identified by headings, subheadings, bullet lists, etc.?

Remember, good content that is easy to read is appreciated by all. You can use graphics and pictures to break up the 

longer pages of text. The key here is to be able to help readers skim through your pieces quickly without having to read it 

all. Then, if they see value, they can read more deeply.

MRAA'S WEBSITE DIGITAL 

CONTENT CHECKLIST
continued
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Pay attention to the types of media you use to enhance your text pieces, such as graphics, pictures, diagrams and video. By 

adding graphics, you make them more appealing — especially in our industry, given the emotions tied to the boating 

lifestyle. When it comes to video, make sure the quality matches the purpose. Professional video isn’t always necessary. 

You can still have quality without a professional behind the camera.

Does the richness of your media match the 

richness of your offering?

Part one of threeThe 3ds of effective website marketing:

YES                                                  NO

YES                                                  NOIs your grammar and spelling correct?

Your prospective customers will judge your dealership’s professionalism based on your spelling and grammar. Take the 

time to proofread or have someone else proofread your website. You don’t want to risk creating the wrong impression.  

MRAA'S WEBSITE DIGITAL 

CONTENT CHECKLIST
continued

FINAL THOUGHTS

Now that you’ve had a chance to evaluate your domain, design and digital content, you should have 

identified some opportunities to improve. That means you’re ready for Part Two, coming February 2019, 

where we will focus on realigning your 3Ds with your dealership’s marketing strategy. 

Coming soon: Part 2
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Since 1977, Jim Million of Professional Resource Group, Inc. and Million Learning has been involved in 

the automotive industry as a salesperson, service writer, sales manager, facilitator, developer, writer, 

speaker and consultant. Jim has a diverse background that includes experience in all facets of 

teaching/training from outdoor low and high ropes courses to the large audience multi-media driven 

presentations. He is known as being a facilitator's facilitator, responsible for developing and directing 

many training programs. Manufacturers and dealers have called on Jim to help achieve their goals and 

sales operations. His philosophy is that every person, regardless of position, contributes to an 

organization's growth. Jim has participated in hundreds of programs as a member of various 

development teams and has himself written numerous product launches, skills-based courses and 

culture change programs, and team building initiatives. His creativity and get-it-done attitude provides 

high value for companies bringing new training initiatives to market. Today, not only is he a trainer, 

educator and consultant for companies across numerous industries, but he also serves as an 

instructional designer for MRAA’s Continuous Certification Program and a Certification Consultant for 

the Marine Industry Certified Dealership Program.  
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dominion domains

Dominion Domains provides domain names and related products and services with a focus on five 

domain extensions including .boats, .yachts, .homes, .motorcycles, and .autos TLDs. Founded in the belief 

that the internet can be a better tool for consumers making life’s big purchase decisions and for the 

companies that sell those products, Dominion Domains works closely with registrars and end-users to 

help transform the digital identities of businesses and individuals. Their headquarters is located in 

Norfolk, Va.  

 

As an MRAA sponsor, .Boats offers MRAA members a 10 percent discount on domain registrations, 
which can be found by clicking here. 

Dominion Domains 

150 Granby St. 

Norfolk, VA 23510 

757-351-7303 

contact them:

https://dominion.domains/associations/mraa
http://www.jimmillion.com/
http://jimmillion.com/
https://dominion.domains/associations/mraa
https://dominion.domains/associations/mraa

