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	Websites are the most critical communication tools for companies in this century because it eases the process of disseminating information and getting feedback from the target base. For the tool to be useful, it must have a unique and easy to use. The target base should get attracted to the website through its appealing graphics and the transitions. These aspects are what generally draw people to sites.
	Websites have their own merits and merits, both of which may boost or lower the legibility of a company’s brand. This indifference does not admonish the fact that it is the most critical communication tool for every company. A point to note is that websites are multipurpose and they can get used to present all information about a company and ensure that its stakeholders understand it fully. If not, additional links can always get added as reference points. In this case, the connective website will have an effortless appeal and transition of colors (Kong, Unger, Baezconde-Garbanati, & Sussman, 2017). The upper part of the site is to cover a quarter of the whole page. The company’s name, logo, and mission will also appear on the upper part. A picture of the company or maybe its officials and connectors need to get placed as the background of this part. Buildings; official connective buildings, can always get used as pictures. In the case of people, it gets advised for the people to appear smiling because it attracts people to the website. The photos can look in a transition of 30 seconds. 
	Below it can be a welcome note and a few points on the history of the company and its statistics about businesses it has connected. The portfolio of the company should appear on the right while the history of the company should appear on the left (Kong, Unger, Baezconde-Garbanati, & Sussman, 2017). This concept creates a balance on the appearance and makes the appeal attractive. Partners of the company should take a middle which is also a large part of the websites because they are the base in which the company settles. All of them need to get grouped according to the industries and sectors that they cover, for example, F10 HOTELS INVESTMENT BANKING is in the banking and finance sector. This content should appear as it does in the connective booklet with the only exceptions being the contacts of the partner. Prospects can peruse the website and find a partner that suits their needs and then get a connector that will initiate and actualize the process. Only the contacts of the connectors are to appear on the site (Ghandour, 2015). The business model then takes the traditional phase where the connector seals the business, and the customer pays offline. 
	Google is the best tool to gauge reviews because it ensures the credibility of all the sources. It prevents bias and mostly maintains the reputation of a company. Most of the reviews that come through google are authentic because the people reviewing met the Google standards and credibility test by inputting their credentials. The aspect of the reviewers disclosing information covers the doubt that account getting used is fake or the reviewers have an ill motive to the brand. Feedback is necessary because the business owners or partners can know the needs of the customers and how they relate to their products or customers. This aspect motivates innovation of customer-oriented products and services and offers a way in which a company connects directly to the customers. The feedback and review option should get placed at the right bottom of the webpage and written in visible colors (Ghandour, 2015).. Customers may reply or inquire on the site, or they may opt to communicate directly via email or telephone through the provided contacts. This way creates an atmosphere that makes the customer know he or she is in charge.  Redirections are a turn-off for customers, and they should get avoided at all costs. Everything; query and feedback, should get done on the website and the response needs to get quick to motivate the customer to maintain the relationship with the business entity.
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