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Complete this worksheet to uncover what you want to 

achieve from your website BEFORE it’s built. 

How to invest 
cleverly in your 
website.
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If you want your website to work 
really hard for your business, you 
need to think backwards.

Your website will become a great resource for those who want to learn about 

what you can offer.  But what will your site need to do in order to bring more 

value to your organisation? How will it help you hit your objectives?

Thinking about what you want to achieve from your new platform BEFORE 

it’s built will ensure your website becomes an irreplaceable addition to your 

marketing arsenal and a valuable asset to your company.  
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We’re going to tell you how 
to invest cleverly in your 
website. 
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Here’s the thing. Your website needs to earn back the money that has been 

spent on its design and build (and then some). 

To track the return you’re getting from your investment, you’ll need to set 

clear goals.

The five different types of goals you should consider before embarking on a 

web build project are outlined below. 
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Business goals 2

01/
Focus on your 
business goals.

Business goals help you move your business forward.

4
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First thing’s first: you need to decide what marketing ‘success’ looks like to 

your business. It might be:

Next, think about what you would need to achieve from a marketing perspective 

in order to hit these milestones. Using the above as examples, here are some 

marketing goals that would deliver the desired outcome for each business goal:

And finally, decide what you need your website to do in order to help you meet 

these marketing objectives. Here are some examples of website goals for you:

● 

●

●

● 

●

●

● 

●

●

Expanding your offering by launching a new product or service

Selling to groups of people rather than individuals to generate more revenue in less time

Increasing overall sales to boost your bottom line

To get your launch off to a great start, you might aim to generate 500 new leads or sales 

for your product/service

To make more money in less time, you might aim to sell 50 tickets to a 2-hour seminar

To make a substantial difference to your bottom line, you might aim to increase overall 

sales by 10%

To create 500 leads or sales for your newly launched 

product or service, you could create a standalone 

landing page on your website that’s optimised for 

relevant search terms. 

To sell 50 tickets to your 2-hour seminar, you could 

provide plenty of information on the event, then 

advertise the event prominently across your web pages 

and make sure it’s quick and easy for delegates to sign 

up online.

To increase sales by 10%, you could create an archive 

of useful, informative evergreen blog content that can 

be used to add weight to your social media campaigns 

and raise your company’s profile.

This will draw in more clicks 

from the web. It’s a great 

example of a traffic-based goal.

This will increase the amount 

of time visitors spend on your 

website and is the perfect 

example of an engagement-

based goal.

In time, this will turn readers 

into buyers. It’s an exemplary 

conversion-based goal.
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Marketing goal

What are your top three goals for the 
year ahead? And how will you use 
your website to achieve them?

Website goalBusiness goal

1

2

3
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Traffic goals 5

02/
Establish your 
traffic goals

7

Traffic to your website refers to web users who are visiting it. 



Traffic goals 8

© Making Websites Better. All Rights Reserved.

When it comes to establishing your 
traffic goals, the more specific you 
can be, the better.

Instead of assuming all website traffic will come from the 

same source, bear in mind that you’ll be attracting attention 

from different acquisition channels. You’ll need to measure 

the success of each channel in order to get a clearer picture 

of where your leads or sales are coming from.

For example, you might soon realise that you’re receiving 

more traffic from your paid search ads than your organic 

Facebook campaign. If this is the case, you’ll need to adjust 

your strategy accordingly and increase your investment in the 

channel that’s bringing you the best return.
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Use the chart below to track your 
traffic goals.

Acquisition        Channel         Actual Goal        Current            30 Days           90 Days          1 Year

Direct

Organic
Search

Organic
Social

Paid 
Search

Paid 
Social

Referral
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03/
Take steps towards 
achieving your 
engagement goals

Engagement goals 810

Website engagement is when users stay on your site and take actions
like subscribing, buying products or enquiring about services.
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The way in which visitors are 
interacting with your website will 
determine how engaged they are 
with your content.

Use an analytics suite such as Google Analytics to monitor 

not only the amount of traffic your website is receiving 

(and where it’s coming from), but also how long potential 

customers are spending on each page, and whether they’re 

browsing around or bouncing off the site as soon as they land.

If a page on your site has a particularly high bounce rate, why 

could this be? Could you make practical changes to its design 

to make it more appealing? Or could you adjust its content to

encourage visitors to stay and research your product or 

service some more?
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Use the table below to assess the 
effectiveness of your core website 
pages and determine what needs to 
be done to improve them.

Key information Improvments to be madePage
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04/
Outline your 
content goals

Content goals 1113

Content is the text or visuals that make up the website - all of 
which is encountered as fundamental part of the user experience.
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What is the content on your 
website designed to do? Is it to 
inform, to persuade, or to sell?

And is your cornerstone content (ie, the content that’s the 

most useful) doing enough to turn visitors into customers?

If the stats are telling you that visitors are bouncing away from a 

page within a matter of seconds, you may need to make marked 

improvements to the text (and maybe even its accompanying 

images and videos) in order to increase engagement and 

encourage more sales. Think about what you want your readers 

to take away from your content, then review the copy to ensure 

it’s delivering the right message and encouraging a relevant 

call to action.
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Assess each page of cornerstone 
content on your website to identify 
the pages and posts that can be 
improved.

Each page should have a:
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Title

A snappy, straightforward 

headline that sets the scene 

for the content

Theme

What the content is about, 

and why it is relevant to the 

reader

Key Takeaway

The valuable things the 

reader will learn from your 

content

Call to Action 

What you want the reader 

to do when they’ve finished 

absorbing the content
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7

05/
Refine your 
conversion goals

16

Website conversion means getting your visitors to do what you 
want them to do. It’s the most important factor to the success of 
your online marketing strategy and goals.
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What would you define as a 
conversion for your business?

A sale, of course. But what else is of value to you? An 

enquiry? A subscription to your marketing list?

These kinds of conversions won’t happen as if by magic. A good 

conversion rate relies upon a high level of traffic and a high 

level of engagement. If you’re not using the design and content 

of your website to convince your visitors to enquire – or, better 

still, part with their cash there and then – you’re not giving 

your website the chance to drive that all-important ROI.
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Keep track of your current and 
desired conversion goals by using 
the table below.

Conversion goals Current                30 Days               90 Days                1 Year             Actual Goal

Leads#

Subscribers#

Customers#

Lead 
conversions 
from website#

Customer
conversions
from website#
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Consider how much value each 
conversion is bringing to your 
business – and how much it might 
be costing you, too.

Conversion goals Current                30 Days               90 Days                1 Year             Actual Goal

Monthly
Revenue

Lifetime
Value

Average Sales 
Cycle in Days
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Website goals

And finally, decide on 
your website goals

1120

Once you have evaluated these five different types of 
goals, ask yourself: 

What will your website need to provide to your audience 
in order to turn your users into leads or paying customers? 

And how can you use its design to encourage more 
engagement and better conversions?

You might not have all the answers right now – and that’s 
OK, because your chosen web design agency will be able 
to help you fill in the blanks. But going to your provider 
with an idea of what you want to achieve will help to 
speed up the design process and ensure that the end 
result achieves great things for your business. 



What return can you 
expect from your 
investment?
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ROI Calculator 1221

It can be tricky to know how much traffic – and ultimately, 
revenue – your website will eventually generate for your 
business once you’ve achieved all your goals. 

That’s why we’ve put together a handy online ROI calculator 
that will tell you just that. 

Simply enter your current traffic and engagement stats into 
this amazing little tool, and you’ll see straightaway how 
much more of a return on investment you could be getting 
just by increasing your conversion rate.  

https://www.mwb-agency.com/roi/


61 Maxted Road, Hemel Hempstead, HP2 7DZ

team@mwb-agency.com    +44 (0) 20 3745 5424

Complete this worksheet and send it back to 

us and we’ll help you outline the best possible 

website plan for your five combined goals.

Full name:

Company name:

https://www.mwb-agency.com/
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