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Congratulations on downloading this website launch checklist, and
thank you for entrusting G10 Digital. 

As a business owner, your time is very precious. Taking some of that
time to go through this guide is a significant investment on your
part. Let's make sure you will get the most out of it.

This workbook was created to help new website owners create an
effective website. An effective website is one which works for your
business - attracting traffic and converting more of it into
customers. It is not made to show you web design tips and tricks, or
how to make a nice looking website.

This workbook is how G10 Digital crafts compelling offers for
clients, which helps their websites to convert.

You can use this for your own websites, or for launching client sites.
Enjoy!

HELLO!

ABOUT G10 DIGITAL

G10 Digital  specialise in digital  marketing,
transforming websites into high traff ic
sales machines by optimising your online
marketing strategies.
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WHO DOES YOUR BUSINESS SERVE? BE SPECIFIC! 
THE IMPORTANT PART HERE IS TO HONE IN ON A WAY THAT SOMEONE MIGHT IDENTIFY
THEMSELVES: E.G. RESTAURANT OWNER, SINGLE PARENT, FITNESS ENTHUSIAST ETC.

I D E A L  C U S T O M E R
To attract your ideal customers, you first need to understand them.
In this section, you will articulate who your customers are, what
their problems are and how you can solve them.

WHAT PROBLEMS DO THESE PEOPLE HAVE?
WHAT IS STOPPING THEM FROM BEING TRULY SATISFIED? WHAT ARE THEIR BLOCKERS?
E.G. NOT ENOUGH BOOKINGS, NO TIME TO RELAX, BOREDOM WITH THE SAME WORKOUTS

WHAT SOLUTIONS DO YOU OFFER?
HOW CAN YOU HELP THEM OVERCOME THE PROBLEMS YOU IDENTIFIED ABOVE? A STRONG
OFFER WILL HAVE A TANGIBLE OUTCOME. E.G:
DOUBLE TABLE BOOKINGS, FREE UP 5 HOURS PER WEEK,  A NEW AND EXCITING WORKOUT
EACH WEEK



You can piece together your offer using a simple formula, and
completing it with the information from the dream customer section.

Here are some examples:

We work with restaurant owners who need more customers ,  and
double their number of table bookings.

Helping  single mums, who have no time for themselves, to reclaim 5
hours per week.

You can mix up the order of the statements too, as long as it still
resonates with your ideal customer: 

Stop doing the same  boring gym sessions day after day. Reignite your
love for fitness with brand new workouts sent to you each week.

What actions would your ideal customer NOT want to take to achieve their
result? If your solution means that they don't have to do something
undesirable, you should also include it.

E,g: 
Double your weekly leads, without doing cold calls.
For struggling property owners, who want the home of their dreams
without spending a fortune.

OPTIONAL - UNDESIRED ACTION.

Y O U R  W O W  S T A T E M E N T
Using the ideal customer avatar, you are going to craft a wow statement that
speaks directly to that person. This will be placed in the "hero section" on your
home page - the first thing a customer sees when they land on your website.

Your wow statement should grab your ideal customer's attention, and be so
compelling that they can't help but become your customer.

A weak, non-specific offer will not do. It must be directed solely at your dream
customer as though you were speaking to them one-on-one.
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C A L L  T O  A C T I O N
Now you've ignited your customers' interests, it's time to guide
them towards taking action. Your Call To Action (CTA) tells the
customer what you want them to do next.

Sign up
Shop products
Download an eBook, app, or other digital product
Take a trial
Send a contact form

"What do I need to do next?" This is what any interested customer is asking
themselves when they land on your website, even if they're not doing so
consciously. And if it's not clear, you are going to be losing customers and
leaving money on the table.

Your CTA will guide them onto the next stage in your sales process.

To craft an effective CTA, think about what action you want your visitors to
take. Some common desired actions are:

Clicking the button is what you want, but put yourself into your
customer's shoes. What do they want? When you offer people a result, the
chances of them taking action increase dramatically. For example, if
you're in buildings renovation people are probably looking for a home
transformation. Use that in your CTA!

You want the visitor to feel like you're talking directly to them. Some
websites use visitor data to personalise the CTA, such as their location.
Others allow users to enter a small bit of data, such as their company size,
and it will display a different CTA based on the answer.

If you're not technical enough to do this, or it doesn't make sense for your
business, you can at least personalise by using the right language. Words
such as you, your etc. will make a potential customer feel like you're
speaking to them, rather than giving a generic sales script.

WHAT MAKES PEOPLE CLICK?
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Here are some examples of CTAs that might tempt people into making the
click.

Service Based Businesses:
Transform my... (home, website, car, store etc)
I want... (more leads, simpler accounting etc)

Ecommerce:
Get the...(latest look, fastest laptop etc)
Shop the...(newest range, latest offers etc)
Get your next...

B2B / Memberships:
Give me my free trial
Sign me up

Refer back to your ideal customer avatar, and craft a few CTAs that would
interest them. Remember to have a result, and some personalisation.

When you've created a few, you can test out which ones are the most
effective.

YOUR CTA

C A L L  T O  A C T I O N
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Looks like a button
Highly contrasts against the other colours on your page
Is big enough to be seen and easily clicked on a mobile
Has adequate spacing between it and other elements

Some will disagree with this, but don't worry too much about the colour,
font etc. The main purpose of the CTA is that it stands out. For that reason,
you need to make sure it follows a couple of rules:

In other words, it should be so obvious to the visitors that they couldn't
possibly miss it.

OTHER CTA CONSIDERATIONS

C A L L  T O  A C T I O N

The best place to put your CTA will depend on many factors, including the
type of business you run and what you are offering to visitors. To work this
out properly, you would need to test different locations.

However, for the majority of websites the CTA would go "above the fold."
In layman's terms, this simply means that it is visible on the screen
without needing to scroll. This goes for your wow statement too.

A percentage of your visitors will leave your site without ever scrolling, so
placing the crucial elements above the fold means that they will be seen
by the highest number of visitors.

Some exceptions do exist, such as an offer which needs to be explained in
detail before it becomes tempting to click, like a high ticket coaching
program for example.

You may want to put a copy of your CTA near the footer of your page too.
If someone has read down that far, it shows that they have an interest in
your offer and you may convert a larger proportion of those visitors.

WHERE TO PLACE THE CTA



Key Aspect Check?

Website loads in 2 seconds or less  

Offer is clear to someone totally unfamiliar with your business  

Compelling Call to Action  

Call to Action stands out  

Looks good on all devices (desktop, tablets and mobile)  

Looks good on all browsers (e.g. Chrome, Safari, Edge)  

All buttons work  

All links go to live pages  

All text is readable (size, contrast, font style)  

Contact info is visible, or can be reached with one click  

Rich media (images or video) included for engagement  
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With your perfect offer clearly defined and your CTA crafted, you can now
use this handy checklist to make sure all other aspects of your page are
user friendly and have the highest chance of converting more customers.

F I N A L  C H E C K L I S T



SCHEDULE A FREE CALL 

W A N T  T O  L E A R N  M O R E ?

To see if we can work together to bring your website more
traffic, and more sales, simply hit the button below to apply for
a consultation.

Looking forward to hearing from you!

I'm Karl, the founder and owner of G10 Digital. 

I help businesses just like yours to attract the right kinds of
people to your website and turn them into customers, by
designing your website, handling your search engine
optimisation and managing your paid advertising through
social media and Google search ads.

GET IN TOUCH
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https://g10digital.com/consultation

