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Is your website working hard enough?

Introduction

Hi everyone, 
I’m Warran from Design by 
Country, we are a brand 
identity and digital studio.



Introduction

When clients are looking for a service, realistically they won’t 
just be looking at you. They’ll have potentially five or six 
different companies open on different tabs, and shortlisting 
doesn’t take as long as you think.

Every company is trying to stand out and in doing so, they all 
pretty much look the same. So what can we do to get your 
company as the first choice?

Your website is not just your representation to the world, it is 
your 24/7 sales person. Your website needs to work as hard 
as you would when selling your service or product. For many 
consumers, your website will be their first ever interaction with 
the brand, and you want to make a good impression. Today 
we’re going to look at how you can put your best foot forward.

Is your website working 
hard enough?



Contents

What’s inside?

Key Elements
- How to best market your solution/s
- How to engage and convert visitors
- How to focus on the prospect
- How to measure success

Food for thought
- 5 issues you might have 
with your website.

About us
- Who we are
- Get in touch



How best to 
market your 
solution/s

Is your website working hard enough?



How best to market your solution/s

Messaging

Let’s talk messaging. Messaging should 
clearly indicate who you are and what you do. 

These are the fundamentals and should be 
used across every communication tool you 
have, from the website all the way to your 
business card.



How best to market your solution/s

Proposition

Your value proposition is the number one 
most important part of your messaging. 
Getting this right is what will set you apart 
from the competition. 

Your proposition should tell clients why you’re 
the top choice and will be used just about 
everywhere. Think from the perspective of the 
client and what they may need, what can you 
offer them to remedy this?

We can prioritise different needs and 
outcomes to produce the strongest possible 
proposition for your service. The lowest being 
functional values, like saving time and money, 
followed by entertainment values. 

However, if we continue to scratch away at 
the surface, we can find much deeper values 
that will really help your proposition stand out.



How best to market your solution/s

Brand Consistency

One of the most important parts of your 
brand is consistency. When users think of your 
brand, they should have a clear and specific 
image. If your branding is inconsistent, 
consumers are more likely to forget you.
 
You can improve your consistency by ensuring 
the brand colours, fonts, logos, and slogans 
are consistent across and within all platforms.  
A great way to do this is to produce a style 
guide that you can use universally across 
everything you design.



How to engage 
and convert 
visitors
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How to engage and convert visitors

Company personality

Every time we speak, we convey something 
of ourselves. Our personality, it informs 
everything we do and say, and that’s no 
different from a business. 

So let’s look at the personality of your brand. 

The tone of voice is everything when it comes 
to making a good impression. It’s worth 
having some kind of voice guidelines. If you’re 
light on text then that could be just a short 
reference doc. But if your site uses a lot of 
copy, it’s time to start putting together a 
detailed guide.

A strong voice is one that is individual. Try to 
echo your clients in the voice of the brand. 
Mirroring your client’s speech develops trust.



That being said, every business these days is 
down to earth with a casual tone. You want to 
stand out from the crowd. 

Your voice is an expression of your values. So 
let’s get to grips with what your values are.

Sit down with your team and think back to 
the very beginning. When you started your 
company, what was it you wanted to achieve? 

Try to narrow in on four key values that best 
represent you. Don’t make them up, just like 
with first impressions in real life, you want to 
make a good impression, but not a false one. 

If your service were a person, how would they 
come across? Would they be shy and retiring? 
or maybe edgy and opinionated? 

More importantly, would you want to be 
their friend? If not, you need to change up 
your voice.

How to engage and convert visitors
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How to focus on the prospect

Your ideal client

Before we think about you, we need to think 
about just who it is you’re talking to. Not just a 
general demographic, but the human thoughts, 
feelings, and problems of the people you’re 
speaking to.
 
Empathy is key here. The more you know, the 
better your copy will be. So how do we find out?

You actually already have a pool of insider 
knowledge to work from in this regard, 
your current clients. Client interviews and 
questionnaires are a great way to gather 
information about what drew those clients 
to you. 



How to focus on the prospect

It’s also a great time for self reflection, find 
out what you can do to improve your service. 
Your customers will appreciate your interest.
 
Let’s also look at data gathering. If you don’t 
already have this info, now’s a good time to 
start looking. Identify common characteristics 
and trends between potential clients.

So now we have that data, what do we do 
with it? It’s time to get creative.



Client Avatar

You’re going to create an ideal client profile. 
Who is he, she or them? What do they do? 
What are their motivations, more than that, 
think about the simple things, favourite 
foods, hobbies, anything. All of this will flesh 
out your view of the client and, in turn, make 
your copy stronger. 

Remember, you aren’t writing to a market, 
you’re writing to people. All individual 
and unique. 

You can create as many of these personas 
as you need, just remember you aren’t 
talking to a group. You’re talking to a person.

How to focus on the prospect
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How to measure success

Understanding numbers

So now we have our website. 
It’s fully optimised and potential clients are 
flocking in to see what you have to offer.

How do we know if we’re doing well?

It’s time to dive back into data. It’s very 
important to monitor clients website activity 
to see how much this translates into usage or 
sale of your product.



Hint

It’s important to continuously test and monitor 
your site. Services like Google Analytics can 
help you track user experience, but there’s no 
better test than using the site yourself.

There are a variety of tools available that can 
help you do this. Google’s Test My Site will 
give you an actionable report on optimising 
your site.

WebPage Test is another service that will 
test your site’s speed in relation to various 
locations and connection speeds. 

However, it’s not just the data that’s 
important. It’s how you interpret it. For 
example, you might think it’s great that users 
are spending a long time on your website and 
accessing multiple pages.

But it could be indicative that users are 
struggling to access the information they 
need. It’s all about taking a holistic approach 
and trying to understand the psychology of 
the people behind the numbers.

How to measure success



How to measure success

Our first instinct might be to be driven by the 
numbers. But in reality, we’ll find much more 
success if we focus on data informed design.

The numbers may not lie, but the stories 
behind them are a lot more complicated. 
It’s important to talk to users directly to fully 
understand their experience with the site.

It’s also important not to panic! If the site isn’t 
doing the numbers you hoped, that doesn’t 
mean the design has failed, subtle tweaks as 
issues occur can be much less costly than a 
complete redesign.

This could even have an adverse effect. 
Ideally, you want most users to be unaware of 
any changes you make.



Who we are

We are an independent brand 
identity and design studio 
based in Shrewsbury, UK.

We use personality led design to create living, breathing brands 
that resonate more powerfully.

You’ll get richer results from a deep and meaningful 
relationship with your design team. Bringing to bear your taste, 
gut, intuition and passion along with ours. Working closely and 
fluidly together, not relying on rigid models or processes.

Let’s get personal
We’re all about the people. We don’t have a large headcount 
or expensive offices; just smart people coming together where 
and when you need them to work on your business problem. 
We concentrate on the needs of our clients, whether they 
be small start-ups brimming with energy or big, bold 
established business.
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Food for thought

5 issues you might have with your website.

Difficult to navigate
Can your prospects find 
what they need?

Weak branding
Are you memorable 
throughout your site?

Not enough quality content
Better engage and convert 
with content.

Lack of focus 
How are you different 
and why?

Landing pages
Capture prospects 
and their details.



Get in touch

Warran Brindle
warran@designbycountry.com

designbycountry.com



designbycountry.com
warran@designbycountry.com

Thank You

Will your website now work hard enough?


