Thank you for downloading this guide and I hope you find it useful in your website journey.
If you’ve started thinking about building a website for your business, you will have realised that there are a thousand decisions to be made
along the way.
The layout, the style, the colours, the words and the pictures are just some of the things you’ll need to make decisions about.
Most people flounder at this point, as they change their mind daily about all the minor details until they look back a year later, and realised
they’ve made no real progress at all.
REVERSE-ENGINEER YOUR DECISIONS TO GUARANTEE SUCCESS
By working your way back from the outcome you’re hoping to achieve, you can reverse-engineer your decisions to guarantee success and
gather all the bits and pieces that are required before a web project can be started.

Sandy

How to

REVERSE-ENGINEER YOUR DECISIONS
to guarantee success.

All the decisions you need to make about your website are objective.

It’s not a matter of what colours YOU like, the question is, what colours represent the qualities that your customers are looking for in a
service provider or that you’re hoping to convey as a result of your Unique Selling Proposition? What information will THEY NEED to
make a decision about whether to hire you?

A simple case study

I’m a web designer who helps small business owners and sole traders in Perth, who are new to marketing or business, get on-line with
a low-overhead, scaleable website.
My target audience are looking for someone patient, easy to work with, enthusiastic, knowledgeable, approachable and trustworthy.
My fonts I chose:
–
–
–

Saturday Rock – Logo font and accent font – traditional, feminine without being girly.
Oswold – Header font – bold, clear, simple.
Roboto– Body text font – easy to read, unobtrusive.

The colours I chose:
– Calm, balance: Neutral beige, neutral grey, lots of white.
– Confidence: Rred (small amounts, don’t want to scare them)
The look I went for:
Lots of white space.
Friendly images.

What product or service do you provide?

Now, over to you

___________________________________________________________________________________________________________
What qualities would your ideal customers be looking for in a service provider?

___________________________________________________________________________________________________________
How is your product/service unique? What distinguishes it from others?

___________________________________________________________________________________________________________
What qualities do your ideal customers have in common?

___________________________________________________________________________________________________________
What qualities do you/your product have, that give you an advantage over the competition?
____________________________________________________________________________________________________________________________________________
What websites belonging to other businesses appeal to you, and could be adapted for your purposes? Print out a few examples, and see if you
can identify what it is about them that you like.
_____________________________________________________________________________________________________________________________________________________________________________

Using this information, consider what you’ve got in mind as you move through the following sections.

a NAME for your brand

#1

To give your business, brand or product the best chance of success, it needs an accurate name.
The name should describe who you are and what you’re offering, accurately enough for a person who knows nothing about you, to assess
whether they’ve come to the right place.
Many successful brands have immortalised everyday or made-up words into common language, but if you don’t have the marketing budget of
Apple or Nike, you might want to make things easier on yourself.

DO
Ask a handful of people who know nothing about your business what they think it is or does based just on the name.

ADJUST
How close did they get to the truth?
Could you make adjustments to the name to improve the meaning?

a LOGO for your brand

#2

A logo forms the centrepiece of your brand and there are a range of options for getting one.
A logo doesn’t need to be or include a symbol or picture. It can simply be your business name written in colours and fonts that support the
qualities your customers are looking for.
The colours and fonts that are included in your logo, will be mirrored in all your other marketing assets – your stationery, email footer,
website, business card.

DO
•
•
•

Get one professionally designed if you have the budget.
Get the original .eps or .ai files from your logo designer.
Get a range of .png and .jpg copies from them for various applications.

COLOURS for your brand

#3

Colours speak to us on a sub-conscious level.
The colours that we like to surround ourselves with, may not support the qualities that our ideal customers are looking for, so it’s easier to
take personal taste out of the equation and base brand colours on objective decisions.
First read this: https://designschool.canva.com/blog/website-color-schemes.

then ASK YOURSELF
•
•
•

DO
•
•
•

What are the qualities you want to convey to your ideal customers?
What are the colours normally associated with your type of business?
Are you trying to conform or disrupt?

Using https://www.canva.com, choose a primary colour and one or two accent colours.
Choose a couple of neutrals.
Record the exact shades on a simple style guide so that they’re always used consistently.

NOTE
•

HEX colours are for web use. A colour code may look like #ffffff (white) or #3550a3 (blue).

FONTS for your brand
Fonts should be easy to read and support the character of the brand.

#4

A range of web-safe fonts, collectively known as Google fonts, can be found at https://fonts.google.com and are
available to download free of charge.
To see what fonts work well together, go here: https://www.canva.com/font-combinations/
But read these first:
https://www.canva.com/learn/canva-for-work-brand-fonts/
https://www.canva.com/learn/the-ultimate-guide-to-font-pairing/

DO
•
•

•

Take the advice of your designer on fonts, but if you have some idea of what you like, it will be easier for them to
advise you.
Once you’ve decided on a set of fonts that will work together, Google [search for {FONT NAME} FREE] and follow the
link to the font library that has it. Download the file and double click it to install it on your local computer. Once
installed, you can use it in Word, Excel, Powerpoint and most other places, plus on your website if it supports
Google fonts.
Record your font names in a style guide.
– Logo font, header font, sub-header font, body font.
– These can be all the same font or different ones that work well together.

IMAGES for your website

#5

DO: INVEST IN ORIGINAL, QUALITY IMAGES OF YOUR BUSINESS, YOUR
PRODUCTS, YOUR STAFF AND MOST IMPORTANTLY, YOURSELF.
•

People buy from people. Your clients want to see what your business looks like, so that when you knock on their door
there are no nasty surprises.

•

They want to see close-up images of your products, in as much detail as they would if they were in a bricks and mortar
shop.

•

If you’re in a service business, your customers want to see who they’re going to be working with and trusting with their
hard earned cash.

•

Your website can’t be started until you have all the images you’re going to need, so don’t put off getting started on this
step as it usually requires a fair bit of planning and preparation.

•

Say no to stock images where possible. All the worst websites I’ve seen have been packed to overflowing with fake
looking stock images. Just say no.

USE GOOD QUALITY IMAGES OR NONE AT ALL
•

If an image looks grainy or blurry, it’s better off in the bin.

•

Images taken with a recent iPhone or iPad may be suitable, depending on the light, angle, quality and application but
this isn’t a hard and fast rule.

CONTENT for your website
THE WORDS ON YOUR WEBSITE SHOULDN’T BE ABOUT YOU, THEY
SHOULD BE ABOUT THE REASONS THAT YOUR IDEAL CUSTOMER HAS
COME LOOKING FOR YOU, AND WHY YOU’RE UNIQUELY SUITED TO HELP THEM.

#6

•

In my opinion, the words on the pages of your website are the most important part of the entire project.

•

I have seen incredibly simple websites with words so powerful, you hardly noticed anything else about them. I’ve also seen
beautiful websites be horribly let down by bad grammar and poorly targeted calls to action.

•

Your web designer doesn’t write the content for your website. They take your content and images, and lay those out in a way
that’s easy for readers to access and understand.

•

If you’re working with a full-service agency or someone who offers copywriting in addition to web design (like I do), then they
will quote you separately for this and make sure it happens before your website build starts.

•

Copywriters believe that copy comes before design, as the process of creating persuasive text for a website, requires the
copywriter to get a deep understanding of your business, your clients and how you are uniquely qualified to knock their
socks off.

Think you’d like to save a bit of money and write the content yourself?

•

Of all the things you can and should save money on, this isn’t it. The reason that websites for big brands look amazing, is
that they are generally produced by an agencies with a copywriter on their creative team. Agency budgets won’t suit
everyone, but what a copywriter will add to the project budget, will be more than made up in return on investment.

TO SUMMARISE
#1 NAME
•

Ask a handful of people who know nothing about your business what they think it is or does based just on the name and make adjustments based
on their feedback.

#2 LOGO
•
•
•

Get one professionally designed if you have the budget.
Get get the original .eps or .ai files from your logo designer.
Get a range of .png and .jpg copies from them for various applications.

#3 COLOURS

•
Using https://www.canva.com, choose a primary colour and one or two accent colours.
•
Choose a couple of neutrals.
•
Record the exact shades on a simple style guide so that they’re always used consistently.
#4 FONTS
•
Take the advice of your designer on fonts, but if you have some idea of what you like, it will be easier for them to advise you.
•
Once you’ve decided on a set of fonts that will work together, Google [search for {FONT NAME} FREE] and follow the link to the font
library that has it. Download the file and double click it to install it on your local computer. Once installed, you can use it in Word, Excel,
Powerpoint and most other places, plus on your website if it supports Google fonts.
•
Record your font names in a style guide.
•
Logo font, header font, sub-header font, body font.
•
These can be all the same font or different ones that work well together.

#5 IMAGES
•

Invest in original, quality images of your business, your products, your staff an most importantly, yourself.

•

Use a copywriter if possible to create your content.

#6: CONTENT

YOU’RE READY to get started
Once you’ve got these SIX ELEMENTS ready, you can start talking to somebody about getting a website built.

REMEMBER
Anxiety and uncertainty about how your business appears to clients or compares to others in the industry, often gets in the way of confident
marketing but I’m here to tell you that it doesn’t have to be that way.
By accepting that we’re not going to be to everyone’s taste and that a no isn’t a rejection of us personally, your efforts will be more effective,
realistic and enjoyable.

DO
•
•
•

List all the real or perceived negatives about your business.
List at least one positive for each negative.
Spend time getting to know your “ideal customer” and how you may be uniquely equipped to serve them.

Read this:

https://moz.com/blog/the-power-of-archetypes-in-marketing

Best of luck on your website journey

and if you’d like to talk about how I could help you market your business with confidence, don’t hesitate to get in touch.

about SANDY
Sandy Taylor is a Perth-based Wordpress web designer, SEO copywriter and marketing
coach for smart small business owners with big dreams.
If you appreciate a common-sense approach to getting things done, contact Sandy today
for an obligation-free chat.

Get in touch
M: 0423 551 577
E: sandy@sandytaylor.com.au
W: sandytaylor.com.au

