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Phase 1: Learn to speak their language.

Step 1: 
Define your target market.
This is not jump rope — don’t skip it.
Do yourself and your company a favor, don’t skip this step.  And 
when evaluating your target market, do not assume that everyone is 
your target market.  You probably want to know why.  When saying 
everyone is in your target market you’re implying that your product 
appeals to no one in particular. 

That can’t be true.  People start businesses because the public has 
shown a need or the business person sees a need themselves for the product they 
want to make available.  So who has the greatest need for your product? That’s what 
you need to resolve so you can speak to your target directly through the verbiage, 
color and image on your site.

When you try to talk to everyone you end up connecting with no one at all. It’s like 
striking up a conversation with a person who never makes eye contact, always 
looking for someone better to talk to. You want to be the person who listens intently 
and laughs in all the right places.  That person makes you feel important and special.  
That’s how we want our audience to feel, too.

However, if you do indeed have a product that appeals to everyone, consider creating 
a set of marketing campaigns with corresponding websites appealing to each market 
individually -- or at least appeal to each market type in a separate area of your site.  
Start with the market that shows the most need for your product and then build out 
from there.  Most companies do have more than one type of target market, which is 
good to note, and your site should be formatted accordingly to speak to these 
markets separately to gain the most impact.  Many sites have separate entry points 
for each of their target markets.  

http://www.mayecreate.com
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If you run a staffing company you would have at least two 
markets; employers and employees. 

Do employers need the same information to make the decision as 
employees do?  Perhaps, but these two markets visit your site for 
different reasons and may need to see the same information tailored 
in a way that specifically appeals to them.

Begin by thinking like an employer; these guys want to know about:
● Your process, how do you screen applicants to be sure they’re right for their 

company? 
● Fees for employers; what does it cost to work with you? Can they afford it?  Your 

job is to make them feel like they can’t afford not to.  So you may not tell them 
your pricing unless you’re very reasonable -- and that’s your competitive 
advantage.

● What sets you apart from others in your industry? 
● The types of jobs you staff; are they in line with the type of employee needed?
● Others you work with; are they companies they’ve heard of?  Offer references or 

testimonials for them to read that will establish you as a credible company.
● How to make contact with you to get started. This is ultimately what you want 

them to do.  So anticipate it and make it super easy for them.

Now think like an employee; these guys want to know about:
● The hiring process. The process for them looks different than the process for 

your employers -- so although the page has a similar name, the information will 
not be the same.

● Fees for employees; are there fees for employees? 
● What jobs are you currently recruiting for?  
● How do they apply, and what do they need to do so? Are references and a 

resume required? This is ultimately where you want applicants to go, so ensure 
they can get there easily and quickly. The link to this page might be more 
prevalent than others. In fact, a different color or two links to this page, one that’s 
located on the main navigation and another in the body of the page with an ad 
asking them to visit the online application page, could be available.
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Phase 1: Learn to speak their language.

In this example the site should be formatted starting on 
the home page to allow visitors to first choose who they 
are, and then display all the information that would appeal 
to them based on their role. 

In essence there will be three landing pages for this site:
1. The home page, with areas allowing visitors to choose if they are employers or 

employees.
2. Employees home page, which markets to people searching for jobs and allows 

them to get an overview of information they can access through your site to 
encourage them to make the decision to use your company to place them in a 
job.

3. Employers home page, which markets to companies searching for a staffing 
group and allows them to get an overview of information they can access 
through your site to encourage them to make the decision to use your company 
to place employees with their company. 

CA
SE

 S
TU

DY
: S

ta
ffi

ng
 C

om
pa

ny



Phase 1: Learn to speak their language.

Describe who you’re talking to.
Now that you’ve determined why it’s so important to know who 
you’re talking to, you want to know who they are so you can talk to 
them accordingly.  Who is your ideal buyer?  Dream a bit and tell 
everything you know about them.

What’s their income?
At what income level must they be to afford your product?  Give us a range.  This can help 
us inexpensive to appeal to upper income ranges where money isn’t an issue.  They might 
feel because the cost is low the service or product must also be inferior.  This is important 
to know up front so it can be addressed along the way. 

Are they men or women?
This is critical knowledge to have before starting work on your site design.  Colors and 
images should appeal to the gender you’re approaching.

What’s their occupation?
What exactly do they do? You need to know so you can anticipate the frustrations your 
product or service might lessen based on the demands of their profession.  What 
education level did they need for their particular profession?  Does that make a difference 
in how you communicate with them about your product? 

What’s their communication style?
Are there common communication traits you can tap into based on profession, age, 
gender, location, etc?  Certain types of professions tend to attract persons with similar 
communication styles.

What’s their lifestyle?
Are they part of a family with small children or a retired couple?  Do they travel often or 
spend most of their time at home?  Are they always on the go with careers and activities 
taking up much of their time?  How does your product or service complement their 
lifestyle?

What’s their age range? 
As mentioned before, grandparents and teenagers make their buying decisions based on 
different principles and values.  What age range are you speaking to and how can you use 
this to your advantage when sharing your product with others?  If you are marketing to 
any person under the age of 60, your business will benefit from a web presence.
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Phase 1: Learn to speak their language.

Where do they live?
This information can be used to narrow down prospects for your service.  Perhaps you 
can only provide a service to clients within a certain geographical location.  If so, where is 
that location?  Be sure to tell visitors where it is -- and if there’s any confusion, provide a 
coverage map.

Some locations may not have access to high speed Internet service; if that’s the case 
perhaps a website isn’t as important to your marketing mix, but you may still want to have 
a presence. Check out your competition before making a decision on site type.  If site 
visitors are on a slow connection you will want to design your site to be extremely fast 
loading, or offer a separate, quicker loading version of your site to those viewers.

Location can also indicate market culture.  People in the Midwest make decisions, 
communicate and behave differently than those on the East 
and West Coasts.  If you’re working to expand your business into a different area, be sure 
you understand the area culture so you can communicate with this segment more 
effectively

Are they current clients or prospects?
Often current clients and prospective clients use your site for different reasons.  Why are 
they visiting?

Let’s look at the average doctor’s communication style versus 
that of a nurse.  
Doctors tend to be more assertive, dominating, and direct communicators.  They make 
decisions quickly based on results.  In general, they don’t have a ton of time and don’t want to 
be bogged down with touchy-feely information or details that don’t apply to the task at hand.  

Nurses on the other hand, often exhibit a softer approach, a better bedside manner that’s 
people-oriented and emotionally driven.  They want to know how the decision will affect 
others around them.  They want more time to think about their decisions and they respond 
well to examples that relate to them personally.

CASE STUDY: Doctors versus Nurses 
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Phase 1: Learn to speak their language.

Step 2: Test and learn.
Friends and Family Focus Group
You’ve done your homework and have a knowledge basis of what 
you want to do; now let’s enlist the help of others. Take a poll of 
friends, customers, family -- or anyone you meet. 

Ask open ended questions such as:

● What does my business do?
● Why did you decide to purchase products or services from my 

company?
● How do you like to communicate? (Email, text, social media)

Record your poll answers on the Friends and Family Focus Group 
worksheet or consider creating a survey with an online provider 
such as Survey Monkey and send it out to everyone you know. Chart 
and track their responses. 

The more information you compile about what the individuals you 
ask are thinking, the more accurately you can make assessments 
about how to market your business to various demographics.

W
O

RK
BO

O
K 

AC
TI

VI
TY

https://www.surveymonkey.com/


Phase 1: Learn to speak their language.

Already have a site? Review your web traffic data.
To those who already have sites this can be a much easier task to 
accomplish. Install a program such as Google Analytics on your 
current site, then examine the information it’s telling you.  Compare 
this data with the information you compiled about your ideal 
customer.  Does it look the way you hoped it would?  You want to 
know the following:

● Sessions
● % new visitors
● Avg Time on Site 
● Pages Per Session
● Bounce Rate
● Traffic Sources 

● Demographics 
● Pages Visited
● Landing Pages
● Referral Sources
● Device Type
● Keywords that Bring People to the Site

How to Review Your Website Data
We recently published a podcast and blog post over just this topic check 
it out to learn:

● What you should be reviewing. 
● Tools you need to make it easier.
● What those metrics actually mean.
● How often you should be reviewing.

Learn what your website data means!
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Phase 1: Learn to speak their language.

Scope out other companies like yours.
Jot down the names of those companies you feel are your biggest 
competitors.  Then do a Google search for your service. Who shows 
up in your search? Are the companies you listed online? If they are, 
you should be too. 

If you plan on snatching some of their online leads your site will 
need to be more effective. We’ll talk more about dissecting the 
competition’s sites in Phase 3, Content Planning.

Plan a test run with a newbie.
If you already have a website, ask someone who has never been to 
your site before who is in your target market to do a test run of your 
current website with you.  If you don’t have a site, ask them to go 
through the site of your closest competitor.  Their job will be to tell 
you their thoughts as they go through your site or that of your 
competitor’s. 

Ask them to think out loud and give you their honest reaction. Your 
job is not to interfere and to take notes of any challenges they run 
into going through the site; this will come in handy later, when you’re 
planning your website content. 

When you’re finished with the exercise ask them if they feel the site 
would be helpful to them in making a decision to purchase your 
product or service.
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Phase 2: Set your web goals.
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Answer this: Why do you want a website?
As basic as that question may sound the answer is often harder to 
determine than you might think.  Maybe you want to share your 
services with customers; maybe you want to accept online 
payments or start a blog.  There are many reasons -- and you don’t 
have to choose just one.  A psychologist will tell you the first reason 
you give isn’t usually the real one.  Before you get in brain crunching 
mode, you must make the decision that you’re ready to put forth 
some effort.  To sell yourself a website, you need to really buy into 
the idea of it. It’s important to your business and only you can justify 
why.  

Try This: Complete the statement, “A website is important to my 
business because…” three times. If you can’t answer this question 
three times, maybe you don’t really think a website is important to 
your business. Consider re-evaluating your results from Phase 1 to 
see if you really need one.

Keep it close.
You’ve just completed a major step in your web goal setting 
exercises -- justifying the validity of a website for your business.  
Keep those reasons handy, so if you’re ever feeling frustrated with 
planning or want to just trash the idea altogether, you can look back 
and rejuvenate.  
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marketing plan.
Think of your website as a supplement.
What activities do you currently engage in to market your company?  
What are your goals? How could a website be used to supplement 
the activities you currently have in place and help you reach them?

Try This: Using the provided worksheet or on a piece of paper write 
down the activities you undertake and how your website could be 
used to supplement those activities. 

This is a WOW step, not a HOW step. Right now 
don’t be concerned with HOW you’ll accomplish 
the task, just imagine it could be so. 

Keep an open mind while doing this exercise; you may uncover a 
completely new way to use your website to work towards your goals 
that exceeds even your own expectations!  
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Phase 2: Set your web goals.

How Others are Doing It
Direct Mail
If you currently use direct mail you could send recipients to the website for more 
information or an instant price quote.  You could gather the information of those who 
received the instant price quote and then use that as a prospecting list.

Events
Allow invitees to sign up, RSVP or pay for events on your website. Save on paper and 
time on phone calls. You could even hold virtual events or send an event follow up 
email to take them back to your site and to watch event highlights or view a photo 
gallery.

Television
Track conversion of television leads online with a specified URL for each ad. Using 
your web analytics program you can see how many people visited each URL and 
when they dropped by. The same technique works for radio. Be sure the URLs are 
short and easy to remember.

Coupons
Consider promoting your specials through online coupons.  Allow viewers to sign up 
to receive updates when new coupons are posted.  This will drive traffic back to your 
site.

Door Hangers
Remind customers they can make their next appointment online using your website.  
Cut down on payroll costs and increase value by adding convenience for clients.

Customer Satisfaction Surveys
Ask clients to fill out your service survey or leave a testimonial.  It only takes a 
moment online and they don’t have to mail it back. It’s an easy way to pick up 
feedback that will ultimately improve your business. 

http://www.mayecreate.com
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Phase 2: Set your web goals.
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Consider what your site’s visitors need to do to 
help you reach your website goals.
Now you know what you want your website to do for you.  Allow 
yourself a moment of selfishness and consider what your site’s 
visitors need to do to help you reach that goal. 

If you want a website to generate leads for your business, do you 
want visitors to email you -- or perhaps fill out an email form 
requesting more information? Opt in to your newsletter? Post a 
comment on your blog? Attend your events? Subscribe to your 
service? 

Try This: Write down your user goals on the provided worksheet.  
We’ll use these goals to plan our home page in Phase 5. 
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Phase 3: Plan your content.

Step 6: Open your mind and 
free your inner client.
Keep an open mind, without you in mind.
I know that doesn’t sound fair.  But some of us, maybe you -- 
remember our mom’s telling us life’s not fair.  You’re planning this 
website so it should be all about you, right?  Wrong.  Well, maybe  a 
teensy-weensy bit -- it is your company after all, and your goals.  
You’re an expert in your industry so you know all about it, but what 
do people who don’t know all about it think?  Clear your mind and 
look at your company through the eyes of a prospect.  What will truly 
make your site successful is its appeal to your customers and 
potential customers.  We need to discover what they want.

In Phase 1 we uncovered how they’re looking for businesses like 
yours.  Now we must figure out what makes them choose a 
particular business.  And what information they need to make the 
decision or at least make the call to learn more.

To support your mission you operate a second-hand shop – and perhaps 
you’re only open Tuesdays and Wednesdays.

It’s important you don’t have customers showing up on other days of the week feeling angry 
that they can’t browse your selection.  This information should be announced loud and clear 
on all your marketing and especially on your website.  Think of where you should remind 
them of this information, perhaps with directions and contact information so if they’re 
planning a visit, they’ll show up on the right days.

CASE STUDY: Consignment Shop with Odd Hours

http://www.mayecreate.com
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Phase 3: Plan your content.

Step 7: Get it all out.
Tackle your inner client.
Yeah, yeah, you were just told that what you think doesn’t matter.  
But look at this as a true test of your ability to find your inner client. 
Start by making a list of information you think a client would need to 
know to make a decision about your company. Then you will step 
back and take a really good look at your company from the outside. 
We’re going to take this list and make it into pages for your site.

● Are there any areas of confusion you want to clear up before 
you get started? 

● What is it about your company that you feel makes you a 
better choice than your competitors?

● Do they visit your location or office? Should you give them 
directions on how to get there?

● Do you need to list prices for your service on the website or 
should you refer them to a sales rep?

● Are there tips and tricks they need to know to get the best 
results when using your product?

● Would testimonials help your cause? 
● Don’t forget: they must know how to contact you.

http://www.mayecreate.com
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Phase 3: Plan your content.

Interrogate the phone god (or goddess).
Who hears more questions than the person who answers the phone?  
If that person is not you you’ll want to sit down with them and pick his 
or her brain. What are the questions they hear over and over?  Are there 
common misconceptions they clear up often?  If so, some of these 
questions could be fielded through text on the site, while others might 
need to be included in a frequently asked questions (FAQ) section.

Consult with sales.
If your company is large enough to employ a sales force, use their 
minds to your advantage. They talk to prospective customers every day 
and may have some great ideas to share.  Get their input on what they 
think will help supplement the company sales process.

Ask your friends and family.
Because your friends and family are farther removed from your 
business they may have excellent advice about what to put on your 
website. Ask them what information they would expect to find on a 
website for a company like yours. Take notes; chances are they’ll 
provide information you didn’t think of yourself.

Try This: Keep a log of questions from your phone gods on the 
provided worksheet and tally on a regular basis. Plan to address the 
most popular ones on your FAQs so viewers don’t have to search for 
them. If you have a lot, consider a search feature. 

Also consider recording your conversations with sales, coordinators, 
friends and family members using a service like Otter. The service 
transcribes your conversation as you have it, so all your notes are 
typed up and easy to file away or listen to on demand.
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Phase 3: Plan your content.
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companies like yours.
Start close to home.
Grab the list of businesses you found online in Phase 1. Break out 
your website spy kit. You can use a chrome extension like Q-Snap to 
take full screenshots, top to bottom, of their pages. Using the 
program you can note on the screen grabs what you like and dislike 
about the site. Be sure to highlight any ‘must haves’ that you 
uncover in the process. Determine the status quo by taking note of 
repeated elements in all of these company sites. For example, if 
everyone in your industry takes online payments or allows clients to 
book appointments online you’ll want to offer those features as well.

Look outside your area.
One way to set the bar is to look at websites for companies that are 
in the same industry but are located in cities larger than yours. If 
your business is located in a small town in the Midwest look for 
companies like yours located in St. Louis and Chicago. Industries 
like yours in larger cities often feature highly progressive marketing 
and design techniques that are great for inspiration. Print out these 
sites as well and record your likes, dislikes and ‘must haves.’

https://chrome.google.com/webstore/detail/qsnap-screen-capture-scre/bijakfpegjnjmfdoiloebhaemhomjkon?hl=en-US
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Phase 3: Plan your content.

Step 9: Make a site outline.
Think bulleted list.
Take your needs list and group the information into ten categories or 
less.  Why ten?  Many sites utilize horizontal navigation and this 
limits the space for tons of buttons. From a design perspective you 
want to reduce clutter and make the site easy for visitors to take in 
at a glance.  You don’t want visitors to leave because they’re 
overwhelmed.  Grouping information doesn’t make it any less 
important; the information can even have its own special page. 

These categories will be the pages or sections within your website.  
Place like information with like.  For example, if you want to share 
your company’s history, affiliations and staff bios, consider having 
an About section.  “About” could be a page or just a section of the 
site, depending upon how much information you have to share.

http://www.mayecreate.com
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Phase 3: Plan your content.
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Play the name game.
Identify each page or section with a short, but descriptive name.  Avoid 
long-winded descriptions.  “About Our Company” can be just as easily 
recognized as “About.”  Creativity is a great thing but being overly clever 
is not always a good move for your page names.  If a first time visitor 
can’t tell what’s on the page by reading the title, you’ve missed your 
mark.

Try This: Format your site outline into a bulleted list, using the main 
bullets as sections of the site or primary pages. Use the indented 
bullets for secondary pages within each section.

Graphic Site MapBulleted Site Map

● Page 1
○ Sub Page 1

■ Tertiary Page
■ Tertiary Page

○ Sub Page 2
○ Sub Page 3

● Page 2
● Page 3
● Page 4

○ Sub Page 1
○ Sub Page 2
○ Sub Page 3
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What was on that page again?
Once your pages are outlined put a reminder or two for yourself under 
each page about what it will contain. Consider additional information 
on the site that might be of interest to a viewer when they’re on each 
page and photos that would add interest or clarify information. You’ll 
thank yourself for this thoughtfulness later on.

● About  - A section, not a page.  A dropdown menu for the 
following pages:
○ History – Photo of the founder and timeline of important 

events
○ Affiliations – Logos of organizations you’re part of and links 

to their websites.
○ Staff - Pictures of staff members, each person will have 

their name, title, email address, phone number and a link to 
their full bio  



Phase 4: 
Step out of your 
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Phase 4: Step out of your comfort zone.

Step 10: Walk outside the box.
Think of websites as a tool.
Challenge yourself to engage your website in a way that will allow your 
business to run smoother, generate leads and market your services.  
Stop thinking of a website as an online brochure, but at the same time 
don’t think of your website as your only marketing outlet.  Good 
websites generate business, but good marketing plans paired with 
good websites make businesses.

What can a website do to improve your business?
You probably don’t have an automatic answer to that question.  That’s 
why you’re still reading this book, right?   Below are some examples of 
challenges others have faced that were solved through online 
solutions. You want a website that brings in business, helps things go 
smoothly and offers a reason for return visits.  What can you do to 
reach these goals using your website?

Challenge: I get phone calls that ask the same questions over and 
over again.
Solution: Create a searchable and sortable frequently asked 
questions section. Provide answers complete with step by step 
instructions and screenshots.

Challenge: It takes me several hours to manually create my monthly 
newsletters.
Solution: Incorporate your newsletter into your blog and create an 
automated email that formats and sends it to your followers 
whenever you publish new content.

http://www.mayecreate.com
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Phase 4: Step out of your comfort zone.

Step 11: Document and 
concept your brilliance.
Got any good ideas?
Hopefully you can see your business using some of the techniques 
listed in your new website to help your business run smoother. 
Hopefully you’ve been inspired to create a custom idea that will 
really make your site sing. 

Interactive components can be a bit tricky to plan -- plus you’ll need 
to find an experienced professional to help you implement them. 
The challenge is to get the idea right the first time, because flaws in 
a system are hard to spot before it’s physically built. 

Websites often go over budget because tons of small, unexpected 
changes here and there add up throughout the process. So you need 
to have a good idea of what you want before you move forward to 
interview professionals to help you build your site. They’ll ask 
questions to help you determine what you want, but the more 
prepared you are the faster and more cost efficient the feature will 
be to build.

http://www.mayecreate.com
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feature to the one you want to create on yours. If you find one or 
more, it will make your planning move along at a faster pace 
because then you can decide what you want to add and change 
that’s already there. Print off the pages of the feature you’d like to 
emulate and write on the printed pages what you like and dislike 
about the way it works.

Can’t find anything like what you want? Don’t fret. Start big and then 
focus on the details.

Begin with a flow chart. 
Outline the steps in the process you’re creating. If a person is going 
to sign up for an online event, what happens first? Where do they 
start? What’s step two, three, and so on? Make a flow chart of the 
steps in the process. 



You own an art show that offers evening classes. You 
want to cut down on paperwork and registration-related 
phone calls, so you’re offering the ability for students to 
register online. 

● The person would most likely start at a list of classes on the 
website.  They find one they like, then they’ll click on a button to 
register, right? 

● Then they fill out their personal information.  
● Next, they pay.  
● You get an email telling you they signed up. 
● And they get an email confirming this action.

Now you need to fill in the details. For each step in the 
flow chart, ask yourself two questions:
1. How will the user interact with the site?
2. How will I want to interact with the information in the site?

Step 1
“The person would most likely start at a list of classes on the website.  They find one 
they like then they’ll click on a button to register.”

1. How will the user interact with the site? 
They will read information about classes offered and then click on a register 
button when they want to sign up for the class.

2. How will I want to interact with the information on the site?
I’ll want to enter dates, times, descriptions, locations and costs for classes.  I 
want the classes to display in order of class date and to automatically drop off 
the public side of the site the day after the class date.

Phase 1: Learn to speak their language.
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Step 2
“The person would most likely start at a list of classes on the website. They find one 
they like then they’ll click on a button to register.”

1. How will the user interact with the site? 
They will read information about classes offered and then click on a register 
button when they want to sign up for the class.

2. How will I want to interact with the information on the site?
I’ll want to enter dates, times, descriptions, locations and costs for classes. I 
want the classes to display in order of class date and to automatically drop off 
the public side of the site the day after the class date.

Step 3
“They fill out their personal information.”

3. How will the user interact with the site? 
They will enter their first and last name, and how many participants they want to 
sign up.  If there’s more than one participant, they’ll need to enter that 
participant’s name too.  They should enter their address, email address and 
phone number.

4. How will I want to interact with the information on the site?
I’ll want to be able to view, edit or delete participant information as well as print it 
for a class roster or export it as a marketing list for future classes.  I want all 
class participant information to be in a centralized list containing personal 
information and which class they took.

The more specific you can be the better. 
Dream as big as you possibly can imagine -- then cut back if your 
budget doesn’t allow for all the features.  If the professional you’re 
working with knows what you have in mind for the future, they can 
plan for it in the present so you can add onto your site later without 
having to rebuild it.

Phase 1: Learn to speak their language.
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Phase 4: Step out of your comfort zone.

Step 12: Get really excited.
Pat yourself on the back.
Add this feature to your site map and savor it. You are going to have 
the coolest, most cutting- edge, super-sophisticated web tool you’ve 
ever laid eyes on! It’s going to help your business grow by bringing in 
customers and helping you become more efficient.  

Call someone who can get excited with you and tell them how 
amazing this site is going to be – then sit back and listen to them 
tell you how brilliant and insightful you are! 

Now that you know why you want this website and what you want it 
to do, the first thing you need to do is figure out what you’re going to 
tell people when they visit.

http://www.mayecreate.com
mailto:info@mayecreate.com


Phase 5: 
Embrace the art of the 
home page.

5
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Phase 5: Embrace the art of the home page.

Step 13: Give a taste test.
You’ve got your list of pages, and an amazing web tool 
that will change your business. Now -- how do you 
introduce all that wonderful yum to a new visitor? You 
give them a taste test of course! 

The home page is your first chance to tell potential clients how 
wonderful you and your business are and what your website can do 
to make this an easy decision. 

The goal is to allow visitors to land on your home page and at a 
glance determine what your business is and what it does. Then the 
visitor should be able to easily find where they want to go within the 
site to gather the information they’ll need to make a buying decision. 

http://www.mayecreate.com
mailto:info@mayecreate.com


Phase 5: Embrace the art of the home page.
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in Phase 2; what do you want people to do once they get there? 
Grab your site map.  Put a star next to the page or pages that best 
facilitate that action.  For example, if you want visitors to sign up 
for events, you would slap a star on the events page.  

Review the list of questions gathered by your phone god and 
information shared by your sales force.  What was the most 
frequently asked question?  According to your sales force, what 
was the most important information sought after by customers?  
Put a star next to the page or pages that best facilitate sharing that 
information.

When you began planning your content, did you discover any areas 
of confusion you need to clear up before you get started, similar to 
the furniture store with the odd hours? If so, depending upon how 
much information needs to be shared to clear up the confusion, add 
this to your list of information to cover on your home page -- or 
place a star next to the page or pages addressing the answer.

The starred pages indicate the places you need 
to drive visitors to within your site.



Glossary of Terms: 
Learn the lingo.



Glossary of Terms

Admin section – A restricted portion of a website viewable only by those with administrative 
privileges.  It is used to maintain and manage the functions of a website.

Administrator – Website user-granted universal privileges to maintain and manage the 
functions of a website.

CMS – An acronym for content management system, a software, implemented as a web 
application, for creating and managing HTML content. It is used to manage and control a large, 
dynamic collection of Web material (HTML documents and their associated images). A WCMS 
facilitates content creation, content control, editing, and essential Web maintenance functions.

Domain name – An identification label that defines a realm of administrative autonomy, 
authority, or control in the Internet, based on the Domain Name System (DNS).

E-Commerce site – Short for Electronic commerce, commonly known as (electronic 
marketing) also know as eCommerce, consists of the buying and selling of products or services 
over electronic systems such as the Internet and other computer networks.

Going live – Making a website visible to the public via the internet. 

Hosting – A hosting or web hosting service is a type of Internet hosting service that allows 
individuals, businesses, and organizations to make their own website accessible via the World 
Wide Web. Web hosts are companies that provide space on a server they own or lease for use by 
their clients as well as providing Internet connectivity, typically in a data center.

HTML – Stands for HyperText Markup Language, and is the predominant markup language for 
web pages.

Link – Hyperlink (or link) is a reference to a document that the reader can directly follow, or that 
is followed automatically. The reference points to a whole document or to a specific element 
within a document.

Navigation – A group of links to the main sections or pages within a website.  Usually present 
on every page of a website in the same location.

Page – A shortened term used in place of Webpage.

Private site – A restricted portion of a website viewable only by those with login privileges.

Programming – Often shortened to coding refers to computer programming, the process of 
writing, testing, debugging/troubleshooting, and maintaining the source code of computer 
programs. This source code is written in a programming language. The purpose of programming 
is to create a program that exhibits a certain desired behavior (customization). The process of 
writing source code often requires expertise in many different subjects and programming 
languages.

Public site – The non-restricted portion of a website viewable by the public.

Search engine – A tool designed to search for information on the World Wide Web. The 
search results are usually presented in a list of results and are commonly called hits. The 
information may consist of web pages, images, information and other types of files.



Glossary of Terms

Secondary navigation – A group of links to secondary pages within a section of the 
site, it’s only present when there are secondary pages available.

Section – A collection of Webpages within a website that share a common theme.  
Usually a group of subpages.

SEO - Search engine optimization (SEO); the process of improving the volume or quality 
of traffic to a web site from search engines via "natural" or un-paid ("organic" or 
"algorithmic") search results as opposed to search engine marketing (SEM) which deals with 
paid inclusion. Typically, the earlier (or higher) a site appears in the search results list, the more 
visitors it will receive from the search engine.

Shopping cart – Slang for electronic shopping cart or shopping cart software is software 
used in e-commerce to assist people making purchases online.  The software allows online 
shopping customers to accumulate a list of items for purchase, described metaphorically as 
"placing items in the shopping cart". Upon checkout, the software typically calculates a total for 
the order, including shipping and handling (i.e. postage and packing) charges and the associated 
taxes, as applicable.

Sub page – A Webpage or page in a website that is not listed on the main navigation of the 
site. It may be listed on another page or in dropdown menu.

Target market -The market segment to which a particular product is marketed. It is often 
defined by age, gender and/or socio-economic grouping. Market targeting is the process in 
which intended actual markets are defined, analyzed and evaluated before the final decision to 
enter is made.

Web analytics - The measurement, collection, analysis and reporting of Internet data for 
purposes of understanding and optimizing web usage. It reports information such as how many 
visitors, what browser they used to access the site, how long they stay on the site, how many 
times each link is clicked, what keywords were used to find the site using a search engine, which 
search engines are used to find the site, etc. A common analytics tool is Google Analytics.

Web browser - A software application for retrieving, presenting, and traversing information 
resources on the World Wide Web.  The major web browsers are Internet Explorer, Mozilla 
Firefox, Apple Safari, Google Chrome, Netscape Navigator 9, and Opera for Windows and Apple 
Safari, Mozilla Firefox, Netscape Navigator 9, and Opera for Macintosh.

Web page - A document or resource of information suitable for the World Wide Web and 
which can be accessed through a web browser and displayed on a computer screen. This 
information is usually in HTML or XHTML format, and may provide navigation to other 
Webpages via hypertext links.

Website – A collection of related Web pages, images, videos or other digital assets that are 
addressed with a common domain name or IP address in an Internet Protocol-based network.
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Keep 
the ball 
rolling.
Free Resources from MayeCreate Design

How to Create a Marketing Plan Workbook
Create your marketing plan with confidence.
Learn the Whats, Whens, Wheres, Whys and Hows you’ll need to fearlessly 
create and execute a plan for your company.

DOWNLOAD NOW

Website Cost Calculator
Calculate the cost of your dream website.
You just want to find out how much a website costs and you don't want to 
answer a hundred sales questions to find out. No sales rep needed.

ESTIMATE MY SITE

http://www.mayecreate.com
mailto:info@mayecreate.com
https://mayecreate.com/landing-page/marketing-plan-workbook/
https://mayecreate.com/website-quote-generator/
https://mayecreate.com/website-quote-generator/
https://mayecreate.com/landing-page/marketing-plan-workbook/
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Keep in 
touch!

Marketing with Purpose

This team of creatives, lead by your host and founder of 
MayeCreate, Monica Pitts, shares tools, tips, tricks and quips 
to help make your marketing not suck.

● How to effectively plan and execute your marketing 
without compromising your sanity

● Ways to grow your business online using assets you 
didn’t know you didn’t even know you had

● Steps for reviewing your marketing so you can make 
well-informed decisions

● Weekly reviews of tools, apps, extensions and other 
goodies we can’t live without

VIEW EPISODES

The Official Podcast of MayeCreate Design

(573) 447-1836
mayecreate.com
info@mayecreate.com

Contact us.
Contact us for a free initial consultation to talk about 
how you can use digital marketing to grow your 
business.

</phone>
</website>
</email>

https://mayecreate.com/podcasts/
https://mayecreate.com/
mailto:info@mayecreate.com

