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Creating Your Startup’s
First Website

A Quick Guide to Web Strategy, User Experience,
and Content




Introduction

Your Website: the Cornerstone of your
Startup’s Web Presence

If you have a business, having a website seems like a given. After all, over 70% of all
businesses in the US have a web presence and the number is probably closer to 100%
for startups! Besides being a given, it's worth remembering why exactly having a
website is essential for a high-growth company:

CREDIBILITY AND VISIBILITY

A website acts as your virtual front door. It
makes you visible in your target market and
gives your company credibility.

MARKETING AND SALES

Your website can enhance your sales
strategy by generating leads and even
helping you close sales.

SUPPORT CENTER

You can streamline your customer support
by providing users a single point of contact
through the website.

BRAND SHOWCASE

It can centralize your branding efforts,
providing a consistent, controlled narrative
to all visitors.

RECRUITMENT AND PARTNERSHIPS

Similarly, a website can be extremely helpful
if you are looking to expand your network.

DATA HUB

The website’s analytics can offer valuable
insights into user behavior and preferences.




Web Strategy

Web Strateqgy for Success

While you may be keen to immediately start designing and drafting out your content,
starting with a strategy allows you to focus your efforts and ensure that your website
becomes an asset that works for you rather than an artifact which exists simply because
it “has to”. At a basic level, there are two key areas of web strategy you need to define:

Defining Your Target Audiences

IDENTIFY YOUR AUDIENCE

Understand who your customers are
through market research, customer feed-
back, and competitive analysis.

SEGMENT

Divide your audience into manageable
groups based on demographics, behaviors,
or needs to tailor your messaging.

PRIORITIZE

Focus on segments that are most likely to

convert or are in any other way preferable

to your right now, and decide how you can
target them effectively.

Website goals

SET CLEAR OBJECTIVES

Define what success looks like for your
website—whether it's sales, lead generat-
ion, brand awareness, recruitment, or
simply informational.

USER ACTIONS

Specify what actions you want different
audience segments to take on the website,
such as subscribing to a newsletter, requ-
esting a demo, or purchasing a product.

MEASUREMENT

Establish key performance indicators (KPIs)
to measure the effectiveness of your
website and adjust strategies as needed.




User Journey Map + Sitemap

Planning the User Experience

For your website to serve its purpose effectively, it's crucial that users (and search
engines!) have a seamless journey from start to finish. Two basic tools of UX design can
be helpful when navigating this issue: user journey mapping and a sitemap.

User Journey Mapping

Simply put, a user journey map is a visual representation of the path a user follows on your website
to achieve a specific goal. Mapping out this journey helps you understand and anticipate the needs,
motivations, and pain points of users at each step.

By visualizing the user's experience, you can build a more intuitive and user-centric website design,
ensuring users find what they need with ease and take desired actions.

Sitemap

A sitemap provides a clear outline of your
website’s structure, showing how pages are
linked and hierarchy is maintained. It is essential
for planning your content and design, so that
the website is organized logically for both users
and search engines.

A well-constructed sitemap helps improve SEO
by making it easier for search engines to crawl
and index your site, and it also serves as a
roadmap for developers and designers during
the website creation process. You can align your
sitemap with the user journeys you've created
to build a smoother navigation experience.




Wireframing

A wireframe is the stepping stone between a sitemap and a finished website. It allows
you to plan the structure of your website. With wireframes, you can determine the
placement of visuals, structure content, position calls-to-action strategically, and
estimate the volume of content needed for each page.

START WITH BASIC SHAPES

Begin by sketching simple shapes to
represent each major part of your website
layout, such as headers, footers, content
areas, and navigation menus.

FOCUS ON FUNCTIONALITY

Prioritize the placement of elements based
on your user journey maps and sitemap.

KEEP IT CLEAR AND SIMPLE

Use minimal detail in your wireframes.
Avoid colors and specific design elements.
Instead, focus on the layout and the
interaction between elements.

Balsamiqg Mockups is a useful tool for quick, low-fidelity mockups that emphasizes
structure over aesthetics.




Crafting Compelling Content

The content on your website plays a crucial role in engaging visitors and converting
them into customers, partners, or followers. Here are the two key principles of crafting
engaging content for web:

Keep It Minimalist

Less is often more with web content. A lean approach helps keep your site clean and user-friendly.

Focus on essential information, using clear, concise language that communicates value quickly
and effectively.

Avoid overwhelming your audience with dense text. Instead, use bullet points, short
paragraphs, and plenty of white space to improve readability.

Decreasing the amount of text on the main pages of your website reduces user fatigue and
increases the likelihood of visitors staying on your website long enough to find what they need.

Create Long-form Opportunities

While brevity is key for general website content, providing opportunities for deeper engagement
through long-form content can be very useful.

This can include detailed blog posts, case studies, white papers, or tutorials that offer in-depth
insight into topics relevant to your audience.

This type of content not only helps establish your brand as a thought leader in your industry but
also improves SEO by increasing the time users spend on your site and providing more content for
search engines to index.

Strateqically integrate links to this longer content within shorter, more digestible pieces to guide
users deeper into your site.




Essential Sections

Structuring your Website

Below, we outline the typical sections that are essential for a tech startup website, each
serving a specific purpose to support business objectives and user engagement.

HOMEPAGE
* The entry point and your first impression. It should clearly communicate who you are and
what you offer.

» Use a clean layout with a compelling hero area, a brief introduction to your products or
services, and easy navigation to other sections.

ABOUT US

» Tells your startup's story, mission, and the team behind the project.

» Helps build trust by showcasing the expertise and personalities of team members. You can
also use this section for careers, partnerships, and other information not relevant to your
main target audience.

PRODUCT/TECHNOLOGY

» Detailed descriptions of your products or services, how they work, and their benefits.

 Include high-quality images or videos, and case studies if applicable to demonstrate the
value and application of your technology.

BLOG/NEWS
» Regularly updated content that highlights industry news, company updates, and
insightful articles.

* Engages users and keeps them informed, while also benefiting SEO and driving traffic
back to your site.

CONTACT US

» Provides clear information on how visitors can reach out via email, phone, or contact forms.

* Include social media links and possibly an interactive map or your physical location
if relevant.




CTAs and Forms

Engaging Users

Calls-to-action (CTAs) and forms are essential in guiding users towards taking actions
that align with your startup’s objectives. An effective CTA or form should be clear,
compelling, and well-placed to optimize user engagement and conversions:

UNDERSTANDING CTAS

« CTAs should prompt immediate action
by using action-oriented language (e.g.,
"Sign Up," "Buy Now") and be easily
noticeable to stand out on the page.

Each CTA or form should be placed in a
location where users are most likely to
have made a decision to engage further,
such as at the end of a content piece or
after a product description.

LEARN MORE

OPTIMIZING FORMS

» Keep forms short, only asking for
necessary information. This decreases
the chances that the user will get bored,
frustrated, or distracted, increasing the
likelihood of completing the form.

Include forms on pages related to

specific actions where a user may be

motivated to reach out to you or make a SUBMIT
request, like contact pages, download

sections, or product inquiry pages.

INTEGRATING WITH GOALS

* Ensure each CTA and form serves a strategic purpose, such as driving sales, capturing
leads, or encouraging content exploration, contributing to your website’s objectives.




Putting it All Together

Website Launch Checklist

Define target audience.

Set website goals.

Align website with brand identity.

Create a sitemap.

Map user journeys.

Develop wireframes.

Place calls-to-action strateqgically.

Write clear, concise content.

Optimize for SEO.

Ensure mobile responsiveness.

Set up analytics tools.

Test user experience.

Execute a soft launch.

Collect feedback and adjust.

Announce the official launch.
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