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www.score.org

Providing free 
business advice 
and mentoring

Offering low or 
no-cost business 

training

Sharing free business 
templates and 

resources

As a resource partner of the SBA, we help small businesses by:

Request a SCORE mentor at www.score.org/find-mentor 

About SCORE
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http://www.score.org/find-mentor


Website Planning 101
● Why planning is so important
● Common pitfalls to avoid
● MVL - Minimum Viable Launch
● 4 steps to planning your website
● Choosing your platform and provider
● Q&A
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I’m your host...Joshua Toenyes

2016-PRESENT

Co-Founder | Cardsetter
Website builder with design & setup included

2011-2016

Independent Software Consultant 
Custom developed applications and Wordpress websites

2003-2011

Electronics Technician | US Navy
Lots and lots of technical stuff :)
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A little planning goes a loooong way.

Whether youʼre building it yourself, or working with a pro...

● Gain clarity on what you and your customers need from 
your website

● Prioritize whatʼs most important
● Make better choices for your specific needs
● Save time and money
● Streamline and launch faster
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Pitfalls to Avoid
Design before planning
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Pitfalls to Avoid
Choosing a platform before planning
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Contracting a designer and/or 
developer before planning

Pitfalls to Avoid

8



Minimum Viable Launch

What is the minimum level of functionality + content 
necessary to get your business online?

● Websites are iterative

● Plan to “add to it”

● Donʼt wait for everything to be perfect
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Let’s Start Planning!
cardsetter.com/score-website-planner
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Step 1: Technical details and feature needs

● Take inventory of the tech you already 
use.

● Consider other features & functionality 
that your website will need.

● What else will you need to facilitate 
those features?
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Blog

Publish content

Generate leads

Receive inquiries

Book appointments

Sell products / services

Sell subscriptions/ memberships

Take online payments

IntegrationsTake donations

Showcase my work

$
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Step 2:  Business info
● Define your ideal customer.

● Write a key benefit statement.

● Determine what action you want your 

website visitor to take.

● Describe your business, products, and 

services.

13



Define your ideal customer
"As a < type of person >, I want < some goal > so 

that < some reason >."

Write a key benefit statement
Why is your business the best choice for your 

ideal customer?

Determine your primary call to action
What is the number one thing you want your 

website visitors to do?
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Write your business description

Outline and describe each of 

your products and services
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Step 3:  Brand & Assets
● Take an inventory of the graphics, copy, 

and specs you have available

● Organize them for easy access 
(Google Drive, Dropbox, etc.)
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Tagline

Marketing copy

Visuals

● Logo
● Freebie/download
● Headshots
● Brand photos
● Product photos
● Stock photos
● Videos
● Infographics
● Other

Color preferences

Font preferences
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Step 4:  Content
● Prioritize information

● Clear communication to audience

● Organizational structure of information

● Copy

● Images

● Video

● Etc.
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Sitemap
Home

Menu Item 1 Menu Item 2 Menu Item 3 About Contact

Sub-page

Sub-page

Sub-page

Sub-page
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Key benefit statement
Support text here that backs up the key benefit statement.

Call to Action

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam vitae nisi 
commodo, porta massa sed, tempor leo. 

– Name

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam vitae nisi 
commodo, porta massa sed, tempor leo. 

– Name

Menu Item     Menu Item     Menu Item     About     Contact
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About page
● Background and history

● Experience and expertise

● Accreditations, qualifications, awards, 

affiliations, associations, etc.

● Build trust and reputation

● Company, leadership, and team
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Contact page
● Make it easy for people to contact you

● Contact form

● Email

● Phone

● Other - Chat, FB or Instagram messaging, 

etc.
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Outline and write content for all your pages

Home

Menu Item 1 Menu Item 2 Menu Item 3 About Contact

Sub-page

Sub-page

Sub-page

Sub-page
Most of your content will correlate with the products and 
services you’ve already outlined.

What other pages have you identified? FAQs, Pricing, etc.

Remember that each page should help your visitor get closer 
to taking the primary call to action.
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Testimonials
● Build trust

● Reiterate key benefits from your existing 

customers point of view

● Use on homepage and throughout 

website
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You did it! 🥳
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Choosing a Platform and Provider
● Will it grow and adapt with your business?

● Do I want to spend my time or my money? What is the value?

● Do the platformʼs features match your requirements?

● Are hosting, an SSL, and other essentials included?

● Do you have access to make edits on your own?

● What is the cost of future change requests? (Your time or $$)

● How is support handled? Is there a cost?

● What happens if you want to switch?
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DIY DFY
Agency/Freelancer

Hybrid
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www.score.org

Helpful Links
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• Find SCORE resources for small businesses at 
www.score.org/templates-resources 

• Find more SCORE live and recorded workshops and  
courses at www.score.org/get-business-training 

• Book an appointment with a SCORE mentor at 
www.score.org/find-mentor

• Free Website Planner 
cardsetter.com/score-website-planner

• Questions? Ask hello@cardsetter.com

http://www.score.org/templates-resources
https://www.score.org/get-business-training
http://www.score.org/find-mentor
http://cardsetter.com/score-website-planner
mailto:hello@cardsetter.com


www.score.org

THANK YOU FOR YOUR 
PARTICIPATION  
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www.score.org

Funded in part through a cooperative 
agreement with the U.S. Small Business 

Administration.

All opinions, conclusions, and/or 
recommendations expressed herein are 

those of the author(s) and do not 
necessarily reflect the views of the SBA.
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