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WELCOME

Congratulations on deciding to build your website yourself! You may have 

arrived here after hiring a developer, trying to communicate with them what 

you want, handing over a bundle of your hard earned cash, and then ending 

up disappointed in the end :-( 

Or, maybe you are just starting out and simply don't have the budget to hire 

a website designer. We know because we've been there too! 

Or perhaps you just want to be in control and have the freedom to make 

changes to your site whenever you want without it costing you an arm and a 

leg each time. We totally get it :-) 

We want to help you to succeed and the biggest mistake we've seen when 

people decide to do a DIY website is they become overwhelmed, confused 

and lost with all the options because they miss one very important step - 

The Website Plan! 
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OUR  GOALS
EMPOWER YOU WITH KNOWLEDGE

We believe knowledge equals power so our goal is to provide you with the

information, answers and guidance you need to enable you to be empowered

instead of afraid of your website, totally in control, and excited about it too.

EASY, STRESS FREE & ENJOYABLE EXPERIENCE

Creating your website should be a relatively easy, stress-free and enjoyable

experience and with the right guidance, we believe we can make that

happen for you. Yes, it will take your time but the end result will be worth it.

END UP WITH THE ULTIMATE WEBSITE FOR YOUR BUSINESS

Beautifully designed

Capacity to grow with you

You can change when you want

Increases your expert profile

Converts like a boss

Easy for clients to use

Increases your sales & profits

You are proud to show it off

"He who fails to plan is planning to fail"

- Sir Winston Churchill
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1 .  WEBS I T E  GOAL
A website can do so many different things for your business such as:
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JUST CHOOSE ONE

Some people find it difficult to just choose one website goal because of their

fear of missing out on customers so the easiest thing to do is to think about

what you want the majority of your customers to do. This is your primary goal.

Attract new traffic and potential clients

Showcase your expertise or solution

Grow your mailing list or database

Sell your products while you sleep

Educate and inform your market

Provide information for partners or media

But there can only be one main goal. Otherwise, it becomes confusing for 

your website visitors as to what they are to do next. The primary goal of your 

website will determine the traffic flow to and from every page on your site. It 

is the primary task you want your website to perform. 

MAKE IT OBVIOUS

Your primary website goal

will be the first thing you

want people to see and do

when they land on your

website so this means, what

you choose will be what sits

in the main visual area

(commonly known as above

the fold) on your homepage

of your site.
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EXAMPLES :

PAGE  03   |   PR IMARY  GOAL  EXAMPLES

BOOK A CALL OR APPLY

If your primary goal is to have your website visitor call you, book a strategy

session, or fill in an application or quiz, then you clearly want that option to

be front and centre of your website or at least super easy to find.

GROW YOUR DATABASE

For most business' their primary goal is to get more clients. If you have (or

intend to have) a rock-solid funnel on your website that performs really well

then you might choose to have people sign up for your mailing list as your

primary website goal so you can then nurture them through an email

sequence and build a relationship with them.

MAKE SALES

If you have a particular product or program that you are wanting to sell, be

sure to let visitors know with attention-grabbing graphics and clear calls to

action throughout your site. Most people miss this valuable piece!
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MY PRIMARY WEBSITE GOAL IS:

1.

MY SECONDARY WEBSITE GOAL IS:

2.

EXERC I S E :
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2 .  WEBS I T E  MAP
Now that you know what you want your website visitors to do once they land 

on your website, it's time to make it easy for them to do it by mapping out 

your site. 

It's important to make sure that each page on your website naturally leads to 

the next so that your visitor has an enjoyable user experience. You should 

never have your guest feeling lost on your site and not finding what it is 

they're looking for. 

Also, on each page of your website your potential clients won't know what 

the next step is so, it's your website's job to show them the way by having it 

clearly defined. This builds their confidence and your credibility. 

PAGE  05   |   WEBS I T E   MAP

DOWNLOAD YOUR GUIDE HERE

If you haven't downloaded your FREE DIY CUSTOMER JOURNEY GUIDE   

Go to www.bluedogwebsites.com/go/customer-journey

FREE DIY CUSTOMER JOURNEY GUIDE

To make this part easy for you 

we've created a FREE DIY 

CUSTOMER JOURNEY GUIDE. 

With this guide you can create 

the ultimate customer journey 

to take your visitors effortlessly 

from visitor to lead to a sale 

and onward to becoming a 

raving fan. 

https://www.bluedogwebsites.com/go/customer-journey/
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HOW  TO  CREATE  A  WEBS I T E  MAP :
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WIREFRAME

The second is a wireframe. A

wireframe is designed to support

the visual design of a website. It

helps you to work out what colours

to use, where images, headings, and

buttons should go and all the visual

elements of the website. This is best

used after you have completed your

branding (next chapter).

SITEMAP

The first is a sitemap which is more

like a table of contents. It's an

overview of the pages and where

each one links to or comes from.

These are perfect for working with

the customer journey and outlining

which pages you will have in your

website main menu.

TWO TYPES OF WEBSITE MAPS

There are two types of maps used in the website industry and both will

support you to plan out your website. There are also a LOT of software options

for each of them (we've provided some examples on the next page). I would

recommend using the Sitemap here and then doing a Wireframe after

completing the Branding section. The most important thing is that you don't

skip this step as it's crucial to making the design and build phase of your

website much easier for you. 
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WEBS I T E  MAP  OPT IONS :

PAGE  07   |  WEBS I T E  MAPP ING  TOOLS

WIREFRAME SOFTWARE OPTIONS

There are sooooo many options when it comes to wireframe software. One of 

my favourites is Creately.com because it gives you the ability to easily create 

all sorts of charts, not just wireframes for websites so you can use it elsewhere 

in your business. Mockflow.com is another that gives you one wireframe for 

free and there is also Justinmind.com that offers a free forever option too.

SITEMAP SOFTWARE OPTIONS

Dynomapper.com and 

Slickplan.com both offer easy to 

use site mapping tools and seem 

to be the most popular at the 

moment. 

Each have different additional 

features and a free trial period but 

then payment is required. 

For a free option Writemaps.com 

lets you build up to 3 sitemaps for 

free which is really all you need.

OLD FASHIONED PENCIL & PAPER

I'm a visually creative person so I actually used to plan out my websites using

a good old pencil and pieces of A4 paper. These days, however, there are lots

of different software options that do a much better job. Here are a few:

https://mockflow.com/
https://dynomapper.com/
http://slickplan.com/
https://www.justinmind.com/free-wireframing-tool
https://creately.com/


PAGE  08   |   WEBS I T E  MAP   EXERC I S E

THE  ULT IMATE  D I Y  WEBS I T E  P LANNER

YES I HAVE COMPLETED MY 

CUSTOMER JOURNEY WORKSHEET

YES

YES I HAVE COMPLETED MY 

WEBSITE MAP

YES

EXERC I S E :
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3 .  WEBS I T E  BRAND ING
When most people think of branding they think of:
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Logos like Apple and Mercedes

Colours like Coca-Cola Red

Mascots like the Michelin man

Taglines like Nike "Just do it"

But there is so much more to branding, especially when it's for your website. 

Here's what BusinessDirectory.com has to say: 

"Branding aims to establish a significant and differentiated presence in the market

that attracts and retains loyal customers."

It's the look and feel your website gives your customers, it's the consistent 

messaging you put on social media, it's your unique selling proposition, it's 

your credibility, and it's your logo, colours, and mascot (if you have one). 

As an example, I have added spots to this page to create a different look and 

feel. Just by doing that it changes the way you perceive the information I am 

covering here. This is why it's important to look at everything you put on your 

website, from the images and text, right through to the shapes of the buttons 

and ask yourself "what is the message I am portraying here?" 

As was once said by Jeff Bezos CEO & Founder of Amazon: 

"Your brand is what other people say about you when you're not in the room"

There is an art and science to being a branding expert but over the next few 

pages, we will walk you through the major concepts. Stick with us as it pays

to put in this work first, so you can have a better idea of what you're trying to 

accomplish. Those that do, will build a stronger business foundation.

Seth Godin tells us why branding is important: 

"People do not buy goods and services. They buy relations, stories, and magic."
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THE  E LEMENTS  OF  YOUR  BRAND
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UNIQUE SELLING PROPOSITION (USP)

What is it that makes you different from your

competitors. Is it that you have a specialty, or

that you guarantee results, or is the secret sauce

in your methodology? You need to get clear on

your USP so you can promote it throughout your

website and in your marketing materials.

LOOK AND FEEL

Before you can choose your fonts, images and

design elements you need to decide what

image you want your website to portray. Do you

want professional like a finance broker, safe like

a doctors practice, edgy like a designer, or calm

like a yoga teacher? Choose the feeling you want

to give your website visitors and then look on

Pinterest for images and fonts that convey that

feeling. 

TAGLINE

Your tagline can be your USP but or 

what the result is that you provide. 

Coming up with a tagline can get 

people stuck sometimes so I always 

recommend brainstorming with 

some friends first, narrow it down to 

the best three, ask your customers 

for feedback and then choose one. 

Yes, it's important but don't let it 

hold you up. You can always change 

it (and you will) as you evolve.

"What is it that 

makes your business 

unique and stand 

out from 

competitors?"



THE  ULT IMATE  D I Y  WEBS I T E  P LANNER

PAGE   1 1   |  WEBS I T E  BRAND ING

LOGO

Having a logo professionally

designed by a graphic designer is

the best option but if you don't

have the budget then a simple logo

will do for now. The easiest logos

are just words e.g. your business

name, choose a nice font, add some

colour and you'll have a winner. You

can even make logos in Canva.com.

Just make sure it's unique!

COLOURS

Knowing what colour goes with

what has never been a strong point

of mine so when it comes to

designing websites I rely heavily on

websites like colorpalettes.net to

give me the inspiration I need.

Things to consider when it comes

to website colours - is it easy to

read font in that colour. For

example, yellow is very difficult.

THE  E LEMENTS  OF  YOUR  BRAND
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1
CLEARLY DEFINE WHAT YOUR UNIQUE SELLING

PROPOSITION IS AND WRITE IT DOWN.

EXERC I S E :

2
BRAINSTORM AND CHOOSE A TAGLINE FOR YOUR

BUSINESS AND WRITE THAT DOWN TOO.

5
CHOOSE, CREATE OR HAVE CREATED FOR YOU, A

LOGO YOU CAN USE FOR YOUR WEBSITE AND

MARKETING MATERIAL.

4
DECIDE ON THE COLOUR PALETTE FOR YOUR

WEBSITE AND MAKE A NOTE OF THE COLOUR

CODES AS YOU WILL NEED THOSE FOR YOUR SITE.

3
CREATE A PINTEREST BOARD FOR THE COLOURS 

AND IMAGES YOU THINK PORTRAY THE LOOK AND 

FEEL YOU WANT YOUR WEBSITE TO CONVEY.
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4 .  WEBS I T E  DES I GN
By now you have the primary goal of your website defined, your ideal client 

created and named so you know your target audience, and using the 

Ultimate DIY Customer Journey Guide you've mapped out your website. 

Now you've just sorted out the branding, unique selling proposition, and the 

look and feel of your website, the next step is to design each page.
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SOURCING DESIGN INSPIRATION

I've spent many a day staring at a blank screen when it came time to

designing a website (yes, even with all the planning so far completed). The

best thing to do to get yourself started is to look at other websites for

inspiration (not to copy them but simply to trigger ideas). It's also a good idea

to look at websites from other industries for unique ideas too. 

CREATING A WEBSITE WIREFRAME DESIGN

Once you have a few ideas it's time to add the different design elements to

each page. Every page on a website is broken up into rows and in each row

there are design elements. A design element is like a section on your website.

Using the Wireframe Software recommended on page 7 (or pencil and paper)

carefully create a wireframe for each page of your website.
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I MAGES
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CHOOSING A STYLE

Before you contact any photographers you need to decide on a style. Are you

wanting a casual, earthy, or raw look or more of a professional, corporate, or

industrial look? The two photographs below are the same day, same photo

shoot but two different styles. It comes back to the image you want to

portray on your website which comes from your branding look and feel.

HOW TO CHOOSE A PHOTOGRAPHER

It can be daunting to choose a photographer and the reality is you might get 

it wrong but that's no reason not to do it. In most cases, you will get it right 

and end up with photographs that you'll proudly display on your website and 

that tell the right story for your branding. Here's a great article to help you 

choose: https://www.jonathon.co/how-to-choose-a-photographer/

The images you use on your website can make or break the design. I've seen 

beautifully designed sites that look amateurish because of the quality of the 

images letting them down. The best option is to hire a professional 

photographer and get a few really good shots of yourself (or your business or 

products). If you can't afford to hire a professional then contact your local 

school and offer a small fee for a student. Whatever you choose to spend it 

will be worth it for the overall look and appeal of your website. 

https://mockflow.com/
https://www.jonathon.co/how-to-choose-a-photographer/
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I MAGES
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WHEN TO USE STOCK IMAGES

Throughout this document, I've used stock 

images because they relate entirely to the 

point I am making in the text. In other 

words, they add to the story I am wanting to 

tell. I've also mixed in real examples too. 

Often a mixture of real-life images (if taken 

well) and stock images can work really well. 

The best way to decide is to put yourself 

into your ideal client's shoes again and 

determine what will appeal to them. For 

example, if you are a handyman then real- 

life images of you fixing things and before 

and after photos are going to work better. In 

comparison, if you are a life coach then real 

photos of you mixed with stock images of 

the dream result you are providing would 

work. It's all about telling a story and which 

image is going to do that best. 

STOCK IMAGE SUPPLIERS

There are a LOT of stock image supplying websites. Some you pay for royalties

(the opportunity to use the image) and others are free. One of my favourites is

Pixabay.com but there are plenty of others. Here's an article on the best free

ones available at the moment but they do change

regularly: https://blog.snappa.com/free-stock-photos/ 

There are people who are adamant you shouldn't use stock images because,

well, they look fake and I agree that a lot of the time they do. But, there's also

a time and place where they can work and it depends on your audience. It

also depends on the quality of the stock image, some look faker than others.

SHOULD YOU USE STOCK IMAGES

https://mockflow.com/
https://blog.snappa.com/free-stock-photos/
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1
RESEARCH OTHER WEBSITES FOR DESIGN 

INSPIRATION AND PICK AT LEAST THREE

EXERC I S E :

2
CREATE THE WEBSITE WIREFRAME FOR EACH PAGE 

OF YOUR WEBSITE.

THE DESIGN PHASE OF THE WEBSITE PLANNING CAN TAKE A 

LITTLE WHILE TO COMPLETE SO DON'T BE TOO HARD ON 

YOURSELF BUT ALSO DON'T GET STUCK IN THE PERFECTION 

CEMENT. REMEMBER, PRODUCTION OVER PERFECTION IS 

BEST HERE AS YOU CAN ALWAYS MAKE CHANGES TO YOUR 

DESIGN AS YOU BUILD YOUR WEBSITE OUT.

3
DECIDE ON THE STYLE OF PHOTOGRAPHS YOU 

WANT FOR YOUR SITE IMAGES AND WHAT IMAGE 

YOU NEED FOR EACH PAGE OF YOUR WEBSITE.

4
EITHER HAVE A PHOTOSHOOT, SEARCH STOCK 

IMAGE WEBSITES FOR THE RIGHT IMAGE, OR DO A 

MIXTURE OF BOTH. 
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5 . WEBS I T E  COPYWR I T I NG

Copywriting is an art in itself. Getting the right balance between writing for 

your customers and writing for Google can be the difference between a 

website that works, and one that doesn't. 

If you can afford to hire a professional copywriter then it will be money well 

spent because for your copy to be a success there needs to be that perfect 

blend of words to attract (the right) traffic with keywords and convert traffic 

once they arrive at your website.

As with the rest of your website, to write successful copy it takes planning 

and preparation. Here are some steps you need to complete first.
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ATTRACTING THE RIGHT TRAFFIC

Attracting the right traffic to your newly

built website is the key to growing your

list and making sales. After all, if end up

having thousands of visitors each month,

but your ideal client is a single woman in

her 50's and all your traffic is men in their

20's, you're not going to sell anything.

Knowing your ideal client is key! 

(Refer to the Ultimate DIY Customer

Journey Guide again for this)

KEYWORDS

Knowing the keywords your audience is using when searching for your

business is important so you know which words to use in your copywriting.

Each page on your website requires different featured keywords.  

There are lots of paid and free keyword research tools available. We

recommend Google Keyword Planner because it's free and it's Google. You

will need a Google Adwords account which is also free to set up. 

The link: https://adwords.google.com/intl/en_sg/home/tools/keyword-planner/

https://adwords.google.com/intl/en_sg/home/tools/keyword-planner/
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WEBS I T E  COPYWR I T I NG  CONT .
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WRITING COPY THAT CONVERTS

Once you have your potential customer on your website it's the copy

(together with your images, brand, and design) that will convert them to

reach the primary goal of the website. Here's how to make that happen: 

STRUCTURE

Use the PEACH method to lay out the 

page content. Treat each page on your 

site as an opportunity to guide the guest 

toward the primary goal.  

LANGUAGE

The language you write in needs to be

familiar to your audience. Using phrases

they would use, familiar industry terms, 

and a relevant tone. The easiest way to

obtain this is to conduct a survey (using

SurveyMonkey.com or Facebook) asking

open-ended questions and in their

answers will be the words you need.

FORMAT

Create content on your site in the format your audience prefers to consume. 

Do they usually read blogs? Watch videos? Or listen to podcasts? Do they like 

downloading PDF manuals? Or would they rather do courses?

P - Peak their interest with the heading.

Explain the end result - sub-heading.

Add features and benefits - bullet points.

Connect them with who you are.

How can they get it - call to action.

E -

A -

C -

H -
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ABOUT  PAGE
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WHAT TO INCLUDE

Why you do what you do - The personal experiences that

drove your decision to enter your niche.  

Your successes - what you are most proud of (personally,

not just professionally). 

Your failures - these perfectly illustrate why you are good at

what you do and make you more relatable. 

Where you are going - Your goals, dreams, and future plans. 

Who you like to work with - your ideal customer - so they

feel they fit with you.

When it comes down to it, your brand and your business come from you. In

this impersonal world, these days people want to know who they are doing

business with and they want to know why you do what you do. They want to

know that you care and that you will be there for them tomorrow too.

WHY YOUR ABOUT PAGE IS IMPORTANT

HOW TO PLAN TO GET IT DONE

The easiest and fastest way to prepare for your about page is to get help. Ask a

couple of your closest friends to answer the above "what to include". Interview

them and record their answers, or better still, hire a professional to write it.

Writing your about page content can be the most difficult section on your site. 

It's just not natural to write about yourself and your achievements and to put 

yourself in the spotlight. Here's how to plan so you end up with an about page 

that easily converts visitors to buyers.

https://blog.snappa.com/free-stock-photos/
https://mockflow.com/
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1
REVISIT THE ULTIMATE DIY CUSTOMER JOURNEY

GUIDE AND REMIND YOURSELF WHO IS YOUR IDEAL

CUSTOMER.

EXERC I S E :

2
CREATE AN ACCOUNT WITH GOOGLE ADWORDS

AND RESEARCH KEYWORDS USING GOOGLE

KEYWORD PLANNER. FIND 3-5 KEYWORDS TO USE.

3
CREATE A SURVEY AND GATHER KEY PHRASES AND

THE FAMILIAR LANGUAGE OF YOUR CUSTOMERS.

YOU COULD EVEN ASK THEM HOW THEY PREFER

CONTENT IF YOU DON'T ALREADY KNOW.

4
RESEARCH OTHER WEBSITE PAGES LOOKING FOR

THE "PEACH" METHOD AND FAMILIARISE YOURSELF

WITH HOW IT WORKS ON A PAGE. 

5
ASK FOR HELP PREPARING FOR YOUR ABOUT PAGE

BY INTERVIEWING A FRIEND OR HIRING A

PROFESSIONAL COPYWRITER.
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6 .  M I SS I NG  P I ECES

In Step 2 we went through Mapping the flow of your website to lead visitors 

effortlessly from one step to another. In Step 4 you created your website 

Wireframe for each page. Now it's time to fill in those last few missing pieces 

that tie the whole thing together and enable you to achieve your primary goal 

(defined in Step 1), including:
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PRIMARY GOAL: LIST BUILDING

If you defined your websites primary goal (in Step 1) is list building then you

should have an opt-in form in your site header, sidebar, footer, and at the end

of each blog post (video or podcast). You should also have a dedicated opt-in

page (written using the PEACH method) that you link to from the pages and

posts on your site, as well as from social media.

L I S T  BU I LD ING  

BUY  BUTTONS  

SALES  PAGES  

CONTACT  FORMS  

Some of these may seem obvious, but you'd be surprised to know just how 

often these important pieces are ignored on otherwise well-planned websites.

PRIMARY GOAL: SALES

If you defined your websites primary goal is sales then it's critical you make it

easy for people to buy. Create a "products" page, include it in your primary

menu. Link to relevant products from your blog posts. Include your products

as upsells on the thank you pages (have you included thank you pages?)

Remember to make sure visitors know you are selling, you have to spell it out

for them, don't make them go looking for it because they simply won't. 

CONTACT AND SUPPORT

Have you considered how your potential customers can reach you if they have

questions? Do you have FAQ's on any of your pages? Is there a form on your

contact page? Make it easy for them to connect with you, it creates credibility.
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7 .  REMOVE  EX I T  S I GNS

A common mistake a lot of people make with their website is they include links 

that take their potential clients away from their site, usually never to return. 

Although outside links are necessary, Andy Crestodina of Orbit Media Studios 

recently called them "candy-colored exit signs". Here's how you can create links 

to platforms outside your website without losing your visitor forever.
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SOCIAL MEDIA ICONS

Most websites you visit (except for those in the know) will have social media

icons displayed beautifully in the header of the website so people can

connect with you where you hang out. Problem is, as we all know, there are

also millions of distractions on social media too. 

To fix this one, save that prime real estate in your header for calls to action

and put your social media icons in your footer. 

YOUTUBE RELATED VIDEOS

Embedding videos on your site and blog posts is great for reader interaction

and to increase time spent on your website however they also promote other

"related" videos which take your visitors away from your site.  

You can easily fix this one by turning off this option when you get the embed

code from YouTube. Just uncheck the box that says "Show suggested videos

when the video finishes". Problem solved!

LINKS TO OTHER WEBSITES

Google loves these because it shows you are providing the best content for

your visitors even if it's not on your site. Problem is it takes people away from

your page unless you make all off-site links open in a new tab. That way you

are increasing your chances of them coming back to the tab with your

website open on it once they have checked out the other resource you

mentioned.
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1
WITH A FRESH SET OF EYES STEP INTO YOUR

CUSTOMERS SHOES AND WALK THROUGH YOUR

WEBSITE WIREFRAME AGAIN LOOKING FOR MISSING

PIECES.

EXERC I S E :

2
HAVE A FRIEND (PREFERABLY AN IDEAL 

CUSTOMER) DO THE SAME WALKTHROUGH AND 

RECORD THE QUESTIONS THEY HAVE.

3
CHECK THROUGH YOUR WIREFRAME TO ENSURE

YOU HAVE PLACED SOCIAL MEDIA ICONS IN THE

FOOTER AND NOT IN THE HEADER.

4
MAKE A NOTE AS PART OF YOUR WEBSITE GO LIVE

PROCESS TO CHECK THE YOUTUBE VIDEOS DONT

HAVE THE RELATED VIDEO OPTION.

5
MAKE A NOTE AS PART OF YOUR WEBSITE GO LIVE

PROCESS THAT ANY LINKS TO OUTSIDE WEBSITES

OPEN IN ANOTHER TAB .
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1

YOU'VE COMPLETED THE ULTIMATE DIY WEBSITE PLAN

MEET  THE  TEAM

2

WWW.BLUEDOGWEBSITES.COM/DIYWEBSITEBOOTCAMP

TEGAN MATHEWS 

MARKETING

WHAT ' S  NEXT ?

CLARK MARSHALL 

WEB DESIGN

KRISTIE SCARLETT 

DEVELOPER

WWW.BLUEDOGWEBSITES.COM

CE LEBRATE

BU I LD  YOUR  

WORDPRESS  WEBS I T E  

EASY  D I Y  COURSE
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