
Your website is your brand’s ‘centre of gravity’ – open to all, 24/7. 

Your website copy needs to engage and chime with your visitors, their goals 
and problems.

Website copy should be fuelled by your brand’s stand out,  
messaging and audience insight:

Stand out 
your ‘DNA’, what makes 

your organisation 
unique from your  

competitors’?

Messages
what do you want 

people to think, feel 
and believe about your 

business?

Audience insight
who are you trying to 
reach? What do you 
know about them?
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The main ingredients
Use the following steps and questions to perfect your 
website copy.

1.  First, use your stand-out and purpose to create  
 messages that get across what you want your  
 audience to think, feel and believe about your  
 business when they land on your website. 

2.  Then, use your insights to pinpoint the pains and   
 problems of your ideal customer – show them how   
 you understand their challenges and how you’ll help.

3.  Next, research keywords – use tools such as  
 Google’s keyword planner to understand the key   
 search terms that your audience(s) are using.  
 Work these words and phrases through your  
 website. Help Google prioritise your answers  
 ahead of your competitors’. Repeat keywords  
 with care – enough to optimise without putting off  
 the reader. 

4. Pull it all together – write down everything you want  
 to say and where you want to say it – ie which bits of  
  copy should go on which pages? How many pages  
 do you need?

5.		Then,	audit	what	you’re	saying	– does it put the  
 customer at the front ie rather than ‘we do X’, think   
about phrasing it as ‘you may be struggling with this   
problem, X could help you to achieve this  
 difference’. Your customer wants to feel as though   
 you’re talking directly to them.

6.  Finally, get someone else to take a look – often you’ll  
 be too close to your own business to see when  
 subjects are too complex for your intended  
 audience. Ask someone outside your business   
 to take a quick look and highlight anything they don’t  
  understand. Test it on a 12-year-old.

Website copy is continually refreshed. It’s never going 
to be ‘perfect’. See what’s working (and what’s not) 
and adjust. The key is engaging your audience.

Menu – stir up the ingredients, combine with a robust 
stand-out to ensure your copy amplifies your  
difference and resonates with your audience. 

Sharing platter – amplify your website copy – eg share 
links across your social media to drive more traffic to 
your site.

Tried and tasted – Remember to include testimonials 
and case studies to build trust. 

Method

Get in touch 
Email: spark@kineticpr.co.uk
Tel: 0121 212 6250 
www.kineticpr.co.uk

Need a little help?

•  One stand out – why are you in business?  
 What makes you different? How do you do things  
 your way?

•  A cup of meaning – how are you useful?   
 How do you help people? Which questions do you  
 answer for them?

•  A pinch of persona – how does your tone of voice  
 differ so it resonates with your ideal customer?  
 How well do you understand their problems and  
 what they need? 

•  1kg of focus – stop ‘we-ing’ (‘we the company’/ 
 brand) over your website. It’s all about ‘you’ (the  
 customer) and what ‘you’ need.

•  Various keywords – the words which get you high  
 on Google.

The right mix for  
success
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