
 
 
 
 
 
 
 
 
 

 
Define Your Web Site’s Purpose  
to Boost Online Success 
By Pam Foster, Founder and Senior Copywriter, Web Content Optimization 
ContentClear Marketing www.contentclear.com
 
 
If your Web site isn’t driving sales for your business or really doing much of anything for you, it may be 
time for a major update or a new site. You’ll increase your profits online by defining your Web site’s 
purpose first.  
 
You can clearly outline your Web site objectives—and determine who you’re trying to attract, the unique 
solutions you offer your prospects and customers, and the kinds of features you want on your site—by 
asking yourself a number of helpful questions that are critical to planning a profitable Web site. 
 
Here’s the most important question you’ll consider as you develop your site: 
What do you want your Web site to DO for your business? 
 
To build a successful Web site or to improve your existing site, you need to clearly define its objectives, 
so everyone in your business and in your professional Web team will understand the Web site’s specific 
mission. The more specific, the better. You need to know exactly: 
 
1. What’s the main purpose of your site? 
Do you want your site to be an online brochure/overview of your company? Sell products and services via 
e-commerce? Provide an online store experience? Generate sales leads? Provide an electronic portfolio of 
your work? Educate customers and offer a library of information? Provide a discussion forum for like-
minded people? Allow visitors to search your inventory or see product options? Offer product 
demonstrations, seminars, training materials? 
 
The answers to these questions will help you focus on the number one purpose of your site and help you 
avoid getting distracted by activities that take away from this main objective. 
 
2. What’s your ultimate business goal related to your site? 
Do you want to cultivate more customers? Focus on selling more products and services to existing 
customers? Cultivate referrals? Develop customer loyalty programs? Do you want to grow specific 
product lines? Launch a new service? How will your site tie to your other marketing efforts? 
 
It may be easiest to answer these questions by looking at your company’s sales model. Is it referral-based 
and/or repeat-customer based? If you’re in a company with several employees, ask your sales manager, 
business owner or others who are on the front lines of growing the business. 
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3. Who’s your ideal customer or prospect? 
What types of people are you trying to attract for your site and your business? Are they sophisticated, 
knowledgeable consumers? Are they business professionals and key decision-makers? Or are they young 
college grads looking for the latest gadgets? Are they clueless about what you offer or do they already 
know what your business is all about? What do you know about their lifestyles, interests, attitudes, hopes 
and needs—especially related to your business? What do they know about the “brand reputation” your 
business strives for? 
 
Knowing your customer is the KEY to planning a user-friendly, successful site. 
 
4. What’s your competition doing with their Web sites? 
Have you studied competitors who do a great job online? Or those who have poorly planned sites? How 
can you do it better or in a way that uniquely solves a problem? What can you offer that others don’t? 
 
If some of your competitors are highly successful, see what tricks and tips you can learn from their sites. 
 
These are just some of the ways you can boost your success on the Internet.  
 
To learn more, you’ll want to check out the ContentClear™ Marketing Method for Web Site Optimization, 
a clear, methodical 7-step approach to increasing Web conversions and sales.  
 
Pam Foster, senior copywriter and online content consultant, is the founder of the ContentClear™ 
Marketing Method for Web Site Optimization (www.contentclear.com). Her diverse 28-year marketing 
communications background includes writing and consulting for many types of industries promoting B2C 
and B2B products and services. She has 13 years of experience in Web content writing and strategy, SEO, 
and information architecture, as well as direct mail – all for clients such as L.L. Bean, Blue Cross and 
Blue Shield of Maine, the American Cancer Society, Harper College, AWAI, Downeast Energy and many 
others. 
 
Pam is co-author of 9 Easy Steps to Planning a Profitable Web Site and several other books under the 
Internet Jungle Guide brand (www.internetjungleguide.com). She has won 100+ marketing awards 
including New England DMA (Direct Marketing Association), Web Marketing Association, Telly, and 
Catalog Age. She is an AWAI Copywriters Wall-of-Fame honoree. Pam works mainly with larger 
corporate clients, helping them optimize their Web sites to boost conversions and sales. She also offers 
personal coaching services to copywriters looking to elevate their Web content and client service skills 
and learn her 7-step Web site optimization method. You can contact Pam at pam@contentclear.com. 
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