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INTRODUCTION

If you are a Marketing Director or Assistant, we know how difficult it can be to convince your 
CEO that you need more money in your budget, let alone finance a redesign of your website. 
After all, they’ll probably just tell you to go “sprinkle some SEO” on it.

But you know it will take much more than that to fix your website woes and inbound 
marketing metrics.

That’s why we’ve put together this Corporate Website Self-Audit Kit: to equip you with the 
tools you need to evaluate your website and an easy way to present those findings in a 
compelling way to your boss.

It probably sounds like a lot of work, but it’s totally doable if you follow our 5 easy steps!

STEP1
Read the How to Audit Your Website document.

STEP2
Keep track of your thoughts and notes with the Excel spreadsheet.

STEP3
Review the Budget Guidelines sheet to see what various levels of functionality cost.

STEP4
Put your results into the provided Presentation.

STEP5
Present your findings to your boss.

...that’s it! You can do this. (We believe in you!)



STEP 1: HOW TO AUDIT YOUR WEBSITE

We have identified 8 main categories of your website that you will audit. Each category has 
criteria for you to use in order to grade your website effectiveness. (All of your web pages 
have a different goal, so keep that in mind as you evaluate.)

Before you go through the following checklist, jump ahead to Step 2 and download our 
Excel Spreadsheet or make a copy of our Google Sheet to record the results of your audit.

Assign grades to each of the categories using the following scale:

A - We excel at that!

B - Good, not great.

C - Not too good, not too bad.

D - Bad, not horrible.

F - Houston, we’ve got a (serious) problem.

https://docs.google.com/spreadsheets/d/1bFJ7C0q_njD159HmtUb3GHSHQ7kEj--0USWrHMP8StI/edit?usp=sharing


Marketing/Sales Goals

• Do you have marketing strategies and goals?

• Are you achieving your goals?

• How do you measure success?

• Do you know how many website leads you need to generate to set up the sales team for

   success?

• Are you currently generating leads from your website?

• Is your website exhibiting an overall positive growth pattern?

• Do web visitors do what you want them to do (i.e. If you have an ecommerce website, are

   people buying your products)?

• Do you have a clearly defined target audience?

• Do you analyze your metrics and look at progress reports?

Effectiveness

• Do you know what the purpose of each page is?

• Do you have calls-to-action (CTAs) on each page?

• Do you have landing pages with downloadable offers?

• Do you utilize strategic email marketing?

• Do you have lists of prospects from your offers?

• Are your current marketing tactics generating traffic?

• Do you know what people are engaging with the most?



Design

• Do your pages have a consistent format for navigation, headers, text, typography, and

   hyperlinks?

• Is your critical content easy to find?

• Does your design help make the content more digestible?

• Do you include CTAs that give visitors a clear path to guide them along the way?

• Does the design align with your company brand?

• Is there continuity between text and images on your pages?

• Does the imagery tell the story you’d like it to tell visually?

CMS / Ease of Management
• How easy is it to use your Content Management System (CMS)?

• Rate the ease of the following:

 -  Editing web content

 -  Embedding videos

 -  Uploading images

 -  Adding events

 -  Posting new blogs

 -  Posting a press release

 -  Updating team changes

Usability

• Is your site responsive?

• Do you have a mobile website?

• How easy is it to do the top 3 things people come to your website for?

• Is your website easy to navigate?

• How long does it take for your site to load?



Structural quality (SEO)

Do you have the following:

• Title tags?

 -  Description tags?

 -  Alt tags on images?

 -  Interior page title tags?

• Do you use keywords (without stuffing)?

• Do you have hyphens on your image file names?

• Do you utilize outbound and inbound links?

Content

• Does the homepage clearly describe what you do and/or provide?

• Do your landing pages have a few paragraphs of engaging, unique text?

• Do you use creative headlines for blog posts?

• Are you providing fresh content on a consistent basis that your users will want to read?

• Is the text on your pages written for search engines or humans?

• Are your blogs salesy or educational?

• Did you pull copy from a print brochure or promotional material to put on your site?

• Do you have duplicate content on several pages?

• Are there spelling or grammar mistakes on your pages?

• Do you use bulleted or numbered lists to communicate key lists?

Security

• Does your site have an SSL (secure-socket layer) Certificate?

• Is your CMS running on the latest version?

• What is your technical support / maintenance set up?



Marketing/Sales Goals

• Do you have marketing strategies and goals?

• Are you achieving your goals?

• How do you measure success?

• Do you know how many website leads you need to generate to set up the sales team for

   success?

• Are you currently generating leads from your website?

• Is your website exhibiting an overall positive growth pattern?

• Do web visitors do what you want them to do (i.e. If you have an ecommerce website, are

   people buying your products)?

• Do you have a clearly defined target audience?

• Do you analyze your metrics and look at progress reports?

Effectiveness

• Do you know what the purpose of each page is?

• Do you have calls-to-action (CTAs) on each page?

• Do you have landing pages with downloadable offers?

• Do you utilize strategic email marketing?

• Do you have lists of prospects from your offers?

• Are your current marketing tactics generating traffic?

• Do you know what people are engaging with the most?

STEP 2: 
EVALUATE YOUR WEBSITE WITH THE EXCEL SPREADSHEET.

To aid in your evaluation, this kit also includes an Excel spreadsheet, and link to an 
always-up-to-date Google Sheet, that mirrors the checklist in this guide. Print the 
spreadsheet so that you can write notes for each of the categories. The more detailed you 
can be, the better (so that you remember the criteria or thought process you used to reach 
each conclusion).

The spreadsheet has 4 columns: the Categories, Grade, Notes, and Priority Level. The 
Category column includes the areas of consideration from the checklist above. Grade is where 
you will rate yourself using the previously provided A-F scale. Notes (& What to Fix) is a place 
for you to scribble thoughts for why you ranked each area why you did.

Priority Level should be filled in after you’ve completed the rest of the audit. Rank each 
category with High, Medium, or Low, depending on how urgent you think the changes are. 
Everything needs to be taken into consideration, but not all criteria carries the same weight. 
(Example: A wealth management service has a lot of compliance issues when it comes to 
social media, so having social media icons on their website might be a lower priority.) Use 
your best judgement as you weigh criteria according to your particular line of work.



STEP 3: REVIEW BUDGET GUIDELINES

If you are on the path toward a major redesign, there are a few things to consider about cost. 
Your website is the digital face of your company. Your website is that first impression that will 
invite a prospect to stay and trust you or turn away. That said, a quality, custom website is an 
investment in your organization. Your investment will look something like this:

Option 1: Traditional Website Project

For a marketing focused website that is designed to primarily generate leads (including a 
blog) with responsive design, it will cost you $25,000-$35,000. If you want e-commerce 
capabilities, those websites start at $40,000. For lots of content, features, employee profile 
pages, new content written for you, and e-commerce, a new site will cost over $60,000.

For $60,000-$100,000+ you will get custom, aggressive digital marketing implementation 
(SEO, social media, lead generation). Keep in mind that more content, individual pages, and 
specialized functionality will push your budget into a higher range.



Option 2: Long-term Website Engagement

Many agencies are moving toward long-term website engagements for clients who want to 
stay current, adapt to the market and take a data-driven approach to their website. Some of 
the advantages of this approach include:  a set monthly budget instead of one large payment, 
ongoing support, quicker launch time and agile methodology. Your budget is based on how 
aggressively you want to work toward your marketing goals

STEP 4: PUT YOUR RESULTS IN THE PRESENTATION

We’ve provided an easy-to-customize Powerpoint template so that you can present your 
findings to your boss, CEO or board. Add your company logo to the front page, and fill in your 
audit results and budget recommendations. (We’ve tried to make this as easy as possible for 
you!)



STEP 5: PRESENT YOUR FINDINGS TO YOUR BOSS.

Now that you’ve audited your current website, it’s time to do something about it. Go make 
your case in front of your boss, Board or CEO.

We encourage you here to not present a “Here’s everything that’s wrong with our website.” 
Rather, it might go over better if you explain what needs to be done and why. Provide a 
prioritized list of what changes you’re recommending, along with the potential cost of each 
so that he/she can (hopefully) add it to the marketing budget. 

How to present

For those of you who may not have a lot of practice or be comfortable doing presentations, 
here are a few tips to keep in mind:

• Don’t try to memorize your speech

• Practice (in front of the mirror or some co-workers/friends)

• Use appropriate hand gestures

• Make eye contact

• Don’t chew gum

• Use inflection in your voice

• Speak with confidence

• Smile :)



Believe in your findings

The presentation we provided is chalked full of statistics and compelling information about 
how re-designing your website and/or implementing inbound marketing can influence your 
company. And it’s true! It’s proven that…

• Having a responsive website keeps visitors around for a longer period of time.

• Design affects credibility.

• SEO is one of the most powerful ways to generate quality website traffic.

• Content marketing increases online engagement.

• Marketing effectiveness is imperative for growth.

• Having defined goals means you’re more likely to achieve them.

Believe in inbound marketing, because it works! And having a user-friendly, 
beautifully-designed, structurally-sound website filled with great content has the power to 
change the way the world views your company. (That’s powerful!) You are doing your 
organization a huge favor by speaking truth and empowering them with this information.

You’ve done the hard work, now go show it 
off. You can do this! Go get ‘em, Tiger!

[Side note: If your boss, CEO, or board decides not accept your recommendations,
don’t take that as personal defeat. Hold your head high, knowing that you did what
was in the best interest of your company, which is commendable. And don’t give up!
Hopefully over time, you can convince the decision-makers in your company to
make the changes you recommended. You at least planted the seed, which is all
you can do.]



In closing

We hope that you found this process helpful. Our desire is that you found clarity in
some areas that you need to work on - and some areas that you did really well in.
(Give yourself a pat on the back!)

Finally, you should evaluate your website annually, so put a reminder on your
calendar now so that you remember to review it again next year!



Choosing a marketing agency

If you finished this website audit and discovered a bit of a mess, don’t panic.
Remember: everything is fixable with enough time and effort.

Obviously, we would love to help you solve your website and marketing woes. But in the 
event that you don’t work with us, here are some questions to ask a potential marketing 
agency before you sign on the dotted line:

• Can you show me case studies of prior work?

• What tools do you use to execute your campaign?

• How quickly will I see results?

• What is your employee retention rate?

• Can you guarantee page 1 Google rankings?

• What types of organizations do you specialize in?

• What happens if I work with you then my competitor wants to work with you?

• How will you track my ROI?

• What awards or certifications do you have?

• What will you need from me if we work together?

Most importantly, choose a company that has earned your confidence. Then take the leap of 
faith. (It’s one we believe is well worth taking!)

Still have questions? We’re here to help.



ABOUT SPINWEB

SPINWEB IS AN INDIANAPOLIS-BASED DIGITAL 
AGENCY SPECIALIZING IN ENTERPRISE WEBSITE 

DESIGN AND DIGITAL MARKETING

WE SPECIALIZE IN THE FOLLOWING MARKETS:

• Healthcare

• Financial Services

• Nonprofit

spinweb.net

Take your enterprise website to the next level with an inbound marketing engagement 

or new web design project. We bring more than 20 years of experience to the table.

Contact Us


