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Educational guidance; not a guarantee of business results or legal, tax or personalised financial advice. This is a non-
exclusive licensed-content adaptation. For your own learning and permitted end use only; no resale, redistribution,
editable-source or private-label rights are granted.

A practical build and testing workbook for UK small businesses
Author: Rob Arnold - Ascendea - https:/lascendea.ail
Edition v1.0 - October 2026

Alanding page is a focused web page that asks a particular visitor to take one next step: request a call,
make an enquiry, book a fitting, buy a product, download useful information or join a mailing list. This
workbook helps a small business make that step clearer and easier to assess. It does not promise a
conversion rate, sales level or commercial result.

Before you begin

Choose one page, one audience and one primary action for this workbook. If your current page tries
to serve everyone, write a first version for the most important visitor group before adding variations
later.

Example choices:

Business Specific visitor Page purpose Primary action

Local heating engineer Homeowner whose boiler Explain emergency and Request a call-back
has stopped working planned visits

Accountancy practice Owner of a growing Explain a quarterly Book an introductory call
limited company bookkeeping review

Independent retailer Existing customer buying Explain delivery, price Add to basket
a seasonal product and availability

B2B software consultant Operations lead with a Explain a short discovery Request a scope call

manual reporting process workshop

What you will have when you finish

You will have a working page brief, evidence you may safely use, a first content order, a measurement
plan and a modest test backlog. The useful outcome is a page you can publish, observe and improve
with evidence—not a page that claims certainty it cannot support.
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Use this workbook in order

1. Complete the short evidence-gathering tasks before drafting claims.
2. Write a plain first version. Leave design polish until the message is clear.

3. Ask a few relevant people to tell you what they understand, rather than asking whether they like the
page.
4. Check the page on a mobile device and with a keyboard before publishing.

5. Set up only the measurement needed for the next decision, with appropriate privacy controls.

6. Run one meaningful improvement at a time and record what happened.

Terms used in this workbook

Term Plain-English meaning

Primary action The one most useful action a visitor can take on this
page.

Call to action (CTA) The button or link that asks for that action.

Evidence Something you can check: a real policy, documented

process, permitted customer feedback, measured result
or independent source.

Claim A statement about what you offer, what it costs, what it
does or what a customer can expect. It must be
accurate and supportable.

Baseline A record of how the existing page performs before a
planned change.

Test A controlled comparison or a documented change
made to answer a specific question.

Publication, use and limits

This Ascendea Ascendea edition adapts privately acquired, licensed source material into UK-focused
general business education. The underlying licensed material is non-exclusive; this edition does not
claim exclusive ownership of that base content. Source acquisition and permitted-use context are
recorded in the production evidence; they do not grant end users source-file or editable rights.
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Provided for your own learning and permitted end use. No resale, private-label, redistribution or

editable-source rights are granted. Do not distribute this edition as your own product or treat it as a

transfer of rights in the original source material.

This workbook is not legal, tax, financial, advertising, accessibility, security or data-protection advice.

UK rules, website platforms, provider settings and consumer rights can change. A privacy notice, cookie

setup or checklist does not create compliance by itself. Obtain suitable professional advice for your

business and recheck the linked primary guidance before implementation.

All scenarios, timings, prices, measurements and outcomes identified as illustrative or fictional are

teaching aids, not Ascendea client results, market averages or promises.

The seven decisions behind a useful landing

page

The original source is strongest when treated as a sequence: help the right person recognise the page,

provide credible detail, explain the problem and offer, remove practical confusion, then learn from

evidence. The following seven decisions preserve that useful coverage without claiming that any

sequence guarantees a sale.

Decision

1. Audience and promise

2. Credibility

3. Problem and context

4. Outcome and offer

5. Usable journey

What the visitor needs

“Is this for someone like
me?”

“Why should | believe
this?”

“Do they understand my
situation?”

“What exactly happens if
| act?”

“Can | complete this
easily?”

Rob Arnold - Ascendea / ascendea.ai / Edition v1.0

Your job

Name the visitor and the
useful outcome clearly.

Show relevant, permitted
and checkable proof.

Describe a real situation
without exaggerating fear
or loss.

Explain the result,
method, inclusions,
exclusions, price and
terms.

Give the page a calm
visual order, useful
microcopy and an
accessible form.

Evidence to prepare

Customer language,
service scope, real
availability.

Policies, qualifications,
case-study approval,
reviews, product
information.

Interviews, support
guestions, enquiry notes.

Scope, process, stock,
booking or refund
information.

Mobile check, content
hierarchy, form fields,
help route.
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Decision What the visitor needs Your job Evidence to prepare
6. Measurement “How will we know Define a meaningful Event plan, consent
whether the page works action and a privacy- setup, baseline dates.
for our purpose?” aware way to observe it.
7. Learning loop “What should we improve Turn feedback and Test log, customer
next?” results into one comments, owner and
documented next review date.
decision.

1. Make the first message unmistakably
relevant

Your headline does not need to be clever. It needs to help a suitable visitor quickly recognise the offer
and decide whether to read on. Lead with the visitor’s situation or desired outcome, then explain the
service in a supporting sentence.

Step-by-step: draft your hero section

1. Name the audience. Use a role, situation or location only when it helps a visitor recognise

themselves. “For limited companies with quarterly VAT returns” is more useful than “for businesses”.

2. State the practical outcome. Use an outcome you can responsibly describe. “Arrange a boiler
visit” is clearer than “bring peace of mind”.

3. Explain the service in one plain sentence. Say what happens, where you operate and any
important boundary.

4. Choose one CTA. Tell people what will happen next: “Request a call-back”, “Check appointment
availability” or “Book a 20-minute discovery call”.

5. Add an honest reassurance only when you can deliver it. For example, “We will reply during our
published office hours” is better than “Instant response” if you do not operate a live desk.

6. Check message match. If an advert, email or search result brought someone here, make sure the
landing-page headline explains the same offer rather than switching to a different promise.

A usable hero formula

[Useful outcome] for [specific visitor]
[What you provide, how the next step works, and the relevant boundary.]
[CTA describing the next step]

Rob Arnold - Ascendea / ascendea.ai / Edition v1.0


https://ascendea.ai/

ASCENDEA / PRACTICAL BUSINESS RESOURCES

lllustrative examples:

Business type

Plumbing business

Accountancy firm

B2B consultant

Retailer

Hero headline

Book a planned boiler
service in Leeds

A quarterly
bookkeeping review for
growing limited
companies

Make monthly reporting
easier to review

A thoughtful birthday
gift, ready to send

Supporting sentence

Choose a weekday
appointment for a
domestic boiler service.
We will confirm
availability before your
visit is booked.

Bring your records and
questions to a structured
review with an agreed
follow-up list.

A short workshop maps
one current reporting
process and identifies
practical next steps.

View current stock,
delivery options and
product details before
checkout.

CTA

Check availability

Request an introductory
call

Ask about a workshop

Browse gift boxes

These are copy examples, not claims that an offer will create a particular result. Replace every detalil
with what your business actually provides.

Use customer language, not invented certainty

Read enquiries, sales-call notes, support emails, reviews you are allowed to use and conversations
with existing customers. Look for repeated words about the starting situation, not only praise after
purchase. Record the source and date of each phrase. Do not use private messages publicly without
permission.

"o

Avoid unsupported phrases such as “the best”, “guaranteed”, “proven to work”, “instant”, “no-risk” or
“works for everyone”. If a figure, timescale or result is central to the headline, keep the record that
supports it and state the conditions nearby.

Hero worksheet

Visitor | am writing for:

Situation that brought them here:

Rob Arnold - Ascendea / ascendea.ai / Edition v1.0


https://ascendea.ai/

ASCENDEA / PRACTICAL BUSINESS RESOURCES

Useful outcome | can accurately describe:

What the visitor receives or does next:

Important limit, area, availability or eligibility condition:

Evidence for this wording (source and date):

Draft headline:

Draft supporting sentence:

Primary CTA:

Quick clarity check

Show the hero section to a person who roughly fits the audience for a few seconds. Ask:
* Who is this page for?
* What is being offered?
* What would you do next?

* What question would stop you acting?

Treat their answer as feedback, not as a verdict on them. If they cannot answer the first three
questions, rewrite for clarity before changing colours or animations.

2. Build trust with evidence rather than
decoration

Trust signals work only if they are relevant and real. A page does not need a wall of logos, a count of
unspecified customers or a long list of badges. It needs the details that help this visitor assess a
decision: who is responsible, what is included, how you work, what evidence exists and where they can
get help.
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Choose evidence that belongs on the page

Evidence type

Clear business identity

Process proof

Customer feedback

Case example

Qualifications,
memberships or
accreditations

Policies and practical
terms

Step-by-step: create a proof inventory

Useful when

Any enquiry or purchase
page

A service has several
stages

You have permission and
the feedback is
representative

You can describe a real
piece of work with
permission

They matter to the
service and are current

People need to
understand cost, delivery,
cancellation, privacy or
support

What to show

Trading name, contact
route, location or service
area where relevant

A simple, accurate “what
happens next” sequence

The person’s real words,
context and approval
status

Starting context, agreed
work, observation period,
result and limitation

Exact name and a
checkable link or number
where appropriate

Plain-language link or
short summary close to
the decision point

Do not do

Hide who is behind the
offer.

Invent a proprietary-
sounding method for
ordinary work.

Manufacture, buy,
selectively misrepresent
or edit the meaning of
reviews.

Present an illustrative
scenario as a customer
result.

Use a logo or badge
without current
permission.

Claim a refund,
guarantee, response time
or data practice you
cannot honour.

1. Open a blank document or spreadsheet with columns for proof item, what it supports, owner,

permission, source link/file, date checked and where it may appear.

2. Collect only material you can locate and verify. A real review with consent is stronger than an

untraceable percentage.

3. For every testimonial, record whether the person has approved the name, business, photograph,

guote and measured result for this use.

4. For every statistic, record the population, period, method and limitation. If those are absent, omit the
statistic or describe the information more cautiously.

5. Put the most relevant proof near the claim it supports. A delivery policy belongs near checkout; a

case example belongs near the related service.

6. Set a review date. Stock, certificates, service areas, policies and team details go out of date.
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The CMA has guidance for businesses on fake reviews and consumer-protection law. Do not present
invented, misleading or materially edited customer feedback as evidence. See 1 in the references and
evidence notes.

A responsible case-example pattern

Context: [Type of business and problem, with permission.]

Work agreed: [The limited service or product supplied.]

What was observed: [Actual outcome, measure and period.]

Limit: [What was not measured, or why this is not a forecast for another buyer.]

Fictional example — not a client result: A small electrical contractor asked existing customers to
describe which appointment information mattered most. The business added its service area, arrival-
window policy and contact route to the enquiry page. It then monitored whether enquiries contained
enough detail for a return call. This is an example of a process, not evidence that those changes will
produce the same result for another contractor.

Put risk information where a decision is made

A generous guarantee is not required. If you offer one, write the actual eligibility, claim process, time
period, exclusions and who is responsible for the refund. If you do not offer one, reduce practical
uncertainty instead: publish the next step, price basis, delivery information, contact route, cancellation
policy where applicable and any terms a buyer needs before deciding.

Use real limits only. “Appointments for this week have been filled” is useful if true. A permanent
countdown timer or a made-up “only two places left” message weakens trust and may mislead.

Proof worksheet
Claim or Evidence Permission or Exact wording Where it will Check date
question available owner | can use appear

10
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3. Explain the current problem and the useful

future state

A good page helps a visitor recognise a real situation. It does not need to make them anxious, ashamed

or frightened. Describe the practical consequence in language you have heard from the audience, then

show what a better process, product or service could make easier.

Write an empathy snapshot

An empathy snapshot is one or two sentences that describe a familiar work or buying situation. It

belongs after the hero and initial trust information when the page needs more context.

Structure:

When [recognisable situation] happens, [practical consequence] makes it harder to [important

task].

lllustrative examples:

Too broad

“Tired of marketing chaos?”

“Stop wasting money on accounts.”

“Never miss a customer again.”

More specific and responsible

“If enquiries arrive through several channels, it can be
difficult to see which ones still need a reply.”

“If receipts and invoices are gathered late, your
quarterly bookkeeping review may take longer to
prepare.”

“When a busy shop cannot answer every call, a clear
enquiry route can help the team return the right calls
first.”

Use the second column as a model for specificity, not as a claim that any system removes every missed

contact.

Talk about cost carefully

Sometimes a visitor needs help understanding why a problem is worth fixing. Use their own data where

possible. Distinguish estimated capacity, cost already incurred and income actually achieved.

Hours saved are not automatically cash saved; a business must still decide how the freed time is used.

lllustrative planning calculation:

Rob Arnold - Ascendea / ascendea.ai / Edition v1.0
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Example assumption

3 hours per week

£22 per hour

£40 per month

Calculation

3 x 46 working weeks

138 x £22

£40 x 12

cost

Difference before setup £3,036 - £480

cost and uncertainty

lllustration only

138 hours a year

£3,036 estimated
capacity value

£480 annual recurring
cost

£2,556 estimated
capacity value

The figures are not a market benchmark or a promised saving. Use measured business inputs, state
the observation period and include setup time, human checking, usage charges and exceptions. Do not

turn a rough estimate into an unqualified return-on-investment claim.

Build a sensible bridge to your offer

After explaining the situation, connect it to the specific way you help.

If [current situation] is making [task] harder, [offer name] gives you [defined next step or
outcome] through [plain description of process], with [important boundary or support detail].

lllustrative service example: “If monthly reporting arrives late from several sources, our reporting

review maps the current hand-offs and gives you a prioritised list of improvements. It is a workshop and

recommendations document, not a promise to automate every part of the process.”

Problem-to-offer worksheet

Repeated customer words or question, and its source:

Current situation | can accurately describe:

Practical consequence, without exaggeration:

Desired future state, stated as a possibility not a guarantee:

Specific part of my offer that addresses it:

Boundary, exception or human support required:

Bridge paragraph:

Rob Arnold - Ascendea / ascendea.ai / Edition v1.0
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4. Unpack the offer, price and terms

A visitor should not have to infer what they receive, what it costs, who it is for or what happens after
payment. This is especially important where a service, digital item or package has several parts.

Explain an offer in five parts

Part

Outcome

Inclusions

Method

Boundaries

Terms and next step

What to explain

The practical job the offer helps
with

The items, sessions, pages,
products or deliverables actually
included

The straightforward process or
sequence

What is not included, supported or
suitable for

Price basis, timing, availability,
cancellation or help route where
relevant

Translate a feature into a useful benefit

Beginner prompt

“After this, what can the buyer do or
decide more easily?”

“List each item in everyday
language.”

“What happens first, next and last?”

“What would a reasonable buyer
otherwise assume?”

“What must the buyer know before
committing?”

A feature tells someone what exists. A benefit explains why it might matter in the visitor’s situation. Do
not manufacture a benefit that has not been established.

Feature

30-minute consultation

Online booking calendar

Delivery tracking

Rob Arnold - Ascendea / ascendea.ai / Edition v1.0

Cautious benefit statement

“A structured conversation to
identify the next decision.”

“View the currently available
appointment slots.”

“Follow the dispatch information
supplied by the carrier.”

Evidence or condition to check

Who attends and what preparation
is needed.

Calendar is maintained and time
zone is clear.

Carrier integration and exceptions
process.

13
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Feature Cautious benefit statement Evidence or condition to check
Written scope document “See what is included before work Scope, change process and client
starts.” responsibilities.

Describe your method without making it mystical

A named process can help buyers remember how you work, but it must be accurate. If your approach is
simply Review - Plan - Implement — Check, say so. A diagram or four short steps is enough. Do
not imply that ordinary work is patented, exclusive or universally successful.

Present price and value honestly

State the actual price, whether VAT is included or excluded where relevant, what recurring charges may
apply and which third-party costs are separate. Do not show an inflated crossed-out “value” figure
merely to make the price look smaller. If you bundle items, explain why they belong together and
whether they can be bought separately.

Buyer question Page information to provide
What do | receive? A clear inclusion list and any format or delivery details.
What will | pay? Full current price, taxes where applicable, payment

schedule and meaningful additional charges.

How long does it take? Actual delivery or booking information, including
dependencies.

Can | cancel or change? A link to the relevant policy and contact route.

What is not included? Clear exclusions and an option to ask a question before
buying.

Who owns accounts or files? A plain statement of ownership and access

arrangements for services.

For consumer online sales, GOV.UK sets out information that businesses must provide before an order,
and cancellation rules. Digital content and services can have different rules and exceptions. Check the
current official guidance and obtain advice for your exact model rather than copying a generic returns
sentence. See 2.

Offer worksheet

Offer name:

14
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Who this is for / who it is not for:

Practical outcome or decision supported:

Inclusions:

How it works in three to five steps:

Explicit exclusions, prerequisites and dependencies:

Price basis, VAT position to confirm, recurring/third-party cost note:

Timing or availability statement | can honour:

Policylhelp link needed before the CTA:

5. Create a usable path: layout, microcopy and
forms

Visual design should make the existing message easier to understand. Start with content order,
contrast, readable text and a clear CTA rather than decorative effects. Check the real page on the
smallest common screen your audience uses; a desktop mock-up is not enough.

A practical content order

There is no mandatory layout. This order is a useful first draft for many service and product pages:

1. Hero: audience, outcome, supporting explanation and main CTA.

2. Relevant proof: identity, process, approved review or policy detail.

3. Current situation: a concise empathy snapshot if the visitor needs context.
4. Offer: inclusion list, method, boundary and price/terms information.

5. Questions and practical reassurance: FAQ, delivery, availability, support, privacy or cancellation
information as applicable.

6. Repeated CTA: the same next step, not a competing offer.

7. Footer: contact, legal and policy links, business identity and accessibility/help routes as appropriate.

Make important choices easier to see

» Use descriptive headings that tell the reader what follows.

15
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* Give the primary CTA visual prominence without relying on colour alone.

« Keep surrounding content quiet so the next action is not competing with five others.

« Use short paragraphs and real lists where the visitor needs to compare inclusions or conditions.

« Place critical terms close to price, form submission or payment—not only in a long footer.

* Use images that clarify the product, process or context. Provide useful alternative text for

meaningful images; mark purely decorative images appropriately in the implementation.

 Avoid auto-playing video, flashing effects and movement that prevents someone reading or

operating the page.

Microcopy: small words that answer real questions

Microcopy includes button labels, field hints, errors, confirmations and privacy notes. It should describe

the action truthfully.

Touchpoint Weak wording
CTA Submit
Email field Email

Privacy note We never share your

details
Form error Invalid input
Confirmation Submitted
Booking button Book now

Better, if true

Request a call-back

Work email for your
booking confirmation

We use your details to
reply to this enquiry.
Read our privacy notice.

Enter an email address in
the format
name@example.com

Thanks. We have
received your enquiry
and will reply within our
published office hours.

View available
consultation times

Check before using

Who replies and when.

Whether an email is
actually required.

Your real data use and
privacy notice.

Error is accurate and
shown accessibly.

Inbox route, office hours
and fallback.

The click really shows
availability, not an
immediate contract.

Never tell a visitor a form “takes 30 seconds” unless you have tested it with the actual fields and

audience. Do not say that an email will not be shared, that an account will not be charged or that a

result is immediate unless the statement is reliably true.
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Accessible and mobile-ready first pass

The W3C WCAG quick reference provides recognised accessibility success criteria. The following is a
quality checklist, not a declaration of WCAG conformance or legal compliance. See 3.

1. Readability: Check that normal text has sufficient contrast against its background. Do not use
colour as the only way to show an error or required field.

2. Keyboard use: Tab through the page. Every interactive element should be reachable, have a
visible focus indicator and work without a mouse.

3. Forms: Give every field a visible, associated label. Show error text that explains what needs
correcting; do not rely on a red border alone.

4. Structure: Use one meaningful page heading and descriptive section headings in logical order.

5. Images and video: Provide text alternatives for meaningful images. Captions or a transcript may be
needed for material audio/video content.

6. Zoom and mobile: Check the page at 200% zoom and on a narrow screen. Text, forms and CTAs
should remain available without horizontal confusion.

7. Motion: Keep animation optional or respect a visitor’s reduced-motion preference. Do not let a
sticky banner cover the focused form field or CTA.

Ask a developer or accessibility specialist to test a more complex page, especially one with checkout,
account creation, custom widgets or a high public-service impact.

Collect only the information you need

For a simple enquiry, name, contact method and the information needed to route the enquiry may be
enough. Do not add fields merely because a CRM can accept them. Explain why you request
information and make a privacy notice easy to find.

Before adding analytics, advertising tags, heat maps or session recordings, list what each tool collects,
who receives it, how long it is kept and why it is needed. The ICO says you must tell people about
cookies and similar technologies, explain what they do and why, and obtain active, clear consent for
non-essential cookies. Its detailed guidance is being revised, so recheck current ICO material before
launch. See 4.

Google’s consent-mode documentation explains a way to adjust Google tag behaviour based on
choices in a consent solution. It is a technical implementation option, not a substitute for deciding what
processing is appropriate or for meeting your wider legal obligations. See 5.

Keep page and marketing accounts secure

Give each person the least access they need to the website, analytics, form inbox and advertising
accounts. Remove access when someone leaves or their role changes. Use a password manager or
passkeys where suitable, keep recovery details current and enable multi-factor authentication where

17
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the provider supports it. The NCSC publishes dedicated guidance on MFA for corporate online services
and broader small-organisation cyber-security guidance. These measures reduce risk but do not
guarantee security. See 6 and 7.

Form and page readiness worksheet

Item Owner What | checked Evidence or link Status / action
Mobile layout
Keyboard journey

Form labels and
errors

Privacy notice and
data fields

Cookie/tag
inventory and
consent approach

Form inbox / CRM
routing

Account access
and MFA

Confirmation
message and
human fallback

6. Measure the action, then test with care

Measurement is useful when it helps you choose what to improve. A report cannot prove why a visitor
acted, and a short run of data can be noisy. Begin with one primary action and a small number of
supporting observations.
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Pick a measurement that matches the page

Page goal

Enquiry page

Booking page

Retail product page

Download page

B2B information page

Primary measure

Completed enquiry with a
usable contact route

Confirmed booking or

booking request

Completed order

Confirmed download or
verified request

Relevant meeting request

A simple calculation may be helpful:

Supporting observation

Valid form starts, calls,
reply quality

Calendar views,
availability errors

Add-to-basket, checkout
start, delivery-question
exits

CTA clicks, follow-up
engagement

CTA clicks, enquiry
context, sales follow-up
status

Important qualification

A form submit is not
automatically a qualified
lead or sale.

Separate a view from a
confirmed slot.

Respect consent and
distinguish orders from
revenue after returns/
cancellations.

A download does not
establish later
commercial value.

A meeting request is not
a signed engagement.

Action rate = number of valid primary actions + number of relevant, measurable visits x

100

Define both parts first. For example, decide whether repeat visits, spam submissions, internal staff

visits, out-of-area enquiries or unavailable stock should be excluded. Do not compare a new traffic

source with a previous baseline as if they were identical audiences.

Set up a small, privacy-aware measurement plan

Google Analytics distinguishes automatically collected, enhanced-measurement, recommended and
custom events. It can mark a collected event as a key event where that action is important to the

business. Check the current documentation before configuration, and test the event before using it for a

decision. See 8 and 9.

1. Write the decision first. Example: “Do visitors request an appointment after reading the service

information?”

2. Name the primary action. Example: successful request confirmation, not merely a button hover.
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3. Write the event definition. Include what triggers it, the relevant page, owner, test method and
exclusions.

4. Audit consent and privacy before enabling the tag. Record the lawful basis and cookie/similar-
technology decision with the appropriate person or adviser. Do not collect more data because a tool
makes it easy.

5. Configure only the events you can interpret. A form confirmation, booking confirmation or
completed purchase may be enough initially.

6. Test with your own visit in a safe environment. Confirm one intended action is recorded once,
not twice; confirm a failed form does not look like a completed enquiry.

7. Record the baseline window. Note dates, source of traffic, campaigns, site changes, outages,
stock changes and seasonal events.

8. Review the data alongside actual business records. Check whether recorded enquiries reached
the team and whether the definition still matches the real process.

Use a lean testing loop

When traffic is limited, a well-documented usability check or customer conversation can be more useful
than declaring an A/B-test winner from a handful of visits. For any experiment, change as little as
necessary to answer one question.

Step What to do Record

1. Diagnose Find one question from evidence: a Evidence source and date.
support query, a page issue or an
unclear message.

2. Hypothesise Write: “If we change [one thing], Assumption and expected direction,
[measure] may change because not a promised result.
[reason].”

3. Build and QA Create the variation, then check Version, reviewer, test date and
every CTA, form, price, mobile rollback path.

state, tag and policy link.

4. Observe Run for a planned window Visits, action definition, relevant
appropriate to traffic and business segments and anomalies.
context.

5. Decide Keep, revise, pause or revert. Decision, reasoning and next

question.
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Do not call an early result a “winner” simply because it looks encouraging. Changes in traffic source,
season, product availability, offer, tracking or sample composition can explain a difference. If a decision
is commercially important, seek suitable analytical help and decide in advance what evidence would

make a change worthwhile.

Look for explanations, not only counts

Observation Questions to investigate

Many relevant visits, few CTA clicks Is the offer clear? Is the CTA visible
and accurately labelled? Does the
visitor have a different primary
question?

CTA clicks, few completed forms Is the form too long, broken,
inaccessible or asking for
information too early?

Many incomplete checkouts Are price, delivery, stock, account
requirement or cancellation details
clear before checkout?

Enquiries but poor fit Is the audience, location, price
basis or scope visible early
enough?

A change apparently improved Did traffic, availability, campaign or

results tracking change at the same time?

Use qualitative feedback responsibly

Possible next action

Ask three suitable people what they
expected to happen; review page
message and terms.

Test the form on mobile and
keyboard; remove any nonessential
field.

Review relevant product and
checkout information with the
business owner.

Add accurate eligibility and service-
boundary information.

Repeat observation, review
segments and log uncertainty.

Customer interviews, support questions, moderated user sessions and on-page feedback can explain a
number in a report. Ask neutral questions such as “What do you think this service includes?” or “What
would you expect after pressing this button?” Do not nudge people to confirm your preferred

explanation.

Tell participants what will be recorded, avoid sharing confidential session recordings widely and do not

put personal data into a public test log. Use only the minimum access needed by the people reviewing

the page.
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Measurement and test log

Date Page/ Question Change Primary Context / Decision Owner /
version or measure caveat next
observati definition review
on

7. Turn the framework into a repeatable
operating rhythm

The page should feel consistent with the message that brought someone there. A search result, email,

social post, advert or printed leaflet can have different levels of detail, but it should not promise

something that the page quietly removes.

Adjust depth without changing the truth

Visitor context

Search visitor with a specific need
Visitor from a local referral
Existing email subscriber

Social visitor who may be

unfamiliar

Mobile visitor

A five-day build sprint

What may be useful early

Service/product fit, availability, price
basis and practical next step

Context, process and contact route

Relevant update or offer details

What problem this helps with and
why it is relevant

Main message, CTA, short proof
and readable form

What still must stay clear

Identity, scope, terms and accurate
claim support.

Do not assume familiarity or skip
essential conditions.

The same truthful price, boundaries
and policy information.

No exaggerated claim to
manufacture urgency.

Full terms and help access must
remain available.

This is a practical sequence, not a promise that every page can be launched in five days. Add time for
approvals, photography, product setup, technical work, legal review or stakeholder feedback.
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Day

Focus

Audience, action
and evidence

Problem, offer and
terms

Page build and
form journey

Usability,
accessibility and
privacy review

Baseline and
launch decision

Deliverable

Completed hero
and proof inventory

Draft content
outline and
inclusion list

First working page
on mobile and
desktop

Readiness
worksheet and
corrections

Measurement plan,
page version and
test log

Beginner-friendly launch and test SOP

SOP field

Owner

Trigger

Inputs

Output

Detail

Check before
moving on

Claims have
evidence and a
named source.

Price, scope and
boundaries are
accurate.

CTA and
confirmation route
work.

Form labels,
keyboard route,
policies and tag

decisions checked.

Owner accepts
known limits and
has a human
fallback.

Name one business owner for offer/claims and one
person responsible for the website or supplier

relationship.

A new page, material change to price/service, new

campaign or planned test.

Approved copy, proof inventory, current terms/policies,
product or booking data, form destination, tracking plan

and review date.

A published or paused page version with a documented

decision, working contact route and test log entry.

1. Confirm the page purpose. Write the audience and one primary CTA at the top of the task.

Remove competing CTAs unless there is a genuine operational reason for them.
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2. Check every factual statement. The offer owner confirms price, inclusions, availability, service

area, policies, proof and any timings. Remove unsupported superlatives, results and customer
feedback.

3. Test the real journey. On a mobile phone and desktop, follow the CTA, complete the form using
test information where appropriate, check the confirmation and verify who receives it.

4. Check basic access. Tab through links, buttons and fields. Confirm focus is visible, labels are

present, errors explain how to correct input and a person can contact the business if the form fails.

5. Review data and tags. List each analytics, advertising, heat-map or recording tag. Confirm the

intended privacy/cookie decision has been reviewed before it operates. Do not publish a recording
or tracking tool by default.

6. Protect accounts. Confirm access is limited to current people, recovery information is controlled

and MFA is enabled where available. Do not email passwords or API keys in page briefs.

7. Record the version and baseline. Capture the publication date, URL, primary-action definition,
traffic source context and current known issues.

8. Launch or pause. The owner chooses launch, launch with a stated limitation, revise, or pause.
Record why.

9. Review at the planned date. Read the action data and relevant feedback. Make one next decision:
retain, simplify, correct, test one change, or stop.

Exception and human fallback: If the form, booking calendar, payment route, consent setup or
confirmation email fails, pause affected campaigns and provide a visible human contact option where
possible. If a claim, policy or customer quote cannot be confirmed, remove it until the owner verifies it. If
a visitor reports an accessibility, privacy or security concern, record it, acknowledge it through the
appropriate business route and involve a qualified specialist where the issue requires one.

Standalone pre-launch checklist

[
[

O O

O

The page has one identifiable audience and primary action.
The hero explains the offer in plain language and matches the source message.

Each price, timeframe, customer count, qualification, guarantee and result is current and
evidenced.

Testimonials, logos, photographs and case details have appropriate permission.
Inclusions, exclusions, price basis, availability and key terms are visible before the decision point.

Consumer-facing sales pages have had current legal information/cancellation requirements
checked for the exact business model.

The CTA, form, confirmation, booking or payment flow has been tested by a human.

The form asks only for necessary information and links to relevant privacy information.
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Rob Arnold - Ascendea / ascendea.ai / Edition v1.0


https://ascendea.ai/

ASCENDEA / PRACTICAL BUSINESS RESOURCES

[J Non-essential tags/cookies have not been enabled without the appropriate consent and
information approach.

[

The page works on a narrow screen, with keyboard navigation and at enlarged text/zoom.

[J Account access is limited, recovery routes are controlled and MFA has been considered/enabled
where available.

[J The primary action, baseline dates, owner and next review date are in the test log.

[J A manual contact/fallback route is available if the automated journey fails.

Landing-page decision canvas

Complete this page before asking a designer, developer or agency to build the page.

Decision Your answer Evidence, owner or action
needed

Page URL / campaign name
Specific visitor

Their current situation
Primary action

Hero headline and supporting
sentence

Proof that belongs near the hero
Offer inclusions and exclusions

Price / VAT / recurring-cost
information

Main visitor question or objection

CTA wording and confirmation
action

Data fields and privacy notice

Tags/cookies and consent decision
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Decision Your answer

Accessibility/mobile checks
Measurement definition

First review date and owner

Your next 30 days

Evidence, owner or action

needed

Choose a small scope. A clear page for one valuable service is a better learning project than a

complete website redesign with no evidence plan.

Timing Action Owner

This week Select one page,
audience and
action. Complete
the proof inventory.

Week 2 Draft the page and
test the message/
form with relevant
people.

Week 3 Publish only after
the readiness
checklist and
tracking/privacy
decision are
complete.

Week 4 Review the defined
action, feedback
and operational
quality. Choose
one change or
retain the page.

The one question | will investigate first:

Evidence of
completion

Decision or next
step

The claim or term | must verify before publishing:
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The person who can approve that claim or term:

My next review date:

When to pause and ask for help

Pause the page or obtain specialist input when you cannot confirm a material claim, when a visitor
could make a high-stakes decision from the information, or when the page collects sensitive/personal
information or takes payment in a way you do not understand. Seek appropriate advice for regulated
services, health or financial claims, consumer-contract terms, accessibility needs, security incidents,
data protection, complex tracking or technical checkout issues.

A calm, accurate page with a helpful human route is more valuable than a polished page built on
exaggerated promises.

References and verification notes

1. Competition and Markets Authority — Fake reviews guidance
https://lwww.gov.uk/government/publications/fake-reviews

2. GOV.UK — Online and distance selling
https://www.gov.uk/online-and-distance-selling-for-businesses

3. W3C — Wi ntent A ibili idelines 2.2 quick referen
https://lwww.w3.org/WAI/WCAG22/quickref/

4. Information Commissioner's Office — Cookies and similar technologies
https://ico.org.uk/for-organisations/direct-marketing-and-privacy-and-electronic-communications/guide-to-pecr/cookies-and-similar-

technologies/

5. Google for Developers — Set up consent mode on websites
https://developers.google.com/tag-platform/security/guides/consent

ional

https://lwww.ncsc.gov.uk/collection/mfa-for-your-corporate-online-services

7. National Cyber Security Centre — Small organisations guide to cyber security
https://www.ncsc.gov.uk/collection/small-organisations-guide-to-cyber-security

8. Google Analytics — Set up events
https://developers.google.com/analytics/devguides/collection/ga4/events

9. le Analytics Help — A ki ven
https://support.google.com/analytics/answer/9267568?hl=en
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The following live primary sources support the specific current technical, accessibility, consumer,
privacy and security guidance in this Ascendea edition. They do not support a universal conversion
rate, a guaranteed return, a fixed testing period or a particular commercial result.

Editorial date: 10 October 2026. Recheck official sources and platform documentation before using
this material. This finished edition is available as a free Ascendea resource.

Author: Rob Arnold - Ascendea - https://lascendea.ail
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