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Webpage Content Checklist and Writing Template 

The following is a list of the types of content you will need to prepare 
to have a complete website. There are no rules of what you must 
have, so this list may have more than you require. And in the same 
regard, you may have more complex content needs. But let this serve 
as a starting point of the types of content you need. You may wish 
this to be your menu structure, or you may find another “flow” for your 
site that suits you better. 

q About – Your story as it pertains to your education, experiences 
and work. 

q Products – What you have to sell, including e-commerce built in 
to shop online; may include submenus and descriptions for 
each product; if possible photos. 

q Services – What you have to sell in trade for your time, 
including e-commerce or online booking tools, may include 
submenus or other detailed content. 

q Contact – How to reach you, including phone number and 
email. Could include a form. But should not just include a form if 
you are a solopreneur. 

q Media – Your unique mission; your bio; your photo; why you 
would be relevant or interesting to chat with on your subject; 
any press coverage you have had (links to tv, radio, print 
mentions); press releases. 

q Blog – no pre-content required; although you can start writing 
blog content anytime! 

q Free offers – this is often via an opt-in (a simple form with First 
Name, email address) and fulfilled with an email marketing tool 
like Mailchimp, Constant Contact, AWeber. 

q Testimonials – these may live on their own page or be woven 
throughout a site in appropriate areas. 
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For every page, consider: 

•  Your audience – you are writing to grow your business, so 
writing to engage them and illicit a reaction from them is your 
core purpose. 

•  Your own voice – finding your own writing style, that sounds 
as if you are speaking to a friend or good colleague, is 
imperative for your web content. You simply must sound like no 
other, you must sound like you. 

And then consider: 

•  The goal of the page. 

•  1-3 primary points you want to get across.   

•  The action you wish the reader will take (often leading them to 
other information on your site, if not purchasing or booking, is a 
good plan) 

•  Keywords that reflect your niche, industry and brand.  

Webpage writing tips: 

•  Copy should be in your style. Brief is best, however rules are 
made to be broken if brief is not your style! If you hire a writer or 
editor to help you, keep this in mind. 

•  200-500 words for main pages that benefit from a “story” are a 
good rule. (ie. About) 

•  50-150 word product and service descriptions are best. 
However, depending on how complex your sales cycle is, you 
might require additional details and supporting content to 
advise and assure your reader to hire or buy from you.  

•  Longer copy begs good headlines and subheads, short 
paragraphs, bullet points and generous white space to break up 
the copy. This makes longer copy easier to read and quite 
enticing as it guides the reader down the page. 

•  Press release writing rules come in handy! In a press release, 
professionals write the most important content at the top of the 
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page. Because editors cut from the bottom. Avoid the desire to 
create suspense… you aren’t writing a novel. Most important 
information goes to the top.  

•  Use “you” statements. Again, it’s about the audience. Talk to 
them. 

•  Be conversational, skip industry language unless required. 

Other relevant tips: 

•  Images are essential to telling stories. A photoshoot specific to 
displaying your business (where you work, how you work, what 
you sell and of course… YOU) is a great idea.  

•  Video can tell stories better than words at times. In this era, 
where mobile devices dominate our lifestyles they represent a 
culture shift in how we receive and consider information. A 
video channel on YouTube demonstrating your products or 
services, or showcasing your values, in a variety of styles 
suited to you, can be relevant. 

•  Your web developer will require you to set up relevant social 
platforms where your audience will find you, and provide 
him/her with your login information so they can connect your 
website social follow tools to your social platforms (ie. The 
Facebook button on your website takes the reader to your 
Facebook business page).  

•  Check for spelling, grammar or punctuation! There are no 
excuses for mistakes. Have a trusted friend review or hire an 
editor.  

 


