
Setting up 
a website: 
key considerations.  
Supporting you on your business journey. 

 

 
If your business is going to trade online, then you’ll already be 
thinking about your website. But even if you’re not setting up an 
internet business, you should still consider if an online presence 
could add value. Even a simple website could give you the edge 
over your competitors. 

 

This guide will help you think through these key considerations: 

 

• Why set up a website? 
• Is a website right for your business? 
• What are the practicalities of setting up a website? 
• Why building a website is only the beginning. 

 

  



Why set up a website? 
 

A website allows you to reach a global audience 365 days a year, 24 hours a day. It could allow your 
business to operate without a shop front. If you trade through your website, it can also help lower the 
cost of sales and customer acquisition.  

A website has several potential benefits: 

• It can enhance your company PR and help build your brand. 
• You can explain the benefits of your products/services to a wider audience. 
• You can help build your company's reputation. 
• You can gain more immediate feedback from your customers and improve your 

product or service. 
 

A website can increase the amount of business that you do, by enabling you to: 

• Sell products to customers online (e-commerce). 
• Showcase your services and products to a wider customer base. 
• Reach international markets. 

 
A website can save your time and money: 

• Answers to common queries can be put on your site, cutting down on phone time.  
• Product photos and descriptions can replace expensive print brochures – updating online 

is much cheaper too.   
• Putting standardised forms on your site and communicating via email can reduce  

your administration costs.  
• You can advertise for new recruits online. 

 
 

Is a website right for your business? 
  

It’s important to be clear about how a website can add to your business. How will a website help your 
business get where you want it to be? Do you have sufficient resources to maintain your internet 
presence – keeping the site updated, for example? 

The first task in evaluating what a site can realistically achieve for you is to determine your objectives 
and set yourself some goals. Ask yourself: 

• What are the short, medium and long-term benefits of a website for my business? For example,  
if you intend to trade online, are you seeking to gain more customers, lower operating costs or 
establish a competitive edge? 



• How do you intend to define the success of your site? For example, how many new customers 
can you attract in the first year?  

• How much time and money will you save by dealing with your customer queries online? 
 

Don’t forget to calculate the value of automating your existing business processes – it could make 
the crucial difference to your decision. 

 

The practicalities. 
 

Building your website. 

If you decide that a website is right for your business, next you need to look at the practicalities 
of setting your site up.  

A basic shop window with email facilities can be done on a DIY basis or templated from an 
online provider, but if you need or want a more sophisticated approach, particularly with different 
e-commerce functions, then you may well have to bring in the experts. 

Doing the job yourself: pros and cons. 
Pros. 

• Cheaper (if you, or a colleague, have the expertise).  
• Familiarity with the business.   
• The website builder can focus on this single task. 

Cons. 

• You may lack the right skills.  
• Whoever is building the site may have to be diverted from other work. 
• The end result may not be as good as a professional developer’s.  
• You or someone in your business may need to keep trained-up and available for any on-going 

maintenance and content updating work. 
 

Using a web developer: pros and cons. 
Pros.  

• You can commission work to a pre-agreed budget and timetable.  
• You’ll be using skilled people with a wide range of experience.  
• They’ll have up-to-date expertise and ideas about what works best online. 

  



Cons. 

• They will also be working for other clients.  
• There may be a learning curve to understand your business goals and market. 
• Changes outside of the agreed brief may cost extra. 

 
A tip: when thinking about the points above, remember that recognising customer need is 
always more important than understanding technology. 

  

Your website name. 

Another practical consideration will be buying your web addresses (or ‘domain name’). Check what’s 
available. Your first choice of domain name might not be available, so consider some alternatives: 

• Would a “.co.uk” and/or “.net” address work if you can’t get the “.com”?  
• Could you hyphenate your company's name, using “my-company.com” instead of 

“mycompany.com”?  
 

Registering several domain names will help avoid confusion with other organisations that have 
set up websites with similar names, and help maximise traffic to your site from interested users. 

 

Web host providers. 
Every website needs its own space on the internet. To get your own space, you will need a web 
hosting provider. They will host your site on their space and ensure that when a visitor types in 
your web address they see your site.  

Decide what kind of website hosting service you’ll need – do you want technical help and back-up, 
for instance – and shop around. Your internet service provider will probably offer web hosting.  

If you are going to allow customers to order goods or make requests online, customer service will be 
crucial to your web success. You must be able to respond quickly and to offer guaranteed security 
and delivery deadlines. 

 

Building a site is just the beginning. 
  

When thinking about your website, you’ll naturally pay close attention to the content, layout and 
navigation between pages. But a key consideration is how to get people to visit your site in the 
first place. There are a number of things you can do. 

  



Finding key words. 

The majority of traffic to websites arrives via search engines, such as Google and Bing. One way 
that search engines find sites is by matching words used in a search to the engine’s ever-growing 
index of key words. The greater the match, and the more frequently a site appears in the search 
list, the higher a site is likely to be ranked on the results page – and that means the more visitors  
it will receive. 

There are ways of improving a website’s ranking in search engine results – generally referred to 
as search engine optimisation (SEO). SEO looks at how search engines work, the key words used 
in searches and which search engines are preferred by a site’s target audience. 

So, one approach to optimising search engine results for your site is to identify the key words likely 
to be used by someone searching for a business like yours, then making sure those words appear 
regularly within your site.  

To come up with key words for your site: 

• think about the words you would use to find it. 
• try searching for competitors and see what words bring up their sites in the search results. 
• use free tools available on the internet to find key words and search terms to use on your website. 

 
Although using key words on your site is likely to increase your position in search engines’ results, 
don’t overdo it – the page still needs to read well when the visitor gets there. Keep your key word 
percentage to between 0.5 and 2 per cent of the total text on a page. 

 

Key word placement. 

Key word placement refers to where you position key words within your site to help with search 
engine optimisation. 

Place your key words near the top and bottom of your page – within the first 25 and last 25 words. 
Use them in headings and sub-headings too. Search engines pay close attention to these areas. 

It also helps to surround key words by other key words – it will help bring more targeted searches 
to your site. This works because people tend to search for products or services and then add more 
information containing another key word to their search.  

 

Building links.  

When ranking results, search engines take into account how many other sites link to a page.  
So it’s a good idea to research other sites that might be prepared to link to yours. Look at the sites 
people regularly go to for information about what’s available in your marketplace and find out  
about linking from them. Again, look at your competitors’ sites to see who they link to and from. 



Consider visiting forums and blogs that are related to the content of your site. You can often add your 
website link to your profile on the forum or blog. Then every time you post a comment and leave your 
profile signature, your website is available for other visitors to see, including search engines.  

  

Advertising your site online . 

The internet offers extremely efficient, intelligent and wide-ranging advertising opportunities, 
from banner ads which are embedded onto a webpage, to social network advertising and 
email campaigns. So online advertising is well worth considering, but it’s a fast moving 
and competitive area and to advertise successfully you need to understand some important 
principles, or call on the services of an expert who does. 
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