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HOW TO USE THIS GUIDE
Use It While You Work
BOTTOM LINE UP FRONT

Do not read this like a textbook. Start with the roadmap, use the audit to find
the biggest problem, then apply the rule that helps you fix it.

START HERE PROGRESS TRACKER
Building a new website ORule 1 ORule 7
Begin with the Simple Order of Operations, then work ' 5 Rule 2 O Rule 8
th h Rules 1-6.
rough Rutes ORule 3 ORule9

Improving an existing website O Rule 4 O Rule 10
Complete the Final Website Audit first. Use the results

O Rule 5 ORule 11
to choose the rules you need.

O Rule 6 O Rule 12

Making an active redesign
Apply one rule, make the change, test it, then move to 0 Final Website Audit

the next rule. Use one rule at a time. Check it off only after you make the

THE STANDARD change and test the result.

* Clarity before cleverness

* One idea at a time

» Mobile is its own experience

* Change only what you intend to change
* Verify what customers actually see
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START HERE

A Simple Order of Operations

BOTTOM LINE UP FRONT

Fix what the page is trying to say before polishing how it looks. Work
from message, to story, to design, to mobile, and only then to screen-

size details.

1 Define the job

Write the primary job of each page in one
sentence.

3 Remove competition

Use the Message Audit to cut or relocate lines
that fight for attention.

5 Tighten relationships

Use whitespace to group related elements
and separate real ideas.

7 Fix screen-size problems

Check line breaks, statistics, timelines, and
large screens.

9 Run the final check

Check seven screen widths and every key
action.

2 Map the story

Move from customer problem to
understanding, proof, approach, trust, and
action.

4 Match design to meaning

Make the most important idea the loudest
visual element.

6 Read it on a phone

Shorten, center, stack, or remove where
mobile becomes exhausting.

8 Use the Scalpel Method

Define exactly what may change and protect
everything else.

10 Putitin the market

Collect real customer feedback before
another polish cycle.
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THE PRACTICAL TOOL

The Final Website Audit: Message

and Trust

Use this before publishing. Find the one or two issues that create the most customer

effort, then fix those first.

MESSAGE

[0 Every page has one primary job

1 The first screen names the
audience and promise

[J Each section has one takeaway

[0 No line exists only because it
sounds good

1 The call to action matches the
visitor’s stage

[0 Proof supports the promise

STORY AND TRUST

[1 Sections follow a clear problem-
to-action path

[0 The business shows it
understands the customer

[J Proof is credible and placed
after the promise

[1Reassurance answers a specific
concern

[J Pricing appears after value is
clear

[J Signature lines are used
selectively
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THE PRACTICAL TOOL

The Final Website Audit: Design
and Mobile

Read the page as a customer, not as the person who built it.

DESIGN MOBILE
[0 The loudest element is the most | [ The entire page was read on a

important idea real phone

[0 Whitespace groups related [ Short copy is easy to scan
content [1 Headlines avoid orphan words
O Cards in a set feel balanced [J Alignment matches the content
[ Citations and footnotes stay type

subordinate [1 No workflow line intersects a
[1 Accent colors have a purpose label

[0 Full-width conclusions truly [0 The mobile page does not feel

span the section endless
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THE PRACTICAL TOOL

The Final Website Audit:
Responsive and Change Control

Verify the experience, the actions, and everything that was supposed to remain
untouched.

SCREEN-SIZE QUALITY
[ Stats fit at every desktop width

[J Headings were checked from
390 through 1920 pixels

[1No content keeps growing after
its container stops

[0 No card or grid becomes
compressed

[1No decorative line crosses
content

[J Buttons and forms remain
usable

SAFE CHANGES
[0 The latest approved file was
used

[0 Only the requested change
surface was edited

[0 Links and destination URLs
were preserved

[1 Page titles and structured
search information remain intact

[0 Desktop stayed unchanged
during mobile-only work

[0 The result was visually verified
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RULE 01

Give Every Page One Job

A page becomes useful when it knows what it is trying to accomplish.

BOTTOM LINE UP FRONT

Give every page one primary job. Everything on that page should help the
visitor complete that job or move closer to it.

WHY IT MATTERS

Every page creates mental work. When a page
tries to inspire, explain, reassure, compare,
teach, and sell at once, the visitor must decide
what matters. Many visitors simply leave.

THE ONE JOB PRINCIPLE

A homepage can still build trust and explain the

business, but its main job is to earn the next click.

A product page should explain how the offer
solves a problem. A getting-started page should
reduce uncertainty about what happens next.
THE OPERATOR TEST

Show the page to someone unfamiliar with the
business for thirty seconds. Then ask who it
serves, what it offers, why it is different, why it
can be trusted, and what to do next. A weak
answer usually signals an order or emphasis
problem, not a need for more content.

COMMON MISTAKE

Treating the homepage like a storage
area for every good idea, award,
service, price, and company story.

QUICK WIN | 5 MINUTES

Write the job of your homepage in one sentence.
Move anything that directly competes with it.

OPERATOR CHECKLIST

O I can state this page’s job in one sentence
[0 The main call to action matches that job

O The first screen makes the audience and
promise clear

[0 Secondary information appears only after the
point is understood

[J A stranger passes the 30-second test

KEY TAKEAWAY A page does not become useful by saying more. It becomes useful by knowing

what it is trying to accomplish.
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RULE 02

Build a Story, Not a Stack of Sections

The best pages feel like one clear argument unfolding.

BOTTOM LINE UP FRONT
Arrange sections so each one answers the question created by the one before

1t.

THE CONTROLLED STORY

A strong page usually moves through a logical
sequence: customer problem, understanding,
proof, approach, difference, confidence, and
action. The exact order can change, but the
visitor should never wonder why the next section
appeared.

THE ONE TAKEAWAY RULE

Every major section should leave the visitor with
one memorable idea. That idea becomes the
bridge to the next section. Two or three
competing conclusions weaken all of them.
TRANSITIONS WITHOUT MORE COPY

A statistic can establish urgency. A full-width
conclusion can explain what the evidence means.
A workflow can answer “How does this work?”
Better order, emphasis, and spacing often fix the
flow without another paragraph.

COMMON MISTAKE

Designing each section independently,
then stacking them together and
hoping the page tells a story.

QUICK WIN | 10 MINUTES

Write one question in the margin after every
section. The next section should answer it.

OPERATOR CHECKLIST

[0 Each section has one purpose

[ The next section feels necessary

O Every section ends with one takeaway
[J Strong lines have room to land

O No transition paragraph exists only to explain
the layout

KEY TAKEAWAY Great pages feel inevitable. Each section arrives because the visitor is ready for

it.
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RULE 03

Use the Message Audit

Editing protects understanding, not every sentence you love.

BOTTOM LINE UP FRONT

A page can contain only good sentences and still be confusing. Keep the

strongest idea in the strongest place and move or remove the rest.

MESSAGE QUALITY IS NOT QUANTITY
Every new sentence asks the visitor to decide
whether it introduces a new idea, proves an
earlier claim, or removes a concern. That
decision creates effort.

THREE KINDS OF COPY

Your main message explains the promise.
Proof makes it believable. Reassurance
answers a concern. Problems begin when
proof becomes louder than the point or
reassurance turns into another slogan.

THE MESSAGE AUDIT

Ask whether a sentence says something new,
belongs on this page, supports the idea before
it, and makes the section clearer. A great
reassurance line may belong near signup, not
in the hero.

COMMON MISTAKE

Keeping every strong sentence
because removing it feels like wasting
good copy.

QUICK WIN | 5 MINUTES

Delete one sentence from a crowded section, read
it again, and compare the clarity.

OPERATOR CHECKLIST

O Ilabeled key lines as message, proof, or
reassurance

O No idea is repeated simply for emphasis

O Proof supports rather than competes

[0 Reassurance appears near the actual concern
O Every sentence earns its place

KEY TAKEAWAY Editing is the act of protecting the reader’s understanding.
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RULE 04

Make the Design Say What Matters

Customers notice what stands out before they process the words.

BOTTOM LINE UP FRONT
The thing that stands out most should be the thing that matters most. Size,

color, spacing, and position should all point to the same message.

WHAT STANDS OUT FEELS IMPORTANT
When a citation is huge, the design says the
citation is the point. When everything is bold,
nothing has priority. Supporting proof should
look supportive. Footnotes should look like
footnotes.

THE MIC DROP PATTERN

When evidence appears in columns, the
conclusion should often span the full width
beneath them. This tells the reader that the
conclusion belongs to all the evidence, not one
side of the layout.

USE COLOR WITH RESTRAINT

Color should direct attention, not decorate every
surface. Blue can reinforce trust and action. Red
can signal risk. Soft backgrounds can separate
sections. If color communicates nothing, it may
be covering a problem with what the page treats
as important.

COMMON MISTAKE

Making every statistic, callout, button,
and sentence visually important.

QUICK WIN | 10 MINUTES

Find the loudest element in each section. Confirm
it is also the most important idea.

OPERATOR CHECKLIST

[0 The main message is visually dominant

O Supporting text is clearly secondary

[J Citations stay small and quiet

[ Accent colors have a specific purpose

[0 Full-width conclusions truly span the section

KEY TAKEAWAY Design is not separate from the message. Design decides which message the

customer hears first.
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RULE 05

Use Whitespace to Group, Not Scatter

Space should explain relationships, not inflate page length.

BOTTOM LINE UP FRONT
Use small spacing inside an idea and larger spacing between ideas.
Related elements should look related.

SMALL SPACE SAYS TOGETHER COMMON MISTAKE
An icon, heading, and short paragraph should Using generous spacing everywhere

. . L. because whitespace is assumed to be
feel like one object. Short list items such as automatically premium.

Pricing, Insurance, LLC, and Equipment should

feel like one group, not four separate sections.
QUICK WIN | 5 MINUTES

Tighten the space between one icon, heading, and
Reduce lnterna]. SpaCIHg befOI‘e I‘eduCIIlg fOIlt paragraph until they read as one unit.

size. Create a clear difference between space
inside a component and space between

TIGHT WITHOUT CROWDED

OPERATOR CHECKLIST

[J Related elements are visually grouped
components.

O List items do not float apart

CARD BALANCE ) .
card d hould il [0 Section gaps are larger than internal gaps
ards presented as a set should carry similar .
P oy O Cards in the same group feel balanced

visual weight. When one card receives an extra o ie ol aiile semalll dloss et Fasl padisied

paragraph, move the shared conclusion
beneath the entire group instead of
overloading one card.

KEY TAKEAWAY Whitespace works when it explains relationships. It fails when related ideas

look unrelated.
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RULE 06

Treat Mobile as Its Own Experience

The phone is not a small laptop.

BOTTOM LINE UP FRONT

Read mobile as a sequence, not a compressed desktop. Shorten, stack,
center, or remove where the phone experience becomes tiring.

SEQUENTIAL READING CHANGES EVERYTHING
Desktop visitors can see several ideas at once.

Mobile visitors see one narrow slice. Long copy

feels longer, repeated ideas feel more
repetitive, and every gap adds to the scroll.
CENTER WITH A REASON

Centered layouts often help emotional
statements, statistics, workflows, and short
benefits. Left alignment remains better for
FAQs, longer answers, and sustained reading.
THE TWO-IDEA RULE

A desktop section with three adjacent ideas
may be stronger with the two most important
ideas on mobile. Remove only what is useful
but not essential to trust, differentiation, or
action.

COMMON MISTAKE

Treating mobile as the desktop layout
stacked vertically with the same copy
and spacing.

QUICK WIN | 15 MINUTES

Read the entire page on an actual phone without
stopping. Mark where your attention drops.

OPERATOR CHECKLIST

O The first screen is easy to understand

O Long supporting copy was shortened where
possible

00 Alignment matches the content type
[ No section feels endless
[0 Mobile and desktop make the same promise

KEY TAKEAWAY Mobile is where the message proves it can survive without extra space.
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RULE 07

Design Line Breaks Intentionally

A single orphan word can make a strong page feel unfinished.

BOTTOM LINE UP FRONT

Control meaningful breaks, but keep responsive text flexible. Fix width

and spacing before shrinking everything.

WHY LINES BREAK DIFFERENTLY

Browsers wrap text based on width, font
metrics, and rendering. A headline that works
at 390 pixels may break differently at 430, on a
tablet, or on a large monitor.

USE INTENTIONAL BREAKS CAREFULLY
Mobile-only breaks work well for two short
sentences, a setup and payoff, or a paired
conclusion. Long paragraphs and flexible
desktop headings should usually wrap
naturally.

PREVENT ORPHANS

Fix the container width, padding, and line
length first. Reduce font size only when layout
changes cannot solve the issue without
harming another breakpoint.

COMMON MISTAKE

Adding unconditional line-break tags
that look right on one screen and
brittle everywhere else.

QUICK WIN | 10 MINUTES

Test the three most important headlines at both
390 and 430 pixels.

OPERATOR CHECKLIST
[0 No important headline ends with one stranded
word

[0 Intentional breaks are mobile-only when
needed

O Container width was tested before font size
changed

[ Tablet and large desktop wraps were checked
O The line break supports the meaning

KEY TAKEAWAY Good line breaks make the writing feel intentional. Bad line breaks make

the page feel unfinished.
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RULE 08

Keep Large Numbers From Colliding

Large statistics need enough room around them.

BOTTOM LINE UP FRONT

Set a sensible maximum size, give the numbers enough room, and test
large screens. A good layout should also work at 1920 pixels and on

ultrawide monitors.

WHEN THE NUMBERS OUTGROW THE SPACE

A section may stop getting wider while the
numbers keep getting larger as the screen grows.
If the numbers cannot break onto another line,
they eventually collide.

A SAFER STRATEGY

Set a maximum number size that fits the
narrowest desktop column. On large screens,
widen the section when needed, give the
numbers more room than the supporting
explanation, and leave clear space between
them.

KEEP PROOF IN ITS PLACE
Large numbers establish credibility. The section
conclusion explains why they matter. Statistics

should not overpower the meaning or make
citations look like the main point.

COMMON MISTAKE

Testing a statistic section on a phone
and laptop, then assuming every
larger screen will also work.

QUICK WIN | 10 MINUTES

Open the page at 1920 pixels and confirm every stat
has visible breathing room.

OPERATOR CHECKLIST

O Numbers do not overlap at any desktop width
[0 Maximum font size is capped

[0 Column gaps are explicit

[ The grid gives stats enough room

O The conclusion remains more important than
the citation

KEY TAKEAWAY A layout fails when content keeps growing after the space available to it has

stopped.
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RULE 09

Use Lines Only When They Clarify

A connector should guide the eye without calling attention to itself.

BOTTOM LINE UP FRONT

Connect shapes, not labels. Choose orientation based on content, and
remove the line when order is already clear.

CONNECT SHAPES, NOT WORDS
Workflow lines should connect circles, dots, or
cards. They should not cut through labels. On
mobile, short line segments in the open space
between steps are often safer than one
continuous line.

CHOOSE ORIENTATION BY CONTENT

A five-step timeline with one-word labels may fit
horizontally on a phone. A six-step operating
process with longer labels often reads better
vertically.

SOMETIMES USE NO LINE

Numbers, spacing, and order may already
communicate the process. A decorative
connector is optional. Remove it when it adds
risk without adding understanding.

COMMON MISTAKE

Positioning a line mathematically in
the center without checking where the
actual labels end.

QUICK WIN | 5 MINUTES

Temporarily remove the connector. Keep it only if
the sequence becomes harder to understand.

OPERATOR CHECKLIST

[0 No line intersects text

O The line connects shapes or open space

[ Orientation fits the label length

O Layering and backgrounds are clean

[0 The process remains clear without decoration

KEY TAKEAWAY A line is successful when the visitor follows the sequence without noticing the

line.
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RULE 10

Build Trust Before Action

Customers decide whether you understand them before they decide whether the offer is impressive.

BOTTOM LINE UP FRONT
Lead with the outcome the customer wants, prove you understand the
situation, answer the concern closest to the decision, then offer one next

step.

LEAD WITH THE OUTCOME

Owners do not wake up wanting a software
category or redesign process. They want more
customers, fewer mistakes, a professional
business, or a simpler next step. Introduce the
product as the mechanism later.

THE CUSTOMER CONCERN LADDER

Trust builds in order: understand me, prove it,
reassure me, guide me. A website that skips
directly to features asks for confidence before it
has earned it.

PLACE REASSURANCE WHERE FEAR APPEARS

Support promises work best near signup,
onboarding, or application. Pricing works best
after value is understood. A reassurance line
should answer a specific concern, not become
another slogan.

COMMON MISTAKE

Repeating the strongest brand line on
every page until it loses its impact.

QUICK WIN | 10 MINUTES

Write the unstated concern beside each call to
action. Add or move one sentence that answers it.

OPERATOR CHECKLIST

O The page reflects the customer’s real situation

O Customer outcomes appear before industry
labels or software terms

O Proof is credible and relevant
[ Reassurance answers a specific concern
[0 The next step matches the visitor’s readiness

KEY TAKEAWAY Customers move forward when they feel understood, not when they see the

largest feature list.
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RULE 11

Make Changes With a Scalpel

Late-stage improvements require narrower boundaries, not broader creativity.

BOTTOM LINE UP FRONT

Name the exact section, screen size, and details that may change. Protect

everything else and confirm the result on the actual page.

THE SCALPEL METHOD

State the exact section, screen size, and details
such as spacing, size, or alignment that may
change. Then list the copy, layout, links, search
information, and functions that must remain
untouched.

USE ONE SOURCE OF TRUTH

Always begin from the latest approved file.
Editing an earlier version can restore removed
copy, old links, or broken layouts. Clear file
names make the history of each version easy to
follow.

CONFIRM BEHAVIOR, NOT INTENTION

Code can be added and still do nothing. It may
point to the wrong element, a later rule may
cancel it, or a setting inside the page may take
priority. The only meaningful proof is what
appears at the intended screen size.

COMMON MISTAKE

Saying “change nothing else” without
defining the exact change surface and
protected areas.

QUICK WIN | 5 MINUTES

Before the next edit, write an ALLOWED CHANGES
list and a DO NOT CHANGE list.

OPERATOR CHECKLIST

[ The latest approved file is the source

O The exact component is named

[0 The target screen size is named

O Protected content and functionality are listed
[ The result was visually verified

KEY TAKEAWAY A surgical edit succeeds only when the requested change is visible and

everything else remains intact.
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RULE 12

Test What Customers See

A saved file is not a tested experience.

BOTTOM LINE UP FRONT

Test seven common screen widths, inspect the full page, verify actions and

links, and stop polishing when real customer feedback becomes more

valuable.

THE SCREEN-SIZE CHECK

Check the page at 390, 430, 768, 1024, 1280, 1440,
and 1920 pixels or wider. Each size can reveal a
different problem: content running off the screen,
awkward line breaks, the wrong layout appearing,
squeezed sections, or elements colliding on large
monitors.

INSPECT THE PAGE, NOT ONLY THE EDIT

After checking the area you changed, scan every
major section. Then test buttons, links, forms,
navigation, video, page titles, search information,
and basic accessibility.

KNOW WHEN TO STOP

A website reaches a useful stopping point when real
customer behavior becomes more valuable than
another isolated polish cycle. Perfection in the
editor is not the goal. Clear communication in the
market is.

COMMON MISTAKE

Confirming code was added without
confirming that the requested
change is visible.

QUICK WIN | 15 MINUTES

Ask someone unfamiliar with the business to
complete the 30-second test on both phone and
desktop.

OPERATOR CHECKLIST

[0 All seven screen widths were reviewed

O No text overlaps or clips

[0 No line crosses a label

O Links, buttons, forms, and navigation work
[0 Unrelated sections remain unchanged

KEY TAKEAWAY Quality is not what the file contains. Quality is what the customer actually

experiences.
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SHARE IT FORWARD
If this guide helped you, pass it on to another small business owner.

READY-TO-USE WEBSITE BLURB GET THE LATEST EDITION

Free Resource: The Operator’s Website
Field Manual

A practical, no-fluff guide for small business
owners who want a clearer website, a better

mobile experience, and fewer customer
drop-offs. Created by Blackhawk Catalyst, proworx.io
the company behind ProWorx Software.

Link readers to proworx.io so they can
find the latest edition and additional free
resources.

ABOUT THE PEOPLE BEHIND IT

Created by Blackhawk Catalyst, the company behind ProWorx. We build useful systems for businesses
traditional software companies often overlook. Learn more at proworx.io.

Questions or feedback: alex.vayshen@blackhawkcatalyst.com | LinkedIn: linkedin.com/company/proworx-software
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