SMARICA Service page structure guide
A working template for one page, one service

Service page structure guide

A service page has one job: help the right person decide. Everything on it
either moves that decision forward or gets in the way. This guide walks the
eight sections in the order they should appear, tells you what each one is for,
and gives you lines to fill in so you end up with a page instead of a plan. The
last page is a condensed outline you can keep beside you while you write.

BEFORE YOU START

One page, one service. If you do three things, that is three pages. A page trying to sell
everything sells nothing, because the reader cannot tell whether it is meant for them.

Write it for one person. Pick a real enquiry you have had. Write to them. General copy reads as
written by nobody, for nobody.

Order matters more than wording. Good sentences in the wrong order still lose the reader. Get
the sequence right first, then tidy the words.

FILL THIS IN FIRST — IT MAKES EVERY SECTION EASIER

The one service this page sells:

Who it is for (be specific: trade, size, situation):

What they want to be true afterwards:

The single action you want them to take on this page:

Who this is not for (saying this out loud earns trust and saves you bad calls):
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TWO RULES THAT APPLY TO EVERY SECTION BELOW

1. Say the thing, then explain it. Put the plain statement first and the supporting detail after.
Readers skim headings and first lines. If your point only appears in sentence four, it does not
exist.

2. Cut any sentence that would still be true if a competitor published it. "We pride ourselves
on quality workmanship" tells the reader nothing they can act on. Replace it with something
only you could write.
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SMARICA

@ The hero promise

WHAT IT IS

A heading that names the service and the

outcome, one supporting line, and the button.

Nothing else. It should be readable in about
four seconds.

WRITE IT

for

(what you do) (who'it is for)

SERVICE PAGE STRUCTURE GUIDE — THE EIGHT SECTIONS

FIRST SCREEN

WHY IT EXISTS

To answer "am | in the right place?" before
the reader decides to leave. Most people
who bounce do it here, and they do it
because the page did not confirm it was for
them.

Supporting line — the outcome, in a sentence a customer would use:

Button text (a verb the reader does, not "submit"):

Writing a slogan instead of a sentence. "Craft. Care. Commitment." looks like
design and says nothing. If a stranger cannot tell what you sell and who you sell it to from the

heading alone, rewrite it.
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e The problem you solve IMMEDIATELY AFTER THE HERO

WHAT IT IS WHY IT EXISTS

Two or three short paragraphs, or three People buy from whoever seems to

bullets, describing the situation the reader is understand the problem best. Describing it

in right now — in their words, not yours. back to them accurately is the cheapest trust
you will ever buy, and it earns you the right to
keep talking.

WRITE IT

Three things that are true for them today (symptoms, not diagnoses — what they notice, not what
you would call it):

What it costs them to leave it alone (time, money, repeat work, missed calls):

Laying it on. One honest paragraph beats a page of doom, and readers can tell
the difference. You are showing recognition, not fear. If a line feels like pressure, cut it.
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€ What you actually do

WHAT IT IS

The work itself, in steps or in a plain list of
deliverables. Three to five items. Include
what happens, roughly when, and what you
need from them.

WRITE IT

Step 1— name, then one line of what happens:

Step 2:

Step 3:

What they need to give you, and when:

MIDDLE OF THE PAGE

WHY IT EXISTS

Vagueness reads as risk. When someone can
picture the process, the decision stops being
"do | trust this company" and becomes "do |
want this thing" — a much easier question.

What is notincluded (state it here and it never becomes an argument later):

Listing features instead of steps. "Responsive design, SEO-ready, fast hosting"
is a shopping list. The reader wants to know what happens after they say yes, in what order, and

how long it takes.
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SMARICA SERVICE PAGE STRUCTURE GUIDE — THE EIGHT SECTIONS

a Proof STRAIGHT AFTER THE PROCESS

WHAT IT IS WHY IT EXISTS

Evidence that you have done this before: past  You have just made claims. Proof is what
work, a customer's own words, a number you  stops them being claims. It belongs here, not
can stand behind, a licence or certification, at the bottom, because this is the moment

or a named place you have worked. the reader is deciding whether to believe you.

WRITE IT — USE ONLY WHAT IS REAL

One piece of work you can name or show:

One sentence a real customer has said (ask them; a short true quote beats a long polished one):

One number you can defend if questioned (years, jobs completed, response time — leave blank
rather than guess):

Real and specific Attributable to a person or place Invented statistics Stock-photo "team”

Anonymous five-star quotes

Padding thin proof with logos you have no relationship with or testimonials
signed "J.M., satisfied client". Readers discount everything on the page once they spot one fake. If
you have little proof, show the little you have and say plainly that you are early — that is more
persuasive than decoration.
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o Price, or price framing AFTER PROOF, BEFORE OBJECTIONS

WHAT IT IS WHY IT EXISTS

Either the actual price, a from-price, a range, Price is the question the reader already has.

or an honest explanation of what drives the Refusing to address it does not delay the

price and how someone can find theirs out. question, it just sends them to a competitor
who answered it. Silence reads as expensive.

PICK ONE AND WRITE IT

A — A number. Best when the work is consistent.
— from , typically to
B — A range with the reason. Best when scope varies.

Most projects land between and

What moves it:

C — No number, but no dodge. Say what it depends on and what happens next.
Price depends on and

Tell us and you get a fixed quote within

"Contact us for a quote" with nothing around it. That is a locked door. Even a
rough band — "most jobs are in the low four figures" — lets the wrong-fit reader leave happily and
the right-fit reader carry on.
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SMARICA SERVICE PAGE STRUCTURE GUIDE — THE EIGHT SECTIONS

e Objections AFTER PRICE
WHAT IT IS WHY IT EXISTS

The two or three real reasons someone The objection is already in their head. If you
hesitates, written as headings, each do not raise it, they leave to think about it and
answered in a couple of sentences. Not do not come back. Naming it yourself is the
questions about the service — reasons for only way to answer it.

not buying it.

WRITE IT

Objection 1 (the one you hear on nearly every call):

Your honest answer — including the part where they may be right:

Objection 2:

Your honest answer:

Objection 3 — the one you would rather not print:

Your honest answer:

Answering the objection by denying it. "Isn't this expensive?" answered with
"no, it's great value" convinces nobody. "It costs more than the cheapest option, and here is what
the difference buys you" convinces the person worth having. Say when your service is not the right
choice — that sentence does more work than any other on the page.
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° FAQ NEAR THE BOTTOM

WHAT IT IS WHY IT EXISTS

Four to eight short practical questions with It clears the small friction that stops a
short practical answers. Logistics, timing, decided reader from acting, and it lets you
coverage, payment, what happens if cover details that would clutter the main
something goes wrong. page. Objections change minds; the FAQ

removes obstacles.

WRITE IT — TAKE THESE FROM YOUR INBOX, NOT YOUR IMAGINATION
How long does it take?

Do you cover my area?

How and when do | pay?

What happens if | am not happy?

Your own:

Using the FAQ as a second sales pitch. "Why should | choose you?" is not a
frequently asked question, it is an advert wearing a question mark. Keep it to things people
genuinely ask, answered in one or two sentences.
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e The single call to action LAST SECTION ON THE PAGE

WHAT IT IS WHY IT EXISTS

One action, stated once, with the smallest Everything above was to get someone here
possible amount of work attached to it—and  ready. A choice at this point is a reason to

a line telling the reader what happens after postpone. One clear next step is what turns a
they do it. reader into an enquiry.

WRITE IT

The one action (book a call / send details / request a quote — pick one and repeat it in every
button on the page):

What happens next, in plain terms:

You . We reply within with .No

The three things you actually need from them (a short form gets more replies than a thorough
one):

Offering a call, a form, a phone number, an email, a chat widget and a
newsletter in the same block. Every extra option lowers the chance of any of them being used. Give
the phone number for people who prefer it, but make one route the obvious one.
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SMARICA

The one-page outline

KEEP THIS PAGE BESIDE YOU WHILE YOU WRITE

Top to bottom, in order. Each section has one job. If a section is not doing its job, it is

not a section — it is filler. Tick it when it is written, not when it is planned.

SECTION

ITS ONE JOB

KILL IT IF...

(J 1 Hero promise

a2 The problem

(J 3 What you actually do

(J 4 Proof

(J 5 Price framing

(J 6 Objections

(J 7 FAQ

(J 8 One call to action

Confirms the reader is in the right
place, in four seconds.

Shows you understand their
situation better than anyone else.

Makes the work concrete: steps,
timing, what is not included.

Turns your claims into evidence, at
the moment belief is decided.

Answers the question they already
had, so they can self-select.

Names the real reasons not to buy
and answers them honestly.

Removes the small practical friction
before the last step.

Gives one easy next step and says
what happens after it.

Final pass — read the page once and check

(J The heading names the service and the

customer.

(J A stranger could describe what you sell
after reading only the headings.

(J Nothing on the page is invented — every

number.

It is a slogan, not a

sentence.

It describes you, not them.

It is a feature list.

Any part of it is invented.

It says only "contact us".

Every answer is a denial.

It is a pitch in disguise.

There is more than one.

(J Price is addressed, even if there is no

(J Every button says the same thing and

goes to the same place.

number, quote and claim is one you can get in touch.

defend.

for.
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(J The reader knows what happens after they
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TWO HONEST NOTES

A good page will not fix a bad offer. If people read the whole thing and still do not enquire, the
problem is usually the offer, the price, or the audience — not the wording. Change one of
those before rewriting the copy a fourth time.

Publish it before it is perfect. A structured page that exists beats a brilliant page that is still in a
document. Ship it, watch what people ask you anyway, and put those answers on the page.

SMARICA — websites and automations for service businesses. Useit, change it, make it yours. smarica.com
support@smarica.com
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