SMARICA Website brief template

Website brief ieniplale

Fill this in before you talk to anyone about building your site — us or any other agency. A clear
brief is the cheapest thing you will ever do for a website project. It cuts the quoting back-and-
forth, stops the scope drifting halfway through, and means the people quoting you are pricing
the same job. Most owners can finish it in about forty minutes.

HOW TO USE THIS

e Printit, or copy the headings into a document and type under each one.

e Answer in plain language. You are not writing marketing copy here — you are writing
instructions.

¢ [f you genuinely do not know an answer, write "don't know". That is useful information.
Guessing is not.

¢ Section 3 is the one that matters most. If you only fill in one box, fill in that one.

e Send the same brief to every agency you approach, and compare the quotes on like for like.

BUSINESS NAME COMPLETED BY DATE

o The business, in one line

Why we ask: if you cannot say what you do in one sentence, the site's homepage will not
manage it either. This line usually becomes the first thing a visitor reads. Write it as if you were
telling a stranger at a counter, not writing an "About us".

WE HELP [WHO] TO [DO WHAT] IN [WHERE]

Example shape: "We repair and service commercial fridges for restaurants across the West Island, usually same
day."

WHAT WE DO NOT DO (SO NOBODY WASTES ANYONE’S TIME)
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e Who the customer is

Why we ask: tone, reading level, photography, even how long the pages should be — all of it
follows from who is reading. "Everyone" is not an answer; it produces a site that speaks to
nobody. Describe the customer you actually want more of, not the full range you'll accept.

BEST-FIT CUSTOMER (BE SPECIFIC) WHAT THEY ARE WORRIED ABOUT BEFORE THEY
BUY

WHERE THEY FIND YOU TODAY

(] Word of mouth (] Google search (] Google Maps / local
(] Instagram / Facebook (] Directory or marketplace (] Paid ads (] walk-in
() Other:

LANGUAGES THE SITE MUST SERVE

() English only [] French only () Both, fully bilingual (] Both, but one is primary — which:

Bilingual is not a toggle you add later for free. It roughly doubles the copy, the review time and the
ongoing maintenance. Decide it now, not after launch.
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e The single action the site must drive

Why we ask: a site that asks for five things gets none of them. Pick the one action that, if it
happened more often, would move your revenue. Everything else on the site becomes
secondary to it. This one answer decides the layout, the buttons and how we judge whether the
project worked.

PICK ONE PRIMARY ACTION

(L) Book an appointment online () Buy a product online

() Request a quote / estimate (1) Pay a deposit or invoice
(J Phone call () Join a mailing list

(1) WhatsApp or text message () Other:

SECOND-PRIORITY ACTION (OPTIONAL — LEAVE BLANK IF UNSURE)

HOW MANY OF THESE DO YOU GET PER MONTH WHAT NUMBER WOULD MAKE THIS PROJECT
NOW? WORTH IT?

WHAT HAPPENS THE MOMENT SOMEONE DOES IT? (WHO IS NOTIFIED, HOW FAST DO YOU REPLY)

Be honest here. A beautiful site that funnels enquiries into an inbox nobody checks until Friday will not fix
a lead problem. Sometimes the fix is the follow-up, not the website.
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° What is wrong with the current site

Why we ask: if you already have a site, the problems tell us whether you need a rebuild or a
repair. Plenty of sites need three fixes, not thirty thousand dollars. Skip to section 5 if you have

no site yet.
CURRENT URL TICK WHAT APPLIES
() Slow to load
BUILT ON / BY (IF KNOWN) () Bad on phones
() Out of date content
WHO CAN LOG IN AND EDIT IT TODAY () Can't edit it myself

(L) Doesn't show up on Google
() Looks dated / off-brand
(1) Gets traffic but no enquiries

() Forms broken or unreliable

THE ONE THING THAT ANNOYS YOU MOST ABOUT IT

ANYTHING ON THE CURRENT SITE THAT WORKS AND MUST BE KEPT
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e Pages needed

Why we ask: page count is the single biggest driver of cost and timeline. List only what you will
actually keep updated. Five good pages beat twenty neglected ones.

PAGE NEEDED? NOTES — WHAT MUST BE ON IT
Home (] Yes
Services (one page for all) (] Yes

Service pages (one each — how

many?) (J Yes
About / the team (J Yes
Pricing (J Yes
Portfolio / past work / gallery (] Yes
Contact (] Yes
Booking (J Yes
Shop / product pages (] Yes
Blog / news (J Yes
FAQ (J Yes
Careers (] Yes
Legal (privacy, terms) (] Yes
Other: (] Yes
Other: (J Yes

A blog is a commitment, not a page. If nobody has agreed to write it monthly, leave it off and spend the
money on the service pages instead.
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a Content you have vs content you need

Why we ask: missing content is the number one reason website projects run late. The build is
usually finished long before the words and photos arrive. Mark this honestly and you will get a
realistic timeline instead of an optimistic one.

NEEDS DON’T WHO WILL PRODUCE IT, BY
ITEM HAVE IT
REWRITING HAVE WHEN
Page copy (the words) O O O
Photos of your work A O O
Photos of premises /team () O O
Product images and details () O O
Prices or price ranges O O O
Service areas / openin
Periie o 0 0
hours
Customer reviews to display () O O
Certifications, licences,
. Q O O
insurance
French translation O O O
Video O O O
Legal / privacy text O @) O

If you want the agency to write the copy or shoot the photos, say so in the brief and expect it to be a
separate line on the quote. It is real work and it is rarely included by default.
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0 Brand assets — what exists

Why we ask: a low-resolution logo pulled off an old flyer will look soft on a screen and cannot be
resized. Knowing what you hold, and in what format, avoids a nasty surprise in week three.

ASSET STATUS WHERE IT LIVES / WHO HOLDS IT

((J Have () Only animage ()

Logo — vector (.svg, .ai, .eps
g (.svg, .ai, .eps) None

() Defined () Rough idea (J
None

Brand colours

(J Licensed () Unsure ()
Fonts / typefaces

None
Brand guidelines document (] Have () None
Photography (rights cleared) (Jownit () Stock (] Unsure

(Jown it () Need one (JJ
Someone else holds it

Domain name

(J Set up (J) Using a free

Business email
address

(] Claimed (] Not claimed (]

Google Business Profile
9 Don't know

() Have access (] Exists, no

Analytics account
access () None

If a former developer or agency holds the domain, analytics or hosting logins, start recovering them today. It is the
most common cause of a delayed launch.

SITES YOU LIKE, AND THE ONE SPECIFIC THING YOU LIKE ABOUT EACH
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e Must-have integrations

Why we ask: integrations are where budgets move. A contact form is simple. Online booking that
writes into your existing calendar, or payments that reconcile with your accounting, is a different
job. List the tools you already pay for — reusing them is almost always cheaper than replacing

them.
FUNCTION NEED IT? TOOL YOU ALREADY USE (OR *NO PREFERENCE™)
Online booking / () Must (J Nice ()
scheduling No
() Must (] Nice ()
Payments / deposits NG

() Must (J Nice (J

Online shop / cart
No

() Must (J Nice (J

WhatsApp / SMS contact NG

Must Nice
CRM / lead pipeline U Must U Nice [

No
Email marketing / () Must (J Nice ()
newsletter No
Quote or estimate () Must () Nice ()
calculator No

() Must (J Nice (J

Live chat

No
Reviews pulled in (J Must (J Nice (J
automatically No

Accounting / invoicing (] Must (] Nice ()
link No

() Must (J Nice (J

Customer login / portal
No

() Must (J Nice (J

Other:
No

ANYTHING THE SITE MUST NOT DO (DATA YOU CAN’T COLLECT, TOOLS YOU WON’T USE)

Mark things "must" only if the site fails without them. Everything you mark "must" gets built and paid for
in phase one, whether or not you are ready to use it.
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e Budget band

Why we ask: not to spend all of it. A range lets an agency tell you honestly whether what you
want is possible, and propose the right shape of project instead of guessing. Refusing to say a
number usually costs you two extra rounds of quoting. Include the ongoing cost too — hosting,
domain, tool subscriptions and changes do not stop at launch.

ONE-OFF BUILD BUDGET (RANGE) ONGOING MONTHLY BUDGET

() Under $2,000 () Hosting and domain only

() $2,000 - $5,000 () Under $100 / month

() $5,000 - $10,000 () $100 - $300 / month

() $10,000 - $25,000 () $300+ / month

() Over $25,000 () Not decided

() Need guidance — tell me what this should IS THE BUDGET ALREADY APPROVED?
cost

(D Yes (J Needs sign-off () Exploring

IF THE BUDGET ONLY COVERS PART OF IT, WHAT MUST BE IN PHASE ONE?

@ Deadline — and why

Why we ask: "as soon as possible" is not a date. A real reason behind the date — a trade show, a
season, a lease, a campaign already booked — changes what gets built first. A date with no
reason behind it usually slips anyway, and everyone knows it.

TARGET LAUNCH DATE HARD OR SOFT? EARLIEST WE CAN START

(J Hard () Soft

THE REASON BEHIND THE DATE

KNOWN BLOCKERS ON YOUR SIDE (HOLIDAYS, STAFF, WAITING ON PHOTOS, APPROVALS)
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@ Who signs off

Why we ask: projects stall when feedback arrives from four people who disagree. Name one
person who gives the final yes. Others can comment; one person decides. Also agree now how
quickly feedback comes back — a two-week silence moves the launch date by two weeks.

ROLE NAME EMAIL / PHONE
Final decision maker

Day-to-day contact

Provides content / photos

Technical access (domain,
hosting)

Will maintain the site after
launch

FEEDBACK TURNAROUND WE CAN COMMIT TO ANYONE WHO MUST APPROVE BUT IS OFTEN

UNAVAILABLE
(J) within 2 days () Within a week () Longer

@ Anything else

Why we ask: the thing you nearly left out is often the thing that shapes the project. Past bad
experiences, a merger coming, a product line you are about to drop, accessibility requirements,
a competitor you refuse to look like. Put it here.

HOW YOU WILL JUDGE, SIX MONTHS AFTER LAUNCH, WHETHER THIS WORKED
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BEFORE YOU SEND IT

Read section 3 again. If the primary action changed while you filled the rest in, update it.
Check that every "must" in section 8 is genuinely a must.

Make sure sections 6 and 11 have real names and real dates against them.

Send the identical brief to everyone you are asking. Different briefs produce quotes you cannot
compare.

If two agencies tell you the same uncomfortable thing, it is probably true.

SMARICA Websites and automations for service smarica.com - support@smarica.com - +1(438) 817-
businesses 9033
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