SNLP
DSNLP RESOURCE - CONVERSION STRATEGY

The Behavioral
Website Audit

A 12-Point Framework for Reviewing How Your Site Actually
Performs

WHAT THIS GUIDE IS

Most people review their website for how it looks. This guide reviews your website
for how it behaves.

A website is not a brochure. It is a behavioral environment. Every visitor arrives with
a sequence:

What do they see first? -~ What do they understand? -, What do they believe
is possible? -, What uncertainty remains? -, What action is easiest? —» What
happens after that action?

If any link in that chain breaks, the visitor leaves. Not because they are uninterested.
Because the architecture failed to carry them.

This audit is designed to be walked through in order. Do not skip steps. Each
checkpoint builds on the one before it.

THE 12 CHECKPOINTS
1. ORIENTATION

Does the visitor immediately understand what this is, who it is for, and why
they are here?

The first 3 seconds determine whether the brain commits attention or bounces.
Orientation is not about clever headlines. It is about reducing cognitive load.

ASK YOURSELF
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e If someone arrived with zero context, could they name what you offer in one
sentence?

e Is your brand name, offer, or category visible above the fold?

e Does the page match the expectation set by the link or referral that brought
them here?

Common failure: The page assumes prior knowledge. The visitor must already know your
terminology, your program name, or your industry to understand what they are looking at.

Quick fix: Add one plain sentence at the top that a stranger would understand. No jargon.
No metaphor. Just: "This is [X] for [Y] who want [Z]."

2. AUTHORITY

Is your credibility established without making the visitor work for it?

Trust is not requested. It is demonstrated. Authority must be visible before the visitor
has scrolled, clicked, or read deeply.

ASK YOURSELF
e Does the page show proof of competence within the first screen?

e Are credentials, experience, or results stated specifically — not vaguely?
e Do testimonials include real names, specific outcomes, or quantified results?

e Is there a human face or voice visible, or does the page feel anonymous?

Common failure: Testimonials say “changed my life” without saying how, when, or in what
domain. The founder's expertise is buried three sections down. The page looks like it could
belong to anyone.

Quick fix: Move one concrete credibility marker above the fold. Replace vague praise with
one specific, verifiable claim.

3. PROBLEM RECOGNITION

Does the page help the visitor recognize their own problem in their own
language?

People do not engage with solutions until they feel understood in their problem.
Problem recognition must happen in the visitor's internal vocabulary — not yours.
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ASK YOURSELF
e Does the page name the specific pain, friction, or stuck state the visitor is
experiencing?
e Is the problem described in the visitor's words, or in industry terminology?
e Can the visitor read the page and think, “Yes, that is exactly what happens to
me”?
Common failure: The page jumps straight to solutions, techniques, or features. It describes

the method without describing the condition that makes the method necessary.

Quick fix: Write one paragraph that describes the visitor's daily experience of the problem
— before any solution is mentioned.

4. DESIRED-STATE ACTIVATION

Is the outcome concrete enough that the visitor can mentally simulate it?

Abstract futures do not create movement. The brain needs to see, hear, and feel the
desired state to generate the motivation to act.

ASK YOURSELF
e Does the page describe the outcome in sensory terms (what the visitor will
see, hear, feel, or do differently)?

e Is the future state specific to a real situation, or is it generic (“success,”

“confidence,” “transformation”)?

e Can the visitor picture themselves in the outcome?

Common failure: The page uses metaphorical language — “write your next chapter,”
“unlock your potential,” “level up” — that requires the visitor to do the interpretive work.

Quick fix: Replace one abstract outcome with a concrete scenario: "You walk into the room.
Your shoulders are down. Your voice is steady. The response you rehearsed is already
installed.”

5. FRICTION

Where are unnecessary decisions, uncertainties, or ambiguities being
demanded of the visitor?
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Friction is not just long forms or slow loading times. Friction is any moment where
the visitor must stop and think: "What does this mean? What happens next? Is this
free? Will | be sold to?"

ASK YOURSELF
e Are there unanswered questions that would stop someone from taking action?

e Is the exchange clear? (What do they give, what do they get, and when?)
e Are there too many options, links, or competing actions?

e Does the page create anxiety about what happens after the click?

Common failure: The visitor does not know if the resource is free, if they will be added to a
list, or what the “community” or “ecosystem” actually entails.

Quick fix: Add one line of clarity next to every call-to-action that states the exact exchange:
"Enter your email. Get the guide instantly. Unsubscribe anytime."

6. BEHAVIORAL SEQUENCING

Does each section naturally make the next action more likely?

A webpage is a sequence, not a collection. Each section should increase the
probability that the visitor will take the next step. If sections are interchangeable, the
sequence is broken.

ASK YOURSELF
e Does the page flow from problem - outcome - proof - action?

e Is the call-to-action placed after value and proof have been established?

e Does the visitor encounter an ask before they have a reason to comply?

Common failure: The email form sits at the top before the visitor knows what they are
receiving. Testimonials appear after the CTA. The page asks before it gives.

Quick fix: Map your page sections in order: (1) What is this? (2) What problem does it
solve? (3) What does the solved state look like? (4) Why should | believe you? (5) What is
the one thing I should do now?

7. COMPLIANCE ARCHITECTURE

Are expectations, commitments, and next steps clear enough that people
know exactly what they are agreeing to?
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Compliance is not manipulation. It is clarity about the social contract. When
expectations are vague, visitors either do not act or they act and then regret it.

ASK YOURSELF
e Does the visitor know what they will receive, how often, and in what format?

e |s the commitment level stated plainly?

e Are boundaries clear (what you will and will not do)?

Common failure: The visitor signs up for a “community” or “newsletter” without knowing if
that means daily emails, a private group, a sales funnel, or nothing at all.

Quick fix: State the exact deliverable and frequency: "One email per week. One insight.
One resource. No more.”

8. CHOICE ARCHITECTURE

Are you presenting too many competing actions?

Every additional choice reduces the probability of any choice being made. A page
with multiple CTAs, multiple offers, and multiple paths is a page where nothing
happens.

ASK YOURSELF
e How many distinct actions is the visitor being asked to take?

e |s there one dominant behavior the page is designed to produce?

e Do secondary links, buttons, or options dilute the primary action?

Common failure: The page offers a newsletter signup, a download, a “see more” link, a
contact form, and social links — all with equal visual weight.

Quick fix: Identify the one action you actually want. Make it visually dominant. Reduce or
remove everything else.

9. CTA HIERARCHY

Is there one dominant behavior you actually want, and is it impossible to
miss?

The call-to-action is not a decoration. It is the behavioral target of the entire page. It
must be visually dominant, verbally specific, and strategically placed.
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ASK YOURSELF
e Is the primary CTA visually distinct (color, size, contrast) from everything else
on the page?
e Is the button text specific to the outcome (not generic “Submit” or “Learn
More”)?

e Does the CTA appear at the natural decision point — after value has been
demonstrated?

Common failure: The CTA uses vague language (“Join,” “Submit,” “Click Here”). It blends
into the design. It appears only once, at the top, before the visitor is ready.

Quick fix: Rewrite the CTA to describe the value: "Get the Free Guide" instead of "Sign
Up." Repeat it after the proof section. Use a color that does not appear elsewhere on the

page.

10. TRUST AND OBJECTION
HANDLING

Are the reasons someone might hesitate answered before they reach the CTA?

Objections are not rejections. They are unhandled questions. If the visitor must leave
the page to find an answer, they will not return.

ASK YOURSELF
e What would stop a reasonable person from taking action?

e Is this for beginners or advanced users?
e How long does it take?

e Isthere a hidden cost or sales pitch?

e What if it does not work for them?

Common failure: The page assumes the visitor has no objections. It presents the offer as if

hesitation does not exist.

Quick fix: Add 2-3 lines that address the most common objections directly: "No prior

experience needed. Takes 10 minutes. No sales calls."”

11. COMMITMENT ESCALATION
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Does the page move someone from low-cost engagement toward deeper
engagement, rather than asking for a large commitment immediately?

Behavioral momentum is built through graduated commitment. A page that asks for a
large investment before trust is established will underperform.

ASK YOURSELF
e What is the smallest possible first step a visitor can take?

e Is there a visible pathway from that first step to deeper engagement?

e Does the page make the next level of commitment feel like a natural
progression, not a leap?

Common failure: The page asks for an email but reveals no next step. There is no visible
ladder from free resource - live event — paid engagement.

Quick fix: Add one line that shows the pathway: "Start with the guide. Then join the next
session. When you are ready, book a call.”

12. POST-ACTION PATHWAY

Once they click, register, or download, does the architecture continue the
behavioral journey?

The action is not the end. It is the beginning of the next sequence. If the post-action
experience is a dead end, the behavioral investment is wasted.

ASK YOURSELF
e What does the visitor see immediately after they take action?

e Is the first deliverable instant, or do they wait in uncertainty?
e Does the thank-you page or confirmation email give them a clear next step?

e |Is there a follow-up sequence that continues the relationship?

Common failure: The visitor submits a form and sees “Thank you.” Nothing else. No
immediate value. No instruction. No continuation.

Quick fix: Design the post-action moment: deliver value immediately on the thank-you
page, send a confirmation email with a specific next step, and schedule the follow-up before
the first interaction ends.

HOW TO USE THIS AUDIT
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STEP 1 Open this guide alongside your website.
STEP 2 Walk through each checkpoint in order. Do not skip ahead.

STEP 3 For each checkpoint, score your page using the scale below.

SCORE MEANING

3 Strong — this is working well

2 Moderate — functional but could be sharper

1 Weak — this is likely costing you conversions

0 Absent — this element does not exist on the
page

STEP 4 Total your score out of 36.

30-36: Solid behavioral architecture. Minor tuning.

20-29: Functional but leaky. Prioritize the lowest scores.

10-19: Significant structural issues. Rebuild recommended.

0-9: The page is not performing as a behavioral environment. Start over with the sequence
in mind.

STEP 5 Fix the lowest-scoring checkpoints first. Behavioral optimization is
sequential — fixing orientation before trust is logical; fixing trust before orientation is
wasted effort.

THE SEQUENTIAL PRINCIPLE

Remember: a website is not a collection of parts. It is a sequence of perceptions and
actions.

ORIENTATION
AUTHlORITY
PROéLEM
DESIREIl) STATE
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FRICTION Fl{EDUCTION
SEQUElNCING
COMPIl.IANCE

CHOICE éONTROL
CTA DOI\l/IINANCE

OBjECTIONl HANDLING

ESCALlATION
POST-ACTIOlN PATHWAY

Break the sequence anywhere, and the behavior stops. Fix it in order, and the visitor
moves.

Use this framework freely. Share it. Apply it to any site in any industry.
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