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GO-TO-MARKET &
SALES PLAN
Website Health Check Package
A 90-day playbook to land your first 20 customers
	Target
	Timeline
	Team
	Geography

	20 customers
	90 days
	2 people, part-time
	Nationwide




Executive Summary
You have a well-structured door-opener product. The challenge is not the offer — it's getting the right 20 people to say yes quickly with a lean, part-time team operating nationwide. This plan is built around that constraint.
The Core Recommendations
1. Price at €499 — not €299. Higher anchors more value and still clears the "quick yes" threshold for most SMB owners.
1. Go after professional services first (lawyers, accountants, consultants). They feel the lead-loss pain directly, have budget authority, and are reachable via LinkedIn.
1. LinkedIn outbound is your primary engine nationwide — 30 contacts per week per team, 2-step message sequence, no pitch in the first message.
1. The findings call is your retainer conversion moment — script it. Every audit ends with one clear question: "Would it make sense to talk about handling these fixes monthly?"
1. Your 90-day goal is 20 customers. Week 4: 5 discovery calls booked. Week 6: 5 audits delivered. Week 12: 20 customers acquired.

The Economics: At €499/audit, 20 customers = €9,980 in audit revenue. If 25% convert to retainers at €600/month, that's 5 retainers = €3,000 MRR. The audit must be priced as a loss-leader for the retainer pipeline — not as a standalone product.


1. Positioning & Pricing
The Core Frame
Most local business owners think their website is fine. They're wrong — but they don't know it. Your job is not to sell an audit. Your job is to make the cost of not knowing feel concrete.

"Most local business websites silently lose leads every day — our 48-hour audit finds where, and gives you a prioritised fix list for €499."
Price Recommendation: €499
Three price points are in play for an offering like this. Here's why €499 wins:

	Price
	Signal Sent
	Verdict

	€299
	Commodity. "Just another web thing." Low perceived value, attracts price-sensitive buyers, harder to upsell.
	❌ Too low

	€499
	Meaningful but defensible. Below the "I need to think about this" threshold for most SMB owners. Anchors value clearly.
	✓ Recommended

	€799
	Requires justification. Longer sales cycle. Wrong for a door-opener. Consider for enterprise-adjacent buyers.
	— Too high for initial



Early Adopter Tactic: Offer "€399 for the first 10 customers" to gather testimonials fast. Once you have 5+ reviews, revert to €499. Scarcity ("10 spots only") accelerates decisions.
The Sales Message
One sentence your team can actually say out loud:

"We check your website for the hidden issues that quietly turn away customers — and give you a prioritised fix list in 48 hours, for €499."
Unpack it for different buyers:
1. For professional services: "How many client enquiries do you lose to a broken contact form or a site that doesn't load on mobile? We find those."
1. For healthcare: "If a patient can't book easily on your website, they book with your competitor. We find those friction points."
1. For trades: "Every quote request your site loses is money out the door. We find where that's happening."
The Upsell Bridge
Every audit report must include a "What's Next" section — this is the retainer seed:

	Audit Report Section
	What It Contains
	Why It Matters

	Top 3 Critical Issues
	What they are, what they cost you, how to fix them
	Core value delivery

	Quick Wins
	3–5 things the client can fix themselves this week
	Builds goodwill and action momentum

	What's Next
	Description of what a monthly retainer would cover, rough price range
	Seeds the retainer conversation before the findings call




2. Target Segments
Segment Selection Rationale
With a part-time 2-person team going nationwide, segment selection is the single highest-leverage early decision. Go too broad and your message lands as noise. The right segment has three properties:
1. The website is their primary lead-generation tool (so pain is real and felt)
1. The owner is the decision-maker (no procurement process)
1. They're reachable at scale via LinkedIn (no expensive local presence required)

Priority Segments
Tier 1 — Go After First

	Segment
	Why First
	Pain Hook
	LinkedIn Target

	Professional Services (lawyers, accountants, architects, consultants)
	Website = primary lead channel. Budget authority at owner level. Direct revenue connection to missed enquiries.
	"How many client enquiries do you lose to a broken contact form?"
	Owner / Managing Director / Partner, 5–50 employees

	Healthcare Adjacent (dental, physio, opticians, private GP)
	Patients book online. Booking friction = lost appointments. Operators are cost-conscious but respond to direct revenue arguments.
	"If a patient can't book on your website, they book with your competitor."
	Practice Manager / Director, 5–20 employees

	Trades & Home Services (kitchen fitters, builders, HVAC, electricians)
	Increasingly digital. Often outdated sites. Every missed quote request is a direct loss. Clear ROI story.
	"Every quote request your site loses is revenue out the door."
	Owner / Director, 5–30 employees



Tier 2 — Add After Tier 1 is Working
1. Retail (physical stores with online presence) — good fit, but wider variation in site quality and budget
1. Local B2B service companies — good fit, slower sales cycles
1. Hospitality — works for independent hotels/B&Bs; skip restaurants (tight margins, booking platforms dominate)

Deprioritise

	Segment
	Reason to Skip

	Pure e-commerce
	Scope creep — they need far more than a health check. Will drain your team.

	Startups / pre-revenue
	No budget. No existing site problems yet. Wrong moment.

	Enterprise / multi-location
	Wrong price point. Complex sign-off. Long sales cycle.

	Recent redesign (<6 months)
	Classic objection trigger. Skip for now — come back in 6 months.




3. Channels & Outreach
Realistic Channel Stack: Nationwide, Part-Time Team
You're not running a national campaign — you're running a systematic outbound operation. These 4 channels are the right ones in priority order:

	Priority
	Channel
	Weekly Effort
	Expected Output

	1
	LinkedIn Outbound
	3–4 hrs/person/week
	2–4 discovery calls/week (at 5–15% response rate)

	2
	Email Cold Outreach
	1–2 hrs/person/week
	1–3 additional responses/week

	3
	Referral Network
	1–2 hrs/week from month 2
	1–3 warm referrals/month

	4
	LinkedIn Content
	1–2 hrs/week from week 5
	Trust-builder when prospects check your profile (not a primary source)



1. LinkedIn Outbound (Primary Engine)
1. Search: Filter by industry + company size (5–50 employees) + seniority (Owner / Director / Managing Partner)
1. Volume: 15 outreach contacts per person per week = 30/week combined. Track in a spreadsheet.
1. Never pitch in the first message. Two-step sequence:
16. Message 1: "Hi [Name], I noticed [something specific about their business/sector]. Quick question — how happy are you with the leads your website generates currently?" (no pitch, no link)
16. Message 2 (after they connect, or after 3 days): "Thanks for connecting. We run 48-hour website health checks for [their sector] — we find the issues that quietly lose leads, give you a prioritised fix list. Would a 15-minute call be worth your time?"
1. Tool: LinkedIn free or Sales Navigator (~€70/month if budget allows — worth it for search filters)
1. Expected response rate: 5–15% → at 30/week, expect 2–4 conversations/week by week 3

2. Email Cold Outreach (Parallel Channel)
1. Same 2-step sequence as LinkedIn — but direct email gets higher read rates for specific, short messages
1. Find professional email addresses via Hunter.io, RocketReach, or LinkedIn Sales Navigator (~€30–40/month)
1. Pain hook in subject line: "Quick question about [Company Name]'s website"
1. Keep it under 4 sentences. No attachments. One clear ask: 15-minute call.

3. Referral Network (Month 2 Activation)
This is your highest-conversion channel — referrals consistently convert better than cold outreach because the trusted introduction removes the main barrier (why should I trust this company?). Build it in weeks 5–8.
1. Target referral partners: accountants, business advisors, web hosting companies, marketing agencies who don't do audits
1. These partners talk to SMB owners weekly — they can introduce you in 10 seconds
1. Offer: €50 referral fee per successful audit, or reciprocal referrals from your client base
1. Action: Write a 1-paragraph description of the audit they can forward verbatim ("I know someone who does 48-hour website audits for €499 — might be worth a call")
1. Goal: 10 partners identified and activated by end of week 8

4. LinkedIn Content (Pipeline Multiplier, from Week 5)
This builds credibility when prospects check your profile after receiving an outreach message. It's not a primary channel — it's a trust signal.
1. Post 2x/week. 150–250 words. One specific insight per post.
1. Topic ideas: "The most common website mistake local professional services firms make", "Why your site looks fine on your laptop but loses customers on mobile", "3 contact form errors that silently kill enquiries"
1. No need to go viral. You need prospects to read your last 3 posts and think "they know what they're doing."

Defer: Google Ads (CAC too high at this price point without a tested landing page), local events/chambers (too slow, wrong geography), cold calling (wrong effort-to-output ratio for part-time team). Add Google Ads in month 4 if landing page is converting and you have testimonials.


4. Sales Motion
The Full Flow: First Contact to Retainer

	Step
	Goal
	Time
	Tool

	1. First Contact
	Get a response, not a yes
	2–3 min
	LinkedIn / Email

	2. Discovery
	Qualify pain, build enough trust to pitch
	15 min call or async
	Calendly / Email

	3. Pitch & Book
	Closed audit booking + payment
	5–10 min
	Payment link + Calendar

	4. Audit Delivery
	Deliver the report with a retainer seed
	48 hrs
	Email

	5. Findings Call
	Walk through report + open retainer conversation
	30 min
	Video call

	6. Retainer Proposal
	Send within 24 hrs of findings call
	24 hrs
	Email



Step-by-Step Detail
Step 1: First Contact
Goal: a response. Not a yes. Not a booked call. Just a reply.
1. Never pitch in message 1. Ask one question about their pain.
1. If they respond with any engagement → send message 2 (the pitch)
1. If no response in 3–5 days → send message 2 anyway, briefly
1. If no response to message 2 → move on. No third chase on cold contacts.

Step 2: Discovery (15-minute call or async)
Three questions. That's it.
1. "What's your website's main job — driving enquiries, bookings, or something else?"
1. "When did you last have someone review how it's actually performing — not just look at it, but check what's broken?"
1. "What's your biggest frustration with it right now?"

1. If clear pain: move straight to pitch in the same call
1. If no pain evident: still pitch — "Even healthy-looking sites typically have 3–5 fixable issues we find. Most owners are surprised."

Step 3: Pitch & Close
"We do a 48-hour website health check for €499. We look at everything that could be quietly losing you leads and give you a prioritised fix list. Fixed price, no surprises."
If they hesitate on price:
1. "Most clients find one or two issues that would have cost them far more in lost leads."
1. "Think of it as insurance for your website — you're probably spending €X/month on ads to drive traffic to a site that's leaking it."

Booking flow (keep it simple):
1. Send a Calendly link for the findings call (so they're already committed)
1. Send a Stripe or PayPal payment link — €499, pay now
1. Once paid, confirm the audit start date and deliverable date

Step 4: Audit Delivery (48 hours)
Deliver the report by email. Structure:
1. Executive Summary: top 3 issues in plain language (no jargon)
1. Full Audit: 5–10 areas checked (performance, mobile, SEO basics, contact forms, CTAs, security, analytics, accessibility)
1. Quick Wins: 3–5 fixes the client can do themselves this week
1. What's Next: One paragraph — what a monthly retainer would cover and a rough price range

Reusable Template: Build your audit report template in week 2 before you have clients. A well-structured template means each audit takes 30–45 minutes to complete, not 3 hours. This is the capacity lever that determines whether you can actually deliver 20 in 90 days.

Step 5: Findings Call (30 min) — The Retainer Conversion Moment
This is the most important step in the whole motion. Script it.
1. Open: "Before I walk you through the report, quick check — did you have a chance to look at the executive summary?"
1. Cover the top 3 issues. For each: what it is, what it costs them, what to do.
1. Ask: "Of these three, which feels most urgent to you?"
1. End with the question: "Two of these issues are exactly what we handle in an ongoing monthly relationship. Would it make sense to talk about what that looks like?"

If yes: "Great — I'll send you a one-page overview later today."
If not now: "Totally fine. I'll follow up in 30 days to see how the fixes are going — sometimes that's when the retainer conversation makes most sense."

Handling the Top 3 Objections

	Objection
	What They Mean
	Your Response

	"We just did a redesign"
	I spent money already and I'm not ready to hear problems.
	"That's actually when a health check is most valuable. After a redesign, there are often broken redirects, SEO changes that weren't accounted for, and speed issues that weren't there before. We catch those before they cost you."

	"We're too busy right now"
	It's not a priority. The pain isn't sharp enough.
	"That's exactly why the fixed price matters — it's a 30-minute commitment from you. We do the work, you get a clear list. You decide what to act on when the time is right."

	"We can't afford it right now"
	Not enough pain or trust yet.
	"I understand. Would it help to see a 2-page sample report first? That gives you a better sense of whether the investment makes sense for your specific situation." [Offer a redacted sample]




5. 90-Day Action Plan
Month 1: Foundation + First 5 (Days 1–30)

	Week
	Primary Action
	Supporting Action
	Milestone

	Week 1
	Finalise offer: confirm price, write 1-page sales sheet, set up Calendly + payment link. Do a test audit on your own or a friendly contact's website to validate the 30–45 min delivery time — this is the capacity assumption the whole plan rests on.
	Write 2 outreach message templates (LinkedIn + email). Identify your top 5 warm contacts.
	✓ Sales infrastructure live + delivery time validated

	Week 2
	Build prospect list: 100 names via LinkedIn search by sector + company size
	Build audit report template — reusable structure, target 30–45 min per client (validated in week 1)
	✓ 100 prospects identified

	Week 3
	Launch outbound: 15 contacts per person per week (30 total). First discovery calls.
	Send message 1 only. Track responses in spreadsheet.
	30 outreach messages sent

	Week 4
	Follow-up: send message 2 to week 3 contacts. Continue new outreach at 30/week.
	Run first discovery calls. Refine pitch based on objections heard.
	✓/✗ 5 discovery calls booked



Month 2: Scale + Refine (Days 31–60)

	Week
	Primary Action
	Supporting Action
	Milestone

	Week 5
	Activate referral network: 10 partners identified, personal email sent to each
	Review week 3–4 outreach response rates. If <5%, test an alternate message 1 with a different pain hook.
	✓ 3+ referral partners activated

	Week 6
	Continue outbound at 30/week. First audits delivered — use to refine report template.
	Run findings calls on first audits. Test the retainer question.
	✓/✗ 5 audits delivered

	Week 7
	Begin LinkedIn content: 2 posts/week on website mistakes
	Review discovery-to-booking conversion. If <30%, the pitch or price needs adjustment.
	✓ First retainer conversation initiated

	Week 8
	Review findings call script: is the retainer question landing? Adjust if <20% express interest.
	Send retainer proposals to any clients who expressed interest.
	✓/✗ First retainer proposal sent



Month 3: Accelerate (Days 61–90)

	Week
	Primary Action
	Supporting Action
	Milestone

	Week 9
	Collect testimonials from first 5 clients — 2 sentences each, in their words
	Add testimonials to outreach messages and LinkedIn profile. Prospects check your profile after receiving a message — social proof at that moment shifts trust significantly.
	✓ 2+ testimonials collected

	Week 10
	Double down on highest-converting segment: more volume, sector-specific message
	Review which segment has the highest close rate and shortest sales cycle. Reallocate effort.
	✓/✗ 15 customers (cumulative)

	Week 11
	Pipeline review: of the 20, how many are in flight? What's blocking the last 5?
	Consider: are the blockers about price, trust, or timing? Each has a different fix.
	Clear path to 20 mapped

	Week 12
	Close remaining customers. Retrospective: what worked, what didn't.
	Document the playbook for whoever sells this next. What to keep, what to drop.
	✓/✗ 20 customers acquired



Simple Tracking (No CRM Required)
A single spreadsheet with these columns is all you need:

	Name
	Company
	Contacted
	Channel
	Status
	Follow-up Date
	Notes

	Jane Smith
	Smith & Co Law
	1 Jul
	LinkedIn
	Discovery call
	8 Jul
	Interested, wants to see sample

	Tom Brown
	Brown Dental
	2 Jul
	Email
	Responded
	5 Jul
	Busy until Sept



Status values: Contact → Responded → Discovery → Booked → Delivered → Retainer → Lost

Milestone Summary

	Milestone
	Target Date
	Pass/Fail Criteria

	5 discovery calls booked
	End of Week 4
	✓ if 5 calls scheduled or completed

	5 audits delivered
	End of Week 6
	✓ if 5 paid audits completed and reports sent

	First retainer proposal sent
	End of Week 8
	✓ if at least 1 retainer proposal in client's hands

	2 testimonials collected
	End of Week 9
	✓ if 2 written testimonials received and live on LinkedIn/website

	15 customers acquired
	End of Week 10
	✓ if 15 paid audits completed (cumulative)

	20 customers acquired
	End of Week 12
	✓ if 20 paid audits completed

	1+ retainer signed
	End of Week 12
	✓ if at least 1 ongoing retainer contract active




6. Assumptions & Open Questions
Assumptions Made
This plan rests on several assumptions. Review each one — if they're wrong, specific parts of the plan need adjusting.

	Assumption
	Where It Affects the Plan
	If Wrong, Adjust This

	Audit delivery takes 30–60 min per client with a reusable template
	Capacity: can you do 20 in 90 days?
	If >2 hrs each, reduce target to 10 and price up to €799

	The team can commit ~6–8 hrs/week each on sales activities
	Outbound volume: 30 contacts/week. The channel stack (LinkedIn 3–4h + email 1–2h + content 1–2h) adds up to 5–8 hrs/week — plan accordingly.
	If only 4–5 hrs available, reduce outreach to 15 contacts/week and extend timeline to 120 days

	"48-hour turnaround" is deliverable
	Core sales promise — if not deliverable, it's a trust risk
	Replace with "5 business days" — still fast, but safer

	LinkedIn is where Tier 1 buyers spend time
	Primary channel choice
	If LinkedIn response is <3%, test email-first and shift effort

	Retainer price range is €400–€800/month
	The audit economics — CAC must make sense vs LTV
	Confirm your retainer price before pricing the audit

	You have an existing client base for warm referrals
	Week 1 quick wins
	If no existing clients, start with cold outbound from day 1



Open Questions — Decide These Before You Start

	Question
	Why It Matters
	Your Decision

	What is your target retainer price range?
	Shapes how aggressively to price the audit and how hard to push the upsell. If retainer is €300/month, you need 40%+ conversion. If €1,000/month, 15% is enough.
	

	Do you have existing clients who could give warm referrals?
	Warm intros consistently outperform cold outreach — the trusted introduction removes the trust barrier. Your fastest path to the first 5 customers.
	

	Do you have an audit report template, or does this need to be built?
	A template is the capacity lever. Without it, you can't scale to 20 clients in 90 days.
	

	What are the 5–10 things you check in every audit?
	Defines scope, sets client expectations, and prevents scope creep on delivery.
	

	Who owns the follow-up cadence — Person A, Person B, or shared?
	Clear ownership prevents leads falling through the cracks.
	




MY TAKE
What we know
1. You have a well-designed door-opener product: fixed price, clear deliverable, fast turnaround. These three properties remove the main friction points in an SMB sales cycle.
1. Nationwide targeting is the right call for a part-time team — it unlocks the full LinkedIn addressable market rather than constraining you geographically.
1. The retainer conversion story is clear: the audit is not a product, it's a pipeline mechanism. Target 25% audit-to-retainer conversion — validate by end of week 8 and adjust if you're tracking below 20%.

What we're inferring
1. You likely have an existing professional network you haven't fully activated yet — warm introductions should be your week 1 priority, even before the cold outbound machine is running.
1. The biggest execution risk is audit delivery capacity, not sales. If it takes 3 hours per audit, 20 clients in 90 days is a 60-hour side project. Build the template first.
1. LinkedIn will work, but expect weeks 1–3 to be slow while you find the message that resonates. Don't judge the channel based on the first two weeks of results.
1. Professional services (especially lawyers and accountants) will outperform trades in response rate — their pain is more visible, their decision is faster, and LinkedIn penetration is higher.

What we need from you
1. Confirm the retainer price range — this is the single most important number in the plan. It determines whether the €499 audit price makes economic sense.
1. Confirm "48-hour turnaround" is actually deliverable with your team capacity. If not, change the promise now, not after you've made it to 5 clients.
1. Identify your 5 warmest existing contacts who match the Tier 1 profile. These are your first calls in week 1 — before any cold outreach.
1. Decide who owns sales leadership between the two part-time sellers. One person should own the cadence, even if both are doing outreach.

One More Thing: The 90-day goal of 20 customers is ambitious for a part-time team. It's achievable, but it assumes consistent effort (30 outreach contacts/week) and a working retainer conversion story by week 8. If either slips, adjust the target to 12–15 customers and extend the timeline — a realistic goal you hit is more valuable than a stretch goal you miss.
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