
Client Interview crib sheet


Website Development


In order to extract the information required to begin a web design project, it is important to work 
through this crib sheet on a face to face basis with clients. On no account should a list of 
questions be submitted for clients to simply provide answers. Asking the questions in the order 
provided AND obtaining the answer to one question before moving on to the next is designed to 
trigger a thought process under which clients will have to actually think about what it is they need 
from their website.


Question 1


What is the objective or ultimate aim of the site? 

This seems like a very simple question, and it is. However, we cannot proceed further until we get 
a very specific answer to this fundamental question. The answer will help us in establishing the 
home page function. It’s essentially the starting point of a website journey that we want the site 
visitor to embark upon. If we don’t know the objective or ultimate aim of the site, it will be like 
taking the visitor on a mystery tour. This will lead to clients demanding constant changes as new 
ideas keep popping into their head over time. Focus the client’s attention onto “Site Objective” 
rather than what he may wish to tell or show to the big wide world.


Question 2


What are site visitors expected to do when they first enter the site? 

This is where we establish the initial “Call to Action” - Remember, if the home page doesn’t have a 
call to action, the client doesn’t need a website. It should be explained to clients that the entry 
point of a website should be presented like a dashboard that requires users to do something. 
Unlike printed materials such as brochures and leaflets, websites demand user interaction. A call 
to action provides this essential ingredient. It may be a simple “read more” or it could be a 
registration or download or it may be a link that takes visitors to the next logical section of the 
web site. It’s something that must be related to the objective of the site. The call to action must 
progress visitors towards that ultimate objective.


Question 3


List everything that site visitors will NEED to know in order to fulfil the objective 
of the site. 

This is where we really start to get the client thinking about the content of the site and how it 
should be presented. A Typical list may look something like this:


• Product Specification

• Features and benefits




• Case Histories

• Customer testimonials

• Price

• Available options

• Competitive comparisons


It doesn’t matter how short or long the list may be - just get the list. The next step is to work with 
the client to establish an order of importance for each item on the list. For example, if pricing is 
very competitive when compared to similar products on the market, this may be ranked as 
number one on the list. If pricing isn’t too competitive, but features and benefits are better than 
anything else, this could rank number one with pricing falling to second place. Just work through 
the list until you get an order of importance. What this list will help us do is establish an essential 
itinerary for the visitor’s website journey towards the ultimate objective of the site. This may 
involve a few little side excursions to other pages, but knowing what the overall journey has to 
encompass will enable us to better create a site that works. 


With just these three questions answered, we will have sufficient information to start roughing the 
initial site layout. However, we need to get answers to a few more questions before we can start 
the process of actual design.


Question 4


Name a few web sites that you’ve visited recently that you like in terms of 
design and presentation. 

Question 5


Name a few sites that you’ve visited recently that you don’t like - particularly any 
that may have annoyed you. 

The answers to these two questions will give us an insight in what the clients preferences are in 
terms of design and presentation. It gives us a good “inside track” into the client’s aesthetic 
values without having to discuss particular colours schemes etc.


Question 6


Does the site owner’s business have any “brand value”, or a brand identity that 
can be incorporated into the site design.  

It may be just a simple logo or it could be a whole back-story that has to be told. Whatever it is, 
get the information.


Finally, Question 7


What is the budget allocated to the website? 

This can often put the client on the back-foot because they often believe that a website cost is 
fairly well set in stone.  Clearly, this isn’t the case, so we must get a budget figure out of the client 



in order to know how much time can be spent in creating the site. It also sets up the rules of the 
relationship we will have with the client.


Once you extract that budget figure, do a discreet calculation. Dived the budget by our standard 
hourly rate to establish how many hours we can allocate to creating this client’s web site. Clearly, 
if the budget reveals we can only spend 2.5 hours on the site, you may have to get the client to 
rethink the budget in the light of the value the site may bring to the business. If, on the other hand, 
the budget shows we can allocate 12 hours to site production, you will be dealing with a client 
who probably already understands the value of the website.


Discuss Site Assets


Find out what site assets the client already has available in terms of photography and other 
graphical assets. Does the client have video footage of the product or service in action? Are there 
clear product/service images available that can be used for the website? If the answer is no, or 
the quality of assets that are available are just not acceptable, discuss the possibility of getting 
those assts created by professionals. Also establish if the client has product/service descriptions 
already written up in digital format (i.e. word or text documents). If the client want’s to use generic 
photography or video footage, explain the difference between free-public domain assets and 
assets that can be acquired under licence. Don’t, under any circumstances, suggest to clients 
that assets can be simply borrowed from other websites. It should also be made clear that any 
assets we are required to provide will be invoiced at cost and will be additional to the costs 
quoted for web site production.


Proposal


All proposals should be in writing and presented or emailed to the client. The proposal itself 
should be informal and include a summary of the information gleaned from the interview. It should 
also contain an hours allocation based on the client’s budget. Standard information that should 
also be added include the provision of one major revision upon submission of our final design and 
that such review changes should be within the criteria already set during the client interview. Any 
additional revisions required which did not form part of the client interview brief will be charged at 
our standard hourly rate. The proposal should also reiterate the need for the client to provide 
suitable assets for the project. 


As a final assurance to clients, it should be stated that we will create the website within the 
constraints of the budget. However, all subsequent revisions that were never specified at the 
outset will be charged extra on a pro-rata basis.


