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THE WEBSITE CONTENT
CLARITY GUIDE

How to Optimize for Humans and Al

Why Clarity Is Your Website's Most Important Feature

 First-time visitors decide in seconds. If your website isn't speaking
clearly to the people you most want to serve, they'll leave before they
ever really see you.

» Al tools now shape how people find organizations like yours. If your
content isn't structured for the way people search today, the right
people never find their way to you.

HOW IT WORKS

This guide gives you two simple self-audits to run on your own website,
right now. No technical background required. Just a fresh set of eyes

and honest answers.

Work through both sections. Check all that are currently true of your

website and that will give you a starting point.



SECTION 1: THE STRANGER TEST

Does your website make sense to someone who doesn't know you?

How to use this section: Open your website right now. Pretend you've never heard of your
organization. Mark the ones that are true of your website currently.

[ ] My homepage explains what we do within the
first five seconds.

A visitor shouldn't have to scroll, click, or read
carefully to understand your basic purpose. If
your opening headline is your organization's
name or a vague tagline, this likely needs work.

|:| A first-time visitor can immediately tell
who we serve.

Not just what you do, who it's for. Your
audience should see themselves
reflected in your homepage within
moments of landing on it.

|:| Our navigation uses words our audience |:| Our service/program descriptions say

would actually use.

Read your navigation labels out loud. Would
a prospective client, donor, or community
member use those words when searching
for you? Or are they internal shorthand your
team invented?

|:| Our calls to action are clear without context.

"Learn More" and "Click Here" tell visitors
nothing. "Schedule a Free Consultation"
or "Download the Guide" tell them exactly
what happens next. Every button and link
on your site should pass this test.

|:| Someone could describe what we do after

specifically what we do, not just what we believe.

"We empower communities" tells a visitor very
little. "We provide after-school tutoring for
middle school students in [city]" tells them
everything. Check each program or service
page for specificity.

Our most important content is easy to find,
not buried.

If a visitor has to dig through multiple menus or
pages to find your most-used service, contact
information, or key resource, that's friction.
Important things should be close to the surface.

SECTION 1 SCORE

spending 30 seconds on our homepage.

Ask a friend or family member with no
connection to your organization to visit
your homepage and tell you what you do.
Their answer will tell you more than any
analytics report.

Count your checks.

6-7 -Your site is communicating well for
human visitors.

3-5 -There are meaningful clarity gaps
worth addressing.

0-2 -Your site is likely losing visitors before
they ever connect with your work.



SECTION 2: THE CLARITY TEST

Is your content structured for how people and Al actually search?

How to use this section: Al tools like Google's Al Overviews, ChatGPT, and Perplexity now

read your website and decide whether to include you in the answers they generate. Mark

the ones that are true of your website currently.

|:| Each page on our site directly answers
a question someone would actually search for.

Think about the questions your audience types
into Google. "Nonprofit mental health services
in [city]." "What does a healthcare compliance
consultant do?" Does each of your pages
answer a specific questions like that?

Our content gets to the point quickly.

If the answer to a visitor's question is buried
in the third paragraph, it may never be
found. Lead with the key information,

then expand.

D An Al tool could summarize our organization

accurately in two sentences.

Type your organization's name into ChatGPT
or Google's AI Overview and see what it says.
If the summary is wrong, vague, or missing
key information, your content needs clearer
structure.

Our contact page and key action pages
are easy for both visitors and search
tools to interpret.

Contact pages, intake forms, appointment
scheduling, and donation pages should
have clear labels, minimal friction,

and direct language.

|:| We avoid vague mission language on
pages meant to attract new visitors.

Visitor-facing pages need clarity, not
inspiration. "We're committed to creating
a more equitable future" is a value not an
explanation of what you do or how to
work with you.

|:| We use plain language that matches how our
audience talks about their own needs.

The words you use on your website should
match the words your audience uses when
they're searching for help.

|:| Our most important pages include specific,
factual details not just general statements.

Al systems prioritize content that
demonstrates expertise and specificity.
Dates, locations, outcomes, numbers, and
named programs all signal that your content
is credible and authoritative.

SECTION 2 SCORE

Count your checks.

6-7 -Your site is communicating well for
human visitors.

3-5 -There are meaningful clarity gaps
worth addressing.

0-2 -Your site is likely losing visitors before
they ever connect with your work.



WHAT TO DO WITH YOUR RESULTS

If most of your checkboxes are marked "yes," you're in genuinely good shape. Keep going.

If you found several "needs work" answers, especially in Section 2, you're not alone. These are
some of the most common issues we see across the organizations we work with, and they're
worth taking seriously.

The good news is that the clarity issues this guide surfaces are fixable. Sometimes it's a content
rewrite, a structural change, or perhaps it's a complete re-imagining of how the site is organized.
What matters most right now is knowing where to start. That's exactly what we're here to help with.

HELPFUL FREE TOOLS

Hemingway Editor — hemingwayapp.com

Paste any page of your website content into this free tool. It highlights sentences that are too long or
complex and gives your content a readability grade. Aim for Grade 8 or lower for most audiences.

Google Search Console — search.google.com/search-console

Free tool from Google that shows you which search queries are bringing people to your site and which
pages are being found (or not found) in search results.

ChatGPT or Google AI Overview

Type your organization's name or a question your audience would ask.
See whether your organization appears in the answer and whether
the description is accurate. This is a quick, practical test of your Al
search visibility.

WE'D LOVE TO HELP!

If this audit surfaced questions you're not sure how to answer or patterns that feel worth digging
into, we'd be glad to take a look together. We work with small to mid-sized organizations that want

their website to communicate clearly, serve people well, and support long-term growth.

No pressure. Just a conversation.
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https://hemingwayapp.com/
https://search.google.com/search-console/welcome
https://www.duboseweb.com/contact

