Waltham.

VISIBILITY - DIRECTION - CUSTOMER UNDERSTANDING

A great website
1s a seaworthy yacht.

But it still needs a course
and a way to be found.
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Being online is not the- same-as being fownd
And being found is not the same
as being understood.
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Waltham

Launched.
But still out of sight.

Imagine building a fine yacht. Sound hull, good gear, ready for sea. Then you launch her into a
vast stretch of open water. Not another vessel in sight. Nobody knows where you are, or what
you have to offer.

Launching a new website can feel much the same. The design looks right. The words are in
place. Everything works. Yet very few enquiries arrive.

A website gives customers somewhere to arrive. It does not automatically tell the market you
exist. And once someone finds you, they still need to understand who you can help and why your
offer deserves a closer look.

A sound yacht makes the voyage possible.

A clear course gives it purpose.

Nikolai Waltham - Waltham Consulting - waltham.dk 2



Waltham

The sea is vast.
But it can be read.

From shore, the sea can look like one restless expanse. An old hand sees wind, currents and
bearings. Markets have their signals too. We can learn to read them and understand how they fit
together.

The wind: what customers need

We cannot command the wind. We can trim the sails. Customer questions, enquiries and
experiences reveal the problems our business should make easier to solve.

The current: how customers find you

When a customer asks an Al assistant to find and compare suppliers, your business needs to make
sense in the sources it can consult. The route customers take to you can shift while your website
stays exactly where it is.

The bearings: what others can trust

A clear offer, concrete examples and credible independent mentions give customers their bearings.
Grand claims about your own brilliance are of little use if the story cannot be checked.

AT can help us make sense of the signals.

People choose the destination and keep the helm.
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Waltham 03 - FROM LAUNCH TO HEADWAY

WHERE IS YOUR BUSINESS HEADING?

Set your course.
Make your business clear.

Before adding another campaign or another tool, check whether customers can understand your
offer and see a clear next step.

Choose whom you want to reach

Which customers do you want to help, and what are they trying to solve? Use the words they
use.

Make the offer concrete

Explain what you do, for whom and where. Show examples that make the value easier to judge.

Give the story evidence

Use case studies, customer experiences and relevant external sources to support what you
say.

Check whether you are understood

Try real customer questions in search engines and Al assistants. Check how your business is
described and which sources support the answer.

Measure what creates headway

5 Track relevant enquiries, their quality and the path from interest to conversation. Visitor
numbers alone cannot tell you whether the course is right.

Al answers vary with the question, sources and timing. Clear information and evidence strengthen the basis for
discovery and consideration, but do not guarantee a recommendation.

You have built a fine yacht.
Can the right people find her?
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