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How to Create a Business Case 
for Redesigning and Redeveloping 
Your Website 
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Introduction
In today’s digital landscape, your website is more than just an online 
brochure. It’s the front door to your business, a critical touchpoint 
for potential customers, and a vital component of your overall brand 
experience. As technology evolves and user expectations shift, 
redesigning and redeveloping your website becomes a strategic 
necessity. But, getting buy-in from stakeholders can be 
challenging. The solution? A solid business case. 



3 

Here’s how you can create a persuasive business 
case for redesigning and redeveloping your 
website: 

1.	Assess the Current State of      
Your Website
Start by evaluating your current website’s 
performance. This includes both technical 
performance and how well it meets business 
objectives. Ask yourself and your team: 

•	 Is the website mobile-friendly? 
•	 How does the site rank in terms of SEO and 

organic search? 
•	 Is it providing the user experience (UX) 

customers expect today? 
•	 Are you meeting conversion goals? 
•	 How fast does the website load? Slow 

loading times can lose potential customers. 

Identifying specific pain points, such as 
outdated design, slow performance, or poor 
navigation, creates a clear case for why 
changes are necessary. 
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2.	 Align Website Goals with  
Business Objectives 
Your website should be a direct extension 
of your business goals. When crafting 
your business case, tie the redesign and 
redevelopment of your website to key 
business objectives, such as: 

•	 Increasing revenue: A modern, user-
friendly website can increase conversions 
and sales. 

•	 Improving customer experience: Offering 
seamless navigation and access to 
information builds trust and loyalty. 

•	 Enhancing brand perception: An outdated 
website can harm your brand image. 

•	 Expanding market reach: Optimize your 
website to engage with new audiences or 
geographic markets.  

When stakeholders see how a website 
update aligns with broader business goals, 
they’re more likely to approve the investment. 
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3.	 Define the Key Performance Indicators (KPIs)
Clear KPIs help quantify the impact of the website redesign. Examples of KPIs to include are: 

•	 Increased conversion rates (sales, signups, etc.).

•	 Improved user engagement (bounce rate, time spent on site). 

•	 Enhanced SEO performance (higher rankings, more organic traffic).

•	 Decreased page load times 

•	 Improved accessibility and mobile responsiveness 

By showing how success will be measured, you create a clear path to ROI.
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4.	Benchmark Against Competitors 
To demonstrate urgency, compare your website with competitors. Are their sites faster, more 
responsive, or easier to navigate? Do they offer better user experience? Highlight these differences in 
your business case to show how an outdated website can put your company at a disadvantage. 

5.	Identify the Risks of Doing Nothing
Not updating your website can result in missed opportunities and even direct losses.        
Discuss risks such as: 

•	 Decreased customer trust: A poor or outdated experience may lead customers to 
turn to competitors. 

•	 Lost revenue: If the site’s ecommerce functionality is subpar, 
conversions will drop. 

•	 Security vulnerabilities: Older websites may not comply 
with current security standards, putting customer 
data at risk. 

By outlining the risks of maintaining the 
status quo, you create urgency for 
action.
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6.	Provide Cost Estimates and Budget
Stakeholders will want to know the financials. Be 
transparent about the potential costs of redesigning 
and redeveloping the website, including: 

•	 Website design and development fees.

•	 Hosting and maintenance costs.

•	 SEO services.

•	 Integration with other systems (CRM, ecommerce, etc.).

•	 Marketing and content migration.

Just as important is showing potential savings from the project, such as 
reduced maintenance costs or decreased dependence on paid advertising 
due to better organic search performance. 

7.	Project the Return on Investment (ROI)
Incorporate projections of the financial and operational benefits the redesign will bring. Use data  
from your current site to estimate potential improvements in conversion rates, customer acquisition, 
or sales.
For example, if your website’s current conversion rate is 2%, and the redesign boosts it to 3%, calculate 
how that increase affects revenue over the next year. Tie the ROI directly to business goals to make a 
compelling argument.
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8.	Showcase Customer and Stakeholder Testimonials
Including qualitative data from current customers, employees, or other stakeholders can strengthen 
your case. For example, if customer feedback has repeatedly mentioned frustration with the website, 
show this as evidence that the redesign is not just beneficial, but necessary.

Similarly, input from internal teams, such as marketing, sales, or IT, about how the current website 
limits their effectiveness can also support your argument.

9.	 Outline the Development Timeline and Plan
Stakeholders appreciate transparency around project timelines. 
Include an overview of:

•	 The project phases (planning, design, 
development, testing, launch).

•	 Key milestones.

•	 Estimated timelines for each phase.

•	 The resources needed (both internal 
and external).

Providing a clear timeline helps manage 
expectations and shows that you’ve 
thought through the project’s execution.
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10.	 Prepare for Objections
Finally, anticipate potential objections, such as concerns over cost, time, or disruption to the 
business. Address these proactively in your business case by:

•	  Demonstrating how the redesign will minimize business disruption (e.g., using a phased rollout).

•	 Highlighting the long-term cost benefits over immediate expenditures.

•	 Offering phased budgeting options or exploring financing possibilities.



10 

Conclusion
Creating a business case for a website redesign is more than 
just presenting an idea—it’s about strategically positioning the 
redesign as an essential move for business growth and success. By 
aligning the website’s goals with your business objectives, demonstrating 
potential ROI, and addressing concerns upfront, you can confidently pitch 
a website redesign that stakeholders will understand and support.
 
A website that’s well-designed, easy to navigate, and optimized for 
performance isn’t just a digital asset—it’s a business powerhouse. 
By framing your redesign in those terms, you can secure the 
approval you need to make it a reality.  
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Book a free redesign 
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