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Internal Processes Worksheet 

Your digital channels provide a direct route for your 
audience to engage with you. The experience they 
have must be memorable for all the right reasons.

Having defined processes in place will allow you to create a series 
of procedures, whether they’re automated or managed by a human, 
to ensure consistency and efficiency for both customers and 
employees.

It’s important to realise though that technology isn’t a fix for poor 
process, so mapping out the order of events that need to happen 
across your business allows you think about people before choosing 
the technology.

To understand more about how we’ve worked with companies to 
integrate their ‘tech stack’ to support their internal processes, visit 
our website at https://adigital.agency.

This worksheet is part of a series covering our Go the Distance™ 
method. To learn more about this, visit our YouTube channel.
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Identifying Processes

The starting point for reviewing your internal processes is to ask yourself what could be improved in your day-to-day 
activities. If you work as part of a team, it’s important to ask for their input too, otherwise you could be missing out on 
opportunities to work more efficiently. The goal is to free up time so you’re able to focus on higher value tasks in your 
role and introduce greater consistency for your colleagues and your audiences.

Internal Processes

• Which processes are frustrating, time consuming or clearly using up more admin time than is necessary?
• Think about any recurring processes in your role, such as regular reporting or customer onboarding
• Are there processes that require you to duplicate your effort between systems, such as saving files in multiple 

locations, or copy/pasting data between applications? 
• Are there processes that result in frequent mistakes?

Make a list of the tasks you can think of that you feel technology should be able to improve or you might consider as a 
waste of your time.

Customer Processes

Put yourself in your customers shoes (you might find the fifth guide in our Go the Distance™ useful here) and ask 
yourselves whether any of your internal processes could negatively impact on your customers.

• Could your customers themselves help with administrative tasks?
• Do you hear common questions from your customers at key points of their engagement with you?
• What frustrates you as a customer when you’re visiting other websites? Could that be happening here to?
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Mapping your Processes

Each business process will have a trigger and a desired result. You’re basically saying, if this happens, then do that. Depending on the process, there might be several 
intermediate steps that need to happen before the result is achieved.

Using the template below, make a note of a trigger for your process, the steps that need to take place to achieve the result and how you’ll know when the process has 
completed. Remember, this task is to define your processes for human benefit first. It may then be possible to introduce automation or other technology to enhance the 
process further.

Type:   eg. admin, sales, accounts                                Importance:   eg. low, medium, high, business critical    Impact/Key Beneficiary   eg. customer, accounts dept.

Trigger

What starts the process?
Eg. Feeling, intent, need,
environment, action, decision

Objective

How does the process end?
Eg. Purchase, decision,
download, subscription

Any other impacts/benefits?

Any other impacts/benefits? Any other impacts/benefits? Any other impacts/benefits?

Any other impacts/benefits? Any other impacts/benefits?
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Breaking Down Processes

Each process in the business needs to ‘owned’ by a specific person or more likely, a department. Having identified the processes you want to improve, or specifically that can 
be attached to your website, its possbile to map out a flow chart using a swim lane diagram. Given that many processes associated with your website can overlap between 
functions, knowing how processes break down is important to tracing problems and adding further enhancements.

Using a flipchart or whiteboard, use a swim lane diagram like the example shown below to identify process (or task) owners so any other touchpoints or spin off benefits can 
be identified by the respective stakeholders.

C
us

to
m

er
er

D
ep

ar
tm

en
t 1

D
ep

ar
tm

en
t 2



5

Where to go from here

Having considered your internal processes, how can your technology support them? Do you automate them or is 
simply ‘sytematising’ them sufficient? 

You’ll want to be on the look out for software integrations and API’s that allow your applications and platforms to talk 
to each other behind the scenes allowing technology to support your processes. And don’t forget to communicate 
any changes to your customers and colleagues. The emphasis on internal processes is on people, not technology.

Speak to us today about how you might connect some of the processes you’ve identified and the impact it could 
have on your next website project.

Go the Distance™ Webinars

Join a free online presentation 
covering our unique Go The 
Distance™ process that will help you 
to plan your digital strategy. 

Each step in our process will allow 
you to explore the 8 key stages that 
are fundamental to success.

Visit our website at https://adigital.
agency for details of upcoming 
events.

Go the Distance™ Workshops

If you’re ready to take more decisive 
action, then one of our Go  the 
Distance™ workshops could be 
the way forward. These structured 
sessions allow us to give you specific 
guidance and advice on each of the 
8 steps in our process.

Book an introduction and 
understanding call at https://adigital.
agency/contact-us. 

The Clientside Podcast

If you’re not quite ready to commit to 
a new digital project, then checkout 
the Clientside Podcast.

Hosted by the founder and 
managing director of A Digital 
Andrew Armitage, join him as he 
talks with guests about a wide range 
of digital topics giving you plenty 
of takeaways to apply to your own 
digital strategy.

Buy the Book!

Exploring the Data from your website forms part of a process called Go the 
Distance™ which is explained in the book Holistic Website Planning written 
by the founder of A Digital, Andrew Armitage. The book is available to buy on 
Amazon in both paperback and Kindle formats.

For more information, visit https://adigital.agency.

https://adigital.agency/contact-us
https://adigital.agency/contact-us
https://adigital.agency/podcast
https://open.spotify.com/show/0a9EtFwLvkYsIzo9tTvJ0i?si=wKK9ux5bSguUssyU8K3CAw
https://podcasts.apple.com/gb/podcast/the-clientside-podcast/id1466844678
https://www.amazon.co.uk/dp/1781335745
https://www.amazon.co.uk/dp/1781335745
https://www.amazon.co.uk/dp/B095DDKKJ9
https://adigital.agency

