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Understanding What Visitors See First in the Hero Area

At the top of the homepage in Sherkety ERP & Website Platform, visitors first see

the hero section. This area carries the most important message on the page, so the
key elements need to appear immediately without scrolling:

A primary headline that states the main offer clearly

A supporting subheadline that adds context and explains who the offer is for

A main call-to-action button

A nearby visual, highlight, or proof element that reinforces credibility

[SCREENSHOT: homepage hero section showing headline, supporting text, and main
CTA button]

The hero needs to speak to two different visitor intentions. A Prospective ERP Buyer
is usually looking for software capabilities, business process improvement, and a clear
next step such as exploring ERP modules, requesting a demo, or reviewing solution

details. A Business Services Visitor is more likely to be looking for company
registration, accounting support, or advisory help, so the wording in the hero must

make it obvious whether the page offers ERP products, business services, or both.

This creates the homepage’s first decision point: the visitor chooses whether to follow
the main CTA button into a conversion path. Depending on the wording shown on the

button, that path may lead toward a demo request, contact action, service inquiry,

or a deeper product page. The label on that button matters because it tells the visitor
what kind of commitment comes next.

Keep the hero focused on only the most essential information:

Visible immediately: headline, subheadline, primary CTA, and one supporting
proof cue

Saved for lower sections: detailed feature lists, comparisons, team information,

and extended trust content
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If the hero tries to explain everything at once, visitors lose the quick orientation they

need. For a closer look at the top-of-page message itself, see Understanding the
Homepage Hero and Primary Actions.

Reading the Homepage in the Order Visitors Evaluate It

Visitors rarely read the homepage from top to bottom like a brochure. In Sherkety
ERP & Website Platform, the homepage works best when each section answers the
next natural question in the visitor’s mind.

The reading order usually follows this pattern:

Hero section: “What is this?”

Solution or service highlights: “Is this relevant to my business?”

Package, value, or feature sections: “What do I actually get?”

Trust and credibility sections: “Why should I believe this company?”

Team, ecosystem, or supporting sections: “Who is behind this?”

Call-to-action areas: “What should I do next?”

This sequence reduces friction because visitors get the broad message first, then
supporting detail, then reassurance, and finally a prompt to act. If trust content

appears too early, it can feel disconnected. If detailed package information appears
before visitors understand the offer, it can feel heavy. The homepage should move

from clarity, to fit, to confidence, to action.

Visual hierarchy helps guide this flow. Visitors scan:

Large section headings

Short supporting text blocks

Highlight cards or benefit tiles

Repeated CTA buttons

Links in the main navigation or header

On desktop, visitors often compare sections side by side and notice grouped content
blocks quickly. On mobile, they move in a single vertical path, so section order

becomes even more important. Clear headings and well-placed buttons help them
decide whether to keep scrolling or tap into a deeper page.

The homepage also does not force a single reading pattern. Visitors can jump using:

The header navigation
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Service or ERP links in menus

Repeated Learn More, Contact, or Demo style buttons

Section-level prompts that point to more detailed pages

If you already reviewed promotional and package emphasis in Using Homepage

Promotions and Package Highlights, this document builds on that by focusing on how
the full homepage sequence supports decision-making.

Matching Product and Service Messages to Different Visitor
Intent

The homepage in Sherkety ERP & Website Platform serves more than one

audience, so the wording and section structure need to separate ERP software
interest from business services interest. If those messages blend together too

early, visitors may not know whether they are looking at software, consulting,

registration support, accounting help, or a combined offer.

Clear audience matching usually happens through visible content patterns such as:

Separate cards or tiles

Distinct section headings

Different CTA labels

Linked pathways to ERP pages versus service pages

Value statements that describe either software capabilities or service outcomes

For a Prospective ERP Buyer, the homepage should speak to operational needs

such as:

Managing business processes

Improving visibility across functions

Exploring modules like Accounting, Sales & CRM, HR, or Reporting

Understanding how the ERP offering fits a growing company

For a Business Services Visitor, the homepage should speak to needs such as:

Company setup and registration guidance

Accounting or compliance support

Advisory help

Service packages that reduce administrative burden
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Audience-specific messaging helps each visitor identify the right path faster. Someone

comparing ERP options wants to see platform capabilities, business benefits, and
module entry points. Someone seeking business services wants to see practical

support areas and service categories without having to sort through software-first
language.

Useful segmentation devices on the homepage include:

Solution tiles that separate ERP and services

Service categories that group related offerings

Module links that lead to ERP app pages

Persona-focused CTA labels such as actions that suggest learning more versus
getting in touch

Industry or business-stage messaging when relevant to package fit

The goal is not to create two separate homepages. It is to make sure each visitor can
recognize, within a few seconds, which content belongs to them. When that happens,

the homepage feels easier to scan and conversion paths feel intentional rather than
confusing.

Using Proof and Supporting Content to Build Confidence

After the homepage introduces the main offer, visitors need reasons to trust it. In

Sherkety ERP & Website Platform, proof and supporting content should appear after
the initial value message, not before it. Visitors first need to understand what is being

offered; then they need reassurance that the offer is credible.

Trust-building content may include sections such as:

Customer logos

Testimonials

Partner or certification badges

Implementation or outcome highlights

Team or ecosystem sections

Links to deeper supporting pages

[SCREENSHOT: homepage trust section with logos, testimonial cards, or partner

highlights]

These sections work best when they expand on the promise made in the hero. For
example, if the hero presents Sherkety ERP & Website Platform as a strong option for
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ERP or business services, the next supporting sections should show why that claim is

believable. This can happen through short benefit blocks, visible proof markers, and
concise statements about results or expertise.

Feature highlights and service differentiators should usually appear before or

alongside proof, because visitors need a basic understanding of the offer before proof
has meaning. Once they see what Sherkety ERP & Website Platform provides, trust

elements answer the next question: “Can I rely on this company?”

Well-placed proof helps conversion because it reduces hesitation near important
actions. A visitor is more likely to click a Contact, Request Demo, or service inquiry

button when nearby content confirms:

The company is established

The offer is relevant

Others have trusted it

There is real expertise behind the promise

The strongest supporting content is brief and connected to a nearby action. Long

blocks of credibility text can slow the page down. Short, visible proof beside benefit
statements and CTA buttons tends to support decisions more effectively. For a deeper

look at trust-focused homepage content, see Exploring Homepage Promotions and
Trust Content and Viewing Team and Ecosystem Highlights.

Following the Conversion Flow from Interest to Action

A homepage conversion flow in Sherkety ERP & Website Platform begins the

moment a visitor lands on the page and decides whether the message matches their
need. From there, the page should steadily reduce uncertainty until the visitor feels

ready to click.

A common journey looks like this:

The visitor sees the hero headline and supporting text

They notice the primary CTA button

They scroll to review value sections, package highlights, or service categories

They check trust-building content such as proof or team-related sections

They choose a next step through a repeated button or link

Different visitors follow different paths. A high-intent visitor may click the main CTA
immediately. A cautious visitor may read several sections first. The homepage should
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support both behaviors by repeating action opportunities in natural places.

Common action types include:

Low-commitment actions: reading more, opening a service page, exploring ERP
modules, comparing offerings

High-intent actions: requesting a demo, contacting the company, starting a
service inquiry

Repeated CTA buttons, inline links, and section-level prompts help reinforce these

paths without forcing one reading order. For example, a visitor interested in ERP may
move from the hero to an ERP-related section and then into a module page. A visitor

interested in business services may move from the hero to service highlights and then

toward a contact or inquiry action.

The key is pairing each action with nearby context. A Learn More style action works

best beside a summary of what the visitor will learn next. A Request Demo or
Contact action works best when it sits near proof, benefits, or a clear explanation of

value. This pairing lowers friction because the visitor does not need to guess what

happens after clicking.

When the homepage is structured well, each section answers enough of the visitor’s

concerns to make the next action feel reasonable instead of premature.

Spotting Homepage Gaps That Interrupt Conversion

When a homepage does not convert well, the problem is often not the number of
sections but the order, clarity, or consistency of those sections. In Sherkety ERP &
Website Platform, the first place to check is the hero area. If the headline is vague or

the main button label is weak, visitors may leave before they understand what
Sherkety ERP & Website Platform offers.

Common warning signs include:

A headline that sounds broad but does not say whether the page is about ERP,
business services, or both

A subheadline that adds too much detail instead of clarifying the offer

A CTA button label that does not tell visitors what happens next

No visible difference between software-focused and service-focused paths

Other gaps appear lower on the page:

Proof sections placed too late, after visitors have already been asked to act
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Dense text blocks that slow scanning

Inconsistent CTA wording across sections

Competing buttons that point to too many different outcomes

Sections that answer advanced questions before basic ones

A simple review checklist can help you judge whether each homepage section is
earning its place:

Clarity: Does this section explain the offer, audience, or next step?

Relevance: Does it help ERP buyers, business services visitors, or both?

Trust: Does it add proof, credibility, or confidence?

Action: Does it support a nearby button, link, or inquiry path?

Consistency: Do the headings and CTA labels match the rest of the page?

[SCREENSHOT: homepage sections with callouts showing headline, proof block, and

CTA placement]

If a section does not improve clarity, trust, or action readiness, it may be adding noise.

The homepage should feel like a guided path, not a collection of unrelated blocks.

Even strong content can interrupt conversion if it appears at the wrong moment or
uses language that does not match the visitor’s intent.

Overview

This document focuses on how the homepage in Sherkety ERP & Website Platform
guides visitors from first impression to action. The homepage is not just a collection of
sections. It is a decision path that helps visitors understand the offer, decide whether it

fits their needs, and choose a next step such as exploring ERP pages, reviewing
services, requesting a demo, or making contact.

The most important ideas to keep in mind are:

The hero section carries the first and strongest message

Section order should move from what it is to why it matters to why trust it to
what to do next

ERP-focused visitors and business-services-focused visitors need clearly
separated pathways

Trust content works best when it supports the main promise instead of competing

with it

CTA buttons should feel consistent and appear where visitors naturally want to act
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Across the homepage, visitors rely on visible cues such as:

Large section headings

Short supporting text

Cards, tiles, or grouped content blocks

Repeated CTA buttons

Navigation links that let them jump to deeper pages

This matters because homepage visitors do not all behave the same way. Some act

immediately from the hero. Others compare sections, scan for proof, or use the
navigation menu to jump into a more specific page. A strong homepage supports all of

these behaviors without becoming confusing.

If you need more detail on related homepage sections, use these companion guides:

Understanding the Homepage Hero and Primary Actions

Reviewing Startup Package and Value Sections

Exploring Homepage Promotions and Trust Content

The next document in this sequence is Understanding Startup Package Presentation

and Value Messaging, which looks more closely at how package-related content
supports homepage decisions.

Prerequisites

Before using this guide, it helps to be familiar with the public-facing areas of Sherkety
ERP & Website Platform and the basic homepage sections visitors can see while
browsing. You do not need admin access for this topic, but you should already know

how to move through the website and recognize the main navigation patterns.

You will get the most value from this guide if you have already reviewed:

Browsing the Sherkety Public Website

Using Header Menus and Footer Links

Understanding Public Page Layouts and Visitor Actions

Because this document builds on earlier homepage material, it is especially useful if
you already know the content covered in:

Using Homepage Promotions and Package Highlights

Understanding the Homepage Hero and Primary Actions

Viewing Team and Ecosystem Highlights
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As you read, keep the homepage open in another tab or window so you can compare

the guide with what appears on screen. Pay attention to:

The top hero area

The order of sections as you scroll

Where CTA buttons repeat

How ERP-related content differs from business-services-related content

Where proof, trust, and supporting sections appear

If you browse in more than one language, it can also help to review Switching
Languages While Browsing the Platform, since wording and scanning behavior may

feel slightly different across localized pages.
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