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THANKS!
A website redesign is a big project.
In fact, it’s often a bigger project than
many realize. A website is not just an
online brochure and therefore a much
more comprehensive approach is
required. We think this guide will get
you started in the right direction and
thinking about all of the things that too
many businesses skip over. If at any
point you have questions feel free to
reach out to us!
RYAN SHORT // Founder of MODassic
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The RFP
The RFP (request for proposal) seems like the logical first step, and for
many companies it is something they are required to do. Generally, an
RFP contains basic background about the company and lists feature
requirements of the new site and expects a price quote and basic
information about the agency in return. However, an RFP can actually do
more harm than good in helping select the right agency and developing
the website redesign strategy.
We’ve seen RFPs where it’s very clear that the client invested a great deal of time in developing it.
However, it still lacks key details essential to the success of website redesign. This isn’t a failure of the inhouse team that developed the RFP or of the agency responding to the RFP but rather the concept of an
RFP in general.
The main problem is that an RFP doesn’t facilitate communication between the client and prospective
agency and treats a website design as a menu-based purchase that can be priced out based on a set of
features. An RFP works great if you’re bidding out commodity items like parts for a machine. However,
with something that should be goal-focused instead of feature-focused, an RFP can be damaging.
Rather than simply quoting a feature list, which may or may not achieve the real business goals behind
a redesign, a good agency should help the client understand their business goals and should guide the
client through the development of website strategy as part of their process. Simply quoting out a feature
list is like emailing an RFP out to a number of doctors to get the best price for a surgery when you haven’t
been properly diagnosed yet. How do you even know if that’s the right surgery for you? We believe that an
agency that dives right in without that diagnosis is pretty similar to a doctor cutting into a patient without
first examining them, and that’s malpractice.
Instead of emailing out an RFP to a number of agencies, we recommend working through the rest of this
website redesign guide and then researching agencies to find two or three that seem like the best fit for
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your company, based on their process outlined on
their website. Then, schedule a meeting with those
agencies to learn more about their process and
the size of projects they typically work on. Most
agencies would much rather meet with you than
respond blindly to an RFP.
In those initial meetings, it’s important to be
forthright with your goals (see page 6) and budget.
Many companies feel that if they mention a budget range or what they think something will cost, they will
either be taken advantage of or be embarrassed for not knowing what a project typically costs. However,
successful projects are goal-based (not feature-based), and setting budget expectations upfront isn’t a
game. Instead, it allows you and the agency to develop a custom strategy that can get you the most for
that amount of money and will allow you to evaluate if that budget is enough to achieve your goals. If a
project is goal-based, there should be a very specific value associated with achieving that goal. Therefore,
a sophisticated buyer should be able to communicate that a successful project would achieve X goals
within a budget range of $X-Y.
Choose an agency that is interested in why you want to redesign your site and the real business
goals behind it, not just one that is excited you are considering using them to redesign it. In initial
conversations, they should be asking big picture questions about the goals and audience—not about
details like the homepage slider.
A website can perfectly meet all of the functional
requirements and be in budget but still be considered
a failure if it doesn’t achieve specific business goals.
Together, the agency and client should determine
the path to best achieve your site’s goals. Therefore,
an assessment and planning stage should be part of the quoted process. A handful of hours spent in
discovery and strategy can save 30+ hours of development time. This approach can actually save you
money rather than just be an added upfront cost. In addition, it increases the success of the project,
which is invaluable.
modassicmarketing.com
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Are your goals really goals?
Hopefully we’re hammering this home—a website redesign should always begin with specific business
goals—not technical requirements. In this day and age, a website should not be viewed as a one-off
marketing project. Instead, it is the center point of which the entire marketing strategy is built around.
Clients will often initially answer that the goal of the project is just an update or design refresh. However,
when we go deeper, we often discover that there are assumptions baked into that statement. The
assumption is that the design refresh will achieve some more specific business goals, such as increased
traffic, increased leads or increased sales. However, the design of the website plays almost zero role
in the amount of traffic to the site. Therefore, if the client expects that a new website will increase their
traffic and views the refresh as a means to an end, that needs to be addressed.
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It’s extremely important for these goals to be clearly defined and not
just assumptions. The needs of the website should always overlap
with other marketing and branding efforts and should always be
specific, measurable, time-based and attainable.
An updated look, more traffic, improved SEO, #1 in Google...while
these are common objectives, they are not good goals. None of
these are specific, measurable or time-based and because of that,
we don’t know how attainable they are.
The look is important, but it isn’t the goal. The look, UI and design
can be a step in achieving a goal, but they are not the goal itself. What happens when, six months later,
the new site smell wears off and you realize that, while the new site looks great, it still performs the same
as the old one?
When you have a goal such as “more traffic,” it doesn’t answer the following questions: How much
traffic? From what keywords? By when? Is it quality traffic? Instead, an example of a good goal would be:
“Increase leads by 10% by the end of Q2”. This goal is specific (10%), measurable (leads can be tracked),
time-based (by end of Q2) and likely attainable if increased traffic or increased conversions are addressed
in the website strategy and you have the budget.
Your technical requirements and updated look and feel will certainly play key roles in achieving your
goals, so they do need to be addressed, but it’s important to realize that those aren’t the goals but rather
steps to achieve the goals.
A good agency will help you develop a goal based website redesign strategy.

What are your goals for the site?
Are they specific? Measurable? Time-based? Attainable?
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The Right Agency

Many agencies will use similar technology and can deliver similar functionality. However, the success
of a project from agency to agency can be drastically different. Two websites with the exact same
functionality can have drastically different results because success often hinges on the working
relationship between the agency and the client. When it comes to client/agency relationships, there are
two primary types: 1) Employee/Employer and 2) Patient/Doctor. There is no right or wrong relationship,
but it is essential that it’s a fit for both you and the agency.
With the Employee/Employer relationship, the client provides information on exactly what they need,
and the agency or developer delivers back the work in exchange for a fee. If you know exactly what you
need and are simply looking for execution of that idea, then the Employee/Employer relationship may
be a good fit for you. These types of relationships are most successful with freelance web designers
and contractors, where an individual has a technical skill set you don’t, so they are brought in to simply
execute the idea.
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An alternative to this is the Patient/Doctor relationship. This is where you are looking to hire someone
whose expert opinion you respect and are willing to pay for. It’s not someone who you are simply paying
to execute exactly what you need. While work is delivered in exchange for a fee, you are looking for
guidance and a more consultative approach to accompany the execution of the idea.
At MODassic, we believe the patient/doctor relationship produces the most effective work. However,
we view it more as an “Athlete/Trainer” relationship. The primary reason for this is that, first off, our
clients aren’t sick, but also because an athlete has goals and the trainer develops a custom program to
help them achieve those goals. We believe that is the true role of an agency. We suggest you don’t hire
someone just because they have technical skills you don’t.
Instead, hire someone whose expertise, vision and process will deliver a better result than if you simply
got exactly what you asked for. That said, for an agency to be an effective “trainer” or “doctor,” they need
to be able to listen to their client’s needs and utilize the information their client has given them. After all,
nobody knows your business better than you—it’s the agency’s job to harness that information and use it
to create something special that will achieve your goals.
The last thing that determines a working relationship is what you expect to get out of your agency. Some
agencies only focus on web design, while others provide a more full service approach to marketing. We
believe the “web design only” agencies are a better fit for the employee/employer relationship. While they
may be great at web design, they often don’t view the bigger picture and see exactly how the website fits
into the overall marketing strategy.

What kind of relationship are you looking for?
A.) Employee/Employer
B.) Patient/Doctor (Athlete/Trainer)
Are you looking for an agency that is local, remote or out-of-town?
Are you looking for an agency that does all of the work in-house, or are you okay
with an agency that contracts out the development work?
modassicmarketing.com
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Stakeholders
It is extremely important that anyone
whose final opinion or approval will be
sought is involved at the beginning of
the redesign process and at critical
steps along the way.
Seeking a CEO or Board’s approval
prior to launch without them being
involved upfront is setting the project
up for failure. A project can only be
developed to meet the goals and
objectives that are clearly defined and
approved along the way.
A lot of time and money can be wasted if those stakeholders are not involved early on and at key
checkpoints, as you are essentially shooting in the dark and hoping they happen to like it.
Unfortunately, it is very common for many CEOs to want to delegate the project and then swoop in at
the end for approvals or to make changes. To be a successful project manager, it’s important that you
communicate to your superiors why this is a problem. They may be the CEO, but if you’re the project
manager, it’s your job to set and manage the project expectations. Doing so upfront will make your life a
lot easier, and you’ll be respected for showing them their value and why it is needed upfront.

Who are the key decision makers?
What will their availability be during the project?
How many people will be involved in the brief and approval stages?
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Additionally, design by committee is almost never successful and can often be worse than the swooping
in CEO. If you are part of a board or large organization in charge of redesigning a site, we recommend
forming a smaller sub-committee that has ultimate decision making power. This is most important on
more subjective matters like design approval.
In addition to those involved in decision making, it’s important that the agency has direct access to
anyone they may be collaborating with or needing information from during the project. This could be
your IT department, other in-house departments, or 3rd party companies or software that needs to be
integrated with the site. Good project managers facilitate direct access to those who need it and do so
as early as possible. Waiting until the week of the launch to talk to the IT department about the server is
setting a project up for failure.

What additional contacts need to be available?
IT Director?
Sales Manager?
Any 3rd party soft integrations?
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Metrics
Hopefully we’ve established that your website redesign should be goal focused and therefore it’s a nobrainer that analytics should play a key role. One of the most common sources of this data is Google
Analytics. If you don’t currently have Google Analytics (or similar), you should stop reading and go install
it on your site right now. It just takes a couple minutes. Go ahead, we’ll wait.
Even if you’re a month away from redesigning your site, that 1 month of analytics can provide very
valuable data so don’t just wait for the new site to get analytics installed. Seriously, go install it now. We’ll
wait right here for you.

Do you have Google Analytics installed on your current site?
How much traffic do you currently get from mobile devices?
20 - 40% of site traffic comes from mobile devices and mobile traffic is growing every year. Therefore
creating a site that is responsive for different devices from phone to tablet to desktop is essential.

What is the % of traffic to your site from each browser and version?

It’s important to know the limitations of older browsers and depending on the amount of traffic you get
from these outdated browsers may determine website redesign strategies.

What are the primary sources of traffic to your site?
Which pages are the most powerful?
Do you know which sites and channels provide most of your visitors?
Leads? Customers?
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Before you change the structure of your website it’s important to understand what is currently working
and not working with your existing site. Even an ugly and outdated site could be ranking well and driving
traffic to your site based on the keywords and content. It may not be a ton of traffic and it may not be
converting that traffic into leads or customers but before you redesign your site you want to make sure
that you maintain what ranking and value the site does have. You don’t want to launch a new site that
looks better but actually performs worse. Therefore, it’s important to take inventory of where you are.

Do you know what keywords you currently rank for in search engines?
Do you know what keywords deliver the most visitors? Leads? Customers?
Do you know the conversion rate of traffic into leads? Leads into customers?

Keep in mind: a web designer who doesn’t understand the importance and practice of proper SEO can be
more damaging than helpful.

Do you have a 301 redirect strategy? If you don’t know what that is make sure
your agency or developer does!
There is a good amount of work required in ensuring all the hard work you have put into establishing a
web presence does not disappear with your redesign. It may also be time to contact an agency to set
you up with a system that can track these metrics if you don’t already have a system in place. It’s more
than likely the metrics you need to measure involve not just visitors but leads and sales. Therefore, if you
don’t have a system in place that can track those things and provide “closed-loop reporting”, you should
definitely ask your agency about that.

What kind of reporting will be involved with the new website?
Will you implement Closed-Loop Reporting?
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Personas & Lifecycle Stages
Understanding your audience is not
only essential for positioning and
messaging, but also for converting
visitors into leads and then nurturing
those leads into customers.
97% of web traffic is not yet ready to
buy. However, a buy button or contact
form is the only conversion point on
most sites. That means your only call to
action applies to just 3% of your traffic.
You’re missing out on the other 97%.
To reach this other 97%, you must define audience personas and lifecycle stages so you understand what
your customers are looking for and need from you along each step of the buying process.
Personas are fictional representations of your ideal customers. These shouldn’t necessarily be who you
are currently doing business with, but rather who you want to be doing business with.
The more data you have on your customers and prospects, the more useful your personas can be. In
terms of data, we are talking about demographics, online behavior and educated speculation about their
personal histories, motivations, and concerns.
Let’s say you are a marketing manager at a hotel and the goal of your website is to increase your
reservations. Who do you want to attract? Your personas could be an independent business traveler, a
corporate travel manager, an event planner, a vacationing family, and a couple planning their wedding
reception. Each will have different needs and wants and will react differently to various offers and calls to
action.
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Here are three ways to help build your personas
1. Segment By Demographics
Research your existing customer base to identify the most common buyers of your products and
services. Assign characteristics to these buyers—job titles, roles, types of industry, company information,
and demographics. Then start grouping them, based on commonalities.
2. Identify Their Needs
Once you organize your persona groups, look at their needs. What problems can you solve for them?
What kinds of information are they most interested in? Do you see any trends emerging? The key here is
to think about their needs at each level of the sales funnel, not just when they are looking to buy from you.
When they aren’t actively looking to buy X, what else are they doing?
When they are looking to buy X, what are the top questions you get from them?
3. Develop Behavior-Based Profiles
You have their basic information and you have identified their needs. Now it’s time to learn more about
their behaviors. How do they interact online? What do they look for and how active are they in social
media? When they are on your site, which of your products do they spend the most time researching?

How many different buyer personas do you have?
What are the different goals and needs of those personas?

modassicmarketing.com
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Brand Assets
The key to great marketing is brand consistency. However, many
small businesses don’t have the proper brand assets defined or
readily available.
The most important brand asset is simply the vector version of your
logo. Far too often, a logo is created when a business starts and
years later that original vector file (Click here to learn about vector
files.) gets lost or nobody knows where it is. This happens because
the in-house employees just need .jpgs and more familiar file types in their day-to-day business and use
of the logo.
Other brand assets include your official color compositions and fonts, as well as brand personality rules
like tone of voice or image rules (stock images vs. real images, icons vs. photos). A big part of the project
process can be tracking down these assets or creating or defining them if they aren’t clearly established.
At MODassic, we create a brand ID and client kit for our clients as
part of the project.
The Brand Identity documents have all the brand information that
they need in a nice and organized fashion, so they always have it
readily available for future projects.

Do you have a vector file of your logo?
Do you have defined brand colors in CMYK, RGB, and hex?
Do you have official fonts used for both web and print?
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Content Management System (CMS)
Another key technology factor is the platform or content management system (CMS) that the new site
will be built upon. There is no reason for a modern website to not be built upon a CMS where you can
quickly and easily add and edit content.
At MODassic, we specialize in developing with WordPress as a CMS. While some think of WordPress as
just a blog or WordPress sites all looking the same, that couldn’t be further from the truth. In the hands
of a professional, there are zero layout restrictions and WordPress is the #1 web publishing platform in
the world, with numerous enterprise level brands utilizing it. While almost anyone can create a WordPress
site, we take things to the next level by specializing in customizing the backend specifically for our client’s
needs, making it easier for them to manage. Two WordPress sites could be identical on the front end, but
one could be much harder for a client to update and far less scalable depending on how it was developed.
While there are a number of good CMS systems
out there and numerous reasons why we prefer
WordPress, one of the most important things to
consider is that WordPress is open source and
therefore easily moveable and has the largest
number of developers worldwide who can work on your site. We would caution against any agency that
proposes using a proprietary CMS as that is a big red flag.

What specific content do you need to update? Everything or just certain pages?
Who at your company will be responsible for updating the site?
Are different access levels required?
Do you know what CMS platform it needs to be on? WordPress? Custom CMS?
Now that we’re talking about content management we need to talk about the most important, yet most
underrated element—content.

modassicmarketing.com
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Content
RFPs rarely mention content and therefore treat a website redesign as
an empty theme in which content will be dumped into after the fact.
If you’re going through the process of reading this redesign guide,
choosing an agency and developing a custom website, then you likely
have goals bigger than an empty theme can accomplish. The content on
your site will need to be strategic to attract visitors to your site and will
need to be compelling to convert that visitor.
Writing compelling, clear and strongly positioned search engine optimized copy isn’t easy, and just
because we can all write doesn’t mean we’re all great copywriters.

Are you writing new copy or importing old content?
Are you writing the content or looking for an agency or copywriter to provide content?
Once a site is launched, an ongoing content development plan is essential. If you’ve read about the
MODassic process, you know that we equate a great marketing machine to that of a human body. Your
branding is the skeleton, the brain is the strategy, the arms and hands are the calls-to-action that capture
leads and the heart and arteries are the automated lead nurturing
system that makes it all work. However, even when you have the
perfect body, you still have to feed it or it will die. The same is true
for your website. Your goals will determine the “diet” your site
needs. You can survive off bread and water, but just like an athlete,
if you have more ambitious goals you may need to do more than
that. The primary way to feed your site is through an ongoing content strategy. This needs to be planned
for in the initial redesign. According to Hubspot, “Companies that blog receive 57% more traffic and
receive 97% more inbound links.”
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Don’t think of a blog as a journal—instead think of it as a way to talk to and attract prospects around every
detail of your business and address all the questions they may be asking and searching for. Posts should
be geared toward your target personas at a particular stage of the sales funnel and should be optimized
around keywords that they will be searching for.
A 100-page website ranks higher than a 10-page one that covers the same market 99% of the time. That
said, we agree that a site should be simple and clearly explain your positioning and services in just a
few very easy to digest pages, which is why the blog is a great outlet and place to continuously develop
and place all of the ongoing content that will draw in new traffic, without making your site feel like it’s
overwhelming. Your core pages are still limited and simple.

Do you have an ongoing content plan?
Who within your company is responsible for creating new content?
Does your copywriter understand SEO?
Does your copywriter understand the company’s positioning and tone from brand
guidelines?
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Images
Just like copy, photography is one of the most powerful yet underrated
assets. It doesn’t matter if you are using original or stock photography,
choosing the right images is extremely important, and there is a big
difference between good stock photography and bad.
It’s extremely important to make sure you have rights to any content you plan to use. Don’t waste your
time finding images in Google image search. You can’t use them, and we’ve seen clients receive hefty
fines for using images they weren’t licensed to use. If you will be uploading photos of your products or
projects, there are some key questions that need to be answered before you start the redesign process:

What kind of images do we want to use?
Who will be sourcing or creating these images?
How many images will you be uploading?
What is the total file size and disk space needed for these photos?
Do we have original high resolution copies of these images?
Do you have the ability to crop or resize the photos if needed?

These need to be discussed upfront so there are no technical surprises or bottlenecks in getting the
images ready for the site.
You may have heard the term “retina display” if you recently purchased a new smartphone or laptop.
These monitors display at a much higher resolution. For website and apps to support retina display, the
images uploaded need to be nearly twice the size that they will actually be displayed.
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Once you have your images, there are a few key points to note in how you will be getting those images to
your developer. Here is what we recommend.
TIPS FOR GETTING IMAGES TO YOUR WEB DESIGNER:
It is best to provide the original, un-cropped images.
If you do plan to crop or resize the images, keep the originals in a folder and provide those as well in case an
image needs to be re-cropped or adjusted.
Don’t put images in a word document.
Don’t send multiple emails with a handful of images attached to each.
Each image should be an individual file that is properly labeled.
The images should be organized within one zip folder so they can be downloaded all at once, not having to
download each file individually.
The images should then be delivered on a USB drive or via a service like dropbox, google drive or wetransfer
which allows you to send large files that are too large to email.
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Social Media Integration
We often see the social media strategy of a new site
condensed down to a single line in an RFP, and it often just
calls for links to social media sites. Putting a Facebook or
Twitter icon on your site is not social media integration, and it’s
certainly not a social media strategy.

What networks does your target audience
participate on?
How do you feel your brand can join the conversation and not just interrupt it?
What kind of content on your site could be shared on social networks by your clients
and fans?
Who is in charge of creating this content?
Who within your company is responsible for creating and managing social media
content?
How do you plan to monitor the success of a social media strategy?
While many of these things seem like they could be addressed separately or after a website redesign,
it’s important to discuss a social strategy in conjunction with a website redesign so it can be properly
integrated. Your site should be at the center—the hub of the wheel out to all of your other networks. Those
should all come back to the site. Content should live on the site and be distributed out. Social content can
also be pulled in to the site.
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Responsive vs. Mobile Site
The number of visitors from mobile devices and tablets to websites
across all industries and all demographics has been skyrocketing. The
mobile web is no longer the future; it’s already here.
Mobile websites were an early solution to handle serving up web content on a smaller device like a
smartphone. A mobile site is a separate site that detects what kind of device a visitor is using and
redirects them to the mobile site if the device is a smartphone. This was a good solution at the time, but
things have changed. Today it seems like there is almost an infinite number of different sized devices
from various phones, several tablet devices and netbooks. Even on desktop computers there is a wide
range of monitor sizes. It’s not practical to have a site
for every possible device size, right?
That is where responsive web design comes in!
Reponsive web design is one website, not two, so
you’re no longer updating two sites. It’s a single site
that adapts and adjusts to the size of a browser
window regardless of what device the user is on. It
gets rid of that pesky pinch and zoom and provides a
great user experience across any device.
User Experience - Responsive design also allows you
to focus on the users intentions on different devices.
For instance, if most visitors to your site from a mobile
device are looking for your contact information, you
can use responsive design to have a large contact
button that is easily clickable appear on smaller
screens so someone looking up your site on a phone
would have a nice, easy-to-click contact button.
modassicmarketing.com
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Domain & Web Hosting
Spending a full day trying to track down and get access to a hosting
account or domain registrar can easily cause a project to go over
budget and miss a launch deadline. Especially if you wait until launch
day to get that info.
The first thing to do is make sure you have access to your domain registrar and current hosting account.
The domain registrar is where your website address or URL is registered and can be different than your
hosting account. Without access to your domain registrar, you are in jeopardy of losing the website
address to domain squatters that have automated purchases set to snatch up expired domains the
second they expire. We’ve seen nightmare situations where a company has let that expire and situations
where an ex-employee was the only one with access. It’s critical that you have access to that.
Hosting is often an after thought and viewed as “all the same”; however, it is extremely important and
should be addressed in the planning stages. Ideally, a new site should be developed on the server where it
will ultimately reside to avoid any surprises or conflicts upon launch.
In addition to just an FTP login, you should also have a control panel (cpanel) or account login.
As for hosting requirements, there are a number of solutions, but the primary “levels” of hosting are:
shared, VPS (or cloud) and dedicated. Shared hosting is the cheapest option and can be an okay solution
if your site doesn’t get a lot of traffic, but the biggest downside of shared hosting is that your site resides
on a physical machine with hundreds (sometimes thousands) of other sites. If one of these sites gets a
spike in traffic, it can cause your site to go down. The opposite of shared hosting is a dedicated server
where your site is the only site on a physical server. If your site receives a large amount of traffic, this
is the ideal solution; however, for many small businesses it can be overkill. A great solution for small
businesses is a VPS or cloud solution. VPS stands for Virtual Private Server and is the best of shared
and dedicated. With VPS, your site is on a physical machine with other sites; however, each is a “virtual”
machine that can be rebooted independently, so other sites don’t affect your site.
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Where is your domain registered/account info?
Where is your site hosted/account info?
Is it a Linux or Windows server? Is one required for any reason?
Do we need to or plan to move hosts?
Will your email be running through the web server or through email exchange?
Do you have any unique security requirements for testing and launching?
Do you need SSL for anything?
Do you need a merchant account for e-commerce and accepting payments online?
Do you need shared, VPS or dedicated server?
When addressing technical requirements, it’s important to determine upfront any 3rd party API
integrations that will be needed with your site. This can include integration with your CRM, email
marketing platform, and other 3rd party API integrations.

Are there any 3rd party systems that our site will need to integrate with?
Do we have proper access to these accounts?
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Sitemaps, Wireframes & Post Types
Wow - 26 pages in and we’re just now ready to start designing
something?! That’s good planning!
Unfortunately, everything discussed before is generally skipped over,
and most companies and agencies are already off redesigning the site.
Lucky for you, you’ve done the proper planning and are now prepared to
actually make this site.
The first thing you’ll do is develop a sitemap and wireframes, which is often referred to as information
architecture as it’s the plan for how all of your content fits together.
A site map is a visual map of all the pages on your site and the hierarchy of these pages. One thing to
remember though is that a good website design provides a number of different ways to get to different
content so keep that in mind as you develop your sitemap you aren’t creating a bunch of isolated dead
end branches. It’s a good idea to test a few sample user journeys through your sitemap.

How will different visitors flow through your sitemap?

Wireframes are simple line drawings of page layouts. With a wireframe you are worrying about
the content that is on the page and the priority of that content—what needs to be seen first and
communicated the most. You aren’t worrying about exact placement or design details. Each page that
has a unique layout should have a wireframe. There will be many pages that use the same template and
those can all share a wireframe template. Many people make the mistake of locking into their wireframes
too much that they don’t allow for flexibility in the design stage. Wireframes aren’t just unstyled designs.

What is the goal of each page?
What key elements need to be on each page?
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A “Custom Post Type” is a term specific to WordPress, but the concept applies to any site or CMS.
These are groups of content or pages that will follow the same layout and will contain the same set of
information.
For example, if your site has a staff page that features your team members, you may want a Staff custom
post type. By creating a staff custom post type, you would be able to easily add/edit staff members in the
backend of your site and display them dynamically. Other examples of custom post types are portfolios,
products, events, job postings, testimonials, case studies, property listings—basically anything where over
time you’ll add and edit things that all have the same set of fields and that will follow the same layout.

What custom post types will you need for your site?
For your site to be dynamic and efficient, content relationships should be defined so that you won’t
have to make 1 change in 20 different places. For example, if you created a custom post type for your
products, you may want to pull product information into multiple places across your site. If you edit your
product, it should also be updated dynamically everywhere else on the site that it appears.

What content will be shown or linked to in multiple places across your site?

modassicmarketing.com

27

WEBSITE REDESIGN GUIDE

Design
Once the wireframes are approved, you are ready to start designing.
You want the designer to use the wireframes to guide what content is
on each page and the general priority and organization of the content;
however, they should still have enough design freedom to bring the site
to life and make important design decisions.
Because you’ve done all of this planning up front, your designer should have a clear direction of the
goals and what the site needs to accomplish. Therefore, the old process of getting 3 completely different
design comps should no longer be relevant. That is generally a process done where you haven’t done
the homework up front or if you are simply choosing from random, pre-built themes and not developing
a custom site. If you really feel the need to see multiple options, you should instead focus on slight
variations within a certain theme instead of completely different design concepts.
We highly recommend viewing inspiration sites with your designer to determine the style and aesthetic
you are looking for. If you don’t have inspiration sites and are looking for your designer to guide that
process, they should be more than happy to show you some sites they like and that use a design style
that they think would be great for your project. As you search for inspiration sites don’t limit your search
to websites within your industry.
A good designer should be able to help define what that style is so that you can ensure the whole site fits
within that aesthetic. You don’t want certain parts of the website to use flat design icons while other parts
use more 3D icons. The whole site should look like it lives within the same dimension.

What sites do you really like?
What specific elements do you like about those sites?
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We think Pinterest is a great way to collect inspiration sites and create a moodboard of websites you like
as well as creating boards for specific design elements you like. For example, you may create a board
that just shows a certain illustration style you like or another board that shows examples of typography
you like.

Do you like a flat design or a more 3D, skeuomorphic design?
Will there be a defined icon style or illustration style?
What modern trends in web design do you want your site to have?
Video background, Parallax scrolling, Grid based, etc?
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Testing & Launching
Web design projects usually take longer than anticipated, and the main culprits
are often delays in feedback at checkpoints, waiting for content, hosting
access dilemmas and backtracking from improper planning. If you plan
properly, you can keep your project on time. However, proper planning allows
plenty of room for testing. Too often there is a push to launch the moment
initial development is done without leaving time for proper testing.

Is there a key date or event that you need it by?
It’s important that testing and debugging not be viewed as a “problem” at the end of a project and instead
viewed as a part of the process. Agencies and clients that don’t plan for it often panic when they feel they
should be done and then see something that needs adjusting or debugging. Both the agency and client
should be involved in testing

To allow for testing, initial development needs to be completed by what date?
Besides checking for broken links and obvious visual errors, what needs to be
tested? Test Orders? User account levels? File uploads? Contact forms?
Do you have ability to test on different browsers and devices?
In doing this, it’s important to understand the difference in browser capabilities and that they won’t all be
identical and older browsers will have limitations. These expectations should be discussed upfront.
When developing a site, things will evolve and change and you’ll naturally come up with new ideas. This
is great, and some of these new features should make it into your launch. But it’s important to be able
to draw a line in the sand. Many people try and get every new idea into an initial launch and this can
eternally delay a project. It’s important to draw that line in the sand to get phase 1 launched. With phase 1
launched, you can start testing and analyzing its performance before moving onto additional phases.
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Post Launch—CRO
Cheers! You launched the site!
While you should certainly celebrate

opportunity
gap

the launch of your new site, the work

Full Redesign

continues. We’ve already discussed the
concept of needing to “feed” a site with IMPROVEMENTS
an ongoing content plan. Once your

& INVESTMENT

opportunity
gap

site is up and you’ve implemented your

Full Redesign

content plan, you also need to make
sure you are closely monitoring your

THE OLD WAY

Full Redesign

THE BETTER WAY

metrics and utilizing those metrics to
constantly improve your new site.

TIME

A complete website redesign is a massive project where companies invest thousands of dollars and
hundreds of man hours every 3-5 years and sometimes every 5-7 years. While a complete website
redesign is likely needed at this point, once you’ve launched your new site the last thing you should do
is just let it sit for the next 5 years. Conversion Rate Optimization is a better way forward. Instead of a
massive redesign every 5-7 years, plan for constant feedback loops and data based iterations. This will
keep your site constantly current and performing at its peak.
The last thing we will mention here is website back-ups. Many good hosting providers offer daily backups so if anything ever happens to your site, you can simply roll back to a previous version of your site
within the last 30 days. Always make sure you have regular back ups.
Many businesses fail to have any post launch strategy or don’t think about it until after a site has been
launched. It’s important to make the post launch strategy part of your original website redesign plans and
part of your budget.
Good luck!
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Conclusion
A website redesign is a much more complex project than many people realize. The good news is if you’re
reading this you’re likely not one of those people and will be just fine. A website is no longer just an online
brochure for your company. For most businesses it is the hub of your entire marketing strategy. Too many
people simply throw money at a website to make it look more modern. The problem is after 6-months
that new site smell wears off and they quickly realize that while the new site looks good it still performs
no better than the old site and they simply wasted
all of that time and money.
By thinking through everything in this website
redesign guide you will be armed with the
information to make a strategic approach and
ensure your website redesign project is a success.
The most important thing is finding the right agency

?

to be your partner and guide you through this
process. If you’re looking for that agency, we’d love
to chat with you.

CONSULTING

PROJECT BASED

FULL SERVICE

We work with clients upfront

We work with clients on

We work with other clients on

to develop a comprehensive

one-off projects, from

an ongoing, full service basis

marketing strategy playbook

rebranding to web design

as their marketing department

modassicmarketing.com

32

