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HOTSHEET

WEBSITE REDESIGN 101

Websites—now more commonly referred to as digital platforms—are the 
lifeblood of any organization or outlet’s online footprint. When done well, 
websites tell the story of the organization and serve the needs of the visitor 
with equal precision. 

Over the last 10 years, with the rise of personalization technologies, and 
adjacent movement in the public sector to regulate data privacy and 
ownership, there’s a lot to contend with when building a digital platform 
that is performant, secure, and on-brand. And, as importantly, websites 
can be expensive to build and difficult to maintain. That’s why approaching 
a new website or website redesign with each step of the process in mind 
can make the difference between a disappointed or delighted team and 
readership. 

This hotsheet provides a roadmap for what to expect and how to plan for 
a successful website redesign from project kickoff through launch. Good 
luck!

Understanding Project Phases
All website projects should include four phases: (1) Discovery, (2) Strategy 
and Design, (3) Development, and (4) Launch and Ongoing Maintenance. 

1. Discovery
a. The discovery phase exists to define the contours of your project, 

including who the stakeholders and decision-makers are on your 
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project, how you’ll measure success, which audiences you’ll 
prioritize, what content and functionality must exist, what the 
budget and timeline are, and how you’ll phase out less-critical 
platform needs

2. Strategy and Design
a. During the strategy and creative phases, goals, budgets, and 

timelines are translated into audience insights, information 
architecture, content strategy, data models, user experience 
design, creative direction, design comps, wireframes, and 
accessibility requirements.

3. Development and Migration
a. Once information architecture, data models, wireframes, and 

creative direction are in place, developers can begin creating the 
new website and migrating data and content over from an existing 
entity. 

4. Launch, Training, and Ongoing Maintenance
a. All teams should be aligned on both when and how the new site 

will launch, how the launch news will be distributed, and what 
troubleshooting will look like during the initial launch. Critically, 
teams should have a plan in place for all stakeholders to understand 
the new site’s systems and governance as well as how to measure 
the new site’s performance over time. 

A good rule of thumb is this: The slower and more careful your team is 
during Discovery, Strategy, and Design, the more quickly a site can be 
developed, and the less expensive (and painful) it’ll be to maintain over 
time. 

So, while you may be tempted to skip over certain considerations during 
Discovery, Strategy, or Design, we’d encourage you to take these two initial 
phases as seriously as development itself. With that, let’s dive into how to 
get the most out of each phase of the project. 

Phase 1: Discovery
The discovery phase exists to define the contours of your project, including 
who stakeholders and decision-makers are on your project, how you’ll 
measure success, which audiences you’ll prioritize, what content and 
functionality must exist, what the budget and timeline are, and how you’ll 
phase out less-critical platform needs. 

Tools in this phase: Mural, Menti

• Identify stakeholders, project roles, and decision-making roles
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 ○ Even with small teams, the most critical piece of any website 
redesign is to determine who will usher the project from kickoff to 
completion, and who will be the decision-maker for each phase. 

 ○ Identifying Stakeholders and Project Roles:

 ■ Who within your organization and board should be included? 
Will you be using a community-centered design process, and 
if so, who from the community do you aim to serve will be 
included in the project’s phases? To what extent? How and 
where will you share information? What expectations will there 
be for feedback, and on what timeline? This group of individuals 
will comprise your project team. Start here. 

 ○ Decision-making Models

 ■ Organizations often use a DARCI model to (Decider, 
Accountable, Responsible Consulted, Informed) to enable 
project success. Once stakeholders are identified, we suggest 
applying this DARCI model to key project phases, including 
approvals for: Project Brief, Strategy Brief, Creative Direction, 
Wireframes, Design Comps, Budget, and Development Timeline. 

• Survey for project goals and measures of success

 ○ Create a quick Google survey to ask Stakeholders core questions 
like: 

 ■ What’s your role on the project? 

 ■ What would resounding success look like for you and your 
team? 

 ■ What are the challenges you foresee? 

 ■ What are the opportunities? 

 ■ What websites do you look to as shining examples of success? 

 ■ What about those we should avoid replicating at all costs? 

 ■ Send out the survey in advance and review responses before 
designing a discovery workshop for the project team. 

This simple exercise will give you a sense of where alignment is most 
necessary, and where there is momentum to build on. 

• Alignment Workshops

 ○ Get everyone in a room, even if it’s a Zoom room, to run through a 
series of critical discovery exercises to determine priorities. We 
recommend exercises on the following questions:

 ■ Organizational Goals: What is the organization’s purpose in the 
world?

 ■ Project Goals: What are the goals of developing a new website?
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 ■ Priority Audiences: Which 3 audiences (be specific!) will the 
new platform primarily serve?

 ■ Key Performance Indicators: How will we know that the new 
platform is successful? 

 ■ Content Strategy: What content is most important for visitors to 
see? What story does it tell about the outlet? What information 
does it give to a visitor?

 ■ Creative Direction: How must the new platform look and feel to 
best engage priority audiences? 

 ■ Engagement Modeling: How will the new platform engage 
audiences beyond the website experience? Where will their 
data go, and how will the team follow up with interested 
readers?

 ■ Features and Functionality: How will the website feel when 
visitors interact with it? What goals do these features serve? 

 ■ Existing Platform Ecosystem: What existing software is already 
in place? What functions does each serve? Which of these 
must exist in relationship to the new platform? Where are there 
redundancies that can be eliminated?

• Content Analysis

 ○ If there is an existing platform that includes any analytics tools—
Google Analytics, Parse.ly, and Chartbeat as three of the most 
popular in the media industry—review content for performance. 
Look at which pages and site sections:

 ■ Are most likely to attract new visitors

 ■ Convert those visitors to paid subscribers or email lists

 ■ Drive the most traffic from search

 ■ Have longest time on page 

 ■ Drive most pages per session

 ○ Understanding what content on an existing platform is linked 
to each of these perspectives will help determine what content 
must be migrated to a new platform, and how a new information 
architecture will best serve priority audiences. 

 ■ For example, if an analytics review finds that in-depth articles 
on environmental justice are most likely to attract new visitors, 
but those articles are either sparse or buried somewhere within 
the existing site, the project team may consider elevating a 
section on environmental justice to the main navigation of a new 
platform.

5. Audience interviews and surveys

 ○ Once a discovery workshop has concluded, the project team 
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will have done two things: (1) determined which audiences the 
new website will primarily serve and (2) generated a plethora of 
assumptions about what kinds of content, features, and functionality 
will best serve that audience towards the organization’s primary 
goals. These assumptions will best serve the project if they are 
tested against early audience insights, so:

 ■ Design a brief audience survey, and, if possible, conduct 4-8 
interviews with representatives from priority audience groups. 

• For interviews, ask questions that pressure-test assumptions 
made about the new platform, like: Are you likely to 
subscribe to a newsletter on environmental justice? If yes, 
what kind of content would most entice you to do so? How 
often would you want to see new content? 

• On the survey, be broader: Ask questions like: How often 
do you visit our website? What kind of content do you most 
value? Why? What would make you value our platform 
more? Less?

• Project Brief

 ○ At this point in the discovery phase, you will have an enormous 
amount of information in-hand. From stakeholder perspectives to 
alignment workshop outcomes to audience insights, it’s time to 
outline exactly what the website project entails: Just the facts. 

 ○ This project brief should be 1-2 pages at most, with sections on:

 ■ Stakeholders

 ■ Audiences

 ■ Goals

 ■ KPIs

 ■ Key Features 

 ■ Core Software Platforms 

Present it back to the project team for review and approval. 

Phase 2: Strategy and Design
During the strategy and design phases, goals, budgets, and timelines 
are translated into audience insights, information architecture, content 
strategy, data models, user experience design, creative direction, design 
comps, wireframes, and accessibility requirements. 

Tools in this phase: Google Slides, Lucidchart, Figma, Optimal Workshop, 
Mural



6

STRATEGY

• Strategy Brief

 ○ The strategy brief builds on the project brief by offering a 
perspective and approach that best reflects the goals and brand of 
the organization. This brief should tell the story of what success will 
look like through a clear narrative. Sections should include:

 ■ Context: Under what context is this project being done? Where 
does the organization situate itself within the industry and wider 
world? Why must this project succeed?

 ■ Challenges: What are the primary challenges that this project 
will address? How do they fit together?

 ■ Opportunities: Should this project be a resounding success, 
what opportunities will be grasped in this moment? How should 
those opportunities beyond budget and timeline be addressed?

 ■ Takeaways: When audience members visit the new platform, 
how will they feel, what will they learn, and why will they return?

 ■ Phases: How will this project be phased? What will be 
prioritized? 

 ■ Transformation: When this project is complete, how will the 
industry, audience, or world be changed?

• Information Architecture, Navigation, and Audience testing

 ○ Information Architecture is one of the most important components 
of your redesign. Simply said, this is your sitemap, which Google 
uses to crawl your content and share it back with users when they 
search. Creating an intuitive, clear, and non-cluttered filing system 
has a major impact on how Google ranks the quality of your site, 
thereby determining how much traffic you can drive with SEO. 
Many websites receive upwards of 65% of all traffic from search, so 
nailing this phase is critical.

 ○ Think of information architecture like a file structure. Which folders 
you choose to create, and what content you decide to put into 
each folder—the way you decide to organize your content—will 
be directly reflected in the URL structure that search engines and 
users see in the search bar when navigating your site. 

 ■ For example, in the URL: www.magazines.com/sports/hockey/
montreal-canadiens-win-again, you would have home, main, 
sub, and page-level content organized. 

1. Home: Magazines.com (this is your domain name)

2. Main: Sports

3. Sub: Hockey

4. Page: Article: Montreal Canadiens Win Again
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 ○ To develop your IA:

 ■ Bring forward your list of top performing content from your 
Content Analysis. 

 ■ Bring forward your audience goals: 

• What content, regardless of performance on past platforms, 
are your top audiences looking for?

 ■ In both of these lists, which main topics are most important? In 
the example above Sports is our main topic. Arts, and Opinion 
would be good examples of others. Come up with as many as 
you need, keeping in mind that these main topics translate into 
your main folders. Make sure to cull for overlap and combine 
where topics are too similar. 

• Once you have determined your main folders, begin to 
decipher where content groups should live within those 
folders, called Sub Folders. 

• Once Sub Folders are clear, you can begin page-level 
organization for existing top content and anticipated future 
content. 

 ■ Ultimately, Your Home, Main, Sub, and Detail levels will 
constitute your sitemap. Designers and developers will 
likely expect both a visual representation of this Information 
Architecture as well as a spreadsheet. 

• Visual: This aid is for alignment within your project team. 
Does everyone agree that information should be organized 
this way? Leave time for review. 

Here is a sample visual Sitemap, using Apple, the computer company, as 
our example:
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 ■ Spreadsheet: During a content migration, developers will need 
to know exactly how to move content from any existing folders 
to their new folders. This spreadsheet aid will show existing 
and new folder relationships. For example, if the folder “Sports” 
used to be called “Sporting-Events” they’ll need you to clearly 
state that you intend the existing “Sporting-Events” folder to be 
renamed to “Sports”. The same is true for subfolders.  

Further reading on Information Architecture

 ○ Navigation

 ■ Though your Information Architecture will determine how 
your content is organized and understood by Google, your site 
navigation will determine how visitors on the site will interact 
with your content. 

• In a bookstore, if Information Architecture is the way that 
booksellers have organized the books, the Navigation would 
be the way that bookshelves are laid out and the signs on 
them designed. 

 ■ Often, there is a 1: Many relationship between Navigation: 
Information Architecture. For example, visitors may be able to 
navigate to content in the Sports section from many points on 
your navigation, including: 

• Upcoming events

• Scores and results

• Opinion (and so on)

 ■ To create your navigation and properly title sections, consider:

• What information visitors will be looking for

• What exact phrases and words visitors often use

• What your organization must prioritize, regardless of what 
visitors need (for example: Subscribe, Donate, or About Us 
sections)

 ■ Ultimately your navigation should have a visual map that looks 
similar to the Information Architecture example displayed 
above. 

•  Where your IA is critical for a developer to understand how 
to organize content and build your new site, your navigation 
visual is critical for a designer to bring the wireframes to life. 

• That said, while IA is often set and more difficult to change 
(a change to the IA means that Google will need to re-crawl 
the site), navigation can be tested and optimized on the site 
level without impacting search volume.  

Further reading on Navigation
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• Site Pages: Content Types and Entity Relationship Diagrams

 ○ Websites are typically built out of a combination of Page Content 
Types, Hard Coded Pages, and Basic Pages. 

 ○ Content Types

 ■ Content Types refer to the different types of content that you 
know you’ll routinely want to replicate. Think of Content Types 
as templates with specific structures and components that vary 
in purpose. 

• For example, your organization may need different templates 
for Articles, Events, and People. 

• Each of these templates include components 
(“modules”, “blocks”, or “chunks” are other terms you 
might recognize here for components) and fields (field 
example: author name) that are included by default. 

• To know if you need a specific Content Type, ask whether 
you’ll need to consistently replicate the kind of page, and 
whether the page itself has specific fields and components 
that must always be included. 

• For example:

• Pages that are articles always have a headline, byline, 
body text, and likely a taxonomy term. 

• Pages that are people bios might always have a photo, 
name, contact information, and so on. 

• Pages for subscribing to a publication might always 
have the item to purchase and payment information.

 ■ Once you’ve determined the number of specific content types 
that your site will need, you’ll want the designer to mockup each 
content type to understand how the site will begin to look and 
feel. 

 ○ Themes

 ■ Most of the time, platforms like WordPress, Wix, Squarespace, 
Drupal, and HubSpot will allow you to choose from a specific 
Theme to get your website started. 

• A “Theme” is a starting set of Content Types, features, and 
functionalities grouped together that you can build on. 

• Starting with a Theme saves time and money: You won’t 
have to custom-build common Content Types, and you can 
spend time tailoring existing content types to meet the 
specific specifications of your organization. 

Further reading on Content Types and Themes
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• Audience Testing 

 ○ Most organizations don’t think about asking for feedback until a 
new site has been launched. Don’t make this mistake. Before you 
even head into wireframes and designs, find out how intuitive your 
information architecture and navigation would be for visitors by 
using a tool like Tree Testing in Optimal Workshop. Using a tool like 
this, you’ll be able to create a list of common tasks that are likely 
behaviors for priority audiences and then test your new navigation 
for clarity. Common behaviors include:

 ■ Subscribe to our publication.

 ■ Become a member.

 ■ Find today’s news. 

 ■ Subscribe to our email list. (and so on)

 ○ By using Tree Testing, you’ll uncover places where users are not 
quite finding what they need either based on the language you’ve 
used or the way you’ve organized your content. 

 ○ This step pressure tests against your assumptions and saves lots of 
time and money on corrective site updates post-launch. 

• Taxonomy

 ○ Your taxonomy is the tagging system that can be used to further 
categorize content within an Information Architecture. 

 ○ Many sites rely on taxonomy systems tag content with more 
specific terms to return accurate Search results. 

 ■ Taxonomies include Terms and Tags. 

• For example:

• Term: Sports

• Tags: Hockey, Soccer, Baseball, 

• Term: Arts

• Tags: Visual, Performance, Music

 ○ You’ll want to come up with a taxonomy system for your site to be 
able to further filter content for site visitors. 

 ■ To determine a term versus a tag, consider the level of 
granularity. 

• Entity Relationship Diagrams and Your Data Model 

 ○ An entity relationship diagram can be done during the strategy 
phase of your project, or just before development. Depending on the 
complexity of your site, your team will want to work with a strategist 
or developer to map out your Entity Relationship Diagram. 

 ○ ERDs allow developers to understand which Content Types and 
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Fields are associated with each other, and how your site’s database 
will be organized, comprising the Data Model.

 ■ An ERD helps map Content Types and Fields (as well as which 
direction field-level data flows within your site). For example: 

• An Article (Content Type) always has an Author (Field). 

• An Author (Field) always has a Person Page (Content Type). 

 ■ Ultimately, you’ll hand off a visual diagram for the site that looks 
something like this: 

Further reading on Entity Relationship Diagrams

• Features and Integrations

 ○ Features

 ■ This one is fun. Unlike Content Types, ERDs, Taxonomies, and 
the more technical Information Architecture pieces, Features 
are all about what you want a visitor to be able to do on your 
site. 

 ■ You’ll want to set aside an hour either during the Discovery 
Workshop or after you’ve determined your Information 
Architecture to discuss Features. Features are page-level 
components that will make up the bulk of a User’s Experience. 

• Most Platforms and Themes choices will have a set of 
associated features that exist out-of-the-box, but you’ll want 
to be sure that you know which your organization needs to 
prioritize should there be specific needs or custom requests. 
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• A feature can be anything from a video to a podcast 
player to an email subscription module to a pop up. 

• Keep in mind that if you’re using different platforms 
to host media, such as YouTube, SoundCloud, or even 
TikTok or other social, you’ll want to be sure to include 
these in your list to be sure they are embedded properly. 

 ○ Integrations

 ■ Most organizations are using many different platforms to 
host off-site functionality, like email marketing, social media 
management, direct mail, donor management, events, and 
fundraising. 

• Where an email subscribe module would be considered a 
feature, the software platform that makes the functionality of 
that module possible is the integration. 

• A common example of an integration would be using 
WordPress as the website platform, and MailChimp as 
the email service provider. 

 ■ These software platforms are critical to the platform ecosystem, 
and before building anything new, you’ll want to take the 
opportunity to identify:

• How do these platforms serve your organization?

• Is there overlapping functionality?

• Do these systems integrate with each other, and if they do, 
is the integration sufficient?

• Will these platforms ultimately integrate well with your new 
website platform?

As part of your discovery process, you’ll want to be sure to create a list of 
integrations that are currently in use, their functionality, and the directional 
data flows. This list should be delivered to the development team sooner 
rather than later. 

DESIGN
Once the Strategy Brief, Information Architecture, Navigation, Content 
Types, Features, and Taxonomies have been developed, your new platform 
is ready for applied design. 

• Wireframes 

 ○ Wireframes are the first step to bringing a new site into a 2D vision. 
Simply put, wireframes are the blueprint for a new site. No colors or 
fonts are applied in this phase. 

 ○ Tools like Figma, Sketch, and Invision make mocking up content 
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types simple and easy. For simpler sites, skipping the wireframe 
stage is possible by selecting a Theme that suits an organization’s 
needs for Content Types. 

 ○ Use wireframes to share the overall site vision with stakeholders 
and get feedback early. 

 ■ Though most sites are largely comprised of fixed Content Types, 
some pages might be singularly designed, like the homepage for 
example.

• Having a designer mockup, a homepage wireframe can be 
very helpful to get stakeholders aligned on what’s “above 
the fold” and how information is prioritized. 

 ■ Questions to consider during wireframe reviews:

• Are there any content types missing? 

• What about features? 

• Do wireframes reflect the initial KPIs that we set for the new 
platform?

• Do pages mostly look like they have content in the order that 
you would expect it to be in?

 ○ Creative Direction

 ■ If your organization has existing brand guidelines, a design lead 
may evolve these guidelines to apply to your new website. Be 
sure to uncover:

• What do you like about your existing brand?

• What might you change?

• Are colors and typographies aligned with WCAG 2.1 
Accessibility Guidelines?

• Should the visual styling of images, icons, or illustrations be 
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updated for the new site? 

 ■ Once these questions are answered, the design lead may 
present the project team with two or more creative directions 
to apply to the new digital platform. Often, these creative 
directions will include:

• Typography 

• Colour palate

 ■ And treatments for:

• Images

• Iconography 

• Illustration

Don’t miss this opportunity to update your brand guidelines and choose a 
creative direction that best serves your organization’s digital platform. What 
works for print will need to be tweaked to suit the digital format. 

 ○ Design Comps

 ■ Once wireframes have been approved and a creative direction 
has been chosen, the design lead can integrate both to create 
design comps. 

 ■ These comps will bring your 3D site to life and will look and feel 
like your new platform. 

 ■ Ask for the designer to create comps for as many important 
pages as possible, including the homepage, so that your team 
may understand exactly how the new site will be experienced 
by users. 

 ■ Using a tool like Invision or Figma, your design lead will be able 
to create a clickable prototype of your new platform.

• Share these design comps and the clickable prototypes for 
feedback. In some cases, your team may want to take on 
another round of user testing, asking volunteers to navigate 
pages using a specific set of common behavioral prompts. 
More feedback during the prototyping phase will again 
mean less spend correcting UX issues down the road. 

 ■ Design Specs for Development

• Importantly, these design comps will provide not just 
Content Type-level guidance for developers but should also 
offer specs for exactly how developers should build and 
style specific features and components.

• Typically, the designer will work with the development 
team to hand off a comprehensive design library (Figma 
makes this easy) to begin the build. 
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More on wireframes, design comps, and clickable prototypes. 

 ○ Accessibility requirements

 ■ In the digital environment, accessibility means ensuring that 
your website can be used by all types of visitors, regardless of 
how they access the internet. This might mean:

• Using a screen reader

• Using high contrast displays

• Navigating with a keyboard versus a mouse versus a track 
pad

• And more…

 ■ Ensuring that your new site is WCAG 2.1 compliant is critical 
to both legal compliance as well as SEO. Designers and 
developers should keep these standards in mind throughout 
their processes. Here are a few pieces of WCAG standards that 
you’ll likely recognize right away:

• Alt-text for images and buttons

• Font colors that appear in high contrast displays

• Clearly organized sitemap

• Use Schema.org best practices for structuring body content

More on Accessibility Compliance and WCAG 2.1 Standards

Phase 3: Development
Once information architecture, data models, wireframes, and creative 
direction are in place, developers can begin creating the new website and 
migrating data and content over from an existing entity. 

Tools in this phase: G2, Newspack

Developers should support your team in selecting the best website platform 
(CMS) for your organization’s needs. 

• Questions that may help guide this decision should include:

 ○ How much time do we have in-house to dedicate to website 
maintenance?

 ○ How much technical expertise do we have on the team?

 ○ How much content do we expect will need to be custom built?

 ○ How many different integrations do we have, and what platforms do 
they integrate with?

 ○ How much can we afford to pay to maintain our site on a monthly, 
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quarterly, or annual basis?

 ○ Do we prefer to use proprietary software, where there is a monthly 
fee paid to a company, or do we prefer to use open-source 
platforms, where there will be an ongoing cost to an individual in-
house or on-staff to support our technical needs?

 ○ How often will we need new content types developed, or new 
integrations created?

• CMS options

 ○ There are countless platform options to consider. The most common 
are:

 ■ WordPress, Drupal, Squarespace, Wix, and HubSpot

 ■ That said, based on your answers to the questions above, you 
can:

• Use the CMS comparison tools at G2 to determine what 
platform may be right for your team. (Screen shot below)

• Work with a developer who has a strong preference for a 
specific platform. 

• Most websites, especially in the publishing industry, are 
built on WordPress.

• In partnership with the Google News Initiative, 
Automattic (WordPress’s parent company) developed 
Newspack for publishers. 

• Newspack’s product is intended to offer publishers all of 



17

the content types, features, SEO resources, and revenue 
generating components that are necessary to run an 
independent outlet. 

• Development

 ○ Once you’ve identified which CMS you’ll use, and your designer has 
handed off design files to the development team or developer, it’s 
likely going to be a bit quieter. 

 ■ The strategy and design phases require intense involvement in 
decision making. 

 ■ The development phase requires patience and attention to 
detail when the time is right for feedback. 

 ■ Be sure to have a list of content types and features that are 
prioritized by Key Performance Indicators. The most important 
content types and features should be developed first, or in the 
first phase. 

 ○ Be sure to have a set schedule for demos throughout the 
development process, and an identified point of contact on the 
project team for the development team or developer to interact 
with. 

 ■ Often, quick feedback is necessary to keep the team unblocked. 

 ■ Depending on the complexity of the site, demos should be 
offered as project milestones are completed. At the very least:

1. Content types built out with minimal creative direction 
applied

2. Creative direction applied, integrations active and ready to 
be tested

3. Pre-launch: Site is nearly ready to go live. 

• Migration and Content Staging 

 ○ Existing Content

 ■ Migration, migration. For organizations with existing sites 
moving into a completely new site architecture, or even a new 
domain, migrating content properly is critical. 

• The initial spreadsheet created during Information 
Architecture to map existing folders to new folder structures 
plays a critical role here, and as developers migrate over old 
content, this mapping should be double checked (both at the 
content level as well as the field level). 

 ■ Once content is migrated, quality assurance (to be sure that old 
content formats well within the new site vision) will mean the 
difference between a polished site and a site that feels hap-
hazard. 
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• Leave ample time for a team within your organization to 
review content on a dev site and make cosmetic updates 
within the new page editor.

 ○ New Content

 ■ Content staging simply means getting new (and existing) 
content set up on the new site. This could mean old content that 
now fits into a new content type, or entirely new content (like a 
homepage, or an about us page, for example)

 ■ Content staging can take a long time, so be sure that your team 
will have enough space before launch to build out new pages 
using new content types. 

 ■ Often, this is one of the most onerous tasks of launching a new 
site, and engages designers, content strategists, and editors.

• Quality Assurance

 ○ QA should be built into every phase of the process, and after each 
development demo, the team should be looking at what might not 
be formatting properly. Ultimately, you’ll want to control for how the 
site appears in:

 ■ Mobile

 ■ Devices 

 ■ Web Browsers

 ■ 3G/5G/Ethernet/Dial Up

Tools to expedite Quality Assurance

Phase 4: Launch, Training, and 
Ongoing Maintenance
All teams should be aligned on both when and how the new site will launch, 
how the launch news will be distributed, and what troubleshooting will look 
like during the initial launch. Critically, teams should have a plan in place for 
all stakeholders to understand the new site’s systems and governance as 
well as how to measure the new site’s performance over time. 

• Launch

 ○ Communications plan

 ○ Content that drives visitors (other than just announcing the launch)

 ○ Google Analytics properly embedded

• Training

 ○ If your team doesn’t know what’s important about the new site, it 
will not be performant.
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 ■ Set up trainings with your team to cover the basics, like how 
to stage content, what fields are critical or required based on 
each content type, how to ensure that pages are accessible for 
all users, and what SEO best practices are for headlines and 
content. 

 ■ Follow up with a Content Governance guide, including how to 
apply brand guidelines and why adhering to WCAG standards is 
critical for legal operation. 

 ■ Check back in: After 1, 3, and 6 months, teams should have an 
ongoing training in place to understand what works on the site 
and what needs to be made clearer. 

• Optimization and ongoing reporting

 ○ Make sure analytics tools, likely Google Analytics, Parse.ly and 
other performance-tracking platforms, are properly embedded 
before launch. 

• Maintenance

 ○ There’s no such thing as a free website, and ensuring that your site 
is secure, updated, and adhering to accessibility standards is an 
ongoing effort. Be sure to retain a developer on-staff, on contract, 
or work with a SaaS company to stay in compliance. Having a 
website is like having a body: You must maintain it, and even when 
you do, it’s still going to break down from time to time. 

Conclusion
Redesigning a website, or building a new one from scratch, can be a 
massive undertaking. But, when done with intention and careful planning—
and when all stakeholders involved feel included and clear on the 
goals and priorities of the project, new websites can be a tool for larger 
organizational alignment and innovation. Be sure to set a decision-making 
framework early on, spend extra time explaining terms and project steps to 
those who need clarity, and you’ll be well on your way to a platform that not 
only houses content, but shares a powerful story about your organization 
and invites visitors to join the conversation. 
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