




BUILDING A SITE 

THAT MATTERS
OP CHAMBER PRESENTATION



THREE CRITICAL 

COMPONENTS OF 

YOUR WEBSITE

Brand Definition1

User Experience3

Brand-led Design2



BRAND 

DEFINITION



THINK OF BRAND 

AS THE OPERATING 

SYSTEM

Your website isn’t the start of your 

story – it’s the interface of your 

brand. Without a well-defined brand, 

the site can look great, but only at a 

surface level.



SPECIFICITY LEADS 

THE WAY

Who are you serving? 1

How will you show up?3

Why do you matter to 

them?

2



DEFINING ONE 

CORE BELIEF

Every great brand runs on a singular 

conviction. It’s ownable and unmistakably 

yours. This iwill help give your site gravity. 



BRAND DEFINITION 

EMPOWERS SITE 

DECISIONS

You will create a navigation system that 

reflects priorities, better content hierarchy, 

voice consistency and conversion moments 

that move people.



FOUR KEY ROIS OF 

BRAND + WEBSITE

Improved engagement1

Increased loyalty3

Elevated recall2

Market differentiation4



BRAND SETS THE 

STAGE. TECH TAKES 

IT FROM THERE.

Finding your voice and edge in market is 

important. But what is just as pivotal, is 

finding a technology partner who 

understands every design decision and 

user experience matters. 



BRAND-LED 

DESIGN



UNCOVER WAYS TO 

MAKE YOUR SITE 

COMPELLING

Design is brand in action.

It translates belief into navigation, 

hierarchy, visuals, and copy that 

move people.



BIGGER THAN THE 

SUM OF ITS PARTS

Small site, big experience. Menu 
design showcases the full depth 
of community life, making use of 
every page section on the site.



IMMERSIVE 

CONNECTIONS

The design brings the brand to life, 
maintaining authenticity and vibrancy 
through colors, animation, 
messaging, and representation in 
images.



USER 

EXPERIENCE



MAKE YOUR SITE 

CONNECT AND 

MATTER TO USERS

The right user experience allows the 

brand to come alive through the way 

the site flows and interacts.



PRIORITIZING 

FEATURE

DEVELOPMENT

What does the user 
need?

1

Where do we have 
capacity to do better?

3

What needs do we meet 

well?

2

How can we efficiently 

deliver the best 
experience?

4



TURN INSPIRATION 

INTO ACTION

When the user is inspired by the site, 
they need the site to become a 
partner to help them act.



FOCUS ON BRAND 

STRENGTHS

The market differentiator drives the 
choices in where investment will be 
made in custom features.



CONSIDER STAFF 

CAPACITY

Strategically decide when to stretch 
or provide resourcing to create the 
best user experience.



REMEMBER YOUR 

PARTNERS

Your existing vendors and community 
relationships increase what's 
possible, what's affordable, and 
what's desirable.
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