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[bookmark: _Toc147936183]Business/organizational goals

Develop scalable communication tools, able to adapt to different geographical areas - and to eventually serve MB&Associates (MBA) as well - to better present the company values, capabilities, reputation conveying a distinctive “personal touch”. 
Keywords: luxe, personal touch, speed, dedication, endurance, right-brain+left brain, push vs. pull, going the extra mile, value candidates, transparent, international at the core.
The tools will serve mainly to:
1) Business Development actions for existing and prospect clients to reinforce the Partner’s actions. Being a virtual presentation for new potential clients 
2) Inform candidate, stakeholders (suppliers, competitors, banks, etc. ) and journalists  
The tools will deployed as:
1) An institutional presentation:
a. Will serve as “brochure” 
b. Customizable in real time via MS PPT
c. Developed by a seasoned graphic designer
d. Scalable to be used for MB&A and Designer Projects
e. 
2) A new website:
a. Consistent with momentum of the Company
b. Consistent with the printed material (same Designer, Photographer and PM)
c. Up to date from a technical and interface point of view
d. Accessible to client and Search Engines
e. Able to set the difference from our competitors in the online world
f. Scalable and able to link mini-sites (e.g. India by Design, see section) 
[bookmark: _Toc147936184]User goals and needs
Both the Presentation and the Website will be designed with a top-down information architecture assessment. As the name implies, this approach helps to understand the big picture and work down toward the details of delivery, page content, content structure, graphic and flow. The prospects users are profiled on the base of fictional examples of a target audience member to eventually design the interface that they will use. 
[bookmark: _Toc147936185]Clients
Senior Executives/CEO (see Senior Executive below) N.B. Our existing client rarely browse our web site, this and the following category has to be considered prospect client or former clients looking for an update. Senior Executives and CEO have literally no time for browsing: the experience should be “wow: this company is different”. They are likely to get to the site either searching for our Company or Partner’s names.
Head of HR and/or HR people, seasoned professional, in most cases they know the industry inside out, being familiar with the “bla bla” content seen many times they are likely to be eventually attracted by a different interface, pictures, videos, fonts other than “Times new roman” namely provide a feeling that they don’t’ get from most of the competitor’s sites. 
[bookmark: _Toc147936186]Candidates
Junior to Senior Executive, from 36 to 56 years old, higher education mostly male, fluent in English and at leas another European language with a salary level of 160.000 Euros or more. Equipped with up to date technologies (computer, mobile phones, tablet, etc.) either provided by their own companies or self financed. Generally speaking attracted by the word of fashion or high end branded goods and sensible to quality and details (quality of picture, print, touch). While some of them are digital savvy other still need a very simple and intuitive interface when it comes to web interaction.
Junior Managers, from 28 to 35 at the beginning of their managerial career, at least two European languages and probably a third spoken with a salary level between 70,000 to 110.000 Euros. Higher education, web savvy and pretty much familiar with new technologies. More likely to upload the cv and leave contact for future opportunities. 
Professionals, from 24 to 28 at the beginning of their professional career, they ended up on the website either via search engine, referral or during a job seeking activity. This is not a target of the site but the existence of the segment must be acknowledged and the site should clearly state the scope and seniority of the projects discouraging them to invest in the contact until they will gain a 7/8 years experience in the fashion/apparel sector.
[bookmark: _Toc147936187]Others
Journalists, fashion journalist and generally, member of media/press that might use the site to gather basic information about the company, without using third party sites where we cannot control the content (see deep-linking problem)
Stakeholders, service providers and other companies working for Sterling
Competitors, different player in the executive search/consulting industry willing to gather competitor intelligence information. The site will be specifically designed to keep the “allure” of exclusivity, confidentiality and respect hence no information regarding the current projects; Client’s names or insights on business development strategy will not be shared on-line.   
[bookmark: _Toc147936188]Content constraints
[bookmark: _Toc147936189]Presentation
No specific content constraints since the content are highly customizable using a simple tool as MS PPT or MS Word 
[bookmark: _Toc147936190]Website
No specific content constraints relative to the core content of the site. Due to the nature and the confidentiality of the business it is unlikely to have fresh content to update the site on a regular basis. Hence, a feeling of “update content” and “recent stuff” will be provided using:
1) Pictures - pre loaded - that automatically show according to the seasons 
2) A specific content area that will be easily updated with graphs and/or short case studies every 4 months circa (e.g. mapping projects, talent scouting, etc.).
[bookmark: _Toc147936191]Technical constraints
[bookmark: _Toc147936192]Presentation
The constraints are specifically linked to the scalability of the presentation. The pages need to be printed in our office environment where 2 critical constraints are:
1) Paper format: A4 or A3 (e.g. a foldable section)
2) Margins according to the printer
The project will define the graphic solutions taking into account this two constraint and will eventually (Phase 2 to be deployed Q1 2011) lead to create a packaging to contain and deliver the Presentation and make it standing in the crowd of “plastic-binded” presentations. Being this former designed for any A4-sized document will basically be a multipurpose packaging/folder (e.g. CP or PR for very demanding clients) 
[bookmark: _Toc147936193]Website - status quo
The actual website appear evidently dated with a late ‘90 style, heavy use of animation and Flesh solutions neglecting search engine optimization and some key usability approaches that at the time the site was designed where not widespread in countries like France or Italy being relegated in American speaking countries and partially UK.
Hereafter a summary of the key issues possibly leading to missed opportunities either for brand awareness or business development:
· Dated design showing lack of founds or attention for our image 
· The site was designed and developed with an early version of flash, actually easier create is virtually inaccessible by search engines. See Appendix 1
· The site was designed when the sole browser on the market used to be Internet Explorer (over 70% MS) the scenario changed dramatically with IE becoming the second browser after Firefox (>50% MS in 2010). 
· Many users, for personal or corporate reasons, are unable to visualize Flash website due to their network settings and the site shows like a black windows.
· Further, the site is not accessible from Ipad or other tablet based on Apple OS and not optimized for mobile visualization. Below a picture of the site for user without Adobe Flash:
[image: ]

· The colors of the site are too dark and somehow gloomy not conveying the value of energy, transparence and openness that makes Sterling distinguished. A different use of dark and gray would deliver better a top/luxurious concept of service…
· We do not get any relevant data from the web site, namely how many people actually browse the website, from which countries etc. since the great part of the user drop the site just after the intro with a bounce rate* over 60% (i.e. over 60% of visitor do not go over the first intro animation)
· The “send cv” is designed within a pop-up, again a late ’90 heritage. Currently almost 80% of user have pop-up block enabled on their computers. See Appendix 3
· Total absence of Search Engine Optimization (SEO) best practices leading to a slow site inaccessible to Google or any other search engine. No “deep linking”, the ability to link to a specific page in a site, affects a site’s visibility in search engines and the overall web ecosystem. Test: if looking for “Michael Boroian” or “Patrizia Ciompi” you may get everything but the Sterling website having basically no control of the content regarding the two managing partners…
· Not scalable, the flash framework does not allow any expansion but only some minor content adjustment
[bookmark: _Toc147936194]Current Analytics
Some useful information collected from the current website:
On average -year based- only the 15% of user that lands on our website go to the second page after the intro and only 40% of visitors remain for more that 5 sec.
Operating systems: OSx 43%, WinXP 37%, Win7 10%, Vista 10%
Resolution: 1280x1024 53%, Unknown 27%, 1024x768 15%
Browsers:
[image: ]
Country of origin:
[image: ]
More detailed data could be collected at: StatCounter.com (user. STERLING; psw. STERLING) 
[bookmark: _Toc147936195]New Website - constraints for future development 

1) Hosting details, waiting information from our service provider INDIGO.
2) Commitment to arrange at leas 2/3 meeting each year to verify the site status and elaborate updated content (detailed to be discussed with the agency) 
[bookmark: _Toc147936196]Project constraints
To develop an final version of the website in English by the end of December to test and adjust the content before the go live by the end of 2010.
[bookmark: _Toc147936197]Presentation development methodology
To be defined
[bookmark: _Toc147936198]Web site development methodology – Detailed Description
[bookmark: _Toc147936199]Deployment
Project boundaries definition, budgeting, project plan, costs and scheduling, project design. This phase includes requirements collection (both user and system), detailed definition of project scope, identification of actors and external systems involved
1. Identify constraints (e.g. customer IT standards to be honored, etc.)
2. Identify integration needs with “external” systems (systems outside the scope of the project e.g. Troy, Outlook, etc.)
3. Analyze collected information
4. Discover additional requirements
5. Sketch the solution
6. Refine work-plan, identifying risks and variations and allowing decision-makers to give directions to manage them
[bookmark: _Toc147936200]Architecture
In depth architecture analysis, use cases, possible prototyping. This phase elaborates all info collected to design the solution (prototypes to test design and usability)
1. Design overall system and application architecture
2. Design data model
3. Develop prototypes – visual to contain the costs
[bookmark: _Toc147936201]Production
Project development. Design, implementation and testing. Pre-production go-live (beta release). During this phase the solution is developed, tested, and validated.
1. Design site architecture (front end)
2. Environment setup
3. Test & fix system (integration test)
4. Plan deployment phase involving all interested parties
[bookmark: _Toc147936202]Transition
Final project hand-off: Implementation, final testing, integration and go-live. This phase deals with everything involved in going live with the real system in the production environment
1. Deploy the web application
2. Final testing
3. Staff training on application features
4. Go live

[bookmark: _Toc147936203]Information architecture
[bookmark: _Toc147936204]Competitor and top-down analysis – Executive summary
[bookmark: _Toc147936205]Methodology 
Each selected competitor website will be rated according to the criteria listed below (Criteria10.4). Using a 1 to 5 scale where, 1=bad, 2=poor, 3=fair, 4=good, 5=outstanding compared to the industry average. The current Sterling website will be rated last.
To obtain a better understanding of the future information architecture, where possible, all printed material available from competitor has been analyzed to eventually spot best practices and ideas. 
[bookmark: _Toc147936206]Competitors analyzed:
www.thembsgroup.co.uk Recognized, and growing, UK company
www.kornferry.com Sizable listed player with a strong American imprinting 
www.fspsa.com Small “Cabinet” comparable to Sterling highly recognized in France
www.sterling-conseil.com The actual website to redesign 
Other website may be analyzed before the project’s kick-off 
[bookmark: _Ref146784199][bookmark: _Ref146784215][bookmark: _Toc147936207]Criteria 
[bookmark: _Toc147936208]Home page
· How informative is the home page? 
· Does it set the proper context for visitors? 
· Is it just an annoying splash page with multimedia? 
· How fast does it load? 
[bookmark: _Toc147936209]Navigation
· Is the global navigation consistent from page to page? 
· Do major sections have local navigation? Is it consistent?
[bookmark: _Toc147936210]Site organization. 
· Is the site organization intuitive and easy to understand?
· Does the site convey a clear sense of its intended audience? 
· Does it use language in a way that is familiar to and comfortable for its readers? 
· Is it conversational in its tone?  
[bookmark: _Toc147936211]Links and labels
· Are labels on section headers and content groupings easy to understand? 
· Are links easy to distinguish from each other? Or are they ambiguous and uninformative ("click here" or "white paper")? 
· Are links spread out in documents, or gathered conveniently in sidebars or other groupings? 
[bookmark: _Toc147936212]Search and search results. 
· Is the search engine easy to use? 
· Are there basic and advanced search functions? 
· What about search results? 
· Are they organized and easy to understand? 
· Do they give relevance weightings or provide context? 
· Do the search results remind you what you searched for? 
· Readability. Is the font easy to read? 
· Are line lengths acceptable? 
· Is the site easy to scan, with chunked information, or is it just solid blocks of text? 
[bookmark: _Toc147936213]Performance. 
· Overall, do pages load slowly or quickly? 
· Are graphics and applications like search and multimedia presentations optimized for easy Web viewing? 
· Is the site accessible via mobile/Ipad
· Is the site accessible via major browsers
[bookmark: _Toc147936214]Content. 
· Is their sufficient depth and breadth of content offerings? 
· Does the content seem to match the mission of the organization and the needs of the audience? 
· Is the site developing its own content or syndicating other sources? 
· Is there a good mix of in-depth material (detailed case studies, articles, and white papers) versus superficial content (press releases, marketing copy)?
[bookmark: _Toc147936215]Findings section
Most of the -site except MBS Group- are definitely dated with a “corporate” appeal without a lean IA that keeps the navigation very hard at times. Even the specialized players doesn’t convey a “we get fashion and luxury” feeling and since the site are the navigation slow is boring with no pace. Almost no customized photographs but few Partner’s pictures. Only MBS, that is basically built around a Blog run by the Managing Director is more actual and takes into account some basic SEO tactics. All the site except FDSPAC have the job post listed on the site and provide some sort of newsletter. None of the site has an internal search engine (for details see appendix)
[bookmark: _Toc147936216]Discussion & recommendations section
· Very simple and clear IA
· Internal Search
· Quality pictures 
· Consistency from page to page
· Foresee the opportunity to refresh the web site look easily e.g. new pictures add videos etc.
· On site SEO
· Easy and QUICK registration form for those willing to send us CV
· Multiplatform 
· FAST
· Trans country UX: having an UX that won’t “immediately” be associated to a country of origin by the style of the web design. e.g. KornFerry.com is über American while MBSgroup.com looks too English…

[bookmark: _Toc147936217]
Basic SEO on-site features
All the SEO/SEM activities has yet to be defined and analyzed in detail, hereafter a selection of basic features that should be deployed or implemented during the Production phase. All the below activities are strictly focused on Google optimization; other adjustments may be required during the production phase to take into account other search engines.
1. Keywords discovery & selection
2. URL optimization and same site link texts
3. Minimize the loading time and generally the “speed” of the site. Use the Asynchronous Google Analytics code to grant functions under all circumstances
4. Optimization of texts for specific keywords, relevant to the important sections (H1, H2, etc.). Body Text optimization (emphasis, keyword density and proximity, etc. to be discussed and provided by Sterling)
5. Breadcrumb to help navigation and the cross-linking
6. Optimization of picture (upload time, tag, etc.)
7. Define sitemap page called up to the search engines and Robots.txt
8. The 404 should contain links to main categories/Home page and maybe a search box.
9. Title Attributes, Title tag and Metadescription to better present the website within the SERP
[bookmark: _Toc147936218]
Next 12 months strategy

[bookmark: _Toc147936219]End 2010
1. Digital New Year’s wishes to drive traffic to the new website. Reinforce brand awareness and put the spotlight on a lighter and quicker organization, even more transparent/open and ready to support client.
2. Final decision and testing for the packaging (to be delivered early 2011)
[bookmark: _Toc147936220]Q1 2011
1. Meeting to assess site performance and deploy eventual actions
2. Implementing videos and videos interview in the web site and add QR codes to the presentation to allow offline reader of the presentation to access content via mobile, Ipad etc.
a. Video is the “big thing” on the web, through videos is possible to convey company values and put on the first line the Partners interviewing with journalists in Paris and/or Milan, NY according to long term Business Development objectives.
b. Video or video interviews with journalists represent and interesting and sticky content in the mind of client or candidates browsing the web despite being a great tool for online visibility and search optimization (NB the site will be already video enabled and ready to embody them into the design.
c. High quality video (cheep/homemade things are NOT an option in this case…) are not been implement by any competitor in a consistent way and is a huge opportunity to convey difference/personal touch.
d. Realizing at least 1-2 videos to start and 1-2 each year
e. From a first analysis the budget for 2 videos (same location, photographer, movie maker, postproduction, etc.) is from 4,000 to 6,000 Euros.
f. Decide whether to create a video “India by Design” as extra feature
g. Instance of QR code to be eventually added to the paper presentation to create interaction and “play” after the actual Live presentation or BD meeting:
[image: ] The code will send to the videos via BB/Iphone or any web-enabled phone. Code can be generate for free and remain proprietary.
h. A QR code could be put on the sticker to close the presentation packaging as well, transforming the packaging itself in an interactive item for few Euros (200 Euros to print customized stickers e.g. some round with the sterling logo + squared with a QR code)

[bookmark: _Toc147936221]Q4 2011
Implementing the video Nr. 2 (e.g. an interview wrapping up the “fashion year”) to leverage the Christmas and New Year season  
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