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Before You build
or redesign



What We will cover today

1. Purpose

2 . Bra nding

3 . Stra tegy
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purpose01
 Who are you? 
 W ha t is your business?  W hy a re you in business?

 W ha t a re your business/ ma rketing goa ls?

 W hy do you need a  website?  O r W hy a re you redesigning?

 W ha t do you wa nt to a ccomplish with your website?

START W ITH THE BASICS
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Branding

 Business plan, target market, differentiators, positioning 
sta tement, ( W ho, wha t, how, when a nd why) , vision, mission

 The Ta ngible – Na me, logo, ta gline, colors, ima gery, 

 Bra nd Tools – This is where your website comes in.  

 La unch Your Bra nd – Interna lly a nd externa lly

 Build Your Bra nd – Don’t stop a t the la unch.   W ebsites ca n 
cha nge overtime to develop your position in the ma rket.  

BRAND BEFO RE YO U BUILD!
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strategy03
 Blueprint – Na viga tion a nd Site Ma p

 Function – W ha t do you wa nt your visitors to do?  ACTIO N!

 Systems a nd Softwa re – Hosting, pla tforms, pa ge builders, themes 
a nd templa tes, softwa re a nd plugins

 Esthetics – la yout a nd design ( colors, fonts, ima ges, gra phics, video, 
positioning, look a nd feel)

 Content – wha t do you wa nt to sa y to your visitors?

 Performa nce – set up reporting for the key indica tors tha t show the 
success of your purpose, bra nding a nd stra tegy work?
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strategy
 Build it right and they will come
 Keep them on your website a nd ensure they ta ke the correct 

a ction
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 Mea sure your success a nd ma ke necessa ry cha nges

 Evolve the stra tegy with your business a nd the ma rket
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Make your website 
work for you

W  E  B   H  E  A  D  S    U  N  I  T  E  D     |    August 24, 2023



WELCOME!

Robert Coxe

          robcoxe@silphiumdesign.com
814-775-0005

silphiumdesign.com



Blog (Weblog) = a informational website or online journal that 
displays posts by one or more entities and has links to 
comments on those posts.  These posts can contain text, 
images, videos, or links to other pages and posts.

What is a Blog?



After your website is launched, work can begin on your blog.  
A blog is like laying crab pots.  The more pots (posts) you 
write, the more crabs (users) you can catch.  I am not calling 
your users crabs, but I think you get the idea.

When to Create a Blog?



● Drives website conversions.
● Establishes you and/or your company as an authority in 

your subject/industry.
● Develops interactivity and relationships with your 

customers and encourages engagement.
● Reinforces your brand.
● Differentiates your business from your competitors.

Benefits of a Blog



● Blogs have a longer lifespan than ads, are considered 
effective by marketers and may provide the biggest return 
on investment.

● However, it can take 6-12 months to see the investment.
● Be sure to add clear call-to-actions to the blog posts in 

order to drive the engagement and get conversions.

Drives Conversions



● Content from your blog can be used to provide social media 
content.

● Make sure you adapt the blog content to the format of the 
particular social media you are using.

● You can use an RSS feed to automatically send blog 
posts as emails, newsletters, and to selected social media 
channels.

Social Media Content



Social Media Channels
● Social Media

● Facebook/Instagram – PeerTube/Pixelfed
● X (Twitter) – Mastodon
● Pinterest
● Linkedin
● Quora/Reddit

● Other Sites
● Wikipedia/Medium



● A blog post can provide more information about a particular 
topic than an ad can.  With a blog you can:

● Answer Frequently Asked Questions
● Provide News and Information on the company
● Can build credibility/authority and show you know your 

industry building trust.

Builds Trust



● A blog can spotlight the differences of your company 
versus your competitors.

● Having consistent blog posts can reinforce present your 
brand and company to your target audience/market.

● Use keywords related to your companies products/services 
to help communicate your message effectively.

Differentiate/Reinforce



● It can take a lot of time to rank on Google and get traffic.  
● About 4-6 months (~75 posts) or more depending on 

your niche.
● It takes a lot of consistency and persistence.
● You have to believe you will get there.
● The competition can be fierce for rankings.
● You have to promote your blog outside of your site.

Drawbacks of a Blog



ChatGPT/AI
Artificial Intelligence (AI) is making its ways into the world of 
blogging.  It is yet to be determined what affect this technology 
will have.  A personally written blog will have more expression of 
your business.  However, if you use this technology:

● Make sure the information generated is accurate.

● Use the text generated as a suggestion and go from there.



● Example
– McMullen House Garden Shop

● Blogging Resource
– Ryan Robinson (has a guide to blogging and free 

tools you can use).  (https://ryrob.com)

Example and a Resource

https://shop.mcmullenhouse.com/


● Contact Silphium Design LLC
– 430 E Main Street, Titusville, PA 16354
– robcoxe@silphiumdesign.com
– https://silphiumdesign.com
– 814-775-0005  

Questions/Comments

https://silphiumdesign.com/


WANT A BETTER website?  

COLOR

Freshen Up with the 3Cs!

Paula Roberts, M.A.   www.aquacrg.com

CONTENT CALLS TO ACTION



Build with your brand color. Consider 
 monochromatic, analogous, triad color
schemes. Add depth with darker and lighter
versions of colors. 
Two places to test out options, get hex codes
https://color.adobe.com/create/color-wheel 

       https://coolors.co

 START WITH COLOR THEORY 



Color can denote everything from credibility to
outrageousness, luxury to speed. Be sure your color
choices won't compete with your values and goals.
Look at colors in your industry. Check colors used by 
 your customers, competitors, vendors, adjacent
industries.

REMEMBER, COLOR SETS A MOOD 



As designers, we are trained to balance
white (negative space), black,
(headlines/illustrations/color elements),
and gray (blocks of text). 
Don't try to fill up your page. 

Our eyes need places to rest. 
Negative space makes important items
stand out. 

 USE THE RULE OF THREE! 



 TRENDS - No color/SELECTIVE COLOR

http://thesum.ca/index.html


 TRENDS - No color/SELECTIVE COLOR

https://lachapelle.com/
https://lachapelle.com/


TRENDS - Dark Version WEBSITES

https://webflow.com/made-in-webflow/website/Nexxt-Group


TRENDS - Dark Version WEBSITES

https://webflow.com/made-in-webflow/website/MaxJolescom


 Trends - PANTONE color of 2023

Source: https://daveyandkrista.com/trending-color-palettes-for-websites/

https://daveyandkrista.com/trending-color-palettes-for-websites/
https://daveyandkrista.com/trending-color-palettes-for-websites/


 TRENDS - BENJAMIN MOORE 2023 color

Source: https://daveyandkrista.com/trending-color-palettes-for-websites/

https://daveyandkrista.com/trending-color-palettes-for-websites/
https://daveyandkrista.com/trending-color-palettes-for-websites/


trends - logos

Source: https://looka.com/

Vintage aesthetic
Modern mid-century
Blinding lights
Down to earth
Post-apocalyptic futurism

1.
2.
3.
4.
5.



Your website needs to tell your
story. Describe your service or
product as though you're
talking to a past customer or
your kindergarten teacher.

content - write for humans



https://awesomemotive.com/projects/


Don't forget to include keywords
that will tell the robots how to find
you! Think about what people
search for. If you create watercolor
paintings, you want "fine art" and
"artist" on your website, too! 

content - write for GOOGLE



As your customer, I want to
feel heard. I want to look
great in your brand, or feel
good because of my
purchase. Show me you can
help me achieve my hopes
and dreams. 

Does the shoe fit?



Millenials consider
authenticity in 90
percent of their
purchases!  

content trends - BE YOU!



55% of page
views last less

than 15
seconds!

trends - SKIMMABLE  CONTENT!

https://grette.no/en/


55% of
page views

last less
than 15

seconds!

trends - SKIMMABLE  CONTENT!

https://www.obama.org/


Search engines like 1000 words. But
people? We like about 300 words.
Make your point quickly and break
up dense or long articles. 

trends - SHORT & SWEET CAN BE COMPLETE

DON't FORGET NUMBERED LISTS!

TL;DR



Consider the 50/50 rule for text and visuals.
content trends - illustrate it!

https://mailchimp.com/annual-report/mailchimp-hq/


Search engines like 1000 words. But people? We like about 300 words. Make your point quickly and break up dense or long articles.



CTAS - MAKE THEM EASY TO FIND 
You'll get more than twice as many clicks.



 Keep it simple.
 Use action verbs.
 Create urgency.
 Be creative. 

1.
2.
3.
4.

 HOW TO WRITE A CTA

Source: Hubspot

https://daveyandkrista.com/trending-color-palettes-for-websites/


Save 50%
Try 30 days free
See why hundreds switched
Shop fall outfits 

2023 Trending ctas to get you started

Get weekly goodies 
Sign up for your escape
Remember everything 
Get started (for free)
Give us a try
Continue Get the bundle



Creative Strategy 
Digital Marketing 

Website Design/Content 
Blogs and Social Media

Speaking, Press/Media 

30 Years Marketing & PR 

Paula Roberts, paula@aquacrg.com

We make communicating fun, effective
and memorable!


