HOW TO WRITE
A WINNING
WEBSITE DESIGN
BRIEF IN

9
EASY STEPS
You know you need a new website, you know it needs to be
aesthetically pleasing and user-centric but when the first
draft arrives you’re disappointed…
We’ve put together a step-by-step on how to create a design
brief that guides your design team’s overall direction and
communicates with the developers effectively. Having a
well-defined brief helps designers focus on the right tasks
and deliver great work.

1

OVERVIEW
OF THE
BUSINESS

Start things off by drawing out key information about
your business.
You could include:
• Background information
• Size of business
• Industry
• USPs
• Business structure (who’s who!)
The purpose of this section is to give an overview for everyone
involved in the project at a glance. It’s also useful here to give a
brand and identity overview (or include your branding document
if you have one!).

REQUIREMENTS

2
Also known as the project scope, this section should be as
specific as possible for example:
• Sitemap
• Key functionalities (for example, the goal of the website)
• Special functionalities (for example, is it e-commerce?
• Does it need a particularly complicated form?)
• Does your website need to engage with other software
(for example Mailchimp?)
• Technical requirements (such as who will be hosting the
site? Do you need SSL?)
The first draft of this section is really a discussion point for
you and your designers to make sure all parties are clear on
how the website is going to function.

3
DEFINE
YOUR
AUDIENCE

If you don’t already have your buyer personas in mind, now
is a good time to create them! You want to know exactly
who your website is aimed at so that you can build a
website specifically for their needs / wants and behaviours.
Start by asking yourself the following questions:
• Who is the customer of your product/service?
• How do they use your product/service?
• What are they currently using (if applicable?
• What are some key pain points you can solve for your
customers?
• How does your solution benefit them?
• Is there a particular event that triggers the search for
your service/product?
Knowing this information is key to your designers so they
can build your website with UX (user experience) in mind
and ensure the flow of content is just right.

4

COMPETITION
AND “LIKES”
This is a great opportunity to list a few of your competitors
and a few examples of websites you’ve come across that
you really like.
Anything marketing-related for your own business can be
really personal and letting someone else take the reins can
feel a bit scary! This section is key in showing your personality whilst also educating your designers on competitors.

Good design should solve problems. What problem is your
website solving from your perspective?
Ask yourself these questions:
Do you need more leads?
Are you selling directly?
Is it brand awareness or education you’re hoping to
achieve?
Determining the goals and objectives of your design project
helps with direction and focus. For example, if the company
needs website design services for a landing page that encourages sign-ups, the focus could be on optimisation and
testing button placement and colour to get a higher clickthrough-rate.
Whichever agency you decide to partner with, will be able to
help guide you through this process and make sure you and
your team understand technical aspects of what’s needed.

GOALS
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6

INVENTORY
Providing any existing creative elements or extra
information such as other marketing materials is really
helpful here. If you aren’t including a rebrand in your new
website exercise then it’s good for your designers to see
how your new website can fit in with your existing efforts.
This is also a great exercise to do anyway as you might
find that there are elements missing that could be
detrimental to the end look and feel of your new website.

SCHEDULE
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Have you got a go-live date in mind?
Is there a specific reason for this?
It’s key here to be transparent about any deadlines you have
in mind and why, so that your designer can be clear about
what’s expected and set your own expectations realistically.
We can work alongside you to ensure deadlines are met and
supply extra resources should it be required.

8
DETERMINE THE
BUDGET
Your budget is an essential aspect of any project. Both
parties must agree on the budget from the start, as the
budget dictates the work that will be done. In the brief,
it’s important to give a breakdown of the budget for
each service provided.
It might also be wise to add in some contingency
as additional money for unforeseen issues. You can
list it that way in the budget, and explain that it’s
there if needed. If you don’t use that by the end of
the project, you can subtract it from the total. We’d
always recommend anticipating going a little above
your original figure just in case, and we are always
transparent and clear about how much things are going
to cost.

9
CONCLUSION
End the brief with a summary of everything you’ve mentioned previously, it’s also good here to include “any
other business” and any other resources you think might be useful. This doesn’t need to be extensive but it’s
a good way to end your brief.
Creating a design brief is no small task, but it’s worth it when done right. Not only does it help avoid
roadblocks and set proper expectations, but it can also serve as a source of truth for you to keep everything
on track and moving forward. Finding an agency to work in partnership is key to the completion of a
successful website project.
We can help! With a track record helping clients achieve their goals through beautiful websites and
engaging content we love working alongside amazing companies to find the perfect online fit.

NEXT
STEPS
If you need an agency to design and build you a webite,
feel free to give us a call!
Have a look at our website portfolio!

www.archilime.com

01364 654 267

