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FLINT & GENESEE CHAMBER OF COMMERCE 
Website Content Strategy Recommendation 

July 2016 
 

PROJECT SUMMARY 
 
In 2013, the Flint & Genesee Chamber of Commerce (FGCC) contracted work with Basso Design 
Group for a website redesign. The result was a website that, at the time, better featured content 
supporting each of the existing action groups, but fell short in terms of mobile optimization, user 
accessibility, and ongoing maintenance. 
 

• Since completion of that project, new organizational priorities and action groups have 
been developed which do not fit into the current website framework. 

• Nearly 40% of the site’s annual traffic comes via mobile devices, while many of the 
website’s features do not function properly on smartphones or tablets. 

• Much of the current site’s content does not comply with Web Content Accessibility 
Guidelines or Section 508 of the federal Rehabilitation Act of 1973. 

• The development of the current website did not allow for sustainable maintenance by 
FGCC staff. 

 
In addition, a lack of content strategy—including clearly defined navigation patterns or calls to 
action—has hindered the conversion of website visitors into customers. In 2015: 
 

• Almost 60% of visitors to the FGCC website exited without visiting more than a single 
page. 

• The average time spent on the website was just over two minutes. 

• Most visitors to the website immediately navigated to the Contact page, at which point 
they exited the site. 

• Less than 10% of site traffic went to the membership section, and 0.4% to the Join page. 
 
Improving the design, functionality, and content structure of the FGCC website will result in 
stronger and clearer calls to action, improved benefit to users, and a greater ability for the 
Chamber to use the website as a strategic marketing tool. 
 
The FGCC website should: 
 

• Support strategic goals and shared objectives 

• Deliver results for key calls to action 

• Allow for evaluation of tactics and adjustment in real time 

• Allow for growth in content and message 

• Show how we, as an organization, value inclusiveness, respect, and integrity for those 
visitors of our website who might have a disability or lower access to technology 

• Exemplify leadership, credibility, and high standards 
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Toward this end, the Marketing department has contracted the redesign of the FGCC website, 
and will recommend an improved content strategy to be implemented with the launch of the 
finished product. 
 
The following report will lay out this content strategy, defining how web content should meet 
the business objectives of the Chamber, guiding decisions about content through its lifecycle, 
and setting benchmarks for the measurement of success. Ultimately, we will answer these 
questions: 
 

1. Who are our audiences? (Target Audiences) 
2. What actions do we want them to take? (Calls to Action) 
3. How are we directing them there? (Structure & Functionality) 
4. How will we know when we’ve been successful? (Measurement) 

 
To inform recommendations for both content and design, the Marketing department held 
meetings with each action group in its entirety, as well as members of all departments across the 
organization. Questions were posed for discussion that focused on primary audiences, goals, 
current success, and future needs. 
 

TARGET AUDIENCES 
 
Each of the Chamber’s action groups rely on multiple constituencies to drive business. The 
audiences targeted with the FGCC website should be those primary audiences whose actions 
directly impact the objectives identified in the organization’s Strategic Plan.  
 
Primary audiences for the FGCC website can be organized into four categories: 1) Businesses; 2) 
Visitors; 3) Residents; and 4) Community.  
 

1. Businesses 
o Members and potential members 
o Companies/individuals looking for professional development 
o Companies considering building or relocating in Flint & Genesee 
o Companies we hope to retain and help expand 
o Site selectors 
o Entrepreneurs 
o Organizations looking to do business with government agencies 

2. Visitors 
o Tourism/leisure 
o Professional/corporate, meeting planners 
o Those looking to relocate 

3. Residents 
o Individuals/families looking for things to do in the community 
o Families/students looking for youth programming 
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4. Community 
o Partner organizations 
o FGCC staff 
o Media 
o Job Seekers 
o Municipalities 
o Government agencies 
o Funders/donors  
o Other chambers of commerce 

 
CALLS TO ACTION 

 
Understanding the audiences to be served by our website can help guide the message, tone, and 
organization of its content. However, strategic web content not only provides value to our 
audiences—or users— but must also be structured to support business objectives.  
 
We must identify which actions our users can take on the website that will indicate they’ve 
transitioned from “user” to “customer.” This is called “conversion,” and ideally is something that 
can be tracked and measured with web analytics. Then, with conversion points determined, the 
navigation and structure of the website’s content should serve to drive traffic to those points. 
 
Put simply, once we determine what our users should do, we can design and organize our 
website to lead to these actions. 
 
The table below identifies key calls to action/conversion points for the FGCC website.  
 

Call to Action Result Audiences Strategic Plan Goal Supported 

Click “Visit” Tourism Visitors, 
residents, 
community, 
businesses 

1. Increase & diversify 
investment to impact the 
quality and quantity of jobs  
3. Improve public perception 
of Flint & Genesee 

Click “Living Here” Relocation Visitors, 
residents, 
community, 
businesses 

1. Increase & diversify 
investment to impact the 
quality and quantity of jobs  
3. Improve public perception 
of Flint & Genesee 

Submit CVB contact 
form 

Tourism, meetings 
planned 

Visitors, 
residents, 
community 

1. Increase & diversify 
investment to impact the 
quality and quantity of jobs  
3. Improve public perception 
of Flint & Genesee 
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Register for an 
event/training 

Event/training 
attendance 

Businesses, 
community 

1. Increase & diversify 
investment to impact the 
quality and quantity of jobs  
2. Enhance knowledge & 
skills of our community 
through innovative programs 

Submit Inquiry 
form for Shared 
Services 

Shared Service project Businesses, 
community 

2. Enhance knowledge & 
skills of our community 
through innovative programs 

Submit applications 
for YQ/TQ/SYI 

Youth programming 
enrollment 

Residents, 
community 

1. Increase & diversify 
investment to impact the 
quality and quantity of jobs  
2. Enhance knowledge & 
skills of our community 
through innovative programs 

Click “Join Now” or 
“Learn about 
Membership” 

New members Businesses 2. Enhance knowledge & 
skills of our community 
through innovative programs 

Log into Chamber 
Master 

Member value Businesses 2. Enhance knowledge & 
skills of our community 
through innovative programs 

Submit 
Inquiry/Registration 
form for PTAC 

PTAC project Businesses 2. Enhance knowledge & 
skills of our community 
through innovative programs 

Click “News Room” Increased 
understanding/awareness 

Community 
(Media), 
Businesses, 
Visitors, 
Residents 

3. Improve public perception 
of Flint & Genesee 

Click “Contact” link 
or call ED team 

Site visits, ED projects, 
retention, expansion 

Businesses 1. Increase & diversify 
investment to impact the 
quality and quantity of jobs 

 
NAVIGATION & STRUCTURE 

 
Overwhelmingly, feedback on the FGCC website suggests that the current 
Visit/Connect/Develop/Learn navigation structure does not support the content needs of the 
organization. Users of the website are unsure where to start. It is likely that this confusion has 
caused the website’s high exit (or bounce) rate, as well as the high amount of traffic to the 
Contact page. 
 
There is no single navigation path that will take the Chamber’s varied audiences to every 
important conversion point on our website. Therefore, instead of pushing a top-level navigation 
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Reference:  
5 Practical Tips to 
Humanize User 
Experience by Tim 
Ash 

structure that attempts to accommodate our many audiences and key calls to action, the new 
FGCC website will bypass a top-level navigation menu altogether.  
 
In the absence of a traditional top-level menu, users will immediately move into the content of 
the website’s home page, where they will be presented with the events, programs, or initiatives 
we choose to highlight at a given time.  
 
The home page will be broken into primary content sections to capture visitors at every level of 
engagement with our website. 
 

Visitor Funnel:

 
 

The primary content sections on the home page will be ordered according to this funnel. 
 
Features: Replacing the large banner image found on the current FGCC home page, the 
new feature area will house 3-5 images promoting programs, events, or points of pride. 
These feature images will be clickable and will take users to content that leads them 
toward our conversion points. This update will make the banner area more functional, 
and allow us to better support all action groups as we highlight their programs on a 
rotating basis. 
 
Topics: Below the Feature area, programs or services of the Chamber will be organized by 
topic, and will lead users to landing pages that explain these topics in-depth. Landing 
pages will highlight action group content that is relevant, and will also display topic-
supporting infographics similar to those found in the Chamber’s Annual Report. 
 
Resources: This section will hold recent news stories, upcoming events, and “quick links” 
that will link to each of the action groups’ content. The Contact and Events pages are 

AWARENESS
Looking for information, perhaps 

without a specific goal

INTEREST
Looking for something, but 

not sure where to start

DESIRE
Looking to narrow 

down choices

ACTION
Ready to act
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currently the most trafficked on the FGCC website. This update will put this content front 
and center for users. 

 
Beyond the home page, consistent application and better integration of content will be a focus. 
Testimonials, success stories, or member announcements, with updated photos and videos, will 
be integrated across the site to support messaging where appropriate—never isolated into a 
separate content area.  
 
On the updated Chamber website, visitors will be presented with relevant content at points 
when they are most receptive to it. In addition, content without a single, clear navigation path 
will be given more prominence throughout the website. 
 

Updated Sitemap 
 
The proposed updates to the sitemap for the FGCC website are outlined below. This is not an 
exhaustive (or final) list of pages, but provides a broad view of how current content could be 
organized. 
 
0.0 Home 
1.0 Chamber Membership 

• Member Directory (Chamber Master) 

• Member Benefits 

• Membership Application (Chamber Master) 

• Member Events/Programs 

• Photo Gallery 
2.0 Economic Development 

• Area Maps/Data 

• Grow Your Business 

• Partnerships 

• PTAC 

• eTeam 
3.0 Education & Talent 

• YouthQuest 

• TeenQuest 

• Summer Youth Initiative 

• Career Preparation Workshops 
4.0 Business Training 

• Leadership NOW 

• Career Edge 

• Jumpstart 

• Workshops & Seminars 

• Coggno Online Training 

• Employee Training Programs 
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5.0 Shared Services Center 

• Services 

• Programs 

• Partners/Projects 
6.0 Explore Flint & Genesee 

• Visit 

• Living Here 

• CVB Services 
7.0 About 

• About the Chamber 

• Flint & Genesee History 

• Boards 

• Annual Report 

• Strategic Plan 

• Action Group pages 
8.0 News 

• Categorized posts (news, Inside Business, See & Be Seen, FACES of Flint & Genesee 
Business) 

• Flint Water Emergency 

• Speakers Bureau 

• Media Downloads 

• Social Media 
9.0 Calendar (Chamber Master) 
10.0 Contact 
 

Web Standards 
 
To support the improved design and structure of the new website, it is crucial that the user 
experience also be optimized. The new FGCC website will: 
 

• Be fully responsive, including all page templates, widgets, and additional content 
features. 

• Be compatible with all modern browsers and operating systems. 

• Be designed to load quickly, without taxing user resources. 

• Integrate content/functionality of FGCC web applications like Chamber Master, as well as 
necessary in-use WordPress plugins. 

• Adhere to accessibility standards outlined in the Web Content Guidelines 2.0 and Section 
508 of the Federal Rehabilitation Act of 1973. 

• Be fully editable and maintainable by FGCC staff after implementation. 
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MEASUREMENT 
 
In the first six months after the launch of the new website, we expect to see early positive 
results.  
 

• Increased amount of time spent on the FGCC website 

• Decreased exit/bounce rates 

• Improved user experience on mobile and desktop 
 
During this time, the Marketing Department will evaluate web traffic and conversion rates. 
Benchmarks will be set for each of the conversion points (calls to action) we put in place. Future 
decisions about the content of the FGCC website will be based on the metrics associated with 
these conversions, as they align with the Strategic Plan. 


