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INTRODUCTION

www.progressivebroadcast.com as it stands is a fairly simple site, primarily text based and light
to load. Design-wise, it actually fits very well in its brand neighbourhood with its dark colours
- it looks the part when set alongside the sites of production and hire companies. Similarly,
content is strong and makes it clear that Progressive knows its stuff technically, with plenty of
the kind of detail professionals love.

Where the site isn't doing so well is that it just doesn’t offer quite as much magic as those
professionals would typically like to see. Video and graphics professionals have an endless
appetite for slick graphics and beautiful presentation, so to really make them want to look at
the site, first class layout and design would be very desirable, as would images if possible of
the lovely shiny toys we love to play with!

Progressive is successful because the team know what
professionals are looking for in their hires and deliver
those hires efficiently at a good price.

The web site should fit into that team as a resource that you can be proud to send people to for
information and which makes them want to hire from you.



INTRODUCTION - SITE CONCEPT

The key functions.

The purpose of the site is to sell Progressive’s services, particularly equipment hire. Progressive’s
client base is typically informed, knowledgeable and motivated to buy. They typically want to
know three things, not necessarily in the same order for each individual:

1. Do Progressive have the gear | want?
2. s the price right?
3. Can | trust them to deliver and to support me?

Within those questions are a number of other concerns - for example, number one covers issues
such as - will the equipment be clean, will the batteries be charged, will it be set up in a way
that’ll take me two hours of menu-hopping to change? - but at it’s core, those are the main
questions a potential customer wants answered. If the web site can show that the answers to
all three is 'yes’, then a sale is there to be made.

For that reason, everything in the site should drive clicks towards the areas which answer those
questions, primarily the catalogue and company services areas. Again, imagining the flow of
links as the customer’s train of thought can be helpful:

"I'm interested in HD kit but don’t know much”
"Ah, here’s a guide to the advantages of HD"
"Progressive have Sony HD in their catalogue”
"The guideline cost looks good”

"I'll get a quote”

(clicks: home, HD guide, catalogue, quote)
or

“Tapeless looks good for my new commercial”

"Who does tapeless gear?”

"Here’s a guide to the cost advantages | can show my producer”
"Progressive do tapeless hire kit"

"The cost looks good”

"I'll get a quote”

(clicks: Google, home, tapeless advantages, catalogue, quote)
This probably seems obvious. But it's surprising how many sites don’t work very hard to offer

the links the user wants when they want them. If something is difficult to find, it's hard to
convince a customer to go looking for it.






