
How to build a next generation 

website

Brad Smith (Hertfordshire County Council)
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Agree some objectives and 

have a goal

e.g. A new website that will:

• Reduce the need for customers to telephone the Customer service 

Centre

• Reduce our ongoing technology costs

• Provide the platform for future digital services

This will be achieved by making the new website:

• Simpler, clearer, faster

• A guided experience

• A personalised service that better anticipates customer needs
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Get some money

• Build a business case

• Consider invest to transform bids

• Identify stakeholders, get their buy-in early
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Build a team

• Recruit people with experience

• Define roles and responsibilities

• Work collaboratively, get resource from other teams

• Scale
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Find the right content 

management system

• Identify requirements – focus on actual must haves

• Procure wisely

• Consider the digital marketplace – it worked for us
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Be agile – break it down
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Do some discovery

Find out

• Who users are, and what you want them to do 

• How they currently do it

• The problems or frustrations they experience

• What users need from your service to achieve what they need

How are things working? Check data:

• Analytics

• Call centre statistics

• Customer satisfaction
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What’s the user need?

Write user stories:

As a member of the public

I want to know whether there is a queue at the tip

So that I haven’t got to waste time and load up the car when I want to get 
rid of something

Acceptance criteria:

Users have enough information to work out whether they:

• Should go and wait in the queue (how long they may need to wait)

• Visit an alternative site (whether another site near to them is open and 

with a reduced wait)

• Not attend and go another time (when is best to go to reduce any wait)

Users can get that information before they start packing up their vehicle.
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Putting users first

• Build a testing panel

• Intent surveys – can users do what they 

want?

• User research

• Guerilla testing

• Online user testing with Loop 11, Optimal
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Build (lots of) minimum viable 

products
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Write great content

• Centralise!

• Keep it brief

• Keep it clear

• Keep it relevant

• Keep it structured

Find out more

https://www.hertfordshire.gov.uk/web-team/playbook/web-content-guide/web-content-guide.aspx
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Key features
GUIDED CONTENT

Process decision tree

Translated into simple, friendly questions

Suggest things to try

Offer alternatives
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Key features

Integrations
Sav ed pages

Location based

Social  media and v ideo

Opening hours

Campaigns

Testimonials

Easy  read

Branding

Designed f or mobile

Email updates

Web chat

Integrated directories

Calculators
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Results

▪ Calls to the Customer 

Service Centre have 

reduced saving £105k pa

▪ Technology contracts will 

reduce by £125k pa from 

2017/18

▪ Combined savings of 

£230k per annum will pay 

back the project investment 

by 2020/21 as planned.

Customer Feedback

New 

67%

Old

58.5%
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Analytics – who's using the website?

1 April 2014- 25 

Feb 2015

1 April 2017- 25 

Feb 2018

Users 2,384,293 2,352,442

Sessions 4,728,614 4,676,385

Number of 

sessions per 

user

1.98 1.99

Page views 19.7 million 15.98 million

Pages/session 4.17 3.42

Average session 

duration

3 minutes 26 

seconds

2 mins 58 

seconds

Bounce rate 48% 47%
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Results+
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Find out more

www.hertfordshire.gov.uk/10steps

Get in touch

Brad.Smith@hertfordshire.gov.uk

01992 555 543

http://www.hertfordshire.gov.uk/10steps
mailto:Brad.Smith@hertfordshire.gov.uk

