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Project GoalProject Goal
The goal of this project is to design and develop a new website for Bridgewater Retirement 

Community that effectively promotes the organization’s services and amenities, improves user 
experience, and increases lead generation. The website should be visually appealing, mo-

bile-responsive, and optimized for search engines. The ultimate objective is to attract potential 
residents and their families, showcase the community’s unique features, and encourage them to 

take the next step in the decision-making process.







Virginia Mennonite Retirement Community - vmrc.org

What we like
•	 No stock photography - features their actual residents 

and environments 
•	 Includes accessibility features like modifying font size
•	 Banner at top for timely alerts/content
•	 Contact phone number at the top

•	 What we don’t like 
•	 The footer is  h u g e.  Especially on interior pages with 

less content, it takes up more than half of the page.
•	 IL level of living page focuses more on property style, 

less on lifestyle. Lifestyle content is buried in subnav 
items under “Our Campus” and “The Area” and isn’t 
integrated into sales pages.

•	 Hierarchy of information is too complex. Too many pag-
es have subpages.

•	 Interior pages are mostly walls of text.
•	 Hero images don’t always scale appropriately



Sunnyside - sunnyside.cc

What we like:
•	 Animations - particularly the way the main nav shrinks 

as you scroll away from it on desktop 
•	 Love the way they present floor plan options on the IL 

sales page BUT that’s about all they provide.

What we don’t like
•	 Contact form is overwhelming. That seems to be the 

only way to request information.
•	 Levels of living sales pages are really buried in naviga-

tion
•	 They really should have developed a separate website 

for each of their three locations. Trying to market them 
all on a single site feels chaotic.



White Birch – whitebirchcommunities.com

What we like: 
•	 Lots of calls to action that are pretty simple to use
•	 Clear phone number to call
•	 Love the home page video 

What we don’t like: 
•	 Old fashioned design and fonts, monochromatic col-

ors, stock photography, main content that doesn’t scale 
horizontally

•	 Testimonials all in one place instead of strategically 
placed throughout

•	 Design feels really dated



Brightview Baldwin Park - brightviewseniorliving.com/
find-a-community/brightview-baldwin-park

What we like:
•	 Easy chat/ schedule visit pinned
•	 Clean, modern, easy-to read paragraph font
•	 Downloadable resources on Types of Living page.

What we don’t like:
•	 CTAs keep inviting the user to schedule a visit, but then 

the forms are really a general inquiry form
•	 Back and forth with corporate content  (if you click on 

“independent living” you are served a page about a 
Rhode Island property)

•	 Feels like looking at a sales pitch.
•	 Too much text content on individual pages



Westminster Canterbury Shenandoah Valley - svwc.org 

What we like
•	 Photography feels engaged and authentic, vibrant
•	 Nice clean, modern easy-to-read fonts
•	 Videos easy to find but require the user to start playing 

- good resident testimonials in the videos with  lots of 
key messaging

•	 Becoming a resident section, with Decision Guide - 
would be helpful for our prospects!

•	 Mostly well written, with content chunked into digest-
ible segments

What we don’t like:
•	 Default font size is actually too big - cant see enough 

content without scrolling
•	 Use of italics for some words in some headers. really 

not necessary.
•	 The picture on picture you’re greeted with as soon as 

you enter the home page (where the main one has 
transparency and then supporting images/CTAs are 
stacked on top)



Ashby Ponds Ashburn -  https://www.ericksonseniorliv-
ing.com/ashby-ponds 

What we like
•	 Ability to use banner at top above header for timely/ur-

gent content/alerts

What we don’t like:
•	 Too blatantly sales oriented. Tone should be more of 

providing valuable information
•	 Home page too blocky
•	 Too sales pitchy but more lively than Brightview’s



The Spires at Berry College - retireatberry.com  

What we like:
•	 You get a sense of place, of personality, and of commu-

nity just by looking at the site
•	 Colors are vivid and rich without being garish
•	 Mostly authentic photography (some stock photos 

mostly showing racial diversity)
•	 Love the way this scales to different screen sizes
•	 Very easy to read copy, in chunks about the right size
•	 Pricing section is very helpful - cost info for LPCs can 

be very confusing
•	 •	 why now page – great content!
•	 Blog topics make the case
•	 Copy is engaging, smart, welcoming. For instance, 

headline for amenities page is “What can we do for you 
today?”

•	 Community site plan on home page as well as fuller 
info further down

•	 I think I like the fact that the CTA form is obvious on ev-
ery page but allows other content to have appropriate 
visual weight works pretty well.

•	 Cost of entry calculator is a neat tool ... also the month-
ly fee comparison tool. And they try to get you to sub-
mit your contact info. I did, and got a call within 30 min-
utes.

What we don’t like
•	 Focuses almost entirely on independent living, with 

very minimal info on “healthcare” (i.e. AL and nursing) - 
so doesn’t make the case for an integrated community 
with continuum of care



Discovery Conclusions:

Architecture
•	 Increase lead flow and inquiries
•	 Create clear CTA’s 
•	 Optimized uncomplicated forms 
•	 Easy to use overall navigation and architecture, not 

too complex
•	 Top phone number
•	 Top bar for notification system 
•	 Create templates with the ability to add and subtract 

modular sections
•	 Responsive / all devices 
•	 Focus on independent living, but also a balance of 

info on “healthcare”
•	 Content chunked into digestible segments

Design 
•	 Light / bright modern feel/ with Vivid colors (Use of 

branding already defined)
•	 Slight use of animations 
•	 Use of home page videos / not auto play
•	 Engaging content
•	 Real imagery/not stock

















Design Implementation:

•	 Create clear CTA’s 
•	 Optimized uncomplicated forms 
•	 Easy to use overall navigation and architecture
•	 Top phone number
•	 Top bar for notification system 
•	 Create templates with the ability to add and subtract 

modular sections
•	 Responsive / all devices 
•	 Content chunked into digestible segments
•	 Light / bright modern feel/ with Vivid colors (Use of 

branding already defined)
•	 Slight use of animations 
•	 Use of home page videos / not auto play
•	 Real imagery/not stock















Results

300% Increase In Leads300% Increase In Leads

“The  traffic and lead gen since the new website went live is tremendous! The mar-
keting reps at BW are having a hard time keeping up with all the interest. We thought 

you’d like to hear that compliment! Nice work to you and your team! “
- Jeremy




