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ESAI is a Massachusetts-based 
energy analysis company. In 2009, it 
became clear that they needed to give 
their customers - who pay quite a lot 
for their information and analysis - a 
much better experience and easier 
access to the data. 

They also needed to create a visual 
and experiential presence that would 
complement and add credibility to their 
position as thought leaders with cut-
ting edge data and information.

ESAI Home Page prior to the 
redesign
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brand positioning: What does the brand stand for? What is the positioning statement? 
 
 
 
 
 
brand personality: Describe it; passionate, leadership, youthful, lighthearted, etc. 
 
 
 
creative purpose/objective: What is the purpose of the creative? Use this space to set specific goals for your project.  
 
 
 
 
 
 
target audience: describe the group for whom the creative is intended. 
 

 
key product benefit: The best, most reliable, safest, easiest to use, newest technology, etc.
 
 
 
 
 
reasons to buy/use: Why does the user need this? What are the one or two things the customer needs/wants that this project satisfies? 
 
 

key communication: what is the single most important message you need to convey? What is the secondary message? 
 
 
 

creative tone: Energetic, approachable, lighthearted, etc. 
 
 

Intended reaction: “I didn’t realize that. I want to learn more. How can I get it?” etc. 
 
 

 
 
mandatory elements: Include all “must have’s”. 
 

 
 

approved by: 
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Prepared by:     Project Title:  

Date:           Version: 
 
 

 

Clean, clever, cool, clear, welcoming yet professional, concise, current, knowledgeable, the best information source. 

customers come to our database to view the publications generated from ESAI analysts. The methodology of analysis is 
what makes the data cutting edge, up to date and HIGHLY desirable. The Database is the “house” for all this great 
information- although this “house” is in need of some serious renovation- the data is still the best in the business. 
 

The best and most current information, a destination where this information is quickly and easily accessed. 

ESAI corporate umbrella as the primary entity, a clean new look, a sign post to who we are/what we do, a clear distinction 
between Power and Energy LLC, easy to read access to news/what’s new section. 

"Welcome to our business"; this is a tool for everyone. A place to solicit new clients, to refer current ones to, and be a sign 
post for who we are and what we do. To be the source news media comes to see what’s going on in the power/petroleum 
markets and find interviews and information on what we are saying about the current energy markets. 

Clean, professional, modern, informative, engaging 

“Wow, I knew ESAI had the best data and research techniques in the industry, but now they have a web site that does 
justice to the quality of their data and technique. Now I trust their business is moving forward at a competitive pace with the 
other analysis companies – as a consumer of their goods I know they are worth what I pay! 

ESAI provides unique, cutting edge analysis of the complicated Energy and Power industries. We have proven analytical 
strategies and the best analysts and data available, and we make it easy for you to access all of it. 

With over a quarter century of experience, ESAI’s mission is to sell the most cutting edge analysis of the complicated 
Energy and Power industries. We combine our proven analytical strategies with the best analysts and information available. 
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CEOs, Analysts, Newscasters, big oil and power and alternative energy companies. 

V1.1 

ESAI creative brief, site map 
and wireframe samples

The first steps were gathering require-
ments, interviewing stakeholders, and 
doing a top-level competitive analysis. 
To my relief they had already done a 
content audit, simplifying one aspect 
of my work.

All of this information was distilled 
down into a master creative brief 
document, a new site map, and a set 
of wireframes. All of these documents 
were somewhat simplified for the sake 
of the people at ESAI who had to in-
teract with and approve them.
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ESAI visual design mockups

Stakeholders wanted to see a variety 
of styles based around the creative 
brief that we’d agreed upon; these 
were three of the final designs that 
were presented.
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After several rounds of revisions, as 
well as some additions and changes 
to the scope and the requirements, the 
designs were refined down to a set of 
final pages reflecting the profession-
alism and style that ESAI wanted to 
project.

From this point, I coded the site. 
Buttons were CSS-based and eas-
ily changed; the home page feature 
area was done in Flash (how far we’ve 
come since then), and was easily 
updated through an XML file; the “Lat-
est Energy Data” sidebar feature was 
dynamically generated with PHP.

ESAI final home page



ESAI.COM

Matt Laurence mattlaurence@gmail.com

News pieces could be added manually 
or from external feeds, and could be 
tagged for sorting and visual discern-
ment. An accordion format was used 
to maximize the use of space and ac-
commodate a potentially large number 
of articles.

ESAI final news page
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The redesign was very well received 
by both internal and external stake-
holders, who staged an outreach cam-
paign and a party around its launch. I 
continued to maintain the site for six 
months afterwards, at which point it 
was taken over by internal resources.

ESAI careers page
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