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Wireframes Overview
Features and Functional Specs

The wireframes presented here o!er a starting 
point to explore the feature sets of the website 
redesign. By avoiding visual design elements such 
as color and artwork, these wireframes provide 
an opportunity to hone in on the user interface 
and user experience. 

Through this approach, we can concentrate on 
the overall goals and objectives of the website 
redesign without getting distracted by the 
aesthetics. This allows us to focus on the core 
functionalities that will make the website more 
engaging and user-friendly. 

It also provides the perfect platform for 
meaningful conversations that will ultimately lead 
to improved user satisfaction and ultimately 
conversion into your network.

Throughout, we’ll be calling out features and 
describing functions with annotations.

All layouts are designed on a fixed grid 
system to allow for easy responsive 
design to tablet and mobile sizes, 
once feature sets are agreed upon.

Many of the “blocks” you’ll see in 
these layouts can be repurposed in 
di!erent situations. For example, this 
is a standard “Left/Right Text and 
Image Block” which scales down to 
mobile well and can house most any 
text content, image content, plus CTA 
(Call to Action).
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Sitemap
Organization and UX pillars

The sitemap is the foundation of your new site, 
and should address:

Organizational structure: The sitemap helps us 
plan and organize the structure of the new 
website. It acts as a blueprint or visual 
representation of all the pages and content on 
your site, including their hierarchy and 
relationships. 

User experience (UX): By visualizing the entire 
site structure, you can optimize the user flow 
and ensure that visitors can easily find the 
information they need.

Content inventory: A sitemap allows you to 
take stock of all your pages and their respective 
content. It enables you to identify redundant, 
outdated, or irrelevant content that can be 
removed or consolidated. This helps streamline 
your website and improve its overall quality.

SEO considerations: Search engines use 
sitemaps to understand the structure and 
content of your website. By providing a sitemap, 
you make it easier for search engine crawlers to 
discover and index your pages. This can 
positively impact your website's search engine 
rankings and visibility, ultimately driving more 
organic tra!c to your site.
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Navigation Menus
UX decision-making

Deciding what to surface to a visitor first via the 
navigation menu is an important decision. You 
are never locked into any particular menu 
structure, but the decisions made early on in 
this information architecture can impact SEO, 
conversion and ultimately conflicting 
taxonomies and technical debt down the line if 
not well-considered early.

What we are proposing here is leading with 
“Therapy” and “Medicine” as the two primary 
service branches to present a user for a way 
“in” to Sokya’s o!erings.

JBA has also created an Information 
Architecture spreadsheet with our 
recommendations for a site page structure 
based on keyword and competitor research.

On desktop widths we propose using a 
two-tiered flyout menu, to allow you 
to delineate treatments and service 
o!erings based on category (eg; 
identity vs. CBT).

On mobile devices, that two-tiered 
menu will function similarly to many 
mobile native apps, with a sliding 
drawer that allows a user to navigate 
between the menu tiers, or back to the 
main site easily.
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Homepage
Digital front door, conversion point #1

Outside of paid media e!orts, your homepage 
is paramount for any desired conversion in 
addition to telling your brand story visually at a 
glance. The homepage also carries significant 
SEO weight due to receiving a higher number of 
backlinks and internal links compared to your 
other pages.

Simply put, the homepage sets the tone, guides 
new users, and influences their perception of 
the redesigned Sokya brand.

Content “above the fold” is where 80% 
of all site conversions happen on the 
homepage - before a user even scrolls. 
Utilizing bright, clear CTA buttons with 
descriptive text here is optimal.

User testimonials are an organic social 
proof point providing credibility and trust. 
Combining testimonials with five-star 
review iconography increases social proof.

Displaying a therapist photo makes a visual 
connection to the human component of the 
treatment. Photography of smiling humans 
also converts users very well in our testing.

Interstitial ads inserted periodically with a 
call to action ensures the user has ample 
opportunity to convert into a customer.
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Including an FAQ provides SEO 
benefits + builds trust by showcasing 
subject matter expertise.
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Services Templates
Explaining what you do in detail

These templates are designed with flexibility in 
mind to accommodate a wide variety of 
subjects (eg; CBT, LGBTQIA+ identity subset, 
Bipolar medication management, etc.).

Example of a Left/Right Image and Text 
block, which will be repurposed and 
used throughout the site. Site visitors 
bounce around quite a bit and so 
content should be small and digestible, 
and paired with a compelling image to 
engage and inform.

Text list blocks help a user scan and 
find what they’re looking for quickly 
while breaking up the page. Using 
benefits-focused language like “In-
Network Therapists, With No Waitlist” 
is proven to help with conversions.

Text card blocks allow for a headline 
combined with descriptive copy for 
when a text list is insu!cient but you 
still have 6+ items or topics which may 
be too much to content use the Left/
Right Image and Text blocks.
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Providers Templates
Meet the Team, Provider details

The user experience of browsing available 
therapists and finding a potential match is 
important to get right while keeping 
maintenance overhead low.

Allowing a user to filter providers by 
State, Speciality (LMFT, Depression, 
Esketamine treatment, etc.), and 
Language seems it would cover most 
common entry points for users.
Note: This filtering requires specific 
tagging and taxonomy that does not 
currently exist on sokyahealth.com.

Limiting the grid to credentialed sta! 
(removing Care Coordinators) 
reinforces the professional 
qualifications of your providers to 
users. Here we are prioritizing the 
name and specific qualifications of the 
provider, followed by whether they 
treat in-person or virtual and in which 
state they are certified in.

We expect some users will do a fair 
amount of research into a provider 
before deciding to reach out. 
Standardizing the questions and 
answers from all your providers will 
allow us to organize this information 
into a tabbed menu, paired with a 
large photo of the provider.
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Careers Templates
Recruiting and HR information

The current sokyahealth.com has job detail 
posts via the website, along with resume 
submission via form fill. We have replicated 
that behavior here, but can be flexible with eg; 
integrating with a job listing API service or 
simply linking out to GlassDoor or Indeed.

Lacking from the current 
sokyahealth.com are clear benefits for 
sta!. We expect this information will 
help convert potential hires.

Concrete benefits and employee 
testimonials, ideally via video, would 
work very well. However, in the interim 
an image + benefits-oriented copy will 
su"ce.

Job detail postings can leverage a 
standard image (a group team photo, 
ideally) in the template. 
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About Page
Connecting a user to your brand

An opportunity to connect with your audience, 
the About section holds within it information 
about your organization, business, approach 
and can house an introduction to your blog for 
further insight into mental health (that ideally 
only you are able to provide).

The current sokyahealth.com About 
page is too much text, so here we’ve 
broken up that same information into 
blocks with associated imagery.

The Leadership Team section can 
leverage a modal window overlay 
e!ect to expand biographical 
information.

Eventually this would be another ideal 
location for video content, to establish 
a human connection between your 
brand and the user.
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Insurance Page
Reinforce a!ordability and coverage

Transparency, removing barriers to entry for 
your users, and building trust should be the 
pillars for this page since users who arrive here 
are clearly concerned about costs.

Messaging the a!ordability and 
emphasizing it within the first 
paragraph is optimal vs. only listing 
insurances, though listing the insurance 
company logos below is a good idea for 
a visual element to add.

A pricing table for in-network vs. out-
of-network allows a user to visually 
scan for approximate costs and 
removes a barrier to entry.

An FAQ here can also serve as a way 
to assuage user concerns around 
costs and the complicated nature of 
insurance around mental health 
services.
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Contact Us, Businesses
Use latest form tech, attract 
business partnerships

To be considered here: what is the workflow for 
a potential business partnership? ie; should we 
be looking to add a form to this page?

Updating your contact form to have 
progressive fills and smoother user 
data entry will likely lead to a 
conversion increase across the board.

Leveraging logos of any brands you’ve 
worked or collaborated with provides a 
proof point.

Ultimately featuring a big testimonial 
with a recognizable brand logo would 
be best.
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Locations pages
Dovetailing with a Brightlocal 
and Google Local Services Strategy

We’ll be creating a: Locations Landing page, a 
States detail page, and a City detail page to 
take maximum advantage of Brightlocal’s multi-
location business strategy.

Locations landing can feature a small 
map up top and then a grid with 
representative state images. 
Photography? Depends on brand style.

Varying the interstitial ads will prevent 
visual “sameness” while allowing you 
to tailor the advertisement based on 
the content its being served in. For 
example, this ad features the name of 
the state the user is based in.

Another card-style block can be used 
to list the available services in that 
particular state or city. This provides 
an SEO benefit and is good UX for a 
user - if they’re checking out the 
states you have available, surfacing 
the services o!ered here makes sense.
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Assessment / Quiz
Dovetailing with a Brightlocal 
and Google Local Services Strategy

Eventually you may want to move into an intake 
form that will help you better sort users in your 
funnel based on their symptoms, location etc.

Introduction that lays out the steps 
clearly to set expectations is good 
behavior for forms like this.

A progress indicator for multi-step 
forms is a good way to reassure the 
user that it won’t take long.

Allowing the user to go back and edit 
information may be useful given the 
subject matter - if a description of 
symptoms might be impacted by a 
question later on in the form, or they 
wish to edit their privacy settings etc. 
(this depends on the final content / 
copy for these pages)
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Blog Index, Detail
Designed to be flexible for your 
content strategy

The layouts here allow for importing the current 
blog content and category/tagging structure, 
but is flexible enough to incorporate additional 
content strategies down the line.

A semi-standard post grid layout, with 
interstitial ads inserted would be a 
good starting point. Eventually multiple 
filtering levels, featured posts, and 
searching blog post content can be 
added.

Allowing a user to easily share the 
article to various social networks 
should be default.

Related articles can be based on the 
existing categorical taxonomy on 
sokyahealth.com but can also be set 
manually in the WordPress backend if 
desired.
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