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Challenge 
Reimagining the digital experience 
for the future of flight.
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Tell Bell’s story as a 
pioneer of vertical 
lift innovation.
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Reaching our 
diverse audience

01

Communicating a 
holistic Bell
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technology and 

innovation
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Discovery 
Partnering with Bell to co-create a 
shared vision of our experience.
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Project kickoff 

Defining our engagement and 
immersing ourselves in flight



8

Talking with 
Stakeholders
We talked with stakeholders and distilled our 
interviews into several themes, including 
streamlining communication, showing the 
experience and excitement, and communicating 
Bell’s technology and innovation.

“It would be nice to have a 
clear picture of who to go 
to for different things.” 

“It’s all about experience,  
it can be so customized 
throughout.”

“We’re lacking what it’s  
like to work there and the 
good things happening 
within Bell.”  

“We need to have content 
that is dynamic, presenting 
Bell in a new light as a  
tech company.”

“We’re factual and accurate but we’re 
not particularly glamorous.”



9

Discovering 
Bell content
We took a look at Bell’s content ecosystem, 
defined a roadmap for our content 
workstream, set up our content taxonomy, and 
gave Bell a clear direction for content creation.
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Auditing the 
current 
experience
We audited bellflight.com's current experience, 
looking at navigation and IA, visualization and 
storytelling, personalization, and the purchase 
flow for helicopter sales in order to determine 
areas for innovation. 
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And the 
current 
landscape
We mapped relational industry categories such 
as aviation, automotive, real estate, and 
science and technology research. Then we 
looked at best in class competitors from each 
of these areas in order to serve as benchmarks 
and inspiration for our experience.



12

Sitemap workshop 

We aligned on research and 
workshopped our sitemap 

and navigation
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Sitemap workshop 

Together, we co-authored 
our navigation and 

architecure principles
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Minimize choice 
paralysis

01

Prioritize key  
user journeys

02

Deliver a strong 
brand statement

03
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To develop  
an experience 
framework
Our experience framework defined key 
templates and requirements, acted as a 
blueprint for our engagement, and gave 
everyone a clear picture of the site for our 
design phase.
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And capture 
our strategic 
areas of focus
We identified three key areas of focus that 
guided our conversations throughout 
Discovery and shaped the Design of our site.

Reach our diverse audience.

Communicate a holistic Bell.

Elevate technology & innovation

We’ve talked to users and stakeholders throughout our 
process. Now we determine what will best meet their 
needs. 

Showcase the Bell lifestyle, what it’s like to work 
there, and what Bell has to offer—ultimately, the 
experience of Bell as an organization. 

Elevate your innovative initiatives, while continuing to 
showcase the incredible technology behind your 
products. 
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Our users 
Understanding the wide landscape 
of Bell’s customers and audience.
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OUR APPROACH 

Defining our users
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“One of the first things I was 
expecting to see on their 
website was technology.”

“Different types of  
missions command  
different capabilities.”

“They want to know 
everything you’re able to do 
before you make this 
purchase.” 

We should be able to speed 
the line of communication 
up. It should be more 
transparent.”

“Romantic and exciting. Can you hear 
the enthusiasm in my voice?”Interviewing 

our users
We talked to a variety of user types, including 
customers and operators, sales and service 
personnel, influencers and journalists, and Bell 
employees and prospectives.
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Observing  
key themes
After conducting interviews with our wide 
audience, we narrowed down our conversations to 
the following themes, which helped inform our 
strategic direction, experience foundation, and 
design vision. 

Emphasize a rich innovation experience 

Maintain brand consistency 

Strengthen customer communication 

Promote transparency for status and support 

Plan for customers’ mission needs

01

02

03

04

05
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Developing 
archetypes
From our user interviews and observations, we 
determined key behavioral archetypes for Bell’s 
diverse, multifaceted audience, in order to distill 
behavioral patterns and map ideal user journeys 
for our experience. 

THE ENTHUSIAST
Find innovation news and media

THE PROSPECTIVE

THE TRAINEE THE BUYER

THE OPERATOR

Discover careers, the Bell lifestyle

Research aircraft for purchase

Service or support an aircraft

Complete training efficiently
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Journey Mapping 

With our archetypes in mind, 
we mapped in-depth user 
journeys for each behavior.
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OUR APPROACH 

Satisfying user needs
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Convey the 
experience of flight 
and richness of the 
Bell universe
Give enthusiasts the ability to easily access 
news and media from, as well as experience the 
rich history and innovation of a holistic Bell.
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Give them the keys 
to bring their Bell 
experience to life
Allow trainees to easily find and view training 
classes and details, making their experience as 
seamless and transparent as possible. 
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Enable them 
to picture their 
life at Bell
Enable prospective Bell employees to be able to 
see a full range of career offerings, as well as 
what it’s like to work at Bell. 
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Show them  
military aircraft and 
specs in action
Allow military buyers and personnel to see Bell 
products and specs at a glance, find the right 
product for their mission, and experience the 
aircraft in action. 
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Promote the 
benefits, what to 
expect, and next 
steps of ownership
Allow commercial buyers to be able to similarly 
research and find the right product for their mission, 
as well as understand high level ownership, next 
steps, and what to expect in the purchase process. 
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Allow them to 
identify with service 
that is uniquely Bell
Give operators and service personnel the ability 
to access support quickly and easily, as well as 
receive additional support content from their 
community. 
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Experience 
Crafting a foundation to bring our 
strategy to life.
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Establishing 
our key site 
sections
From our architecture workshop, we identified 
four core sections for our site. This exercise 
simplified Bell’s architecture and navigation, 
while delivering a strong statement that 
underscores Bell values.

Products Company Support Experience



32

Products Company Support Experience

THE ENTHUSIASTTHE PROSPECTIVE THE TRAINEETHE BUYER

THE OPERATOR

Accounting  
for each 
archetype
In addition to organizing Bell's navigation, our 
core sections accounted for each archetype's 
needs, establishing a structure that would 
seamlessly and effectively reach every 
member of our diverse audience.
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Ideation & Brainstorming 

Starting batches with group 
brainstorms to set the 
strategy and narrative.
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Establishing 
a module 
library
Our experience foundation included a detailed 
module library, with which we were able to 
atomically structure sections and pages, as 
well as maintain consistency throughout the 
site experience.
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While closely 
collaborating 
with our client 
partners.
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OUR APPROACH 

Products
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Organizing the 
product landing
Bell’s experience started out with a separation between 
military, commercial, and innovation products. We 
sought to break down that bifurcation by consolidating 
Bell’s product taxonomy and allowing visitors to see the 
entirety of Bell’s fleet in one accessible location.
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Making it 
immersive
With custom 3D assets, and an 
expansive layout, the PLP gives 
each product room to stand out, 
while showcasing all of Bell’s iconic 
fleet in one accessible place.
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Crafting a product 
focused navigation
As with the product landing page, our goal with 
navigation was to draw out Bell products, consolidating 
military, commercial, and innovation, and allowing detail 
pages to be globally accessible.
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Bringing 
it to life
In design, we refined our 
navigation, pulling out capacity 
as a key stat, applying a vertical 
layout, and illustrating products 
with 3D and motion to increase 
findability and organization.
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Planning for specs 
and missions
Key components of the Bell product page are its mission 
capabilities, along with its technical specifications. 
Customers must be able to decide if the aircraft will be 
suitable for their mission, and if its technical details will 
meet their needs in a critical situation. 
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Elevating 
the story
While specs and missions are key, 
we took it several steps further. We 
brought features to life by crafting a 
narrative around each product, 
showcasing the excitement and 
romanticism of the world of flight.
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For every aircraft.



Down to every detail.
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OUR APPROACH 

Company
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Crafting the  
Bell origin story
Bell is a pioneering force, with a long, rich history of 
firsts, dating back nearly a century. We wanted to 
create a captivating timeline experience to feature Bell’s 
extensive library of historical artifacts, as well as 
achievements throughout each decade.
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Restoring 
the history 
For our timeline, we used many of 
Bell’s historical assets, as well as an 
exploratory navigation, adding 
motion to bring many pivotal 
moments to life.
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Workshopping our 
landing strategy
We met to workshop the vision and strategy for our 
homepage, presenting an array of benchmarks and 
structures for consideration. We landed on a narratively 
focused direction that would feature key site sections 
more prominently, with options to include products and 
news at opportune moments.
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Constructing  
the storyline
After workshopping, we ideated around the story of the 
page, writing out a script and thematic arc. In order to 
capture our strategic pillars, we featured innovation and 
technology, mission content to satisfy our diverse user 
types, and content about life at Bell, as well as 
opportunities for customizing each of these components. 
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Presenting 
our mission
In visual design we created a fully 
modular design, with customizable 
gradients, backgrounds, assets, 
and components, complete with 
reverse scroll navigation to 
communicate a sense of vertical lift.
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OUR APPROACH 

Support
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Organizing 
support structures
A key goal of the support section design was to 
reorganize the contact support map, establishing 
proper channels through which to reach Bell’s global 
team. We worked closely with our partners at Bell to 
develop a support taxonomy and align with backend 
efforts in restructuring modes of communication.
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Fostering 
transparency
Working with Bell’s backend team, 
we established a clear methodology 
for the organization of support 
contacts and created design 
patterns that prioritized usability and 
informational clarity.
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OUR APPROACH 

Experience
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Featuring new 
innovations
As part of our strategic initiative to elevate technology at 
Bell, we developed content categories specific to 
innovation, as well as dedicated, immersive detail pages 
for new innovation products.  
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Promoting 
Bell’s cutting 
edge tech
For innovation detail pages, we 
focused on telling the story of the 
product, using captivating imagery 
and movement to illustrate features 
and technical details. 
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Reaching 
above and 
beyond
Our engagement with the Bell 
experience continued with our CES 
showcase and companion landing 
page for urban mobility. Here, the 
user is led through an immersive 
journey within a future city, shaped 
and enhanced by Bell’s innovations. 
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Visualize 
An immersive approach for a 
pioneering brand.
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OUR APPROACH 

Design Principles
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DESIGN PRINCIPLES 

Focused
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DESIGN PRINCIPLES 

Intuitive
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DESIGN PRINCIPLES 

Engaging
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OUR APPROACH 

Design System
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DESIGN SYSTEM 

Imagery
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PHOTOGRAPHY 

Product 
Heroes
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PHOTOGRAPHY 

Products 
in action



67

ILLUSTRATION 

Technical 
Drawings



68

ILLUSTRATION 

Topographic 
Maps
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OUR APPROACH 

Iconography
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ICONOGRAPHY 

Inspired by 
technical 
language
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ICONOGRAPHY 

Modeled 
after the 
Bell brand E Z
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OUR APPROACH 

Design Library
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DESIGN LIBRARY 

A flexible 
system
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DESIGN LIBRARY 

With tailored 
assets
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OUR APPROACH 

Final Designs



Capturing the Bell magnetism. 



Elevating innovation in flight.



Embodying the future of vertical lift.
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