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Praise for Above the Fold First
Edition

“One of The Best Books Available On The Web Design Process

Brian clearly put a lot of thought and careful consideration into the
structure, content and flow of the book. It’s well done. I've been building
websites for 4 or 5 years now and this is the first book I've found that does
a good job of walking the reader through the entire thought process of
planning and creating a structured strategy for designing websites.”

— Published on Amazon.com on April 28, 2011 by Steffan Antonas

“Web Design Demystified

“Above the Fold” provides everything that you need to build a strong
foundation for a successful web site.”

— Published on Amazon.com on March 28, 2011 by Ted A. Dobbs

“I'm glad I started here

Brian Miller gives a sensible and well thought out approach to web
design. As a person who is interested in getting into this field I found this
book a great place to begin my journey. He links all the steps to be
successful at web design. The talent and skills must be your own, but if
your looking for a tool to focus existing talent into a career in web design
this book is an excellent place to begin.”

— Published on Amazon.com on August 24, 2011 by JStein

“Fantastic guide

Above the Fold provides you with the fundamentals required for a
successful digital experience. Anyone who is looking to promote


http://Amazon.com

themselves or business using digital media marketing tools should own a
copy of this book. As Brian Miller thoroughly demonstrates, principals of
design very much apply to each of your digital properties. Thank you,
Brian for an extremely comprehensive guide of an ever changing
landscape. While technology will continue to change, principals of
effective design do not.”

— Published on Amazon.com on March 10, 2011 by B. Crosland

“Great for budding Devs

If you're into the web and building sites then this, IMHO, is a must read.
Brian Miller took his time and laid out the fundamentals of web
development and design ehre in a concise and accessible manner. you
don’ need a lot of technical acumen or programming prowess to get what
he’s writing about and you’ll come away with a much greater
understanding of the how’s and why’s of dev/design.”

— Published on Amazon.com on April 20, 2013 by Frater Zion

“A Useful and Easy Guide

Miller has written here the perfect handbook for a student looking to
learn more about web design or a small business owner trying to spice
their site up an increase traffic. It’s all here, discussions about the web
itself, about how people use it and read different sorts of pages,
discussions about the usability of a site and how that affects its design and
vice-verse, a checklist of things to do before your site goes live and of
things to have as it grows and thrives, everything you could need to know
about web design.”

— Published on Amazon.com on April 3, 2012 by A Student of eCommerce
“A must have for web designers

Brian Miller does a great job of introducing people to the Art & Science of
Website Design. This book is an excellent introduction and overview of
Website Design, but is also packed with great information for old timers
as well.”



— Published on Amazon.com on September 11, 2011 by Hugh



Preface

Illustration of Brian Miller by Abigail Zambon

For many years, students of graphic design studied the subject in the
context of printed material (advertising, brochures, logos, books,
magazines, newspapers, etc.) with the goal of creating a fixed and
permanent product—ink on paper, paint on a wall. That is all changing.
More recently, students studying graphic design do so with no intent of
creating a piece of printed material. This book is for those students.

This book is also for those who have been practicing print design for many
years and are looking to bridge their skills over to the Web. For you, there
are portions of this book that should sound very familiar, but there will be
other concepts that will go against what you’ve worked so hard to achieve
as a print designer—Iletting go of exact color matching, smooth type rags,
and avoiding the dreaded widow!

The fundamentals of clear, hierarchical graphic communication have not
changed for hundreds, if not, thousands of years. There are universal
principles that govern the success of a message being seen and being
consumed effectively by a particular audience. But the medium matters.
Above the Fold is a book about those enduring graphic design principles,



but with the added nuances and specialties that digital communication
brings.

This book focuses on the design of Web sites—more specifically,
communicating a message using the medium of the Web. Many students
of Web design, and many other publications on the topic, tend to mix
technology (coding) and design into one big hodgepodge. This is a
mistake and can be a barrier to entering the field for many people. Coding
is an art form unto itself, requiring years of study and skill development,
much like design. While it is important to understand the basics of the
coding required to build a site, it is ambitious to believe that a single
person will have the creative acumen to design a site as well as the coding
prowess to develop the same site end to end.

This is very similar to print design, actually. It has always been important
for graphic designers to understand the printing process—the effects of
various types of varnishes or how certain paper affects the ink, folding,
and binding techniques—but it has not been necessary for print designers
to run the press. Although there are boutique print shops owned by very
talented designers, the majority of pressmen are specialists in the field of
printing. They understand that being an expert printer requires
dedication, as does being a designer.

A few words about the title

Some of you may have investigated and/or purchased this book based on
the title in the hope that it has the often-debated answer to the question,
“Should I put all my content above the fold?” It is my hope that it will
broaden your thinking on the subject. There is no one right answer to that
question, but this book will provide you with the framework for effectively
laying out a Web page based on the goals and objectives of your client.
The phrase “above the fold” reminds us that there are both close
similarities and vast differences between print and Web design.
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time when newspapers where sold en masse on the street corner to
passersby. As people raced by from one location to another, the top of the
front page of a newspaper needed to grab their attention and compel
them to purchase the paper. In that case, it was very important to have
the information on the top half of the front page be the most relevant and
interesting.

For the Web, there is a similar paradigm where the viewable area of a
Web browser only exposes a portion of most Web pages. The term above
the fold was adopted by Web users to describe this phenomenon. Unlike
newspapers, however, where almost every one was sold in a mass-market
format, Web pages are viewed at different paces. Even pages within the
same site are viewed differently—the home page tends to need to grab
someone’s attention faster than an interior page, as an example.

So why title the book Above the Fold? Good question. Above the fold is a
phrase that reminds us that there are both close similarities and vast
differences between designing for print and designing for the Web. It
represents the link between what has been done for hundreds of years
and what is new in the field of design.

Design can be defined as a series of decisions that lead to the optimal
outcome for a particular need. Placing content above or below the fold on
a Web page is one of those decisions. It is my hope that the content of this
book will aid you in making this as well as many other important design
decisions that lead to clear and effective communication on the Web.



INTRODUCTION TO WEB DESIGN

There’s an old legend in the world of football that says Vince Lombardi,
head coach of the Green Bay Packers, started every season with a speech
to his players about the game of football. He began the lecture by holding
up a football and saying, “Gentlemen, this is a football.” He proceeded to
describe its size and shape, talk about how it could be thrown, kicked, and
carried. Then he’d point down at the field and say, “This is a football
field.” He’d walk around, describing the dimensions, the shape, the rules,
and how the game was played.

This is the Internet

The message from the two-time Super Bowl-winning coach was simple: to
truly be effective at anything, one can never forget the basics. This simple
demonstration stripped away the complexities of the game and reduced it
to its essence. In doing this, Mr. Lombardi refocused his team’s attention
on what was truly important about succeeding at the game of football.
Taking a cue from Vince Lombardi, I’d like to conduct a similar exercise
for you: Turn on a Web-enabled device (PC, laptop, tablet, mobile phone,
etc.), open the Web browser of your choice (Safari, Chrome, Firefox,
Internet Explorer, etc.), type in the address of your favorite Web site, and
behold—this is the Internet. The Internet is a series of interconnected
computers, called servers, that enables companies, brands, organizations,



governments, religious groups, and individuals to share information on a
worldwide scale in real time. The World Wide Web, or Web, for short, is
actually only a portion of the Internet, which also includes all aspects of
computer-to-computer communication like email, messaging, and file
serving, just to name a few.

When an Internet user types the address of a Web site into his or her Web
browser, the device transmits a signal to a server, and the server responds
by sending bits of information back to the computer. This information
includes images, raw content, and instructions for the computer to
reassemble the layout, called markup (the M in HTML). The computer
then takes that information and configures the files based on two things:
the markup and styles that came from the designer/developer, and the
preferences and limitations of the Web browser and device itself. When a
device reassembles a Web page that it has received from a server, the
following factors influence exactly how that page appears on the screen.

CONNECTION SPEED

The connection speed is the speed with which a computer or device can
connect to the Internet and download the assets required to build a page.
This has been an on-again, off-again issue through the years. The first
computers to connect to the Internet did so with modems that used phone



lines, which were very slow, causing the need for “light-weight” pages—
pages created mostly of text and color, with few images. Then came DSL
and cable modems, making high-speed Internet possible, and Web page
design evolved to include large amounts of imagery. Enter the cell phone,
and people began browsing the Web with slower connection speeds, until
Wi-Fi and high-speed mobile connections evolved. While the connection
speed of a user browsing a site won’t have a direct effect on how a site
looks, it will definitely have an effect on the person’s experience of the

site.

SCREEN RESOLUTION

Not to be confused with the screen size in inches, resolution is the
dimensions in pixels measured horizontally and vertically on a screen.
Most desktop monitors range from 800 pixels wide by 600 pixels high to
1024 pixels wide by 768 pixels high. Tablets have similar resolutions,
while mobile devices can be as little as 320 pixels wide. Because of this
dilemma of differing screen resolutions, designers and developers created
the idea of responsive design. Discussed further in chapter 3, responsive
design displays different layouts for a single Web page in response to the
screen resolution, making it possible to maximize legibility and usability
regardless of the size of the screen the content is displayed on.



OPERATING SYSTEM

The type of device and version of the operating system (OS) the audience
is using to browse a site can have an effect on how a site is seen. The
number of operating systems has increased over recent years. Instead of
focusing on Macintosh versus Microsoft Windows, designers and
developers now have mobile platforms to contend with—iOS (Apple),
Windows Mobile, Android (Google) and to some extent Blackberry. A
primary difference between operating systems is how typography is
handled, including the fonts that are available natively and how smoothly
the fonts are rendered. Chapter 6 takes an in-depth look at typography.

WEB BROWSER



The primary Web browsers used today are Safari, Chrome, Firefox, and
Internet Explorer, both desktop and mobile versions. A Web browser is an
application whose function is to receive layout and styling information
from a host and display that information on screen. Because these are
different applications developed by different companies, they all interpret
this information slightly differently. Added to this, the language that
makes up Web styling—cascading style sheets, or CSS—is always
evolving; therefore, Web browsers are constantly updating to keep up
with the latest styling attributes.

Designing for the Web

To complicate matters, beyond these inherent system-based influences,
individual user preferences also can affect the way a site looks. In this
image we see the “Content” preferences in the Firefox Web browser.
These controls allow a savvy Web user to change the fonts, the minimum
size for type (this is an accessibility feature for users with impaired
vision), the colors used for links, and even whether links are underlined.
In some cases, these user preferences can even override the design
decisions a designer has made for a page.

It is this aspect of disassembling a design and allowing the user to
reassemble it under a varying set of circumstances that makes Web design
a unique and challenging form of design. These unique factors create
added limitation considerations, and new possibilities, for the designer.
Dealing with these factors and the potential issues they can cause in the
clear communication of a message or a brand image requires a specific
process.
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This screenshot of the preferences panel in Firefox shows how users can
change how specific characteristics of Web design appear on their screen.
Limiting subjective decisions and being creative within those limitations is
the essence of what all designers do.

The influence of the Web browser on Web design can be seen clearly in
the following timeline. As the browser evolved, so did the sophistication
of the design treatments for Web pages. Also evident on the following
timeline is the uniquely Web idea of “publish, then polish.” For many
Web-based organizations, like the ones in the timeline, getting something
online is more important than getting the perfect thing online. This can be
very counterintuitive for print designers, who are used to meticulous
perfection prior to any public consumption.



Most organizations have Web standards like this one for Yale. They spell
out the dos and don’ts of everything from typography and color to image
use and grid structure. These rules help define the creative decisions
made by a Web designer and ensure brand consistency.

A Brief History of Web Design

Web 1.0 (1993 — 2002)



Mosaic, the first consumer Web-browsing application, is released

1994
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Yahoo.com launches

Image of Microsoft.com from 1994

WC3 is formed to standardize HTML
Netscape Navigator Web browser is released

1995
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Amazon.com launches

NYTimes.com launches

CraigsList.org launches

Microsoft releases Internet Explorer versions 1 (August) and 2
(November)

1996
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CompuServe changes its name to Lycos.com
Cascading style sheets (CSS) introduced
Microsoft releases Internet Explorer version 4

1997
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DrudgeReport.com launches

Image of Apple.com from 1997

Ebay.com launches

Netscape Communicator replaces Netscape Navigator

1998
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Google.com, founded by Larry Page and Sergey Brin, launches
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Napster.com, a peer-to-peer file sharing Web site, launches
Microsoft releases Internet Explorer version 5, which allowed users to
save Web pages for the first time
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Craigslist.org expands beyond San Francisco (originally launched in 1995)
Google Adwords launches
Netscape version 6 is released
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Wikipedia.org launches
Microsoft releases Internet Explorer version 6, which included support for
CSS

Friendster.com launches
Netscape version 7 is released

A Brief History of Web Design


http://Wikipedia.org
http://Friendster.com

Web 2.0 (2003 - present)

2003

MySpace.com launches
WordPress blogging software is introduced.
Apple releases the Safari Web browser

2004
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Facebook.com launches

Flickr.com launches

Mozilla Firefox Web browser is released, which utilizes the Gecko layout
engine to display Web pages

2005
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YouTube.com launches

2006

Twitter.com launches

Microsoft releases Internet Explorer version 7, which introduced tabbed
browsing and a content feed reader

Mozilla Firefox version 2 is released with tabbed browsing

2007
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Apple introduces the iPhone and mobile apps
Netscape Navigator version 9 is released

2008

Candidate Web sites and social media play a pivotal role in the U.S.
elections
Mozilla Firefox version 3 is released

2009
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Microsoft launches Bing.com to compete with Google
Microsoft releases Internet Explorer version 8 with improved support for
Ajax, CSS, and RSS
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Twitter.com is used to organize and mobilize relief efforts in Haiti
following the devastating earthquake.
Mozilla Firefox version 3.6 is released
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Pinterest.com launches

2012
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Above the Fold

Designer

e v -
Above the Fold focuses on the three phases of a Web project—planning,

designing, and optimizing—with each phase aligning with the
constituents of a Web site: the user, the designer, and the client.


http://Vine.com

Plan

The first section of Above the Fold explores the steps that are required to
plan out a Web site. Planning is not unique to Web design, of course, but
there are some unique considerations a Web designer must be aware of in
order to avoid common pitfalls. Even the simplest of Web sites can be
defined as an application with a unique set of utilities that need to be
manipulated by the user. Identifying the requirements of this application,
including the goals of the client, is a great first step for any Web project.
The resulting requirements document can be referred to throughout the
entire project to create success factors to be used to evaluate the project in
the end.

Another benefit of this planning stage is that it helps designers break up
large tasks into manageable smaller tasks. Mapping out the relationships
between large amounts of complex information or detailing the flow of a
particular user task are examples of things that should be addressed prior
to beginning the design phase in order to make sure they’re getting the
attention they require.

In addition to having a plan, Web designers need to have a contingency
plan—a backup plan that allows for user variables.



The collection of these plans is called User Experience Design, or UX.
Designing the experience that’s right for the target customer (in addition
to what we traditionally think of as graphic design—styling, typography,
and imagery) is critical to being a successful Web designer. It’s the criteria
by which each of the samples shown in this book has been judged. They
go beyond looking good: they look good, they work well, and in many
cases they add an element of delight to the experience. It’s also the
criteria that the Web-browsing population uses to determine how
successful a Web site will be.

Take twitter.com, for example. It’s unlikely to win a traditional design
award, yet it’s undeniably and profoundly popular. Twitter’s popularity is
largely due to two main things: It’s a simple idea—telling your friends
what you’re up to—executed simply, with an emphasis on user
interaction. It is a utility that lets users have enough control over the
experience to make them feel as if they’re expressing themselves, but not
so much control that the experience becomes overwhelming or
intimidating. This is all a direct result of excellent planning and user

experience design.

Design



The second section of Above the Fold looks at the specific attributes of
Web design and layout. To explore the subject of design for any medium,
it’s important to define the term design. At its most basic, design is a plan.
Things that are said to have happened “by design” are said to have
happened not by accident.

A finished design is simply the result of a series of decisions made by a
designer to uphold a specific brand image and communicate a message.
Each decision a designer makes leaves him or her open for subjective
criticism, and therefore, many designers find it helpful if their decision set
is limited in some way—by brand guidelines, client requests, or self-
imposed limits. Limiting subjective decisions and being creative within
those limitations is the essence of what all designers do.

The Web as a design medium comes with several built-in design decision
limitations—from color accuracy to typographic control to page size.
Successful Web designers embrace these limitations and find ways to be
creative within them, instead of trying to circumvent them. Section II of
Above the Fold explores the aspects of graphic design (space use,
typography, imagery) in the context of the limitations and opportunities
that Web design offers.

Design is about having a plan. Web design is about having a backup plan.

Optimize



The final step in the Web design process, as well as the last section of
Above the Fold, is the analysis phase. Analysis can begin with the product
itself—the Web site that was created in the design phase. This testing, or
beta, stage can help uncover issues with the digital product prior to
launching the site to the public.

Once the site is launched, how will your users find it? Section III looks at
two ways of attracting visitors: search engine optimization (SEO) and
Web marketing. SEO is not a sexy topic. It involves research, copywriting,
and networking. But it is paramount to the success of a site. Marketing is
very sexy—social, viral, guerrilla. It is these concepts of SEO and
marketing that bring users to a site and ultimately lead to its business
success.

Finally, Web design offers an unprecedented opportunity to analyze and
adjust a design based on detailed, real-time information. Improvements to
the design or usability of a site can be done on the fly with no limits to the
number of changes that can be made. Analytic software, such as Google
Analytics, provides countless pieces of data that help a designer
understand the habits of the users of a site.

Each of the topics in Above the Fold, from planning and design to
marketing and analysis, can be researched in much greater depth than
what is presented here. It is also equally important to take in the breadth
of these principles. They are interconnected; too great a focus on one area
over another will result in a less than successful product. Planning,
designing, analyzing, and back again to planning is the complete and
necessary cycle for successful and long-lasting Web strategies.



Section I

PLAN

1. Web Site Planning
2. Elements of Usability

3. Space, Grids & Responsive Design
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CHAPTER 1

WEB SITE PLANNING

User-focused design, or design that puts the user ahead of stylistic design
treatments or gratuitous use of technology, must start with a plan. The
objective of this plan is to align the client’s business goals with the needs
and desires of the target user group. A plan can also help map out a “big
picture” view of the project, giving all members of the team perspective,
clarity, and a common goal. An effective plan helps remove subjectivity
from the creative process and gives a framework for decision-making.

Project Planning

Creating a Web site project plan is a multi-part, multi-disciplinary process.
The phases of this process can include research and discovery, content
inventory, site mapping, wireframing, usability mapping, prototyping, and
design concepting, all of which are discussed in this chapter. Depending
on the size of the project, this phase can take a week to several months to
establish the documents needed to effectively move forward with the
design phase.

There are many benefits to developing an effective site plan. The client
should reap long-term benefits, from a reduction in the development cost
normally associated with inflexible or flawed systems, to decreased



training costs. These benefits help clients make the most of their Web site
and achieve the highest return on their investment (ROI).

Plans also help the design team define the parameters of a project for
estimating purposes. Once a plan is in place, the designer or project team
should have a clear picture of the scope of work (SOW) for the project.
The team can then estimate and assign time to each task or phase of the
project. If along the way the client has revisions or changes direction, the
designer or project team can refer back to the approved plan and
determine whether the project needs to be re-estimated or if the
alterations are within the original scope of work.

Ultimately, however, site planning should be about the user. The goal of a
well-conceived site plan is to increase a user’s satisfaction with a site by
organizing information and optimizing the critical tasks on the site. The
measure of the ease of use for a site is called usability and is discussed in
the next chapter. What follows are the basic steps involved in the Web site
planning stage.

Research & Discovery

The process of developing a plan usually starts with research into the
client’s goals for the site and an analysis of the landscape in which a site
will exist. A briefing meeting is an interview with the client to better
understand the purpose behind the project. This can be conducted by a
designer or an account executive (also called a client manager), whose job
is to manage the client relationship. A SWOT (strengths, weaknesses,
opportunities, and threats) analysis can be very helpful in pinpointing the
internal and external factors that will influence the project. A SWOT



analysis categorizes the internal and external, positive and negative
factors that can influence the effectiveness of a site.

To gain a deeper understanding of the landscape, it’s often necessary to
conduct a competitive analysis and customer interviews. A competitive
analysis results in noting what the competition does well as well as where
they fall short. This can help identify gaps in the market that the client
can take advantage of. Customer interviews are helpful for identifying the
current perception of the client organization or the general feeling of the
current market.

The result of a client briefing and customer interviews is a project or
creative brief. A creative brief outlines the goals for a project, the special
considerations the team must take in order to complete the project
effectively, as well as a schedule of milestone events. A brief is usually
reviewed by the team and the client and signed off, forming the
directional foundation for the project.



Strengths Weaknesses

Internal/Positive Internal/Negative
Recognized brawd Understarred
Iwpressive product (ine Lock of experience

Opportunities Threats

External/Positive External/Negative
f.w:#.um-{in\g customer bose E‘:fonj C":MI’_:QT.;.T_'EGL\
Growing industry Economic Toctors

This is an example of a SWOT analysis. The process of developing a
SWOT chart can help uncover key pieces of information that help shape
the usability and concept of a Web site. Strengths and weaknesses are
internal factors, while opportunities and threats are external factors that a
client has little control over.

A SWOT analysis categorizes the internal and external, positive and
negative factors that can influence the effectiveness of a site.

Requirements Documentation



A great way to organize the client’s needs and create a list of success
factors is with a requirements document. A requirements document is
usually a spreadsheet that contains a list of non-subjective “must-haves”
for each page or section of a site as well as global must-haves for the
whole site. An example of a requirement is “the site shall have commerce
functionality,” or “the main navigation shall include a link to the shopping
cart feature.” These requirements help set a framework for the rest of the
planning stage and they can be referred to throughout the project to
ensure the success of the project.



Creative Brief

Project name:

Date:
Prepared by:
Submitted to:
This fact-based portion of the brief
; - should be concise and only include
Project overview:

information pertaining to the desired

outcome of this specific project
Background information:

Target user insight information:
Brand attributes, promise, and mission:

Competitive landscape:

Business objectives—success criteria: : - e
The business objective should identify
; : a single testing metric that drives the
T'ESHI"[E requirements—measurement of success: . frot
creative strategy and the decision-

making process for the project
Creative strategies:

Functionality and technical specifications:

Defining the number of reunds of

Contribution and approval process: revisions and identifying a single paint
of contact (client and creative) will
Timelines: cause clients to focus their comments

and streamline the process

This creative brief template helps clients synthesize the goals of a project
in a way that can help remove a lot of the subjectivity that comes with
creative projects.



Project Timeline

Week 1 2 3 “ = 6 7 8 9
1. I
2 | | [ —
2, S N N N S E— S N
7 e ==
5. | s | a—
1. Information Architecture 1-2 weeks
2. Site Design 3= 4 weeks
3. Copywriting COncurrent
4. Front-end production 1- 2 weeks
5. Back-end production 3 =4 weeks

A Gantt chart shows the timing of the tasks involved in a project in
relationship to one another, helping the team see the big picture.

Asset Inventory

A Web site design project can often be overwhelming at the beginning.
There are many considerations to be made and items to be collected
before designing can begin. Project assets like client logos, copywriting,
imagery, and code libraries must all be identified and located. This
process begins with an inventory of all the assets needed for a project—in
other words, what are the elements of a site that the team will need to
complete the project? This information can be collected in a spreadsheet,
drawn out on a whiteboard, or sorted on index cards—whatever will
produce the most comprehensive results. This process can be done by the
creative team in parallel with the execution of other phases by the
information architecture and user experience teams.

Web design projects can be overwhelming at the start. Checklists, like the
one seen here, help a designer run down the list of requirements for a
project and reminds him or her of the critical needs.



Content Checklist
Copy

e Who will provide copy?

e s there a budget for a copywriter?

e What are the copy mandatories?

e What's the correct tone for the audience and brand?

Imagery & Artwork

e Is there existing imagery?
If yes, what format and resolution is it?
e [s there a budget for a photo shoot?
e s there a stock photo budget?
e Are any custom illustrations needed?

Code

e What code can be reused, if any?

e Does this require custom programming or an off-the-shelf solution?
e Will there be a content management system (CMS)?

e Who will manage the content?

File Organization & Naming

A designer’s ability to organize his or her working and production files is
always important, but with Web design it’s critical. This is because the

files that a designer uses to create a site are the same files that a user will
download and view on his or her computer. Factors such as file name, file
type, file size, and directory organization are all significantly more



important than with print design. HTML files reference other files with
relative paths, which means they find other files based on their own
location. Therefore, files need to be organized in clearly labeled
directories, as seen in the diagram to the right.

E Main Directory

— [= HTML/CSS files

= E Image directory
- B Javascript directory
L B Media directory

Properly naming files can help improve workflow and, more importantly,

ensure the files will be handled properly by the Web server. Rule number
one is never use spaces in file names. While Mac and Windows systems
can handle spaces with no issue, servers running UNIX can have difficulty
with spaces.

Clear file names help the programmer understand the content of the file
and they help organize the directories for a Web site. The example file

’

names seen here are all buttons, thus they start with “btn_” and because

of this they group together alphabetically. Note that they’re all lowercase
as well. This is for consistency and because some languages like XML and
XHTML are case sensitive, so to be safe designers should stick with an all-

lowercase convention.



btn_red.gif
btn_blue.gif
btn_green.gif

btn_orange.gif
“Logically” can mean a number of things: Logically from a business point
of view; or logically from a user’s point of view.

Taxonomy and Grouping

Once the objectives have been set and all of the things the client would
like to say and do with the site have been established, you can begin
organizing and mapping out the content. Start by listing all the content.
Then begin grouping the content logically. “Logically” can mean a number
of things—Ilogically from a business point of view or how the client sees
things being grouped, or logically from a user’s point of view or how the
information will be consumed.

Some Information Architects (IAs) conduct this exercise with software like
OmniGraffle, or the old-fashioned way, with index cards. How you decide
to do this is up to you, but the ultimate solution should be something that
makes sense for the user and the client.

One rule of thumb is to limit the number of choices a user sees at any
given point to seven items. Physiologically, humans cannot perceive more
than seven items at one time without creating sub-groups. So to not
overwhelm the user, a typical primary navigation will not have more than
seven items, often fewer.



Hierarchy of information can begin to unfold with the selections for the
primary and secondary navigations. The primary navigation should be just
that, the primary activities that a user will want to conduct on the site.
The secondary navigation, which often has less visual importance, is for
supporting content.

On a side note, I can’t tell you how many times I have clients request that
“About Us” appear in the main navigation. One of the hardest jobs of an
information architect is getting clients to understand the point of view of
the user. “I'm sorry to say it, Mr. Client, but users don’t care about you.”
Or at least, it’s not their primary concern. “Yes, it’s nice to hear how you
worked for years to develop your product or service and how you started
in your basement, but that is not why people are visiting your site...“

Information Architecture

In order to understand what information architecture (also known as IA)
is, it’s important to unlearn what most designers think IA is. It is a mistake
to think of IA as simply a means of sketching a design—boxes and shapes
that represent the “underpainting” of a layout. While this may be useful to
some designers and may also be how IA got its start, it’s only a sliver of
the IA field, which extends well beyond simple design planning.

In the infancy of the Internet, Web sites were predominantly “information
spaces”—news sites, medical sites, marketing brochure sites, etc.
Therefore, there was a need to “architect” these spaces, which meant
designing effective ways to a) organize the content, and b) navigate
through it so users could easily find what they were looking for. If you
look at the deliverables an information architect (also known as an IA)
created, that becomes clear, below.



Site maps: An illustration or map of the pages of a site and their
relationship to one another
B

N
N

Taxonomies: The classification of content into a hierarchical structure

Labeling systems: The process of naming buttons and links to make it
clear what content they will reveal

Wireframes: A means of organizing the content of an individual page as
well as illustrating any technical requirements needed

These tools illustrate the navigation structure and provide context as well
as the details of the various information components shared across the
different pages/screens of the site.

When websites became more transactional, IAs started to become more
like interaction designers, thinking in terms of discrete user tasks,
mapping out user flows, designing—from a functional point of view—the
individual components that would allow users to complete tasks, and all
the nitty-gritty that went into each component. At this point, IAs shifted
their attention away from the client and/or the designer and focused it
squarely on the user. User scenarios became a standard IA deliverable,
showing the paths to desired user outcomes and (usually) business
outcomes, too.

Sitemap



The information architecture phase of a Web site project starts with the
development of a comprehensive sitemap. A sitemap is a schematic for a
site showing the pages and the linked relationships among them.
Traditionally, pages are represented by outlined boxes, and links are
represented by lines connecting the boxes. This document gives a design
team an overview of the site and allows designers to understand the
breadth of the navigational needs and the full scope of the project: What
pages are most important? What pages need to be reached from every
page? Is there a target page that the client wants to lead people to? All of
these questions can be answered by examining a sitemap.

Videos Library

Video

Golf News Arlicle
Help

A sitemap, like the one shown here for GolfersMD.com, shows the pages
of a site and their relationship to one another. Pages are laid out and
grouped by the information architect, showing various pathways and
connections that a design team uses when laying out the navigation and
sub-navigation. In this case, the items in the main navigation are shaded
in blue, pages that require the user to log in are shaded in gray, and pop-
up windows are slanted boxes.
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becomes more manageable when neatly organized by an information

architect.



Wireframe

Wireframes are blueprints that map out individual pages of a site. They
show the elements of a page and their relative weight or importance.
Wireframes are blueprints that map out individual pages. The wireframe
shows the elements of a page and their relative weight or importance.
They are not intended to illustrate the layout of the page; instead, they
visually catalog the elements on a page and give a designer an idea of
what the most important elements are, what the second most important
elements are, and so on. They can also detail specific functionality for a
page; illustrate different states for elements on the page or the entire
page, like drop-down menus or expanding areas; or demonstrate how
modular areas might work together.

Wireframes can be made for any page of the site that requires this type of
detail, like the home page, subpage templates, registration forms, search
results, and so on. This step helps a designer focus on style rather than a
dual task of form and function during the layout phase.

STADT HAMKHEIM =

A e et

— Sl Syl @ .
T W
= A
:._L" =

0 Ui 3 i it i.

e, =] (s gy

W Tw— .l

= =1 - A
et LN prll [N -
) S ek

i ]

LN
2 ==

T ALLE, T T NEE
[ Vi W B



loge | _SITE NAME_

Page 1

Welcome, @ Swhite  Settings | Help | Logout

Tuesday, February 20, 2007

e

In The Spotlight

Find a Colleague w | Browse By Tag w | [

Prof. Development Knowledge Resources Marketing Excellence

Nike to Change Shopping Experience

Nike wants to change the way consumers
shop!

"Consumers want a more compelling

and relevant experience wherever and
whenever they shop," Nike President

and Chief Executive Mark Parker said.

Discuss on the Blog >

News Clip Sheets

News: All Topics

U LEEERT Most Viewed | Top Rated | All Stories

+ 10 Secrets of Successful Online Community

= The Ultimate Social Network You Haven't Heard Of

®

Select Feeds W%

Search News &7

& My Profile
s

Sterling Hayden on Feb 20, 2007:

Integer consequat. Sed sed lacus. Aliquam
erat volutpat. Pellentesque facilisis urna
quis odio. Curabitur rhoncus.

Aliquam erat. Donec at libero vel mi
dignissim accumsan. Nam ante tellus,
porta ut, sollicitudin id. Nullam fermentum
luctus leo...

Go To Post >

Featured Content

(e LEIBLEN Knowledge Base

5™ Anniversay of Volvo's @
awards program honoring
America's favorite hometown heroes.

Campaign: "Volveo For Life”
Media: TV, Online, Print, Event

Views: 128,234  7.07% Avg. Rating (0 votes)

Tk

Views: 536 Avg. Rating (498 votes)

Hyundai QarmaQ’s Plastic Skin: Reduces Weight, Saves Gas D

Tags: _TAG NAME_ A

Tags: _TAG NAME_, _TAG NAME_

wireframe.

Views: 413

% % % % Kk Avg. Rating (405 votes)  Tags: _TAG NAME_, _TAG NAME_

Google Shifting Resources to YouTube Monetization

Views: 402 % % Kk vr s Avg. Rating (233 votes)

Tags: Not Tagged

Sharing is saving: GM to save up to $750 million on Zeta RWD platform

Y % K 7 Avg. Rating (8 votes)

Views: 8

Elz][s[«][s]e] 7] &]2]r0]

Tags: _TAG NAME_, _TAG NAME_ <«

65 | 64 |[Next>>]

If there is a premium on space and a desire to display more /
headlines above the fold, consider NOT showing the “Views, Raling, |
Tag" line. The values are implicit in the filtering choices on the fop '
bar and via the Tags option in the Search News dropdown. They are
also explicitly displayed when the article is opened.

Appears on rollover of
link (see Cooliris.com).
Click to open article in
.~ | layer as shown on next

BuzzMetrics Stats

Brand: I Volvo v

Go To Campaign >

Total identified blogs: 42,192,419
New blogs in last 24 hours: 66,477
Blog posts indexed in last 24 hours: 503,650

Events Calendar

04-04-2007 Ford Marketing Conference

04-24-2007 Advertising Age: Marketing In
The Digital Age [

See Full Calendar >

Suggestions For The Site?

Go To Report >

A
New York, NY
USA
London, England
UK
v

Have some great content and feature ideas for the site? Discuss

them in the Site Suggestions blog.



e | _SITE NAME_

Tusaduy, Fabronry 35, 3007

Home Prof. Development Enowiedge Resources Markating Excelience

_SITE NAME_ Blog
Wik a Fost

Cabagoriss

Aafo Markeling {12)

Biogs, Viogs & Podcasts (23}
Brancs & Eranding (15}
Meda Flanning & Buying (7}
Kew [/ Cool (5]

Rants | Worst Ideas (21
Trends & Culturs (3]

Bearch Engine Adverising (2]
Soclal Metworking (5]

‘siiral [/ Wrord of Meouth (55

4 Si= Suggestons

Arohle.

By Motk L

Moet Popular Posic

T Tipa o Plicking Bloggers

Opparienites ff Markeling Seugs
Poszasting

Uiaing Wikgeda fer Marketisg

Fining a Mes Formaie of Biog
Infuren

Wicseaon Lapispe Ghuisey

Most Commentad On

Wicseaon Lapise Gy (74)

Top G craw visls U.S.4, wi
Treae Bi Al {70

Fout Wmsating (58)

Foids Big gurt th Meitang-Suaiad
Inierempler Concapt (5T)

Hall of Cris (44)

Wealczma, 7 Swhile  Seltvga | Hels | Logsa

_searen |

Find a Coleague v | Browse By Tag v |

£ ny Frone
Rants [ Worst Ideas
Tenainy, Febiumsy 20, 2007
Why I'd Like To Strangle The Gecko
By o Escirn
Lorem |psum dolor st amet, consecteiusr adipiscing =R Ut laoes. Consc quis ioror, Fraesesnt
biandR consecietusr mi. VesSoulum sit amet oo ac metus plaosral sucior. VesHoulum lecius =5,
scebrisgus v, vuiputais v, facilisls ac, jusin. Mascenas porfa. Quisque Innisl. Pelleni=sque
habitant morbl ristqee senscius ot nelus =t malesuads fames ac lunpis egesias. Edam nec fusio
nieC torior pallenie=sque sletend. Suspendsse torbor e, vestbulem =4, Imperdiet ut, luchus a, dolor,
Westbulom sit amet elus. Nuls saplsn.
Led tefiuz. Vestibulum adipiscing oncl st amet maers. Sed massa. Morbl ol dolor, Peliemissgus
habitant morbl ristique senscius = nelus & maiesuads fames ac funpls egesias. Sed felius peds,
elementum &, pretiom id, bibendum viae, sugue. Prassis sceisisoue. Mascenss si amet odio.
Mascenas In lgola =u lguls pelentesque fincldunt. VesSioulum gravids Igul eget nisl Fusos
conseciziuer nisl quis nisl. Vestbulem solicRudin foror uf mauwis. Class apient iacl sociosqu ad
Iora forgquent per conubla nosia, per incepios Fulia dul regus, diclum eget, Teugiat
aliqust, commedo sensnalis, vell Quisque Id nibh eget foror luchus malssuada, VesSholum
ulamzomper feugiat massa. Veshiulum ssmper dul af emms. In purus fses, pretos sget, malssusda
non, pukdnar i, toror. Maurs vise vellt Bad si amet du.
i it b AM I Riraiecre idais, Beand & Branting | Connnts {34)
Wendy, Pabrury 18, 2007
Girl Scouts Enter Seedy World of MySpace
By
Curabitur rhoncus. A=nean diam =st, loborfs sed, prefium vel, rutrum quis, oo,
‘estibulom anke psum ek In frucibus ond eches et ultrices posuere cublia
Curae; LS cursus eletiznd lorem. Mauris furpis. In hac habllasse platea doumst IAEE
Fusce dignissim =il quis ol Duls =f odio. Proin Rendrer® sagifls quam. Bed
sem gula, soslerisque wiae, prefum sitamet, convalls sed, colo.
Proin placerat convalls pede. Sed wolulpat dul sit amet dolor. Dorec in esf in
Jusio wiamcomer cemars Eliam fampus semper toror, Pelenfesque lorem oo, SCAFTIN_

semper st amet, wiricies ld, eulsmod quis, tumpis. Mam =t dsus eget lorem
Taucioes w=nenafis.

Inizger conssquat. Sed sed lacus. Aliquam eral volsipat. Pellentesqus faciisis
urra guls odic. Curabiier rhonous. Aliquam erat wolutpat. Maecenas et maurs sit
ame! augus biandit bibendum. Lonem Ipsum color 5% amet, consectetuer
adipiscing =ik

Prawed at rhonm AM In Rarsiient ideis | Commens {2)



Lege _SITE NAME_ \Walzomn, % Swhite  Setiega | Hap | Logeut
Tesstug, Fabrawry 20, 3257 Find a Collzague w | Browse By Tag = | Saaich

Home: Hiog Frof. Development Krowiedge Resoures Markeiing Evoeldence B niy Proie:

Find a Colleague

Do fou Know?
By Expertise: Green |fwsied Emsgieg Tassonsiogis, Flas-Fus, Fuuing, Hbed)
—
Show: | K0 Bearekifugiers Fr T
Jab Tids:
< Inéemet Eroject Manager
Ford Asia FaoHle
o Brarsiftagion
Voo
Marague wark Soraqus +EEDISEEA112  Markefing Divecior [Emal]
Expartinn
Yoz Yuko Suzubl +EEDISEEA113 Markefing Associaie [Emal] D Chiennel, Web 240
Gz Tz Prodile »
Ford Camada
* Azharis Andeew A, Hars +ISIEMSEEN  Markeling Associate [Emal] Headoount
* Joodne Jetre Eodine +ISEMSEEZ  Markefing Associate [Emal] Brandifiagian r——
Lpworeil LaliaJ. Womel +1 SIS B4SBEDZ  WF Marketing [Emal] Pt il Pacte: b
Pas Buscpn .
Ford Ewrnpe Ferd e a8
Eraar Elzabeth Morton 4411758405673 CmssVehice Markating  [Emal] x:"w :
1
% Emyrax Eddy Merckx +431IEB4D557E  Manager, Froduct Marketing [Emal ] i o
Tesian Terzroe Meslan +44 1ZEB4DEETT  Adverising Manager [Emal] Lo Rewer £
Linzsin [ -]
nzda 138
Fard Maxlen M o
® Fualenzusia Femando Valenzusia 5255 18400346 Markefing Direchor [Emal] Veka i
% Cumsha Cscar da Shva +SIESIMOIBAT  Markefing Amsoclabe [Emal] Test T8
Ford South America
L Joauim Mabuco 455 1141748483 WF Marketing [Emal]
*. Rpalcitn Renata Palosn 455 1141743450 Markefing Associate [Emal]
Ford UBA
% Dare Dewid Ame +13{I555 1212 Channs Marketing Manager [Emal]
% Jmuster Jayee Mueler +13IEE 122 Markefing Manager [Emal]
Jaguar
Coconrel Connor ODonnell +44 1506 645745 KUK Brand Team [Emal]
Mitasior MK Taryior +44 1SCE 49746 Indemet Froject Manager  [Emal]
* Riecerck Rckert Srecerke +44 15066459747 (Globel CRM Manager [Emal]
Land Rover
" Casmussen Cash Asmussen +44 S5 E41111  Channsl Marketing Manager [Emal]

# Ladkins Lynne Adkins +43 MS2E 41112 Markefing kManager [Emal]



Loge _SITE NAME_

Tussgng, Fabrusry 22, 3007

([ o

_SITE NAME_Blog

" Wirke a Fost

Cabsgories

Ao Marketing (12}

Blogs, Viogs & Fodcasts (23
Erands & Branding (18}
Media Flanning & Buying (71
Pewy [ Dol (5]

Fants ' Worst ideas (41}
Trends & Culture {3]

Search Engine Adverising (2]
Soclal Metworking {6}

‘wiral I 'Word of Mouth ()

o iz Suggesions

Arohives.

| By Maath -

Moct Popular Posic

T Tipa an Plzhisg Blogges

Welczres, - Switis  Seftvgs | Hlp | Logeut

Fird a Coleague v | Erowse By Tag v |

Knowledge Resources || Markefing Excellence & wyFrome

w0 Wieromeh Lapiep Givwiray Thoan Caverran Just Scare e =

Moty Pabnsary 19, 2007

&Il Scauts Enter Seedy Ward of MySpace
sy o Wit

Carabiur oncus. Asnean clam est, lobarls sed, pretiem el nsium quls, odio.

Vestbulum ane psum primls In fauckus or luchss o ulioss possene coblls
Carae; Ut corsus eleflend korem, Maurts hrpls. In fec habiasse platea dicmst.

Fusce dignissim £ qubs odio, Dts 21 odle. Froin hendred sagitts cuam. Sed

sem liguia, soeierisgue vikse, prefum sE amet, convalls sad, ok AoE

Froin placerat comvallls pede. Sed wolutpat dul st amet dolor. Dorec in 2stin
Jusin wilsmeomper omare Eliam tempus semper tortor. Peliemi=sgue lorem fortor,
semper sit amet, uhincks id, sulsmod quis, turpls. Mam =f isus aget lorem
faurious venenalis.

Ink=per consequat. Sed sed Incus. Allguam sral voluipat. Pellsnbesoue facilisiz
@ quis odie. Curabllur rorous. Allguam emt volulpat. Mascenas et maurs sit
amet augus biand® bibendem. Lorem ipsiam dolor sE amet, consecietusr
adipiscing =ik

Pamied al Blemm AM is B artsiert e
Commants (T Reazonses)

Lorem ipsum dolor 5K amef, consaciehier adipiscing &t Ut lsows. Donec quis fortor. Prassent
blandh consecizfuer mi. Vestbulum sit amet toror ac metus placerst auctor, VesSbulum lsclhs est,
scelersgue v, vulpotale v, faciisls &, justo. Mascenas porta. Culsque In nisl. Pelleniesgus
ummmmumdmmumm Edam nec jusio
ReC forbor Boror el westoulum &1, Impendled ul, luctus a, doior,
mn.—tmmm

Pomted by - Ak on Febiuasy B, 2007 wl hsonm AM

ing ordl 3/ amet maurss. Sed massa. Morbl ut dolor. Pelleniesque kabant mortl

= fer izigh
[

Lbing Witipss2ia for Markorisg

Finting & e Fosnela of Blag
Infisarcn

Micsesoft Laphos Shaisay

Most Commantsd On

Micsesoft Laphos Shaasay (74)

Top Gt craw sl US4, wil
v LS dgadn {101}

Foat Maiketling (25

Fonds big gert S Mesting-tased
Intarcaplzr Coseept {5T)

Hall of Crap {44)

risfique s=nectus et netus et malesusds fames ac hpils egesing, Sed el pede, semeriom a,
pretium i, bibendem wiae, asgue. Fhaselus sosiersgue, Maecenas sit amet odlo. Mascenas In
lguis eu lguly pelentesque Encidunt.

Powked by - Shagas en Febecary 20, 2007 & b Pl

Pusl & Garment
Legged isan - Srosansk



g | _SITE MAME_

Wenlcaree, [ Swbie  SeRisg | Halp | Legeu

Tusucey, Fekasry 0, 2007 Find a Colleague w | Browss By Tag 7 |

Onkow

"h Shayden [ ade e colsagu Hetwas
Name:  Sterling Hayden
Tithe: Senior Marketing Assoclate
Brand: oivo

Locatior:  Irvine, Callfonia LISA
Emall:  Sterling. Haydengvalvocom
Phonec #1549 341 5500

Expertiser Pricing Models, Direct Marketing

Chmpud ouF F B b ooy
aaiel i e sEcfon
B Articies My Elog Fosts My Contriosions. Project Experience
S ooy Mirvamil by Clichinsd » { v B! 15 OishdT, "Showw Top Mates”, Show Mo Seed

« 10 Secrats of Successtul Onling Community | o

Tus Fab 30, 2007 028 MY (_SOURCE )

Wi e Awg Rating (12votes)  Tage TAD MAME, TAG HAME , TAGHKAME_ Swesd by 11 ot progis

« The Uttimste Sockal Metwork You Haven't Heard OF [5et fose]
Tus Fab 30, 2007 0134 PR SOURCE )

Hedr vl Avp Ratng S0 votes]  Tage TAG MAME_  Saves oy 1 oer pmops

« Pimping Comee Standard: Galpin Lincoln Navigator LU § o ross)
Tue Fab 30, 2007 1123 AN [ SOURCE )

Aot drTr s Avg Rating (I3 voles) Tage TAD NAME_ TAS HNAME_, TAGHAME_ Hawed by 144 siter pasps

« Google Shiffing Resources fo YouTube Monetzation s o]
Mah Feb 59, 2007 9902 AN (_SOURCE_)

Wil Avp Riing (60 veles) Tege _TAD MAME, TAG RAME_, TAGHAME_ Sived by | olfe peosk

« Ripped From The Sporte Page: Renaut Megans L'EqUIDs (o roses]
Fri Fals 08, 2007 33T MW [ SOURCE )

Yot de s Avp Ratng (0votes]  Tage TAG MAME, TAG MAME_  Swesd by T Slner pesps

= Plpar Jaffray Expert Saye Local Search |8 Set For 3 BOom (£ Dees]

Fri Fels 08, 2007 15 PM _SOURCE )

Wi s Awg Rating (1aSveies) Tage TAD MAME, TAG NAME_  Siesd by 00 offe pecpl

« Lamborghinl Contemplates Golng Retall | s oues)
Fri Fals 08, 2007 2002 P [ SOURCE )

el vr Awg Rating (10wvotes)  Tage TAD MAME, TAG NAME_  Sweed by |0 ol pepl

« Agencies and Publiahaers Diffar On Viabllity of Pre-Roll [z nees)
Fri Fele 08, 3007 448 P _SOURCE,)

Hedrde gy ir Avg Ratng (iadvoms) Tage TAD MAME, TAG WAME_, TAD MAME  Sevd by 200 slier paopks
B0z (3] a]8][8] muane

s

Homebosm

Favortls Helghborhood Rectaurant
Angel's Bar & Gril, Newpart Beach, CA

Whan I'm not working I'm...
Restoring cars. Cument project ks @ 67 Canalr
Monza comvertible.

Some Favoriis Shas

= Marceting WwOx o
# \Worid Rally Champlonship of
# Swedespesd.com o

Recommendsd Books:

# The Long Tal: Why the Fulre of Eusiness
s Sefing L=ss of Mors
By Chri's Anderson

# Markeiing Metrics: S0+ Melrics Every
Ewecuive Shouid Masisr
By Faw Famls, Ne¥ Bandle, =tai

w o of Mouth Marketing: How Smart
Compeaniss Get Feopie Taking
By Andy Sernowtz and Guy Kawasak!

Go be Blblography =



Lo _SITE NAME_ akane, | Swhile  Sefigs | bep | Legoul

Tusadug, Fabrusry 30, 3067 Fnd a Coleague v | Erowse By Tag w | -

[ " )
. Shayden [[F ss te cobages e

Hama: Siering Hayden
Mha 4 e for Fiod o Coiagua

Brand- Wolvo M? s of il
Locaflon: Invine, Calfomia USA ERCBA B

Laguna B=ach, CA, USA

Favoris Malghborssod Recizurant
Angeio's Bar & Grill, Newport Beach, CA

‘Whean I'm niod working 'm_
Emall: Steriing Haydenguoiva.com Resiaring cars. Curent project |5 3 ‘67 Corvar
Phona: +1 942 341 6500 Wonza convertiie.
Expartige: Pricing Modets, Direct Markeiing
Saved Aricles My Blog Posis My Confrbutions Froject Experience Colleague Network
Sk Mol 15 Cldisd -  Hlene e b Obiel”, "ES e Mogl Cenmened 050 Ay Vickers [Jaguar U
Marko Hurst [olvo Sweden
« Lease Pricing — Compatitor Analysis Methodology % Resd Ingersal
Lorem Ipsum dolor sh amet, consecietuer adipiscing =ik Kula eget rlla In lacus malesuada auctor. Kulam
Id I=0. Mascenss 50 k0. In ancu. Mascenss placsrat pede aC Iscus. Mulls srat psum, vanus...
Poied o Mosdiry, Fetseary 19, 2007 In FastWoo? ki, Brassts & Branding | Comment (&)
= How Direct = Your Direct Marksting Campalgn?
Dunec at lbero vel mi dignissim accumsan. Mam ante fefus, porta ut, solliciudin id, adipiscing In, nunc.
Suspenclsse polend. Sed sed eros ac sapien ulamoormer lacrest. Hullam fementum uctus leo,..

Pritad 5 Widsesduy, Fabrury 7, 2007 in Wedis Plannng & Buyng | Commants (38)
& Markeling vioog o
& World Rally Cramplonship o
» Bwerdespesd com

sk sk
Recommisnded
phge el 4 Books
i KAwine Basa.
= TheLong Tall: Wiy the Future of Business
Is Sadling Less of More
By Cheis Angerson
& Marketing Mefrics: S0+ Metics Every
Executhes Should Masher
By Paul Fermis, Nl Sendie, =t al
& Word of Mouth MarksEng: How Smart
Companies Gef People Talking
By Ancly Semovir and Guy Mawasak’
Links fo Bbsgrandy i page
I I Knowliogs B

Galo BiEiisgraphy »



Legn _SITE NAME_ Welzsrma, 7 Swhite  Semsga | Hels | Logsa

Tunnduy, Fabransy 30, 3007 Find a Colleague w | Browse By Tag + |

Dol
8 Shayden [F) adeTe cobmpus nessic
Hometown
Mama: Sterling Hayden Laguna Beach, CA, USA
Titla: Seniar Markedng Associabe
Brand: ‘oo Angeky's Bar & Giill, Mewport Beach, CA

Location: indne, Calfamia LISA
Emall: Stering. Haydengvotea.cam
Phoma: +1 949 341 6500

Expartiza: Pricing Models, Direct Marketing

Whan I'm not working I"'m...
Restoring cars. Cument project ks @ 67 Canalr
Monza convertible.

Sareed Articles My Biog Fosts Ay ConiribuSions. Project Experience Coleague Hetwaork

Shew Hiswaat b Oldast el L *Biere Hisweal b Ol "Show Oklesl o Masear Ay Vickers (Jagusr U
Marks Hurst (ol Sweden

* Pricing Best Practicas At Volvo ¥ Feed ngersoll

Submified Jansary 17, 2

Inflager suscipit, ipsum sget omare adipiscing, dul mulls vestibulum sapien, guis sagis fsus runc sit smet
massa. Vivamus venenatis fells vilse guam. Sed dapibus, tumis vEse prefium Sncldunt, ante arme solliciusn
‘erns, vilss faciislis anou weiit ot Ibem. Vestiulum mauns (B0, aocumsan o, peileni=sgue rec, molese quis.

Categery Hest Paciin Tage: T MAME_, TG HAME_, _TAd RANE,
Some Favorle Shes

= Marksfing VOX o
® VWorid Rally Champlanship oF
# Swedespeed.com o

Fecommended Books

= The Long Talt Why the Fulure of Business
Iz Sefing Less of Mors

By Chris Angerson
Markesing Metrics: SO+ Metrics Every
Enecufive Should Master
By Paul Farm's, Nedl Blanaks, ef &,
» Word of Mouth Marketing: How Smart
Companies Get People Taking
By Andy Semowtz and Guy Kawasak!

Goto Bilslogapty =



Velozme, ¥ Swhite  Sellrga | Help | Loges

Tusaduy, Fabrowry 35, 3007 Find 2 Colleague & | Brows=Ey Tag w | | Sairch

Home Eing Prof. Development Marksting Evcelience (& MyPome

g | _SITE NAME_

Best Practices
I+ Ad Cattegary ,
! Best Corporate Blog fE gest Evant Marketing Lt
.t
vt
IMAGE IMAGE
Apsars 0 relor of I
| Shoakt be aice,
: ? e bum
esstIntegrated Campaign  F¥ pest Vehicls Launch Stratagy &%
o
« _TITLE OF BEST EXAMFLE_ 4|
+ _TITLE OF BEST EXAMFLE_
IMBEE « _TITLE OF BEST EXAMFLE_
- e
| e oniy avedesis i
Add Best Practics > . ;J
Bent Viral Markating A _CATEGORY_ fE




| ge | _SITE MAME_

Tawudwy, Faboaury 20, 3007

Find a Colleague w | Erowse By Tag = |

Bewl Practices  Sareed Allices. Foapots Podcants et L Wiablogaaply

Best Practices

W Add Cabegory

Add Cabagory

Catsgory Rame: |

Creans mags

|

|

=l

zest Evant Markating

it

Best VBhicia Launch Strategy &%

et Viral Marksting

iR

_CATEGORY_

Waicoer, T Sutita  Setisge | Ha | Legedt

| [ Someen_|

& wypome )



Loge _SITE NAME_

Weloarie, © Swils  Seftings | Help | Logout

Tusgng, Fabrusry 25, 3007 Find a Coleague % | Ercwse By Tag w |

Home Biog Frof. Deysiopment Enowiedge Resourres Markefing Excell=nos

Bast Practicss  taved Aricia Mo ity Tueorata ey o —
Best Practices:

_TITLE OF BEST PRACTICE_ 1=t/ Dueie] | OPi0ot it m
Contsel: ¥ Re=d Ingersol

- 1F -

Lorem izsum dolor st amet, consscteiuer adiplscing eit. Munc lenc
nuils, suscipit id, phareira n, commodo inlerdum, ems. Suspendsses
et feils. Sed metus uma, biandit non, vehicuia ot nenem at, guam.
Cras sceleisgue mi &t jusio placerat sagiifs.

Saolution:

Nam adiptscing. Duls sget sem. alia non erat ac dul solichudn
sagitis. Vivamus k2o sugue, suscplt i, cursus ut, mollls o, mefus.
Integer wad neque aget el commodo fistioue. Ml molestie diam,
Duts  |zsum at magna moil's ioboriis. Prassent vensnads.
Gusperdisse potent.

‘What's Bast:

Suspendisse pofentl Ut well lecius, luchus ac, sdlpiscing vel, faciisls
ep=t, dofor. Prazsent Tringlla, ancu &t poria tempor, iguia amcu
dapibus neque, quis Tincidunt sapien snim at negue. Allquam
maolestie. Munc eget ante. Mullam vasSbulum magna niirum elt Lt
malesunda dapibus uma. Asnean id Bseng s lonsm consechetuer
wivera. Veslibulom bibendum lbero ki magna. Donec portilor Ibeno.

Avallabie Flies:

FILEMAME EXT_
\inahiian Aibasdan Mae i magna. Do paANDr aqasies Fws.

FILEMAME EXT_
LBREF DESCRWTION OF FLE

g, vEleo. N PRDE, BT, D0OC, o
HLE Alspiay T pega.

& vy Frone

Mais Beat Paicices T

nald

| Sawrch



Legn _SITE NAME_ Winkcome,  Swhibe  Setlngs | Help | Logs |
Tonaiiay, Fabromey 30, 007 Find a Coleague v | Browse Sy Tag v | | [ |

Home Blog Prot. Development Farketing Excelence ﬁ My Proile

BetPncices  SwedAmichs  Repoms Podas  Tusiss By Webgnghy

Saved Articles

Top Rated
Wiew

= 10 Secrats of Succasstul Onling Community §re s |
Most Recent Tiew Pab 3, 2067 3T Pl [(_SOURCE )

e Aug Raling (S48 votes]  Tage TAG KAME, TAD MAWE_ TAG MAME_  Saeed by 500 offe proge

Top Rated
Lot « The Ultimate Social Network You Havan't Heard OF poesoess)
T Pab 30, 2067 0154 Pl |_SOLURCE_)
Paopular Tags. Tedr e Aug Raling (P03 votes] TG TAG KAME  Swved by 004 othal peash

Tl TAG-HAME
= Yahoo! Plipss Offars The Next Evolution of Marketing with RSS | o o)
TAG-NAME rasname Tes Pab 0 E:'ru' 36 P [ SOURCE )

TAaHAME TAG-MNAME dedr o Avg Raling (578 votes]  Tage TAGHAME, TAGMAME_  Seved by 040 ol seack

TAC-NAME mawmin = Pimping Comes Standand: Galpin Lincoln Navigator LU joeDese ]

hEME SERAME S Tiow Pab 30, 2067 1035 Al [ SOURCE )

manme TAG-MAME e Avg Raling (532 votes] TG TAG KAME, TADMAME_ TAG MAME_  Siaeed by 410 offel proge

TRO-MAME  Fhd-ii
= Sharing = saving: GM to 2ave up to $750 million on Zeta RWD
TAG-MAME as-nue gt et A el plattom
: TG . TAG MAME a B ol e
THGHAME TAG-NAME WA AT g Rathg 837 voam)  Tage: TAGHAME,, | . aved by 436 cohar paple

THRAAME M « Google Shifting Resourcss to YouTube Monsdization

Men Fals 9, 2007 00060 AN {_SOURGE_)
e all tags... Aot drdec pug. Raling (406 votes)  Tage _TAGKAME_, TAD SAME_ TAG NAME_  Saved by 0 ofl pesk
Searoh Artiolse

[E0 2|24 s|[a)r a|[s w0 _ [ws 108 mestee|
Eriar Kaywarda)

[shom i |



Loge
Tassday, Py 20, 2007

Home

Bail Pracizes Harsaed Ariiciin

Saved Articles
View
Muost Recent

Top Raled
Most Wiewed

Fopular Tags
rhiiaE  TAG-MAME
TAG-MAME r1acssue
Tad-hane TAG-NAME

TAG-MAME  rasam
TAGMARE  TAG AR TAGHAME

rachane  TAG-NAME

TAG-HAME  issssui

TAG-MAME racsane

Tag-kanE TAG-NAME
TAG-RAME  isgsmui

Wiew ol tags.

Snarch Artioles.

[Ermmt Kagwowis)

o Aticies

_SITE NAME_

Blog

\Watzerm, 7 Salie  Sevings | Hap | Lagout

(s ]

Find a Colleague w | Erowse By Tag 7 |

Frof. Deveiopment | | Krowsedge Rescurces | | Marketing Excelance C B wyroae
Fagerts  Pedeas  Tubdsls Blikgng s rasing
o ——
* 10 Secrets of Succesefl Oniing COMMINITY (4 /0sw)
03T MM | SOURCE )
***** A«-g I:-mmm Tage _TAD MAME_ TAG MAME_, TAGMAME, Sevwes by slEm pzpia
* Tha I.Hhmnha su-n‘.al Nebwork You Haven't Heand OF (e ees)
007 0154 P _BOURCE )
***** A«-g Faing (T3 woles)  Taga: _TAG MAME.  Saved by o0 siter paspis
+ Yahoo! Pipes Offers The Maxt Evolufion of Marksting with RES o oee]
Tis P 35, 350 | SOURCE )
Wl Avg Rutieg (STSwoies)  Tage TAD MAME, TAG MAME_  Sivead by 000 slled pacge
* Pimping Eomas Standard: Galpin Lincoin Navigaior LUX (52 Dees)
Tua Fal 2007 2 AM _BOURCE )
dedodr oy Avg Rufg (B22welss)  TagE _TADMAME, TAO NAME_ TASMAME, Swvedloy 470 clser pacpie
« Sharing s aaving: GM to eave wp fo $750 milllon on Zeta FWD platform
Mo Fab 10, 00T 0908 &AM [ _SOURCE )
et Avg Rutieg (37 veies)  Tage TAS MAME, TAG MAME_  Saved by 430 slhed pacge
« Googie Shiffing Resources to YouTube Monetization
Mah Fab 10, 2007 (02 AM [ SOURCE )
Wi Avg Ratieg (0 veies)  Tage TAG MAME, TAG NAME_ TAGMANE Swvel oy o olhe pesge

Bz [a][a][8][e] 7] & a][wn] _ |18 06| Hetee

e | _SITE NAME_ Wnlssme, 7 Swhls et | Hels | Logeat
Tusaduy, Pabreary 33, 3007 Find a Collesgue w | Browse By Tag v | Saarch
Bt Practions v A Bepeita Poszial Tuncskiba Enthzgrupy Wk gtagty
Tutorials

Web 2.0 o7 Vintage)
r Tnpi(: Tutoral Hom -
Subisoic ‘Web 2.0 Tutorials Select 3 Topic
to get slarie®
About This Site ESET MySpace? Podoasing? Wondering
S what ail the fz=s 5 sbout?
! Wih these futoriais, you cam Allguam o
SUBECT_ nonumemy maurks sed fels. Curablur viae i s st b e
_SUBMECT_ sem. Suspendlzse at sam porttior Ipsum ‘“ﬂi il
=T ™
porSior steema. Munc enim. Suspendlsse ::?'I:.l 4

quis, rhonowes ncidunt, dam. Donsc phanetm. Proin ot s2m. Allquam st amet pibh.
Aliquam erat woluipat. LR iaculs suscipit pede. Curabiiur molls sulsmod jusio.
Mascenas sE amet aroe. Asnean [acinla dlam nec metus.



Loga _SITE NAME_ Wakcama, 7 Swhite  Semngs | Help | Logst

Tumaday, Faauary 50, 3057 Find a Coleague w | Browse By Tag w | Saiich

Home Elog Frof. Devsinpment | | Mnowledpe Resowrces | | Marketing Excellence £ My Profie
BesiPacices  SeedAmces Rapots  Podcats Tieorss Bliegrapy Wl esgrapiny

[T RN ————)
Web 2.0 (o7 Vintage)
Topic: | Boging w
Subjeais Blogging Binggisg Tuloesl
About This Site Lorem Ipsum dolor sit amet, consacietusr = Inseduction
adipiscing eit. Muliam eros lorem, pulvinar = _SUB-TORE_
Web 20 t, acrumsan st amet, hendnenit vitee, - SUB-TORE
= Bejius. Cras id guam nec quam vehicua 3
SR voipat, Ut imperdiet, ciul nec biandit > SURTOMC,
_BUBJECT_ IMAGE, VIDED, ANIMATICN, | suscioit, nisl neque scdaies iguia, > SAIB-TORC
AUDD Edtendum nonummy magna foror non
ruln. Felentzsque porta. baurs biandt Witare T e Feom Har
dictum dul. Praes=nt condimentum, dul
non suscplt imperdet. of

Fusce ullamonmer et pec fsus. Mauris su enim. Mulla porta winces enim. Aliguam
arcu. Cuisgque sit amet uma ot fells blandit siefend. Suspendisse malesuady
consequat orcl. Curabitur quis massa. Sed gevia, neque at semper siemenium,
anie reque consecteiuer iguia, =2 blandit dul f=iis In enos.

7 Pk This



Loz SITE NAME_ Winkor, 7 Sabis  Semrgs | Helg | Lageul
Tissany, Fabreary 30, 207 Find a Colleague w | Emwee By Tag v | Sanieh |

Hiome . Blog Prot. Development Enowiedge Resources | | Markeiing Excellence ﬁWFTI:I'IE

Besl Prectices SevedAmdes  Fpsi Podsast Tukssls Bilegrghy  Wablagraziy

Bibliography [ Add =00 )

Erowes By | Tite ¥ OSABCDEFGSG HIJKLMNOFQRBETUVYVWXYZ
Tt b Coamments
0-9 S Eamy Steps For Cresfing Valus Marcus Anderssen, Curk Coffman Commens by Marko Hurst
_TTLE_ _AUTHOR-FIRETMAME ., _LASTHAME_
_TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_ Commens by:  Ringersal,  Avickers
A _TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
B _TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME , _FIRSTHAME_ Comments ke Saiibe
_TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME , _FIRSTHAME_
o _TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME , _FIRSTHAME_
e _TTLE_ _AUTHOR-LASTHAME , _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME , _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME , _FIRSTHAME_ Commenis bye  Escime
L _TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
M _TTLE_ _AUTHOR-LASTHAME , _FIRSTHAME_ Commens by:  Florsberg
_TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_ Commens by:  Fforsberg,  Marko Hurst
_TTLE_ _AUTHOR-LASTHAME , _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
M _TTLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_
_TTLE_ _AUTHOR-LASTHAME , _FIRSTHAME_

_TITLE_ _AUTHOR-LASTHAME_, _FIRSTHAME_



Laga _SITE NAME_ Walczme, % Swiile  Semage | Hap | Logoul

‘Tusadwy, Febrasry 20, 3007 Fird a Colleague w | Browse By Tag w | Sewrch
Hore Elog Frof. Deveinoment Marketing Excelence & ny Protie

B 1 ad 1o Sirac e g T Tueetata Bibhography Wik kgieets
Bibliography [ Acc Book |
Browes By |Category  »

Ascouniing & Finanos

Acpountng & Financs (3
Hographies (%] TITLE_
Eimirrn & CRRAE 85 Thumts | _ALTHOR-LASTRAME., _FIRSTMAME_
Carsers (2} i
Ecanomics (2 Amazon Raing: e iy e
Entrepreneurshin (2]
Infemet & \eb (2}
Management & Leadersnip (2] _TIMLE_
Marketing & Sales (%] Thumb. | _ALTHORLASTHAME.. _FIRETHAVE.
Personal Finance (%)
o= 15 Amazon Refing wirddrd  Commews by Dhoyd
Other 2}
_TMLE_
Tumb | _AUTHOR-LASTMAME . FIRSTNAME_
Amazon Rafing. e 7
Ariazon s

v s Amarce, Thar Siociaw i "Satjeel =
K I » _CATEGORY
| Enwveplen of Amarce Iviade “Eusteas &
" ACamipilive & " mAd TrolERnte &
Tactnis", Th SEgOMNG Shien bivs &9 55000 of 1
i T IS AR dse Bvee SUOITE 0 AfidEan



Lo _SITE NAME_ Wwalczme, 7 Bwhile  Sevings | Help | Logse
Tusadwy, Fabraury X0, 07 Find a Coleague = | Browss By Tag + | Sairch

Home Biog Frof. Development | | Mnowledge Resources | | Marketing Excelience & My Prome
BemPricices  SesdAfcis  Hems Podcers  Tueetb Biblograpty  Welksgragty

Bibliography [ AddBok §

[ Exiti Deieiz |
TITLE

By FIRSTMAME LASTMAME

Categary: _AMAZON CATEGORY
Aevagen Ralng e

BOOK IMAGE
Editerial Rewview (from Amazon)
F gus anbes tellus, guls, soelerisoes vikss pellepissque sed, meius.
Fhiaz=lus mates punc, vivena ruinem, faucibus at, empus st amet, urna. Vivamus neque
diam, scelerisque vikae, adipkscing sed, viverra id, lorem. Allquam moleste erat ut libero.
Adquam commodo maolls svle. Curabdber varus. Sed Sncldunt ESam varkus, lgula ut
gravida ultrickes, laches maurds tincidunt saplen, s&d congue saplen snim a felhes. Clyss

aptent tacil socosqu ad lora torquent per conubda Rostm, per Incepios hymenasos. Mam
cursus lacus vel iefus.

Comments From Colleagues

Diboyd

Fraesent placerat orcl ac lpssm. Morbl placermt biandit et Sespendisse bibencum acoumsan nulla. Duls l=cius odlo, Taucibus sit
amet, istique ac, rulnam a, risus. Aligeam susciplt velt at lec. Mauris lber t=lus, Imperdiet =u, veneratis guis, varus In, lacus.
Class apbent tackl sockosgu ad IRora torquent per conubla nosira, per ikcepios hymenaecs. Froin natum Ipsum vel mefus.

Fusce DE=ndum anie a eill. Inteper epet purus =u odlo malesuacs vwwiputsie. Mascenas ulricles odio soliciedin =nos. Sexd Dlandit.
Vivamus nec lacus ac f=is mass o 0 utpede. F turpds faucious nunc. Donec pellentesque
witricl=s nunc. Prassent eros iz, iristique in, dapibes vestibulem, tempus =pet, massa. In hac habliass: plsiea diclumst. Praesent
ouis dolor. Dorec sed sem. Ut consecteheer, leclus eu varius porta, magna enim matils lorem, ef porta magna lechus nec leclus.
Efam uirices Ipsum sed magna. Mascenas lbero lbero, solichudin eu, porta a1, slemenbam s=d, bero. Mullam gravida ullricies
pede. Donec nibh nisl, ullrices e, curses a, molls vilae, velt. Asnean Isoneet orcl quis pede.

Amazon Customer Rieviews
12 of 12 people found e following review helgful:
Hrdrdrdr- Prascent plaoerat orol a0 Ipsum, February 14, 2007

FReviewsr: Mike (Fhoenle, AZ) — See 2l of my reviens

Allquam malest sEm. sE amet sem. ESam et lgula, consequat ac, instigee eget, diclurm at, est. Phasellus
mabesuads pelieniesque Ipsum. Muliam correallls feugist Igula. Phaseilus mil. Morbl aliquet lacus quis s=m phareirs soliciudging
Efam viae prus. Sed eget diam. Fusce at erat. Nam massa quam, molis ac, dapibus nec, sodales vel, maurks. Sed pretium
luctus el Bed fringilla, dolor vel egestas tempus, et [lbero fermentum cdio, s=d placsmat punc nulis spet nisl

2 of 4 people found e folicwing review heipdul

i Mauris negue fellus, monummy sged, Eeoinks ik, magna, Mo o1, 2006
Reviewer: Qorald Foley (Mew Jersey] — See il of my reviews

Froin ipsum. Hunc fringlila, auges id gravida bempaor, lorem [acus iempes nisl, incidunt sescipl quam purus. sitamet lec. Sed s&
armet justo su metus ports prefum.



Logs _SITE NAME_ \Waicorrm, % Swhite  Semings | Hap | Lagaut
Tmsciny, ey 20, 3007 Find a Colleague w | Erowse By Tag + | Seach
Home Biog [Frof. Deveiopment . Krowlenge Resounes Marketing Excellsncs . mty Profe:
BastPracicss  SewdAfcMs  Repets Pedoan T Blbilography  ‘Wasecgrasiy
Bibliography: Add Book

Erfr the Sl or IS5 of the book you want to add and Click Search Amazon.
i Te () ISEN

Wi, AT gy SuT. Show [ LSe et
Wil b imscrind cw Badhe SECES e A0W

I B Amaron seass b
Bl Bch o
Loge _SITE NAME_ Walcama, 7 Swhils  Semng | Help | Logset
Tusaduy, Fabruary 38, 2007 Find a Colleague % | Browse Ey Tag w | Saareh

BePractices SeedASces  Mepers Posass  Tuthb BElegmphy Wik kgESy

Bibliography: Add Book

[Enker the e or ISEM of he book you want o add and Click Search Amazon.
(TR O ISBR
_TITLE TITLE TITLE_ Saarch AREssn

earuh Reculbs: L3

_TITLE TTLE TITLE TITLE_
Iy _SUTHEIR FIRSTHAME LASTHAME_

_TITLE TITLE TITLE TITLE TIMLE TITLE_
by _AUTHOR FIRSTHAME LASTHAME

_TITLE TITLE TITLE TITLE TITLE TITLE TITLE TIMLE_
by _AUTHOR FIRSTHAME

The wireframes seen here are what user experience experts and



information architects use to organize a page for a design team.
Wireframes are the bones that a designer uses to flesh out by adding
brand elements and aesthetic treatments.

Usability Diagrams

Usability diagrams (also known as user-flow diagrams or use cases)
combine a sitemap and a wireframe to plan out a specific action a user
might take on a site, and the process of how it occurs. Each step of a
process is illustrated especially for tasks that have multiple outcomes, like
error and success messages. For example, to show how someone might
register as a user on a site, a usability diagram would show a home page,
a registration page that’s linked from the home page, an error page
showing that the user didn’t complete all the required fields, a “thank
you” page showing the registration was complete, and a confirmation
email wireframe. User-flow diagrams show every step of the process and
can help uncover potential issues. The process of creating a use case can
be as valuable as the resulting diagram. The exercise of acting as a user
and imagining interaction with the site is a critical preparation step in
designing for the Web.



Legend

Existing Site Page

MNew Site Page

u Mew Email (Confirming)
Revised Email (Confirming)

[_] NewEmail (Reminding)

/] OffLine Process

The usability diagram seen here goes a step beyond a sitemap and
illustrates the path a user might take through a site. The diagram can
include not only on-site pages, but emails and even off-site actions like
going to a retail store or calling an 800 number. These help the Web
project team lead the user to the intended goal of the client in the most

effective way.
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Prototypes

Once the wireframing is complete and critical tasks are mapped out, it’s
sometimes necessary to create functional prototypes for new or
complicated functionality. Prototypes are working models of site features
or functionality that help a developer and a designer work out the final
details and provide proof of concept. These working models, which are
usually void of any design treatment, provide valuable opportunities for
evaluation and refinement that can’t be done with diagrams alone. Once a
prototype is functional, it’s ready to be “skinned” by the designer.
Skinning is a term used by designers that means to add a design
treatment on top of a working model.

Prototypes are working models of site functionality that help a developer
work out the final details and provide proof of concept.
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Prototypes, like the ones seen here, are created by the development team
to flesh out specific technological challenges and to create a proof of
concept that an idea can actually be executed
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Functlonahty development can take a lot of trial and error before it’s
ready for deployment. This back-and-forth process can often yield
valuable testing data that can help both the design and usability teams.



Concept Design: Mood Boards

The beginning creative stages of a Web design project are not unlike other
creative projects. They involve understanding the goals of the client,
understanding the audience, and creating a vision for how those two ideas
can meet—and of course, how the designer can express creativity and
originality in the process.

One way that designers begin the creative process is to gather and collect
visual samples that relate to the visual feel or brand image for a specific
project. These visual samples, or swipe, can come from anywhere—sites
like Pinterest.com are a great place to start, but designers also pull from
physical magazines and catalogs, Google image searches, and by taking
their own photography. The swipe collected for a mood board can
include:

Imagery: Finding the right imagery style for a project can help the
designer understand the creative direction.

Iconography: Iconography styles vary widely. A mood board should
present a single, consistent style.

Color: Having a color theme for a project is important for providing visual
unity and setting a tone or mood.

Texture: Often overlooked, texture can bring a concept to life and add a
richness that sets a design apart.

Typography: Type plays a critical role in any design and should therefore
be carefully considered in relation to the other design elements.
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Seen above is a Pinterest.com board of type, imagery, illustration, which

will serve as inspiration for a design project. Pinterest is a great way to
quickly collect and organize elements of a mood board.
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The mood boards seen here were created by the Wonderfactory to help
their client get a feel for the visual mood of a site prior to seeing the
finished design, also shown here.

To create an effective mood board, designers start by grabbing as many
appealing samples of these elements as they can find, collecting them in



cohesive groups. Telling a story is a big part of this exercise, but simply
grouping elements based on the story they tell isn’t enough; there must be
visual unity. Once you have a visual story with several images, colors,
texture, and typography, codify them onto what is known as a mood
board.

Mood boards help you and the client understand the overall look of a site
without getting bogged down with the details of navigation or other
details of a Web site. The loose feel lets clients use their imagination—
with a little help from you, of course. Most of all, a mood board is meant
to garner an emotional response from the client—“I love it!” In addition to
helping your client understand your vision for a site, a mood board can
also help you brief your team and focus their energy in a particular
creative direction. In either case—briefing or presenting—the purpose of a
mood board is to be shown early. The items of a mood board, while
illustrative, should be very easy to change if the client hates it.
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The style tiles seen here illustrate the visual concept for a Web site at a
slightly more refined level than the mood board. Style tiles by

1. Emily Shields



2. Arnulfo Ramirez Maldonado
3 and 4. Erin Good

Style Tiles

After presenting and gaining approval on a mood board, the client might
require a greater level of detail before moving forward with the design.
For this Web designers create what is known as style tiles. Style tiles
provide a higher level of detail to the visual story, but still fall short of an
actual layout of a Web page.

As the name implies, style tiles go beyond simply showing an array of
elements; they depict specific styles that might be applied to the design
elements. For example, a style tile might show a stroke or shadowing
effect around photography, how dimension might be used, or how specific
type treatments like headlines or body copy might appear.

Information architecture, mood boards, and style tiles are all means of
building the experience that is right for a particular target user, and they
help designers avoid falling into the cookie-cutter generic design style that
is seen all over the Web. The colors, photos, textures, type, etc., that have
been established with the mood boards and style tiles are the foundation
for the user’s experience.

Metaphors

“The way we think, what we experience, and what we do every day is
very much a matter of metaphor.”



From the book Metaphors We Live By
By George Lakoff and Mark Johnson

What mood boards and style tiles help to do is establish a metaphor for a
site. A metaphor is defined as “a thing regarded as representative of
something else.” When designing and interacting with Web pages, it’s easy
to forget that there aren’t actually “buttons” or “tabs” that users “press.”
Those are just metaphors from the real world of dashboards, calculators,
file folders, etc., that have developed into a visual explanation of a
clickable item.

Metaphors make the unfamiliar familiar. They take abstract ideas, like
linking text from one page to another, and make them tangible. They help
users relate to the content and the design of a site. The right metaphor
can help reduce the need for instructional copy by creating a setting or
environment that is familiar to the audience.

Ultimately, finding the right experience for your user is what designers
strive to do. Creating mood boards, style tiles, and developing a visual
metaphor are ways in which designers create sites that unique to their
clients’ brands and right for the desired experience of the target user
audience.

The next chapter explores turning these metaphors into meaningful
experiences for your target user.

L~ T -

This Web site example from the Museum of Modern Art has no “buttons.”
It uses a walking metaphor to get users from one point of content to
another.



LCeci nest nos une fufie.
i
This famous painting by Magritte (c.1929) can remind us that when we’re
surfing on the Web there are no buttons to be pushed. Only pixels on a
screen.



CHAPTER 2

ELEMENTS OF USABILITY

To effectively plan out a Web site project, a designer must have a good
understanding of usability. Usability is a term that refers to the ease with
which users can learn, engage with, and get satisfaction from an interface
for a Web site or piece of software. While the IA documentation, like
usability diagrams, is helpful for a designer in planning out a Web site,
usability effectiveness also comes from a variety of other factors—design,
server speed, technology usage, animation, and even sound effects. This
chapter explores the following interface elements, which, when combined,
cover the usability touchpoints for a user: navigation, breadcrumbs, site
search, submission forms, links and buttons, and error messages. While
usability comes from more than just these interface elements, these are
the features of a site that a designer can most greatly influence.

Enough About You

Usability is about the user (period). Usability is directly related to the
experience a user has with a site—the better the usability, the better the
experience is likely to be. Individual users vary widely, even within a
single target market. In Web design, standard demographic data such as
age, education, gender, language, interests, and culture apply exactly as
they do in other forms of communication—but there’s an added level of



demographic information that includes technology, like operating system,
processor speed, screen resolution, memory, and network connection
speed. All of this demographic information can play an influential role
when it comes to usability design.

Usability is such a critical aspect of Web design that many Web design
agencies employ user experience (UX) experts. Part sociologist, part
technician, this person is responsible for determining the most appropriate
usability based on the abilities and expectations of the target user group,
as well as the technology that’s available. Some of the factors that
usability experts consider include:

@

Page load times: For desktop, this is less of an issue, since most computers
are connected to the Internet with high-speed connections. But for mobile,
this is essential. Not only will pages load more quickly, but the site will
use less of the user’s mobile data allowance.

Legibility: In all cases, the legibility of the typography—including
adequate contrast between the type color and the background, sizing, line
spacing, and font choice—is essential for increasing the usability of a site.
More about this topic in chapter 6.



Handicap Accessibility: While this is mainly a coding practice, it’s
important for designers to be mindful of things like ALT tags, which are a
text description of images. This is particularly important when using
images for headlines or buttons. The ALT text is read out loud by
browsers with their accessibility setting turned on.

Scannable Content: Users come to a site for content, plain and simple. So
the content is a key part of the usability of a site. Content should be
broken up into manageable bits with descriptive headings, making pages
easily scannable by the user.

Clear URLs and Page Titles: The page title appears in the header of a Web
browser and it tells the user what the content of the page is. It also tells
search engines what the content of the page is. Accurate and clear page
titles help users find the right content.



Consistent Design Treatments: The design of a site needs to hold together
and be consistent for the user to be able to recognize various elements of
a page. This is also true about the mobile experience of a site. It should
share consistent design treatments with the desktop and vice versa.

y
g oe

Cross-channel usability: More than ever, users start browsing for content
on mobile and tablet devices. Therefore, UX and Web designers must
consider the mobile experience as a critical part of the overall experience
of a Web site. The principles of usability that follow are universal,
however, the specific design treatments may vary on mobile to increase
usability. Wherever possible, examples of desktop and mobile samples are
shown.

Navigation

Navigation is a broad term that encompasses any aspect of a site that links
a user to another area of the site and is the cornerstone of a site’s
usability. Unlike other forms of information design that have a natural
sequence—pages of a book or brochure, for example—Web pages present



users with a menu of options and allow them to choose their own order.
The main navigation of a site is the primary set of links that a user clicks
to get to the important content of a site. The most common convention for
main navigation is a persistent bar across the upper part of a page that
features a list of five to seven options, with other options relegated to sub-
navigation. (Groups of five to seven are generally what people are capable
of perceiving before attempting to break them down into subgroups.)
There are two ways of dealing with large site architectures: Categorize
content into main sections, then use a cascading system of menus either
with drop-down lists or sub-menus; or break up the list of choices into the
most important items (primary navigation) and the lesser important items
(secondary navigation). In either case, six groups of five are much easier
to comprehend than one group of thirty. Either method makes
comprehending the site architecture easier for the user and reduces the
number of clicks it takes for a user to get from one place on the site to
another.
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These images show the drop-down menu navigation on newyorkmag.com
Information is grouped into six main categories for greater usability.


http://newyorkmag.com

This elaborate drop-down menu on Porsche.com expands to make finding
content very easy for the user.

117 ADAMS STREET
DUMBO HEIGHTS

55 PROSPECT STREET -~
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Uncommon and unexpected, the navigation on livwrk.com is at the
bottom of the page. The navigation persisently “sticks” to thebottom and
over the content.

Navigational elements need to visually stand apart from the rest of the
elements on the page and indicate that the user can click on them. There
are usually four states to an item in a navigation bar: the dormant or


http://Porsche.com
http://livwrk.com

static state; the active state, which indicates the current page; a rollover
state, which is sometimes the same as the active state when a user mouses
over the button; and the visited state, which indicates to the user what’s
already been visited. This system should be easy for the user to learn and
should remain consistent throughout the entire site.

ventures”

Navigation can be horizontal or vertical as in this case on the
GoogleVentures Web site. The icons help the navigation stand apart from
the content and telegraph the content behind the links.

The language of a button should clearly and accurately predict the
content of the destination page. The labels should be written from the
user’s perspective, with terms users might use to find what they’re looking
for. (Users are quick to abandon a site if they have been confused or
deceived by a misleading button.) In addition, since search engines often
value the text within links, it’s important to use keyword-rich terms in the
navigation. This is also why the most effective navigation bars use Web
fonts for the buttons—not images of text, which are unreadable by search
engines.

The topic of Navigation is explored further from a design perspective in
chapter 4, “Anatomy of a Web Page.”



The drop-down menu on FamousCookies.com has not only descriptive
copy but small imagery of cookies, making finding the right section easier.

Breadcrumbs

A useful subset of navigation is something called breadcrumb links or
breadcrumbs. They are not quite navigation, but they’re more prominent
than standard text links. Breadcrumb links reveal to the user the path
taken through the site architecture to get to the current page, thus making
it easier to go back. The name breadcrumbs comes from the story of


http://FamousCookies.com

Hansel and Gretel, when Hansel scattered crumbs of bread on the ground
to help him and his sister find their way home. Unfortunately for the pair,
birds came along and ate their breadcrumbs, but the metaphor lives on as
a trail of tasty links guiding users on Web sites.

A form of breadcrumbing is also used for submission forms. An indicator
bar is sometimes used across the top of a form to reveal the number of
steps in the process—both what they’ve completed as well as the steps yet
to come. This helps estimate how long a submission form is and whether
it’s worth the user’s time to complete.
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Breadcrumb links like those seen in thé?é sa:%ples f:t as?sub:%;/igation
that lights a user’s way back to the home page.
Breadcrumbs can be simple links or more elaborate drop-down menus like
the ones seen above. In both cases they help the user ground himself or
herself on the site.

Links and Buttons

Within the content of a site, it’s often necessary to link users to other
areas of the site for additional content. This granular level of navigation is
helpful to users who want to know more about a specific idea, and helpful
for SEO because linked words have high indexing value. Since linked text
usually consists of keywords from the article, highlighting the links helps
the “scannability” of a page—a user can scan and read the linked words
and get a general sense for the content of the page. Links in long bodies of
text, however, can also be a distraction to a user who’s trying to focus on



a single story. For this reason, links should stand out so they can be
recognized, but not so much so that they’re distracting.
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The limited color palette of Joyent.com helps the orange text links stand
apart from the other content on the page while still maintaining an overall
color harmony on the page.


http://Joyent.com

.Are those companies that sell products wrong to market
them? Are we designers wrong to help communicate these
messages and to accept payment for our work in doing so? To
what alternative?
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These examples from AndyRutledge.com (top) and JustWatchTheSky.com
(below) show alternate ways to highlight links. Any CSS style variation is
possible when indicating links, from underlining and color changes to
size, weight, and background color shifts.

According to leading usability authority Jakob Nielsen (useit.com), the
best method for indicating a text link is underlining and changing the
color of linked text; however, any alteration is available when indicating a
link in CSS. Aside from the indication of a link, there should also be two
other visual states of a link: mouse over, and visited. The mouse-over
state gives the user visual feedback that the text is indeed a link and not


http://AndyRutledge.com
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just underlined for emphasis. The visited state helps the user recognize
where he or she has been. There’s also a less common active state, which
appears the moment a user clicks.

Site Search

Perhaps the quickest way to allow users to find information on a Web site
is through a site search feature. Search forms search a database of site
content and display the results for a user, linking them directly to the item
they came for—ideally. Because a search box is intended to increase
usability, it should be as easy to find and use as possible. This means
placing it above the fold in a conspicuous location that’s consistent on
every page and clearly labeled “Search” or something similar. Also, it’s
important to make the search field long enough to accommodate the types
of searches people will conduct. Although longer search terms can be
entered into a short field, users tend to edit themselves if they’re given a
small space. It is also possible to pre-populate the search form with the
type of search available through the form.

Internal site searches will sometimes have an advanced search feature.
This is an extension of the search functionality with added fields that
allow a user to narrow down a search to increase the likelihood of finding
what is needed. The most effective search boxes have the ability to
remember popular searches and match them to the characters entered by
the user so the user can see, then click on, a list of potential search terms
and be redirected to those results.
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The search features on Typography.com, which includes “find fonts” and
“browse collections” drop-down features, make finding content on the site
easy and intuitive.

Usability Testing

While creative focus groups can be the death of fresh ideas, usability
testing, which consists of inviting potential users to complete a series of
tasks using the interface concept, can greatly help refine the usability
elements of a site. During a usability test session, the moderator observes
and records the users’ reactions and emotions as they attempt to complete
a given task. Confusion or frustration expressed by the user help pinpoint
trouble spots, whereas delight or satisfaction means that the usability is
appropriate for the task and the user.

To the right is a sample transcript from a usability test. In this example
the subject tester is asked to find books about graphic design. The
moderator prompts the user with tasks and nothing more. The user’s
actions and quotes are recorded and the icons indicate positive or
negative feedback, as well as feedback that represents an idea by the user.


http://Typography.com

First impressions

“I like the design and the colors, but I don’t know where to begin. I
suppose if I had something to do here I would know where to start.”
Please search for information about graphic design books.

Subject starts search

“The search field is a bit short, which makes me think I can only search for
single terms.”
Subject receives 18 results.

¢

“It would be great if these results could be sorted by price and
availability.”

Subject really likes the layout of the results page, including the thumbnail
images of the books.
Please select a book for purchase

Subject clicks the thumbnail of the book to view detail and nothing
happens.

¢

“I should be able to click the image of the book to see the product
descriptions.”
Subject clicks “Learn More” and sees product description page.

“I like this page, but it’s too hard to find the price. I want to know
immediately how much this book costs.”
Subject adds book to shopping cart.

“I like how I don’t leave the page when the book is added to the cart.”



Subject clicks the “Check Out” link and proceeds to check out page.

The search field is only half of a site search solution; the search results
page is the other.

The search field is only half of a site search solution; the search results
page is the other. There are a couple of important features of a results
page that can help with usability. The searched term should remain in the
search box at the top of the page and the number of results found should
also clearly be displayed. Effective search results pages give users the
ability to sort the results—by date, by relevance, or by author, for
example. The search results themselves should display enough key
information so the user can make an informed decision as to whether the
results are the desired ones. Finally, on the article page, there should be a
mechanism that allows users to rate the relevance and quality of the
article based on the user’s search criteria. This will teach the search
engines what content is most relevant for different search terms.



The search results on Gap.com feature photos of the clothing related to
the search by the user. The search results also have a filtering feature
which makes narrowing down the selections easy.


http://Gap.com

Etsy.com has a very clean top navigation with an equally intuitive search
feature. The search area starts with a drop-down menu of categories,
followed by a search field that offers popular search suggestions based on
the letters a user types in. The search results (bottom) are sortable and
can be converted from image view to list view.
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http://Etsy.com

GoWalla.com displays search results in two ways; on a map and in a list.
This gives the user more options for finding the content they are looking
for.

As a general rule, users don’t like filling out forms, so it’s the job of the
designer and UX specialist to make the process as pain-free as possible.

Submission Forms

Submission forms, where a user inputs information and submits it to the
site, generally represent a goal for a site—inviting the user to register,
sign up for a newsletter, buy a product—so the usability of a submission
form is of premium importance. Unfortunately, as a general rule, users
don’t like filling out forms, so it’s the job of the designer and UX specialist
to make the process as pain-free as possible. It’s important to be clear
about the length of the form up front, with long forms broken up into
manageable segments with a breadcrumb trail indicating what’s left to
come.

A form is a series of fields that a user fills out with information. The fields
should be clearly labeled with the information that needs to go in them.
Designing the labels to the left of the field, as opposed to above them, will
give the appearance of a shorter form. Required and optional fields should
be indicated clearly so the user knows what fields can be skipped. Fields
should be grouped in a logical way so the user can follow the flow easily,
and redundant information, such as shipping versus billing information,
should be pre-populated if the user desires. When validation (an available
username, for example) is required, it should be given in process, not
after the form has been submitted. The number of times a user has to


http://GoWalla.com

correct errors and resubmit a form greatly increases the likelihood that
the user will drop off.
CONTACT
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Adding style to a submission form can make it more inviting for the user.
The forms seen here, from the simple email form above to the more
complex content management forms on the opposite page, benefit from a
clear grid, generous white space, and typographic hierarchy.
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These form examples from Threadless.com (top) and CollabFinder.com
(bottom) utilize an underlying grid structure to organize the space in the


http://Threadless.com
http://CollabFinder.com

layout, which helps minimize the appearance of large amounts of
information to fill in.

It’s often useful for a designer to limit the number of actions a user can
take when on a form page. This can mean removing all global navigation
and limiting the clickable options to “Submit” and possibly some “Help”
links. After submitting a form, a user should be given a clear indication

that the submission was successful.

These form examples from MailChimp.com (top) and OmmWriter.com
(bottom) style the form elements in a way that causes them to blend in


http://MailChimp.com
http://OmmWriter.com

with the design. Although rarely taken advantage of, CSS can style form
fields just like any other element within a design.
Each form element has a specific purpose that a designer should
understand when designing an online form.

Form Title

Input 1 Password
| | [Feeeeseres ]

Input 2

(@) Option 1
Single-line description copy for option 1

(O Option 2

Single-line deacription copy for option 2

() Option 3

Single-line description copy for option 3

Selection 1

Selection 2
(€] Cheico 1

O Cholca 2

This sample form shows the various form elements that are used to collect
information. Each element has a specific purpose that a designer should
understand when designing an online form.

There are three types of text fields: text box collects a single line of
information; text box with password protection collects a single line of
information but the user only sees bullets or asterisks; and text area,



which can collect multiple lines of text. Text fields can be set to be pre-
populated with a phrase to help the user understand the type of
information that can be input.

For selecting items there are three main choices: radio buttons (seen as
circles in this diagram) are mutually exclusive—meaning only one can be
selected from a group—and they allow for written explanations of the
options; drop-down menus are also mutually exclusive and they provide a
simple list of items; and check boxes (seen as boxes in this diagram),
which are used for allowing the user to select multiple options.

The submit button triggers the action of a form and can either be a
browser-generated user interface (UI) element, an image, or text.

Error Messages

Despite the best efforts of designers and UX experts, users will sometimes
come across an error on a site. The most common errors on submission
forms occur when the proper information is not filled in correctly.
Indicating an error clearly can be essential in converting users who are
willing to spend time filling out a form. To clearly indicate an error, a
designer should visually separate the error message from the page so the
user easily notices it. The content of the message should be clear yet
polite, and the offending form should be highlighted clearly so the user
can find it quickly and make the correction.



This example from OnSugar.com is not an error, but a hint that appears as
the user selects the various form fields. This proactive approach can help
reduce the need for error messaging altogether.

Dunked..

Start your 10-day free trial.

The sign-up form on Dunked.com starts off with an X on the username
field and turns to a check when a usable name is typed in the field.


http://OnSugar.com
http://Dunked.com

In the lower example on this page—barleysgville.com—the error message
is displayed as a single line below the form, with a list of the missed fields.

Criaate ACOount &g.up
| Ay B T g
o E————— register for the beta
TS et B e i

ISR v v Dot o e

Fanencd
AD v g wamm—
[F—— =
"""" e
T Fimin 3
R [

[ P R —

I g i e, o Bt el i Py

- [T ——

SignUp ' SlgnUP

L

i s e et i e (R s e

s S
] |

[ T S S S S S | [—— [ T P S SR | [—e—

g 1 . 1 . g 1 s 1


http://barleysgville.com

These examples range from subtle markings to obvious red fields and
caution icons. The right level of strength for the error message depends as
much on the layout environment it appears in as the experience level of
the user group that will be using the site.

“Something went technically wrong. Thanks for noticing—we’re going to
fix it up and have things back to normal soon.”

Somathing is techrically wiong,

The right copy can play an important role in effective error messaging,
since it’s easy for the user to feel like he or she has done something
wrong. In this example from Twitter.com, the copy reads, “Something
went technically wrong. Thanks for noticing—we’re going to fix it up and
have things back to normal soon.”

Wi goes theve T

Twitter s over capacity.
e
¢ Y ¢
@ e
i
9

PN P N N N N .
The “Fail Whale,” also from Twitter.com, is a surprising yet delightful
error message. The unexpected nature of a whale being flown by birds
makes finding an error almost forgivable.

The surprising number of hits a 404 page receives makes it a prime design
opportunity to direct the user and reinforce the client’s brand.



Another form of error message is the “404 Page Not Found.” Often
overlooked by designers, this page appears when a user lands on a URL
that no longer exists or never existed. The surprising number of hits a 404
page gets makes it a prime design opportunity to direct the user and
reinforce the client’s brand. Custom 404 pages should be somewhat
apologetic in tone and present a series of links so the user can find what
he or she originally was looking for. The ability to search or even report
the missing page is an additional feature that can be added to a 404 page.

\Heinz]

It oppears the page you're looking for is empty.

WEIA )
Tows
xsgﬂy

<t
S

This custom 404 page from Heinz.com combines both an element of
humor and the utility of being able to find information on the site.

Surprise and Delight


http://Heinz.com

While the Web has many utilitarian aspects to it, it’s also important to
remember that users—people—enjoy being entertained. “Surprise and
delight” is a phrase adopted from the hospitality industry and used by
Web designers and UX specialists to describe the fun or unexpected
features of a site. (This should not be confused with “mislead and
confuse.”) Surprise and delight refers to added value for a user—
something that goes beyond expectations. Surprise and delight can be
humorous, irreverent, or even seductive. Exactly what kind of surprise is
appropriate, like anything else, depends on the target audience.

The 404 pages seen here and on the next spread are prime examples of
surprise and delight.

THE 404 GOAT IS ON A RAMPAGE




These custom 404 pages from huwshimi.com (top) and teez.com.au
(center and bottom) illustrate a sense of the company’s brands, both with
a sense of beauty and humor.


http://huwshimi.com
http://teez.com.au
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The custom 404 pages on this page from Mint.com (top), MailChimp.com
(center), and DisneyStore.com (bottom) have a sense of brand but also


http://Mint.com
http://DisneyStore.com

provide a means for the user to find the content he or she was seeking—
from a site nav and links to a search field.



CHAPTER 3

SPACE, GRIDS & RESPONSIVE
DESIGN

In the final step of the planning phase of a Web design project, the
designer begins to prepare the canvas for a design. This means developing
a grid system that is flexible enough to accommodate a variety of content,
but rigid enough to form a recognizable system. Grids are fundamentally
about space, and this chapter explores means of organizing space to
enhance a user’s access to, and understanding of, information.

Organization & Hierarchy

One of the most important aspects of design is the concept of hierarchy.
Visual hierarchy is the sequencing of elements within a design so that a
user may perceive them in a specific and logical order. This sequence
clearly defines the most important elements of the design, followed by the
second most important elements, and so on. Almost every type of
information can be broken down into three or four levels of importance.
More than that makes contrasting the difference between the levels
difficult.

An effective design system takes precedence over the individual elements,
so that the user perceives a cohesive unit.



To create hierarchy, a designer must first create a system. A system is
created by logically grouping the elements of a design, either through
meaning or function, and forming visual relationships between them. An
effective design system takes precedence over the individual elements so
that the user perceives a cohesive unit. Any element that breaks this
system will have more visual value and be understood to have more
importance than the other elements, creating a hierarchy.

For example, in a classroom where the desks are neatly arranged in five
rows of five desks and each student is sitting in his or her seat, the
students appear as a single unit. Regardless of the different genders,
clothing, hair styles, or body types, all the students fit within the group
because of their organization or spatial relationship to one another. If a
single student decided to break the system of rows by moving his desk
into the aisle, he would stand apart from the system and give himself
visual importance over the other students. The students appear as a single
unit because of their arrangement in space—the rows of desks—and the
student whose desk is not in line with the others stands out strictly
because of his lack of relationship, or his contrast, with the others.

White Space

Creating a design system almost always starts with the clear organization
of space. Deliberately constructed white space, not to be confused with
unconsidered or empty space, is often overlooked as an element of Web
design. In fact, a common mistake among inexperienced designers is to
focus too heavily on the “objects” in a design (type, images, points, lines,
and planes), and space is simply what’s left over when they’re finished.



Space is essential for creating relationships that form systems that lead to
a clear hierarchy of elements. It should not be underestimated.

The interplay between the objects of a design and the background is
called the figure-ground relationship. White space, also called negative
space, is a reference to the “ground” in “figure-ground.” The goal of a
designer is to achieve a balance between figure and ground, where one
doesn’t completely dominate the other. Instead, they work together to
unify the design.

White space design elements include: margins, the area surrounding a
design; gutters, the space between columns of a grid; padding, the area
around an element contained by a border; line spacing, also known as
leading, the space from baseline to cap height between lines of text; and
paragraph spacing, the space between paragraphs or separate ideas in a
piece of text. Adding line space is the most common form of paragraph
indication in Web design, although it is possible to use other methods like
indenting, which is also another form of white space utilization.

These elements are arranged with no consideration of the space within
the layout.

The same elements as above are now grouped and the space has been
more clearly defined and organized.



5)

The organization of the space in the layout creates a natural hierarchy or
sequence of importance by either relating or separating elements.

The Gestalt Principles of Perception: “The
whole is greater than the sum of the parts.”

Theories involving the psychology of visual organization within art and
design come mostly from the Gestalt Principles of Perception. These
principles, developed in the early twentieth century at the Staatliches
Bauhaus in Germany, refer to the mind’s ability to group elements based
on one of the following relationships:

SIMILARITY

Grouping of elements that have a unique visual relationship. The two
rows of squares above are grouped, despite being separated by a row of
circles. The relationship of shape takes precedence over the spacial
relationships.



PROXIMITY
Grouping of elements that are close to one another. Two groups are
perceived above, despite the fact that there are sixteen individual boxes.

CLOSURE

Grouping of elements that complete a larger unit. A single square is
perceived in the above illustration, despite several of the smaller units
being removed. The small square in the upper right “closes” the spacing to
create a single form.

CONTINUANCE

Grouping of elements that complete a pattern or progression. Each row of
boxes above forms a group despite the gaps in the row.

Deliberately constructed white space, not to be confused with leftover,
unconsidered, or empty space, is often overlooked as a useful element of
Web design.
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InformationArchitects.jp uses a minimalist design that relies heavily on
the use of white space to organize information and create hierarchy. The
gutters, line spacing, and paragraph spacing are carefully crafted to help
the user identify individual groups of information.


http://InformationArchitects.jp
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Similarly, JonTangerine.com uses wide margins and ample padding to
make the page design scannable. With the exception of a small dot of
yellow and a bit of red at the bottom, this black-and-white layout uses


http://JonTangerine.com

only a single font (Georgia) yet it has a clear hierarchy of information and
plenty of visual interest.

Elements of a Web design aren’t just design elements, they’re the interface
that the user needs to navigate and find information

The use of hierarchy and white space in Web design has a bit of extra
significance over their use in other forms of communication, since the
elements of a design aren’t just elements, they’re the interface that the
user needs to navigate and find information. The primary navigation bar,
for example, needs to be immediately identifiable as such, so that the user
can navigate the site. The design conventions discussed in the previous
chapter help the user identify specific areas of a Web site, but they
shouldn’t be taken for granted. Guiding the user through a layout should
be done deliberately to ensure maximum usability.
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The example shown here from SnowBird.com uses white space around
the imagery to mimic the branding and give the page an “ownable”
feature.


http://SnowBird.com
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This sample, MettaSkinCare.com, uses generous white space to give the
page, and the product, a premium feel. Nothing is cluttered; every design
element is given “air.”


http://MettaSkinCare.com

White space is also essential for making a layout scannable, a critical
aspect of Web design. Layouts with well-managed white space allow users
to scan information and groups of information to find what they’re
looking for quickly. Cluttered layouts, or ones that don’t effectively
manage white space, make it hard for the user to identify patterns which
are essential for scanning information. Imagine a group of people milling
around at a party versus a line of soldiers at roll call. The people are the
same, but the space between them has been organized.

RHOW GFF AMA DCS FUADCERAL STUDENT DESAY OOMPETFTIO

Sl bl ltrreiny

This is a side-by-side comparison of a competition mini-site created by the
AIGA DC. On the left is the original site; on the right the white space has
been filled in to highlight the consistent and almost rhythmical use of
space. The generous spacing around the headline and lead-in statement
helps them stand out on the page. The non-default, slightly open line
spacing for all the text gives the pages a very light and scannable feel.
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“Well done is better
than well said.”

White space is actually a reference to “ground” as in “figure-ground,” and
doesn’t need to be white at all. In this example, ThinkingForALiving.com,
the ground is a pink hue, but the result of well-constructed white space on
the design is the same.

Containment

At times, more than space is needed to highlight, group, or separate
elements on a page. Borders, lines, and boxes can be helpful in defining
the space and containing elements within sub-groups. The varying types
of borders that can be created with CSS, including dotted, dashed, double,
and single lines, make them powerful stylistic elements as well. Even
rounded corners, a popular design treatment for boxes, are now possible
using CSS3, and they are viewable in browsers compatible with CSS3.


http://ThinkingForALiving.com
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The sites seen here, BrandNew.UnderConsideration.com (top), and
20x200.com (bottom) use a wide variety of distinctive line styles to
segment the page and reinforce a design style.
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CSS can be used to define the border of an object. The border,
represented by the orange line in this diagram, lies between the padding
distance and the margin area.


http://BrandNew.UnderConsideration.com
http://20x200.com
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TheCurverePort.com uses a variety of line types to define the look and

segment the content. From thin borders to diagonal line decoration the
varying line types give the page a distinctive look.


http://TheCurverePort.com

Grids

Grids not only organize the elements of a design, they organize the space
within a design.

One of the oldest ways to create a balance of figure and ground is through
the use of a grid system. Grids not only organize the elements of a design,
they organize the space within a design. Clearly aligning design elements
through the use of columns creates defined space, and it’s this space that
gives the appearance of organization.

Grids are made up of columns (where the content goes), gutters (the
space between columns and margins), and the space around the perimeter
of the layout. By carefully defining these attributes, Web designers can
control the density of a page, which is the amount of detail that is visible
to the user. Dense pages tend to be harder to read, although pages that
lack sufficient density can appear un-unified and fall apart.

Early Web sites were laid out using tables, a word processing convention
of rows and columns used to arrange elements. Some early Web layouts
had a compartmentalized or checkerboard feel as a result of using or
overusing tables. Tables are also limited in their flexibility and result in
long markup for even simple layouts. Although tables still exist in HTML,
<div> or divider tags have taken over as the preferred method of
containing and laying out elements of a design. The flexibility of CSS-
styled <div> tags more closely resembles the feel of a print layout
program such as Adobe InDesign. They enable very sophisticated, print-
like layout and grid use.
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New Graphic Design magazine was started in 1958 by Richard Paul
Lahose, Josef Miiller-Bockmann, Hans Neuburg, and Carlo Vivarelle. The
cover of issue 16, pictured here, illustrates the grid system that permeated
the entire magazine and is credited with defining the Swiss style of

graphic design.



The letterforms of Helvetica, the ubiquitous Swiss typeface and subject of
a documentary film, are based on a grid system, making it instantly
recognizable over its predecessor, Akzidenz Grotesque.
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The design team at MailChimp.com gives users a glimpse at their design
system with their Pattern Library. This tool reveals the systems, including
this grid system behind the site.
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Left Loft, the designers of CorporateRiskWatch.com, actually expose the

grid structure they’re using by tracing it with dotted lines. The elements of
every page seem to dance around this five-column grid.
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BlackEstate.co.nz, which has won numerous awards for its use of
typography and unique navigation, features a six-column grid. The tall
page is held together because of the strict adherence to the elegant grid.


http://BlackEstate.co.nz

The Swiss styling of WilsonMinor.com is a classic example of a well-used
grid structure. Headlines, subheads, images, and text work together to
define and span the six-column grid.


http://WilsonMinor.com
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The grid on DigitalPodge.com is filled in a more organic way. Instead of
the elements neatly aligning in exactly the same way, there’s a playful
bouncing of text and image within the grid structure.

Once the grid system has been established, elements of the design are
placed within the grid. Objects can span more than one column width, but
each element must have some clear relationship to the grid itself. Any
element that relates to the grid in a unique way or breaks the grid system
will rank higher on the hierarchy scale.


http://DigitalPodge.com
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This is a diagram of a grid system with the following specifications:
Width: 948px

Columns: 4

Column width: 222px

Gutter width: 20px

2-col span: 464px

3-col span: 706px



Erowser frame

... Margin

......... Column (3-column grid)

N ... Gurter

FIXED WIDTH (Floating Centered; Fixed Left)

Grids used for Web design need to have a flexible quality to them in order
to accommodate varying monitor widths and resolutions. There are
several solutions to this issue. In this example of a fixed-width grid, the
grid either floats in the center of the browser window or is fixed to the left
side. As the browser window expands in both cases, the layout within the
grid is not altered.

VARIABLE WIDTH

In a variable-width grid system, each column expands proportionately
with the width of the browser frame. This causes the layout within the
grid to change and shift depending on the width of the user’s monitor.



COMBINATION OF VARIABLE AND FIXED WIDTH

This diagram shows a grid that has both fixed-width columns as well as a
single variable-width column. As the browser window expands, only one
column width expands with it. The layout of the center column shifts,
while the two flanking columns stay fixed.



simple;
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The grid system on SimpleArt.com.au is flexible, so whether the page is

viewed on large or small monitors the layout feels consistent. Note in the
wider layout below, the columns of the grid widen and the
header/navigation area moves to the right.


http://SimpleArt.com.au

Once the grid system has been established, elements of the design are
placed within the grid. Objects can span more than one column width, but
each element must have some clear relationship to the grid itself. Any
element that relates to the grid in a unique way or breaks the grid system
will rank higher on the hierarchy scale.




Items in a layout that break the established system stand apart from the
rest of the elements within the system. In this example of
AIGALosAngelese.org, the AIGA logo does not “sit” on the grid. By shifting
outside the grid it’s given more visual value than the other elements on
the page, as illustrated in this diagram.

The Baseline Grid

Something that print designers have been using for years but is only
recently being adopted by Web designers is the use of a baseline grid. A
baseline grid is a horizontal grid system that exactly aligns the baselines
of all the text on a page, regardless of size or style. Baseline grids create a
smooth rhythm in the typography within a design.

Creating a baseline grid in CSS involves a bit of math, since there’s no
built-in baseline grid attribute. A Web designer starts by choosing a type
size for the majority of the text on the page. Then a line height is applied
in the CSS, which is essentially the equivalent of leading. To create the
appearance of a baseline grid, all other measurements, including the
margin spacing, display type size, etc., should be multiples of the line
height. This will ensure that all baselines will line up relative to one
another.


http://AIGALosAngelese.org
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TheGridSystem.org is a blog about the use of grids in design. An

interesting feature of this site is the ability to expose the grid structure as

well as the baseline grid.


http://TheGridSystem.org
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This is an example of a baseline grid in use. Note that each typographic
element, regardless of size or typeface, sits exactly on the baseline grid.

Responsive Design

This chapter is about space. Responsive design is about reorganizing space
to maximize the visibility of key design elements on varying screen sizes.
Responsive design is an evolution of Web layout because of the
prevalence of people browsing Web pages on mobile devices. Design
considerations for small screens is vastly different than for large desktop



screens, hence the need for a design to respond/change based on the size
of the screen on which it is being viewed.

Responsive design is much more than the simple re-arrangement or
stacking of content “blocks” so that they run vertically down a slender
mobile screen. Great responsive design also takes into account things like
page load times and typographic legibility to completely change the
content and design of a page for mobile devices. With responsive design a
designer can hide large imagery on a mobile device, or change the color
and size of type to increase the contrast and legibility.

Without getting too technical, responsive design works through what are
called CSS (cascading style sheet) media queries. These media queries
read a user’s browser data to determine the width of the browser window
before loading the styling for a page. Currently, there are three primary
break points that designers use for their media queries: larger than 768
pixels wide (desktop), less than 768 pixels (tablet) and less than 480
pixels wide (mobile device).
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From Tattly to Time magazine, users are browsing the Web on mobile
first, studies show. These two sites are excellent examples of sites that
provide a unique experience on the narrow screen of a phone.
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Responsive design is much more than the simple re-arrangement or



Therefore, designers need to create three individual, yet related, grid
systems for a single page layout.

For desktop (over 768 pixels wide), a common grid for design purposes is
sized between 950 pixels and 990 pixels wide, but it can be up to 1,200
pixels as monitor resolutions continue to increase. Once the width has
been determined, a designer decides how many columns are needed.
More columns means more design flexibility; however, too many columns
can make recognizing relationships difficult. There is no right number of
columns, but the optimal grid gives a layout a clear sense of organization
while still allowing for flexibility. The column width for a grid is
determined by the overall width divided by the number of columns. And
finally, gutters, or the spaces between the columns, are added, providing
separation between the elements in each column.

A tablet layout (less than 768 but more than 480) shares many
relationships to the desktop grid. Generally, the number of columns would
be reduced by half and the gutter widths decrease slightly. Often,
designers will remove the margin, or space surrounding the page,
including a background image or pattern, to maximize the useable space.
Finally, a mobile grid (less than 480 pixels wide) is reduced to a single
column. Given the narrowness of the screen, more than one—or possibly
two—columns causes issues of legibility and usability as design elements,
including buttons, get smaller. Often the navigation changes to a drop-
down menu and much of the imagery is removed from the page by the
CSS to conserve download times.



Desktop > 768 pixels wide

Tablet < 768 pixels but > 480 pixes] wide
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Responsive vs. Adaptive Layouts

Responsive design fluidly responds to the width of a browser. Adaptive
design generally has two to four pre-formatted design states.

Often mistakenly used interchangeably, responsive and adaptive design
are slightly different. Responsive design fluidly responds to the width of a
browser, forming a clear layout at any width between 480 pixels and
more than 768 pixels. Adaptive design generally has two to four pre-
formatted design states that it “snaps” to depending on the width of the
browser. This offers a designer a bit more control over the layout as there



are no in-between sizes that can sometimes produce visually awkward
layouts. While it is more common to produce a responsive design,
adaptive design can be very useful, especially if the target user group is
small and its technology is well defined.
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Carters.com, the children’s clothing store, takes a unique approach to
their mobile site. Much of the content from the desktop site is stripped
away in lieu of navigation. This is done for two reasons: to help with the
speed of the download of each page (saving data charges for the user);
and to expedite the shopping process.


http://Carters.com

Section II

DESIGN

4. Anatomy of a Web Page
5. The Elements of Web Design
6. Web Typography
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CHAPTER 4

ANATOMY OF A WEB PAGE

| 1. Header
1 2. Navigation
3. Feature
4 Body/Content
5. Sidebar
5 ] 6. Footer
7. Backeround

These images show the results of an eye-tracking study. They indicate that
users focus their attention on the upper-left area of a Web page.



Form & Function of Web Design

Web design, like any other form of design, requires the designer to
understand the end user’s habits, the context in which the work is
received, and the necessary function of the end product. These factors
usually present limitations that set the boundaries for starting a design
project. For Web design, these boundaries have caused several design and
structural conventions to emerge. Such conventions include a page
header, persistent navigation, content areas and sidebars, footer
navigation, and often a background treatment. Although styling and
aesthetics vary greatly from site to site, most sites adhere to this basic
structure. Each of these common Web design elements, and their
placement on the page, came to be for several basic reasons.

THE NATURE OF HOW THE PAGES ARE VIEWED

In Western culture, we’re conditioned to read from left to right, top to
bottom. Therefore, the natural position for important information would
be the upper left of a Web page. This ensures that elements such as logos,
navigation, and “featured items” are perceived first by the user.

The notion that users scan pages from left to right, top to bottom, has
been validated through the use of eye tracking studies. Sophisticated
cameras fixed to the top of a computer screen have the ability to track the
eye movements of Internet users and map out the patterns. The red areas
in the images below indicate where users focused most of their attention.
They reveal not only the fact that users’ attention is mainly focused on the
upper left of a page, but also that Web users skim a page for key points, as
shown by the spotty bits of color in the center and left images.
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communication. Pictured here is the New York Times newspaper showing
a header and feature area very similar to those on a Web page.

BORROWED CONVENTIONS

Because almost all early Web designers were amateur designers or trained
as print designers, elements from print design were converted to Web
design. Design elements like headers, feature areas, body text, and
sidebars all come directly from age-old newspaper design standards.

The “fold” of a newspaper is literally the horizontal crease in the center of
the front page delineating the top half from the bottom half. Newspaper
editors tend to put as much of the most important information as possible
above that fold since that’s the area that potential newspaper buyers will
see. Similarly, a “fold” on a Web page is the line that delineates where the
browser window cuts off the content. Areas above the fold are seen by the



user when the page loads. Content below the fold requires that users

scroll down.

USER EXPECTATIONS

Sites that want to attract the masses, like news portals, travel sites, e-
commerce sites, etc., need to appeal to the lowest common denominator
in terms of one’s ability to use technology. As the Web became established
in the mid- to late 1990s, companies interested in having their users find
what they wanted quickly would imitate the metaphors for navigation and
site layout from other, already established, sites. For example,
Amazon.com is credited with creating the first tab-style navigation
(another borrowed convention); although there are probably earlier
examples, the “tabs” served as a metaphor that worked in part because
tabs were something people understood from the “real world” of file



folders. As a result, Web sites all over the Internet began using a tab
structure for their navigation—and still do to this day. Even Apple.com,
known widely for its innovative design, once used a tabbed navigation
very similar to that of Amazon.

Welcome to 2007,

Image of Apple.com from 2007 showing the tabbed navigation style.

At the height of the tab craze in 2000, some said that the navigation on
Amazon.com resembled a graveyard.

GDL 18['3

s B, o P Liscip

SEARCH ENGINE OPTIMIZATION (SEO)

Having a high search engine rank is critical to a company’s online success.
A higher rank on a list of search results means more traffic. Search
engines, such as Google.com and Bing.com, use various methods to
evaluate the content of a site and determine its rank. Some design factors
that influence the search engine optimization of a page include: text links
in the main navigation; multiple keyword-rich text links throughout the
page; limited use of images, especially images of text, since search engines
cannot get content from images; bolded subhead copy styled with the
<H> tags; and important content placed above the fold—the higher the
better. Although these are not all of the SEO factors that influence the
rank of a page, these are generally the factors that a designer has the most
control over. The topic of SEO is discussed further in chapter 7.
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Orbitz.com is a good example of a page designed for SEO. Multiple
keyword-rich text links, bolded subheads, and limited use of imagery
consistently produce a top ranking for searches of “Vacation Packages.”

iab.

ADVERTISING STANDARDS


http://Orbitz.com

The Interactive Advertising Bureau (IAB) was established in 1996 to set
up standard practices in Web advertising. The organization sets forth rules
that govern the size, shape, and file weight (among other things) for
advertising assets. This helps advertisers create a finite series of banners
that can be used on any Web site that adopts the IAB standards. For Web
designers, this means that their Web design must accommodate banners
that are 300 x 250 pixels (“big box”), 180 x 600 pixels (“skyscraper”),
and/or 728 x 90 pixels (“leaderboard”), among others. If a Web site is
funded with ad revenue, these dimensions become a critical part of the
framework of the site. Additionally, advertisers want their ads above the
fold so that the user sees them immediately. Web site owners, on the
other hand, don’t want the ads to overpower the message of the site. Web
designers satisfy both sides by establishing a structure that flows with the
required sizes of the ads—a 300-pixel-wide sidebar will fit a big box ad

without any dead space around it, for example.
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Yahoo.com and many other sites across the Web display advertising. In
this example of the home page, a “big box” ad appears in the right-hand
sidebar. The sidebar for this page has been designed to accommodate a
banner having a standard width of 300 pixels.

Without understanding the function behind standard Web design
conventions, designers are purely imitating things that they’ve seen.
While these particular factors are unique to Web design, the idea of a set
of parameters that restrict and inform a design is not unique. Car
designers, for example, are faced with hundreds, if not thousands, of
these types of challenges. People want to be able to drive more than one
make of car without having to work to relocate and decipher the
speedometer, for instance. Yet, there’s a wide range of variation in the
sizes and shapes of cars on the road today.

The duality of form and function is a universal design concept; however,
most new Web designers aren’t as aware as they should be of the
technical and functional implications behind the design decisions they
make. Without understanding the function behind standard Web design
conventions, designers are purely imitating things that they’ve seen. This
chapter explores the parts of a Web page and specifically how those parts
contribute to the overall effectiveness of a site—aesthetically and

technically.




Car designers face similar challenges as Web designers when designing a
dashboard interface. They seek a balance between unique style and
standardization and ease of use.

Beyond Conventional

This chapter examines the structural design conventions that have evolved
to make up Web pages. This idea is different than the concept of design
templates or “themes” that have become very common with the
emergence of content management systems (CMS) like WordPress and
Drupal. Below are the “Church Theme” and the “Lifestyle Theme”
designed by StudioPress for use with WordPress. Notice how they are
identical in structure and format. The only difference between the two is
their “skin”—the colors, fonts, and images. While theme-based Web
design makes having a Web site easy and affordable, the concept has the
potential to erode the value of what Web designers do. At worst, it turns
design and creativity into a commodity and homogenizes the look of the
Web.
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MarthaStewart.com is an elegant design example from both a structural
as well as an aesthetic point of view. The subtle and consistent design
treatments give the site a uniquely Martha Stewart feel, despite using a
standard Web structure.

Header


http://MarthaStewart.com

The header of a Web page is one area that remains relatively consistent
throughout a Web site. It acts as a grounding force for the user by
identifying and visually unifying all the pages of a site. Headers establish
the brand look and feel for a site and often will present the user with a
call to action—search, buy, register, etc. The header of a page must
perform these tasks without overpowering the content of the page and
distracting the user.

Because the header area tends to stay consistent from page to page, it is
often where the client’s logo appears. It has become a common
expectation of users that the logo on a site, specifically one located in the
header of a page, will link the user back to the home page.
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The header graphic for GQ.com uses the magazine’s iconic logo as the
central element. The clean, centered design approach creates a unique
and identifiable presence for the brand.


http://GQ.com

Headers act as a grounding force for the user by identifying and visually
unifying all the pages of a site.

The code behind the header contains information that is vital to the
search engine optimization of the page. From metadata (keywords and
descriptions of the page in the code) to the page title (this is the line of
copy that appears on the top of a browser window), search engines use

these elements to begin indexing the content of the page.
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The header on 99u.com is a fixed, or “sticky,” header that does not scroll
with the page. In its initial state, the header takes up a good amount of


http://99u.com

space to accomodate the logo, tagline, social links, and a search feature.
As the page scrolls (bottom), the navigation slides over, and the logo
appears in the black bar. This is useful for long pages as it gives users
access to the navigation, even in the middle of the page.

CNN.com’s bold use of their brand color and centered placement of their


http://CNN.com
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étaples.com is an example of an extremely functional header. The logo is
flanked by shopping tools like the search bar and the shopping cart.

Navigation

The navigation should stand apart from the page visually and appear in
some way to be clickable

Often included in the header of a Web page is the navigation, or menu, of
pages available on a site. The navigation should stand apart from the page
visually and appear in some way to be clickable (or tappable in the case of
mobile). As discussed in the previous chapter, navigation is an essential


http://Staples.com

part of the usability of a site, therefore the button labeling should be clear
and legible.

Often, there is a need to break up the navigation into primary and
secondary navigation areas. The primary navigation should lead to the
pages most useful to the users and the labels should clearly and concisely
convey the content they lead to. The secondary navigation usually
contains things like company info, contact information, and possibly a link
to a blog or other secondary items. This division not only helps with the
usability of a site but it also helps create a sense of visual organization
and hierarchy on a page.

Baw
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The heavily stylized drop-down menu on this site helps it fit in with the
rest of the site design.
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Mashable.com has an elegant drop-down system that presents the user
with photos for the key stories, attracting them to the content.
Navigation can be horizontal along the top of a page or vertical along the
side of a page, or even a combination of the two. Navigational elements
are also contained in the footer of a page, which is discussed later in this
chapter.

Feature Area

One indication of effective design is a clearly defined hierarchy of
information. To achieve this, designers use a focal point—an area in the


http://Mashable.com

composition that is perceived before all others and serves as an entry
point into the layout. In Web design this is often the main feature area.
This area usually takes up a large portion of the home page, has the most
vibrant color and typography, and usually features some sort of motion or
animation. All of these things combine to make it the most important
visual item on the page.

The most common option for a feature area is a slideshow of imagery and
content from the site. This can be achieved using SEO-friendly technology
like JavaScript and Ajax. Adobe Flash can also be used for highly
interactive feature areas or ones that involve sophisticated animation.
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MarthaStewart.com has a tasteful feature slideshow that highlights
various content from the site with each frame indicated by a tab at the

bottom. This solution also includes a pause/play button so users can stop
the animation, reducing distractions as they read other content on the
page.

To achieve hierarchy, designers use a focal point—an area in the
composition that is perceived before all others.
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Apple.com uses the feature area to highlight their latest products.
Dramatic photos combined with simple, pithy headlines set in minimalist

typography result in an impactful presentation with a clear focal point and
call to action.



Featured Videos
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The feature area on Disney.com extends beyond the confines of the box in
which it is contained. The background color changes based on the content
of the “slide,” giving the entire page a unique feel with every change.


http://Disney.com
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The feature area of a Web page doesn’t need to be boxed in. This stunning
example from EA.com blurrs the lines between a feature area and a

background image.


http://EA.com

Body/Content

The body or content area of a Web site is where users spend most of their
time, as it usually represents the end of their search for content. This is
where traditional design ideas of legibility and clarity come into play, but
with some added considerations. A Web page can be any height, however,
it is always seen through a window, the size of which is determined by the
user’s settings. The area of a page that users first see in their browser
window when a page loads is the area known to be above the fold. The
content in this area must quickly convey the nature of the content that
appears outside of that area, known as below the fold. Telegraphing the
content on a page with clear and descriptive headlines as well as
appropriate imagery is not the same as delivering all of the content above
the fold. Users have become accustomed to scrolling down a page in order
to reveal more content, just as newspaper readers will leaf through a
paper as a story progresses.

It’s important to break up long stretches of content with white space and
clearly identifiable subheadings. These breaks in the content allow users
to skim the page quickly, and it gives them multiple entry points into the
content. Dividing up the content by using heading tags (<H1>, <H2>,
and so on) helps search engines evaluate the content of a page. Some
search engines place a higher value on words contained within these tags,
since they tend to summarize the key points from the content. Learn more
about SEO in chapter 7.

Breaks in the content allow users to scan the layout quickly and give them
multiple entry points into the page.
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Bolded subheads, iconography, and generous white space make this page
from Apple.com easy to scan to find the information you'’re looking for.

[ ]

Linked words within the text of a page help to organize ideas and reduce
the need for long pages; if a user would like to know more about a related
topic, the user can click to another page rather than have all the
information on a single page.
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Highlighted text links on both GapersBlock.com and AndyRutledge.com
help the user scan for related information and key ideas contained within
the linked text.


http://GapersBlock.com
http://AndyRutledge.com

The optimal line length for ideal legibility is no more than two to two and
a half alphabets—52 to 65 characters.

In addition to not having a height limit, Web pages also don’t have a limit
to how wide they can be. Web designers have two options for addressing
the problem of page width variability. Most current sites have a fixed
width frame or boundary, whereas the content is confined to a box with a
set size that floats in the browser window as it expands and contracts. The
second option is to have variable-width columns. Variable-width layouts
were popular in early Web design primarily because they were easy to
produce. Designers would simply flow copy into a layout, unconcerned
with the consequences of expanding browser windows. The issue with
variable-width layouts is that without limits to the length of a line of text,
it can become illegible. Typographically, the optimal line length for ideal
legibility is no more than two to two and a half alphabets—52 to 65
characters. This prevents eye fatigue, both from lines that are too long,
where users might lose their place, or lines that are too short, where the
user is continually going to the next line after just a word or two.

Jaded rombies
acted quietly but
kept driving their

§ 5
QXN IOTWard

These three examples of text show how a short line length (top) and a
long line length (bottom) make text difficult to consume quickly. The
middle example contains 52 to 65 characters in a single line, presenting
optimal legibility.
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Wikipedia.org uses a variable width for the body/content area of the
page. Both of these images are of the same page, showing a narrow
browser window and a very wide window.



Sidebar

The sidebar of a Web page contains secondary information that either
supports the main content of the page or directs users to related content
through the use of submenus and links. Areas of a sidebar are often sold
for advertising space. Skyscrapers and Big Box ads, as they are known in
the online media industry, typically fit well within the modular structure
of a sidebar. As with the header, the design of a sidebar should blend in
with the look of the site so as not to visually overshadow the content of
the page, helping to create an overall feel for the page.



...........

Sidebars, like the ones shown here from Kinder-Aktuell.de (above) and
Breez.com.au (right), are useful for providing supporting information as
well as advertising space.


http://Kinder-Aktuell.de
http://Breez.com.au
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The sidebar on Vimeo.com begins with a call to action for new users to
sign up. The 300-pixel-wide column also has space for standard IAB ads
and related item links, each color coded for increased usability.

Footer

The footer, or the very bottom of a Web page, is a critical part of Web
design, performing tasks for both the user and search engine optimization.
In the early days of Web design, the footer would contain the copyright
information for the site as well as a couple of links. Over time, Web page
footers have grown to resemble a mini—site map, with links to each of the
main pages of the site. These links not only help the user navigate the site
but also help search engines like Google index the site properly,
improving the search engine ranking—Google places a higher value on
words contained within links.

Technically, the footer of a Web site contains much of the specialized
coding for the page like page-tracking code or lengthy JavaScript
functions. This is again due to SEO. Long bits of copy at the top of a page
will push the important information down farther. Google places a higher
value on information that’s higher up on a page.


http://Vimeo.com

The footer for GQ.fr houses all of the related information that a reader

could need — from subscription and app downloads, to social media and
contact information.


http://GQ.fr
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The footer of automaker Honda.com gives a complete list of areas of the
site and also adds a small bit of visual interest with a randomly appearing
image.

Background


http://Honda.com

In the earliest days of Web design, designers would use a repeating
graphic in the background of a Web page, imitating the effect of patterned
wallpaper. Today, thanks to increased bandwidth and faster connection
speeds, Web page backgrounds are used in bolder and more sophisticated
ways to complement the content of the page. Backgrounds can be used to
create depth or dimension, add richness with texture and color, or even
expand the content beyond the borders of the page.




The designers of Vaseline.com turned the background into a critical
element of the page. Large images of smooth skin lie beneath a simple
CSS design structure.


http://Vaseline.com

The large background images on SquareSpace.com integrate with the
content and give added detail to the posts.
whsiki
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Wiski.com uses a topographical map in the background, which also gives
the user a feeling of snow.


http://SquareSpace.com
http://Wiski.com
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The background of a Web page doesn’t need to recede or be subordinate,
as seen in these examples, both from Tennessee. The illustration in the
background of these pages adds both visual interest and content to the

page.
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The background 1mages on en.opera.se give a dramatic sense to the pages
of the site because of their contrast of scale.


http://en.opera.se
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The dark wood panel pattern in the background of these sites gives the
pages texture and creates a mood that’s dark, rugged, natural, and
masculine.

There is some debate between Web designers and usability experts
regarding the use of dark background and light text. Most experts believe
that it’s more difficult to read light text that’s reversed out of a dark



background; however, many designers prefer the look of dark
backgrounds. As with many other decisions a Web designer makes, this

one comes down to the tolerance and preference of the user.
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Draplin.com, the Web site for graphic designer Aaron Draplin, offers users
the ability to switch from a light to dark background.


http://Draplin.com

Blackle.com, a Web site that employs the Google Custom Search tool,
mimics Google.com but with a black background. The site, created by
Heap Media, claims to save energy by reducing the amount of watts a
monitor needs to display black versus white.


http://Blackle.com

CHAPTER 5

THE ELEMENTS OF WEB DESIGN

Creating a design system so that dissimilar types of content appear to
work together is what graphic designers have been doing for centuries,
and Web design is no different. The previous chapter explored various
structural and spatial methods of organizing space and creating a
structure. Design is about more than simply organizing information,
however; it’s about making something distinctive and memorable. This
chapter explores the aesthetic treatment of the elements within a design
that not only help form relationships within a system but create a visual
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This page from the Gutenberg Bible, the first Western example of

movable-type printing, represented state-of-the-art technology when it
was produced in the 1450s.



Web Design Style

A design style is an attempt at connecting with a user’s sensibilities and a
basic need to relate to things. The elements of a design style include color,
texture, typography, and imagery use. Additionally, there are means of
manipulating these elements, including creating a sense of scale or depth,
animation, and variation. The crafting and manipulation of these aesthetic
elements of style make a particular design unique and, better yet,
memorable.

In all forms of design, a style comes primarily from two areas: the trends
of the time—what’s fashionable—and the technology that’s available to
create a piece of design. Graphic design, which dates back to cave
paintings and carries on through the carved letterforms on Trajan’s
column, handwritten manuscripts, Gutenberg’s movable type, right on
through to photo reproduction and the modern computer age, has always
been heavily influenced by the technology available to produce it.

The same is true in Web design. As computer technology, browsing
software, and the markup language that makes up a design become more
advanced, they influence the design styles and trends. Through it all,
however, great design is defined by the fundamental understanding of the
hierarchical structure that makes up a layout, explored in the previous
chapter, combined with the elements of style that give a design its
uniqueness.

Color



More than any other design element, color has the ability to guide, direct,
and persuade a user. In addition to its instructive qualities, color can
appeal to a user’s emotions by setting a mood or a tone for a piece of
design. Colors signify meaning for many people and cultures, making it a
powerful tool for designers. The immediacy with which color can be
recognized makes it valuable for forming clear relationships.

Color has three main properties: hue, which is commonly known as the
color; value, which is the darkness or lightness; and saturation, which is
the vibrancy of a color. Because Web design is based on the colors of light
(red, blue, and green), the range of colors is greater than with print
design, which uses the reflective palette (cyan, magenta, yellow, and
black). Although there’s a broader color palette, predicting the exact color
a user sees is difficult because of variations among monitors and

operating systems.
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Color is used in GuessThisPic.com as a device to emotionally connect with
a user. The bright, vibrant colors are intended to excite and engage the
user.


http://GuessThisPic.com
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Sometimes limiting the number of colors used in a layout can have a big
impact. The use of yellow in the navigation, design elements and
photography helps Meacuppa.be create a strong and memorable visual
identity.

Relationships of color help users create associations among otherwise
unrelated elements within a design.
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http://Meacuppa.be

Color is an excellent way to create relationships within a design.

USAToday.com uses colored type to signify various categories; blue for
news, red for sports, purple for life, green for money, etc. This use of color
helps users quickly scan a page to find information without the need for a
lot of reading.

Contrasting color can help a designer guide and direct a user through a
layout.


http://USAToday.com
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Effectively using color doesn’t necessarily mean creating a colorful design.
This example, NewYorkMag.com, uses only touches of red among a sea of
black and white to lead the user and highlight key information. The

schematic illustrates how color guides the eye down and around the page.

Texture


http://NewYorkMag.com

Adding texture to a Web design gives the user sense of a tactile experience
and helps connect him or her to the content of a page. Types of texture
can range from smooth, shiny buttons that are common in Web 2.0
design, to rough or grungy treatments, to type imagery or backgrounds.
Aside from the stylistic treatments of texture, it’s important to remember
that on a macro level, every design has a texture, intended or not. Type,
images, and illustrations combine to make an overall texture that the user
perceives on a subconscious level.



LeadersTheConference.com employs an overall texture that gives the page
a unique feel that pulls the user in and unifies the overall look.


http://LeadersTheConference.com

Adding texture to a Web design gives the user the sense of a tactile

experience and helps connect him or her to the content of a page.’
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The stucco texture on Jarritos.com comes from the Mexican theme that
permeates the site.


http://Jarritos.com
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Handiemail.com uses a subtle paper texture to enhance the concept of
hand-written letters made from emails.

Imagery & Iconography

Studies show that users don’t read Web sites, they scan them. For Web
designers, the use of images or iconography can mean replacing wordy
descriptions with single images, making a layout easier for a user to get
information from quickly. A designer’s choice of imagery should be
deliberate and add to either the branding or the message of the page. All


http://Handiemail.com

images add to a Web page’s weight or file size, so gratuitous use of
generic imagery can impede a good user experience.




This page for the iMac on Apple.com integrates type and image in such a

way that it looks as if the type is wrapping around the image.




mylapka.com tells an entire brand and product story with imagery. The
images convey the features of the product, likely better than paragraphs
of copy could.
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Icons are used in this example to quickly convey the content of the article
so users can scan the page and glean a lot of information.


http://mylapka.com
http://ThemeKingdom.com
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Hand-drawn illustrations combined with photography layered under the
content of the page make the side-scrolling site as energetic and dynamic
as the music it represents.

Scale



Contrast of size or scale is one way designers can add a sense of drama to
a design. Having a dominant element is critical to creating a clear
sequence or hierarchy of elements within a design. Scale is a relative
design element, so in order to achieve a dynamic feeling of scale, small
elements must be included in the layout for comparison’s sake. Large
design elements that break out of borders or even bleed off the page also

heighten the sense of scale.
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iPad is here.
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Pictured here are three images featuring the iPad from Apple. Each uses
scale, but the method of achieving a dramatic sense of scale is slightly
different. On the far left, extreme perspective is used to give a sense of
depth and make the iPad seem larger than life. In the image on this page,
the iPad is the dominant element on the page simply because it’s the
largest when compared to the other elements. Finally, on the right, the
iPads are breaking out of the defined border, making them feel too large
to be contained within the space.
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In this example from FamousCookies.com, the larger-than-life cookies and
typography combine with the smaller elements on the page to create a
dramatic sense of scale and appetite appeal.


http://FamousCookies.com
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ntaMaria.com (top) and TicWatches.com, a
dominant design element is used as a focal point to the page. This use of

scale pulls the user in, inviting him or her to explore the other elements
on the page.

In these examples, JasonSa


http://JasonSantaMaria.com
http://TicWatches.com

Depth & Dimension

Applying depth and dimension to a page gives it an element of realism,
and, like texture, gives the user a more tactile experience. There are many
ways to create the illusion of depth in a Web design, like simple
overlapping of design elements, adding gradient color and shadows, or
even creating three-dimensional elements. Adding depth to a Web page
can help add visual interest and draw a user into a design.
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This Web page for developer Oliver James Gosling (goslingo.com) gives
new meaning to the phrase “above the fold.” The subtle gradations of gray
and cast shadowing give the appearance of an unfolded brochure.


http://goslingo.com

The sites pictured here use color and perspective to create a dynamic and
colorful sense of depth. The site above, BasilGloo.com, uses photography
and three-dimensional type to create a realistic environment. The site to
the left, for Joshua Keckley, uses shadowing and texture to achieve a
similar, yet less realistic, effect. Both sites use a focal point to draw the
user into the layout.

Adding depth to a Web page can help add visual interest and draw a user
into a design.


http://BasilGloo.com
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From three-dimensional type and objects in perspective, to layered
elements and subtle gradations of color and shadowing, Syfy.com appears
to be completely designed around the concept of depth and dimension.
Almost every element of the design seems to lift off the screen. The main


http://Syfy.com

feature area is a shelf where elements stand, casting a shadow onto the
other pieces of information.

Animation

Animation is a tool used by digital designers to layer information, create a
sequence of information, or simply surprise and delight the user.
Animation can be the focal point of a design—Ilike a slideshow or video in
the main feature area—but animation can also be simple and subtle, like
small amounts of movement when a user mouses over a button. Too much
repetitive animation, especially on pages with a lot of content, can
become distracting to a user. Web design best practices dictate that the
designer should always give the user the ability to pause a large
animation, or, if an animation is looping, to cycle for no more than three
cycles.

User-initiated animation is a great way to provide feedback or build a
story. Animations can be triggered by a user clicking a button or by
scrolling down a page. These touches, if used in ways that are true to the
client’s brand, can really heighten the feeling of an interactive experience
rather than a passive one.
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PlayMapsCube.com is an extraordinary display of technology to create
interactivity, animation, and delight.


http://PlayMapsCube.com
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The- designers of CyclezMon.com create
Another popular way to add realism and depth to a page is with a parallax
scrolling effect. Parallax is a physical phenomenon in which objects that


http://CyclezMon.com

are far way appear to move more slowly than objects that are closer. The
parallax technique has been used by makers of cartoons and video games
for years. Web designers now use a parallax scrolling effect to add interest
and depth to a page.
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A stunning and delightful example of scrolling animation is found at
WeeSociety.com, designed by the design firm The Office. As the user


http://WeeSociety.com

scrolls down the page, elements animate and build to create colorful and

playful vignettes.
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This stunning site by Frank Chimero is an outstanding example of the
various effects that can be created by parallax scrolling, from multi-part
animation at the top, to the illusion of motion pictures in the middle, to
more subtle effects at the bottom.

Variability

The speed at which a Web designer can apply changes, combined with the
need to continually refresh the look of a site, gives Web designers the
ability to vary elements of a design based on things like sections of the site
or specific events—or randomly. What was once considered unthinkable—
altering a corporate logo, for example—can now be a playful way to add
relevance to a Web site. The best way to keep a site fresh is by updating
the content. But if that’s not possible, design variations can give the user
the impression that a site is fresh and current.

|

% USA USA

A4 TODAY O TODAY
NEWS NEWS NEWS
USa USA UsSA
TODAY TODAY s TODAY
MONEY MONEY Y MOMNEY

4

e R 1Y UsA Usa
- TODAY TODAY TODAY
SPORTS SPORTS SPORTS
L.

UsA UsA USA
TODAY TODAY TODAY
LIFE LIFE LIFE

The USAToday brand is based on the variable utilization of the circle.
Once a globe, it now represents all of the various topics reported by the
news company.
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The header ohf the \—/\I-éb site for the American Institu‘te ndf Graphic Arts
features images of design work from their archive. The images randomly
appear, giving the site a fresh look each time a user visits the page.

What was once considered to be unthinkable can now be a playful way to
add relevance and variety.
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These images from Google.com show the playfulness with which their

designers treat the Google branding, from the anniversary of the moon
landing to Dr. Seuss’s birthday.
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The Web site for the Maryland Institute College of Art, MICA.edu, offers
the ability to select from four student project thumbnail images along the
top of the page. Each selection completely alters not only the images but
the color scheme of the page. The color palette is derived from each piece
of student work. In this case, the variability is user-controlled and
conceptually it highlights the main constituents of the school: the
students.

In this case, the variability is controlled by the user, and conceptually it
highlights the main constituents of the school: the students.


http://MICA.edu

MICA -  MICA

ANTLANE INETITHTE COLLEGE OF AR

Modularity

Modularity can mean a couple of things when it comes to Web design. For
a Web designer, modularity means creating reusable or modular design
assets that fit within the established grid system and get reused
throughout a site. These modules not only create design efficiencies, but
they also help with usability by repeating recognizable elements that a
user can remember.

Modularity can also refer to the necessary design flexibility required in
Web design. Some types of Web sites, like news portals, need to
accommodate varying lengths and types of content from day to day—even



from hour to hour. Therefore, Web design systems for these sites must be
flexible to expand and contract as the needs of a site change. This isn’t a
Web-specific principle; newspapers, magazines, and even corporate
identity systems need to have an element of modularity to be effective.
What is unique about the Web is the speed with which items in a design
need to change (which makes planning ahead an essential part of Web
design), the fact that the user can sometimes control the content, and the
need for expansion and contraction, making the ultimate outcome
unpredictable. Sites that have user-controlled modularity use JavaScript
technology to enable users to drag and drop content “blocks” above and
below the fold to create their own hierarchy of information.
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CHAPTER 6

WEB TYPOGRAPHY

“Typography is the one area in graphic design where there are truly rights
and wrongs; there are better-thans and there are randoms.”

Alexander W. White

Chairman Emeritus, The Type Directors Club

Why Type Matters

Typography, of all elements of design, can have the greatest effect on the
success or failure of a piece of communication. This is because type carries
the message, and the craftsmanship of the typography can either enhance
or take away from the message. Many designers share a passion for the
art of typography and can spend hours kerning letters, adjusting the rag
on a column of type, or hanging punctuation. With Web design, however,
this level of finite control is difficult, or in some cases not possible at all.
But before examining the specific nuances of Web type, it’s important to
understand a few universal principals of typography.

In historical terms, a font is a complete set of characters that make up a
single size, style, and weight of a typeface. The term typeface refers to the
unique styling applied to a set of glyphs, including an alphabet of letters
and ligatures, numerals, and punctuation marks. Due largely to their use
in relation to computers, the two terms have evolved to be



interchangeable. The term font no longer refers to a single size or style,
and can even refer to the digital file used by the computer to display
typefaces.

It has been said that great typography is invisible, but that’s only half the
story—typography can also be beautifully expressive and attention-
grabbing. In either case, type must carry a message to the user. The two
opposing characteristics, which combine to attract a user and convey a
message, are called readability and legibility. Both are essential for
effective communication.

Readability refers to how well type can attract a reader. Typographic
posters, book covers, packaging, logos, and magazine features, for
example, must have a readable quality to them in order to get the
attention of a reader—a quality that makes a person stop and want to
read. Readability can come from size, font usage, composition, color
usage, abstraction, or anything that helps type—or, more specifically, the
message—stand apart. Effectively readable type expresses meaning
through form beyond the content of the words it displays. The FedEx logo
is an example of this idea. The bold, geometric shapes of the letterforms
imply stability or reliability, while the negative-space arrow between the
capital E and lowercase x implies forward movement and speed—all this
with the use of only five letters and two colors.

Legibility, on the other hand, references the ease with which a reader can
gather a message, especially when it comes to long stretches of copy. The
recognizability of individual characters in a font as well as type size,
leading, letter spacing, line length—even color and backgrounds—play a
role in how effectively legible type appears. Truly legible type makes it
possible for the reader to perceive only content and not be distracted by
formatting or decoration.

These two aspects of type play a big part in effective Web typography;
however, the level of control a designer has and the methods he or she



uses to achieve them can be very different. Readable or expressive
typography can be important on the home page to grab the user’s
attention, define a unique brand characteristic, or alert the reader to a site
feature or special offer. Legible type is essential for article or blog text and
can make the difference in the success of a site that invites users to return
to read long articles or posts.

WebMD.com offers users the ability to change the size of type within an
article. This allows the user to control the optimal legibility based on his
or her preferences—a concept not possible with conventional print
communications. The images below show small, medium, and large type
sizes.
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http://WebMD.com

Measuring Type

Type and typographic properties such as spacing are commonly measured
in em units. An em is a square unit that represents the distance between
baselines when type is set without line spacing or leading. An em square
is equal to the size of the type; for example, an em space for 12
pixel/point type is a 12-pixel square.

While an em is equal to the type size, the individual characters don’t
necessarily fit within an em square—they can be larger or smaller. As seen
in the diagram below, a Dispatch M fits within a single em unit of 110
points, however the Burgues Script M at the same size is not confined to
the em unit.

In Web design—more specifically, CSS styling—type can be defined using
em units. Ems are used for relative sizing and for type they’re used in the
font-size attribute.

Most browsers default to 16-pixel type as a general rule. So if a designer
specs type at 75 percent, the size of the type will be 12 pixels. The default
can also be altered globally by styling the <body> tag. If in the body tag
the font size is set to 62.5 percent, then the default for all type on a site is
10 pixels (16 x .625 = 10). Therefore, the math for defining other sizes
become easier: for 15-pixel type the font size would be set to 1.5 em; 24-
pixel type would be 2.4 em, etc.

110-pt. Dispatch



110-pt. Burgues Script

The optimal choice for displaying type depends mostly on the needs of the

client and the capabilities of the target user.

While there are limitations to the control a designer has over typographic

details on the Web, there are also methods, unique to Web design, of
turning over control to the user so he or she may create personalized

settings for legibility. Many sites give users the ability to change the size

of text, and some sites even give users the option of choosing their own

fonts.
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Images of type @font-face Web-safe type

This image of MidtSommerJazz.no shows all three methods of displaying

type on the Web— images, Web-safe fonts, and embedded fonts.

Types of Web Type


http://MidtSommerJazz.no

For years Web designers were constricted to only two options for Web
typography—images of type and system fonts (the fonts found universally
on devices used to browse the Web). Using images to display type is a
static method of rendering type—the type is rendered once by the
designer or producer, and that image is distributed throughout the Web to
be viewed by the user. Using Web-safe fonts is a means of displaying
content as live text, which is rendered by the user’s browser. Live text
generally offers less control to the designer but more control to the user
with which to manipulate aesthetics and/or search the content.

However, that all changed with three important innovations: widespread
browser support for the @font-face CSS command; the emergence of font
delivery technology; and the development of the Web Open Font Format
(WOFF). Now designers have three primary choices when selecting
methods of displaying type within a design:

e Images of type
e Web-safe system fonts
e @font-face fonts

Why is this choice so significant? The reason selecting a method with
which to display type is so critical to Web design is due to the fact that
type delivers content and content drives the success of most Web sites.
Content is what users search for. Content is what search engines index
and catalog, and search engines can only pull content from live text—
images of type are not indexable by search engines. Content, however,
must be dressed with some form of style or branding in order to be truly
effective for the Web site’s owner. Purely displaying content without some
sort of visual expressiveness or uniqueness decreases its memorability and
therefore decreases its value to the client. The following pages explore



examples of each method of displaying type, and details the benefits and
drawbacks for each.

Image Type

Images of type offer a Web designer the most control over the typography
on a Web page. A designer can freely choose a font from his or her library,
adjust the kerning, add filters and effects, etc.—all the things that
traditional print designers are used to doing with type. Images of type
enable a designer to match branding requirements for a client exactly, or
to express a concept precisely as the designer (or client) envisions.

There are a couple of significant drawbacks with this method of displaying
type, however. All-image Web sites, where the type is rendered as a jpg,
png, or gif image, are extremely limited in their ability to be indexed by
search engines, and thus limited in their ability to be found by users.
While it’s possible to include searchable content within the alt tags—a tag
within the image tag that allows the Webmaster to input text describing
an image, used mainly for handicapped accessibility—this text does not
have a high value with search engines because it can too easily be
manipulated to deceive the user.



The home page of chirp.twitter.com is almost completely made up of
imagery. Only the navigation and a newsletter signup are Web safe. This
approach is effective in part because the site didn’t need to rely on search
engines for traffic. Instead, users were alerted to the site using viral
methods—word-of-mouth campaigns that spread through social
networking.


http://chirp.twitter.com
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ReadyTolnspire.com uses a beautiful combination of hand-drawn

letterforms for the headline and the dropcap with Web-safe type for the
body copy.


http://ReadyToInspire.com
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Served-MCR.com is rich with hand-drawn type and illustrations as well as
animations to create a grungy and whimsical look to this site for a ping-
pong tournament for creative folks.


http://Served-MCR.com

The best approach for using images as type on a Web site is to limit the
use to particular areas of display type where the images can have the most
visual impact. Commonly, designers choose to use images of type for the
main navigation of the site; however, this is particularly damaging, as
search engines place a high value on linked content. If the main links are
images, the links’ value cannot be captured by search engines. The bottom
line is that images of type are a great way to add personality or brand
recognition to a Web site but should be used extremely sparingly in order

to maintain the searchability of a site.
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The hand-drawn type in this layout for cantilever-chippy.co.uk conveys
the sense of a chalk menu board.


http://cantilever-chippy.co.uk

UNTAGEHORE,

Finger-painted letterforms divide up the sections of this page for
VintageHope.co.uk. The distinctive look and feel gives the site a
memorability that standard headlines may not have.


http://VintageHope.co.uk
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The identity for the Branding graduate program at the School of Visual
Arts is distinctive, creative, and could not be replicated using only Web-
safe type. The solution here is to integrate enough of the custom lettering
to maintain the recognizability of the brand with Web-safe type for
legibility and searchability.

Images of type enable a designer to exactly match branding requirements
for a client, or express a concept precisely as the designer (or client)
envisions.
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Hand-drawn typography defines this site for Chester Zoo. The kid-like feel
of the site reflects the audience the designer and the client were trying to
appeal to.
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Gnosh.co.uk uses hand-painted type and photography to create a crafted
setting in line with the concept of hand-crafted food.


http://Gnosh.co.uk

Web-safe Type

With the prevalence of @font-face type available to designers, Web-safe
fonts seem to be becoming extinct. Perhaps someday, but for now, Web-
safe fonts still offer two distinct and important advantages:

Web-safe fonts were designed specifically for screen use. Fonts like
Georgia or Verdana, both designed by type design master Matthew Carter,
were created with the intent that they would be used with back-lit
conditions and at small sizes. As a result, they have large x-heights, open
counter spaces, and wider letterspacing (see diagram) for maximum
legibility.

The @font-face command is a series of code and font files that a browser
must load in order to render the type. Therefore, they can slow down the
load time of a page. Because of this, it is common to use @font-face type
for display type and Web-safe fonts for the text or body copy.

Windows Mac
Arial Arial, Helvetica
Arial Black Arial Black, Gadget

Comic Sans MS

Comic Sans MS

Courier New

Courier New, Courier

Georgia

Georgia

Impact

Impact, Charcoal

Lucida Console

Monaco

Lucida Sans Unicode

Lucida Grande

Palatino Linotype Palatino
Book Antiqua Georgia
Tahoma Tahoma
Times New Roman Times

Trebuchet MS

Trebuchet MS




Verdana Verdana
Symbol Symbol
Webdings Webdings
Wingdings Zapf Dingbats
MS Sans Serif Geneva

MS Serif Georgia

Being able to do more with less is an essential skill for a Web designer.

e

THE AD NETWORK
OF CREATIVE, WEB AND
DESIGN CULTURE

This stark and stunning layout for decknetwork.net uses only Web-safe
type to display the text. The all-caps headline at the top is Georgia,
designed by Matthew Carter.

Font Stacks: Designers or coders define Web fonts in the CSS with what is
known as a font stack. Font stacks are prioritized lists of fonts, defined in
the CSS font-family attribute, that the browser will cycle through until it
finds a font that is installed on the user’s system. Font stacks list fonts in



http://decknetwork.net

order of the designer’s preference: preferred, alternate, common, generic.
Common font stacks include:

font-family = Georgia, [if you don’t have that then use]
“Times New Roman”, [if you don’t have that then use]
Times, [if you don’t have that, please just give me

something with a...] serif;

The limitations and unpredictability of font stacks present a challenge to
Web designers. Limitations also lead to creative solutions. Doing more
with less is an essential skill for a Web designer. The sites pictured here
represent a wide visual language using only Web-safe typography.

Wordpress.org (above) uses a beautiful mix of Georgia for display type
and “sans-serif” for body text.


http://Wordpress.org

JASON SANTA MARIA RETHCLES

JACKPOT

Jason Santa Maria is considered to be one of Web design’s most creative
talents. Pictured here are two pages from his site, JasonSantaMaria.com,
where he displays his mastery over type, Web type, and imagery
integration.
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This all-type solution for the Seed Conference announcement showcases
many of the possibilities of CSS type styling. Varying type sizes, colors,
and alignments create a clear hierarchy within a unified piece of design.

The anatomy of a good Web font

Designed in 1996 by Matthew Carter Designed in 1931 by Stanley Morison
(hinted for optimal screen viewing by and Victor Lardent (Monotype) for the
Tom Rickner) specifically for the Web. Times newspaper.

COUNTERS X-HEIGHT CAP HJ[GHT BASELINE

The larger counters  Notice the Even the heightof  The line onwhich
on Georgiaincrease  difference in the capital letters  letters sit and the
legibility x-height at the differ at the same  starting point when
same type size point size measuring the
x-height and cap
height

POINTS & PIXELS

The most common unit of measure when dealing with type is points and
picas. There are 72 points in .996 inches and standard screen resolution is
72 pixels per inch (PPI). Therefore, one point is equal to one pixel when
referencing elements at screen resolution.



The x-height, represented by the blue line, is the distance between the
baseline—where the letters sit—and the top of a lowercase letter. It’s clear
to see that Georgia, designed by Matthew Carter specifically for the Web,
has a higher x-height than Times Roman at the same size. A counter is the
“hole” created in letters like a lowercase a. In Georgia, the counters are
larger and more open. These characteristics combine to make Georgia
more legible that other serif typefaces when viewed on screen.
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AListApart.com, uses a beautiful combination of Web-safe type (Georgia

for the body text) and @font-face (Franklin Gothic for the display type).



http://AListApart.com

This cohesive, type-driven layout has defined the A List Apart brand for
many years.
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Weblog.Cynosura.eu seamlessly mixes images of type with Web-safe type
—with the majority shown here being Web safe. The centered layout and
delicate line work give the site a classic beauty.

@Font-face Type


http://Weblog.Cynosura.eu

In truth, the @font-face command existed in CSS2 and dates back to
1998, but there is a problem with it when used by itself. @font-face uses
font files located on a server to display a typeface in a browser exactly the
same way images appear on a server and are displayed on a page.
Therefore, with very little hacking ability, any user of a Web page would
have the ability to download the fonts used on any given Web page. This
was a big problem for font designers and the foundries that represent
them. Fonts represent valuable intellectual property, and distributing
them freely through the Web significantly devalues them.

From this need came a plethora of font-delivery systems. Font-delivery
systems like Fontdeck, typekit, WebType, TypeCloud, and Google Fonts,
among many others, use proprietary code to deliver fonts to a user’s
browser without ever revealing the font files to the user. Now, designers
can license and use fonts from a seemingly limitless library. And type
designers and foundries can protect their intellectual property.
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InkAndSpindle.com, seen oﬁ this page, uses the Google Font Muli
designed by Vernon Adams. The minimalist font can be used for both
headlines and body text as seen here.


http://InkAndSpindle.com
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Bel50.com uses the Google Font Enriqueta slab serif for the body text, a
font that was created by combining robust and strong serifs from the
Egyptian style with softer tones from Roman typefaces.

This makes the need for using Web-safe system fonts less critical, but
there are still very good reasons to rely on Web-safe fonts: most Web-safe
fonts, like Georgia or Verdana, were designed specifically for screen use;
they have design characteristics that make them more legible when
viewed at small sizes on a screen; and the @font-face command, like
imagery, can add load times to a page.

Fonts represent valuable intellectual property and @font-face leaves some
question as to the end user’s ability to reuse the font without paying for it.
Font styling is one of the most exciting and complicated areas of Web
typography. However, it is not the only area of focus for a designer. Web
typography, like all forms of typographic expression, needs to illustrate a
clear sense of hierarchy through the use of scale, color, and typeface. The
examples shown here aren’t meant only to dazzle with their typefaces, but
to use the typefaces to convey a clear message.


http://Bel50.com
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KCCreepFest.com has a hand-drawn feel thanks to the Google Font
Homemade Apple. The use of this font gives the site a feel of handwriting
with the searchability of native type.


http://KCCreepFest.com
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FastCoDesign.com uses a mix of MuseoSans, a sans serif text font, and
FCZizouSlab, a custom display font for headlines. The combination
creates a nice contrast between display and text type.


http://FastCoDesign.com
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condensed, and regular type to create a beautiful typographically-driven
layout. The fonts used are Calofax, Elena, and Publico Headline.


http://London-se.com
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Created specifically to show off the capabilities of WOFF (Web Open Font
Format) in Internet Explorer 9, this site designed by Frank Chimero is a
masterpiece of illustration, animation, and typography.
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The openface design of the type on Fixate.it matches the line illustrations
used throughout the site. Creating unity between type and image.


http://Fixate.it

W”""‘“w"" R BB [ NERRDEN | RRFRCE | FTRRARE [ TRISEN [ CARSNITE [ ERVTRACTMA) ERITASE [ = ) o

LA NTHESTH
TABLES

EIVE ME A RING
R ST0S

* | LOVE 600D ESIGN
2R 1LOIS0705

=t = (Z=e [Ezo- E Z | L0VEG00D DESICN
i 281.948.9705

The designer of ChrisWilhiteDesign.com used bold condensed sans serif
type contrasing with serif type to create a definite visual statement that is
as distinctive as the products being shown on the site.


http://ChrisWilhiteDesign.com

Display type on wineshop.hunters.co.nz is replaced using Cufén. Different
than @font-face, JavaScript applications like Cufén use SVG graphics to
display searchable type without using the font files.


http://wineshop.hunters.co.nz

@
THE RIVET PRESS

.........

THE RIVET PRESS

Not all @font-face Web typography needs to be big, bold, and in your
face. This example, TheRivetPress.com, uses beautifully crafted details to
create a distinctive and elegant look. The site uses Brandon Grotesque
along with Web-safe Georgia.


http://TheRivetPress.com
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CHAPTER 7

SEARCH ENGINE OPTIMIZATION

Clients are always looking for the maximum financial return possible on
their Web project investment. Return on investment (ROI) is critical
because developing a Web site can be quite expensive, and organizations
need to show value for the money they invest in a Web project. While
design plays an enormous role in building a strong brand, and well
thought—out usability gives customers a great experience, neither matters
if the target audience cannot find a site. Attracting the maximum possible
number of site visitors is essential for the success of a site—and, in turn,
the success of the company that owns the site. Simply put, getting found
is everything to a business.

Getting Discovered: Browsing & Searching

There are three primary ways a user finds a specific site: by typing an
address (URL) directly into the browser address bar; by browsing and
following links or advertisements from one site to another; or by
searching a topic in a search engine such as Google. While there’s some
debate over this topic, most research shows that well over half of Internet
users start by searching a topic using a search engine. This chapter
explores the considerations one must make while planning, designing,
coding, and promoting a site so search engines can find and index it.



Just like with Web design and Web usability, search engine optimization
(SEO) is continually evolving based on trends and market factors. It
would be difficult to codify specific techniques in a book whose usefulness
is intended to last beyond the publication date. Therefore, this chapter
focuses on the conceptual foundation of SEO—the basic principles that
form the core of various trends. The exact techniques for a specific market
or site can easily be found, ironically, by searching the Web for SEO.
Understanding why SEO is important, and the basic principles that
influence effective results, helps a designer approach the planning and
creation of a site with the correct mindset.

Types of Search Engines

There are two types of search engines:

Crawler based, like Bing.com and Google.com, which find sites using
spiders to crawl the Web and index content. A spider is a software tool
that seeks out heavily trafficked servers for popular sites. Spiders are
programmed to follow every link within a site while indexing the words it
finds on each page. Crawler-based search engines gather information
about a site and rank that site based on a series of on-site and external
factors that will be explored in this chapter.

Directories, such as dmoz.org, rely on volunteer editors to evaluate sites
for a specific topic and determine whether they should be listed in the
directory. While these types of directories provide highly relevant sites,
the process of selecting sites can be slow, which can result in some newer
sites not appearing in the directory. Directory sites, however, can provide
significant SEO value to a site that is listed with them. The inbound links


http://dmoz.org

(IBL) from popular directories to a site help to dramatically raise that
site’s ranking with crawler-based search engines.

For the sake of clarity in this chapter, it is important to define a couple of
terms: a browser is an application installed on the user’s computer and is
used to browse and display Web pages. Some popular browsers are
Internet Explorer, Safari, and Firefox. A search engine is a Web site or
Web utility that catalogs sites, through various means, and presents the
user with a list of sites that are relevant to the user’s search. Some popular
search engines are Google, Yahoo! and Bing. A browser requires the user
to know the exact domain name or URL of a site, beginning with www.
and ending with .com, .org, etc., while a search engine requires only that
a user have a topic he or she would like to find out more about.

Top Crawler-Based Search Engines

64"

Google.com

Google 64%
Yahoo! 16%
Bing 11%
AOL Search 3%
Ask 2%
Other 3%

Source: Nielsen MegaView Search



Just like with Web design and Web usability, search engine optimization
(SEO) techniques are continually evolving based on trends and market
factors.

Google

OING
YAHOOQ)!

Google, Yahoo!, and Bing are the three most widely used crawler-based
search engines on the Internet.

The goal of any search engine is to sort through the millions of Web sites
on the Internet and deliver the most popular and relevant sites to a user
based on a search term or phrase. The goal of a Webmaster is to stand out
from the millions of sites and get his or her site listed however possible.
It’s an ever-evolving cat-and-mouse game where the rules change over
time.

Early search engines relied mostly on site content when developing their
rankings. A spider would simply read the text and the markup (the tags
and code unseen by the user) to determine the content type and quality of
a page. Some of these hidden bits of markup code include meta keywords,
which can be listed in the <head> tag of the HTML and are intended to
be the key terms and phrases used in the content of the page; the meta
description, which is also found in the <head> tag and briefly describes
the content of a page; and alt text (alternative text), which is a written



description of a photo, for example, that can be translated to speech for
vision-impaired users.

One issue with this method of cataloging is that these unseen tags can be
filled with irrelevant terms that are nevertheless designed to yield high
traffic. Say, for example, a Webmaster launched a site for a brand-new
widget. It’s unlikely that anyone would be searching for this widget, so he
might load the meta tags with terms related to cars—even though his
widget has nothing to do with cars—because he knows millions of people
search for terms related to cars every day. He may even put some white
text talking about cars on his home page on a white background—white
on white wouldn’t be seen by the user but would be read as content by
the spider. Within time, this widget site would begin appearing on
searches for “cars,” however, when a user clicked on the link looking for
car information, he or she would be disappointed to see that this site had
no actual content related to cars—only widgets. This is called spamdexing
or Black Hat SEO.

Additionally, as the Internet evolved through the 1990s and into the
2000s, so did the types of content on Web sites. So-called “rich media,”
such as Flash, audio, and video content, cannot be indexed by search
engines using typical methods. Since spiders cannot listen to, watch, or
interact with content, sites that employ rich content were not ranking.
Search engines quickly caught on and began adjusting their methods of
ranking sites to reduce spam, detect Black Hat tactics, and increase the
ranking of sites that employed rich media like video. While some search
engines continue to employ a site’s meta description as the brief blurb
under the link on a search results page, meta descriptions are not
weighted heavily when ranking the site. Nor are meta keywords, alt tags,
or other elements not seen by the end user, because of the ease with
which they can be manipulated. Instead, search engines now use a
combination of a site’s popularity, in addition to its content, to determine



their rank for the site. To do this, search engines not only look at onsite
elements like title tags—the text that appears in the top of the browser
window—but also offsite factors like the domain name’s age and links
from other sites. In fact, offsite factors have a greater effect on a site’s
rank than do on-site factors. By effectively understanding which sites are
the most popular in relation to specific search terms, search engines can
reasonably ensure that the content is relevant to users who search those
terms.

Elements and Weight of Google Ranking

. Trust in the Host Domain

. Link Popularity

. Anchor Text of External Links

. On-Page Keyword Usage

. Traffic and Click-Through Rate

. Social Graph Metrics

N O U WO

. Registration and Host Data

Source: http://www.seomoz.org/article/search-ranking-factors

The Wild West

As search engines get more sophisticated in their methods of evaluating
sites, so too, do the individuals who intend to manipulate the results. A
high search ranking can have a significant monetary value for an
organization or an individual. As a result, the competition to reach the top
with high-volume terms can get fierce. When money is involved, there’s
usually someone trying to cheat the system.

Honest, content-based methods of SEO, like those discussed in this
chapter, are called White Hat techniques—named for the good guys who


http://www.seomoz.org/article/search-ranking-factors

always wore white in the Wild West movies. Conversely, Black Hat SEO
tactics are deceitful and manipulative. Those who practice Black Hat SEO
are generally looking for traffic volume for its own sake—not to entertain,
inform, or in any way provide value to the user.

Search engines retain the right to punish sites that practice Black Hat or
deceitful tactics (knowingly or unknowingly) by removing them from their
lists.

-”_,."_

Keywords

It’s essential to select keywords based on the customer’s point of view—
not necessarily the client’s internal vernacular.

Before one can begin the process of implementing either on-site or
external SEO techniques, one must first determine the best keywords for
the site. Keywords are the specific terms that relate directly to the content
of a site that people might use in their search. It’s essential to select these
terms based on the customer’s point of view—not necessarily the client’s
point of view. Very often, clients speak of themselves using internal



language—Ilike product names or industry terms—that don’t reflect how
users search for information. It’s important to understand how a user
would define a client’s business and use terms that fit that idea.

Users generally search for the solution to a problem they’re experiencing:
“What is [blank]?” “I need a [blank],” or “Where is [blank]?” Therefore,
an effective strategy for developing a list of keywords is to position them
as the answer to a question. These might be single words, but two-, three-,
and even four-word phrases can be used. Identifying these words and
phrases can involve a few methods.

Keyword tools such as the Google Keyword Tool, as well as third-party
pay services, like WordTraker, help identify terms. These services are
connected to a database of popular search terms and can cross-reference a
specific term with other, synonymous terms that may have also been used
to find sites related to the same topic. They can also provide information
on the volume, popularity, and competition of terms as well.

Site-indexing tools crawl a site and provide a list of the current keyword
mix. This is a good place to start implementing an SEO strategy on an
existing site.
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This is a screenshot from the Google Keyword Tool. Searching the phrase
“Web design books” produces the list of additional keyword ideas seen
here. The list is helpful for determining the right balance of competition
and monthly user searches—too much competition makes a word hard to
target, yet too few monthly searches make a word less than valuable.
Old-fashioned brainstorming, or role-playing—“If I were a user, what
would I search?”—can produce a valuable list of terms that can act as a
starting point before using a keyword tool.

When developing a list of key terms or phrases, it’s important to think of
broad enough terms, so there’s an adequate amount of search volume, but



not so broad that there are so many results that competing for the top
spot would be impossible. For example, imagine a site that sells golf shirts
patterned after retro shirts from the 1950s. Simply using the term golf
would be problematic, since there are roughly 416 million search results
for the term golf—everything from golf clinics and clubs to golf vacations
and books. However, the phrase 1950s golf shirts is too specific and may
not yield the search volume that the client is looking for. Therefore,
phrases like classic golf shirts or buy retro shirts might produce the right
volume of qualified traffic with a reasonable ability to rank highly.
Keywords or phrases should not only accurately and specifically describe
the content on a site; they should also be tailored to promoting conversion
—a topic that’s explored further in the next chapter. Most sites have a
specific action they would like a user to take: sign up, buy, log in, etc. For
these sites, it’s not enough to simply be found—it’s important to drive
visitors who are looking to take action, so the keywords chosen for the site
can include verbs like buy, as in the previous example, to promote high-
value traffic—not just high volume.

Keyword lists should be kept at a manageable length—25 to 75 words,
depending on the size and type of site. A list that’s too long can dilute the
effectiveness of each individual keyword. Consistency and repetition is
important for SEO, and a long list of words cuts down on the writer’s
ability to repeat terms. Although, it should be noted, some search engines
may flag as spam a repetition of the exact same phrase numerous times,
and this can be detrimental to a site’s ranking. The terms that people use
to search, and the concepts, ideas, and words used on a site, evolve
constantly—and therefore so should the list of SEO keywords. The list
should be revisited frequently enough to be sure all of the terms are
current and connected to the user.



Designing for Spiders

Once a keyword list has been developed, it’s time to begin employing
those keywords on the site in ways that provide the most value for search
engines. It’s important to note that SEO factors shift in their overall
importance, and no one factor will have a significant impact. It’s the
combination of these ideas and the management of them over time that
creates an effective SEO strategy.

When designing for SEO, it’s important to remember the two most basic
things about how a search engine ranks pages:

e [s this page what it claims to be?
e How popular is this page?

The former is done by highlighting—visually and technically—specific key
phrases that describe the page. The latter is done by linking to the page,
as we will discuss later in this chapter.

While the majority of SEO techniques center around developing content
and establishing relationships with like-minded sites, designers can have
an impact on the SEO value of a site. Designing for SEO means using
Web-specific design methods, especially when it comes to displaying
content, that yield visually interesting and dynamic results that search
engines can index. This involves planning for an appropriate mix of
graphics, animation, and content. Often, sites go too far toward one end
of the spectrum or the other; too much of an SEO focus and a page can
look generic or under-designed, while too much of a design focus, such as
overuse of Flash or graphics for key text items, can result in poor search
engine ranking. However, having an effectively optimized site doesn’t
mean it can’t be designed well, and vice versa. It’s simply a matter of
employing the correct techniques.
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The AIGA NY site employs many SEO best practices both seen and unseen.
The site architecture is clear for easy crawling by spiders; links and
headlines are filled with valuable keywords; and the source code is
concisely written.

Designing for SEO means using Web-specific design methods, especially
when it comes to displaying content, that yield visually interesting and
dynamic results that search engines can index.

In previous chapters, this book explored the pros and cons of various
means of displaying type—or, more accurately, content. Using methods to
display “live” text (as opposed to images of text) is important, but the
concept of designing for SEO goes beyond just using Web-safe type. The



designer’s arrangement of content is critical to effective SEO. Important,
keyword-rich content should be displayed above the fold—the higher the
better. The content should be broken up with headings and subheads, not
only for scannability, but for SEO as well. Keyword-rich headings and
subheadings should be styled using the “H” tags: <H1>, <H2>, <H3>,
etc. The content in these tags is given greater weight by spiders since it is
likely to contain information about the key ideas on the page.

Having keywords above the fold for the user to see is important, but
equally—if not more—important is having keywords appear as high as
possible in the HTML code for the spiders to find. To do this, pages should
be built using CSS and <div> tags rather than tables. Using tables, an
older method of building page structures with rows and columns, results
in longer code that can push down content in the markup. The CSS styling
should be imported from an exterior CSS style sheet to avoid having long
stretches of CSS code in the <head> tag of a page. The same is true for
JavaScript functions, or anything that can unnecessarily lengthen the
markup.

Images can play a role in SEO as well. Since images saved by a designer
are the exact same images that get downloaded by the user for display in
a browser, the file names are important. Keyword-rich file names can help
SEO—widget.jpg instead of img 123.jpg, for example.

Arranging content and creating assets in a way that’s both user-friendly
and spider-friendly is a unique challenge for a Web designer. However, a
designer can only have so much influence on the overall SEO strategy. An
all-encompassing SEO strategy involves collaboration among a designer, a
copywriter, the development team, the client, and even a media planner.
What follows are other SEO factors that designers should be aware of, but
which often are the responsibility of others on the team.



<head>
<title>Graphic Design Classes and Workshops | The MillerWhite School of
Design¢/titles

<meta name="description” content="The MillerWhite School of Design,
located in Fairfield County, Connecticut, offers a program for talented high
school students interested in exploring the creative and technical aspects of
graphic design.” />

«<meta name="keywords” content="art school, norwalk, connecticut, ct, art
class, ct art school, graphic design, graphic design school, graphic design
prograrm, graphic design class, art workshop, graphic design training,
graphic design course, graphic arts class, fairfield county school, brian

LYl Traph Design Classes and Workahops | The WillerWhive Schost of Devign
miller, brian d miller, alex white, alexander white, alexander w white, ) r)e (@) ) () v meersmamcneo o) = Sx-)
westport, graphic arts school, summer program, summer camp, surnmer MOfw Ve Wellan  MOles  Bewe i—
classes, design degree, graphic design degree, high school activity, art ;

MillerWhit

activity, westport art program, ct art school, united states, usa, america,

The MillerWhite School of De
for students and professionals

creative workshop, professional development workshop” />

</head>
<body>

¢-- Navigation --»

<ul id="nav">
<liz¢<a href="/pre-college” sPre-College«/li>
li><a href="/workshops”>Workshops«/li
<li><a href="/video-library”>Video Library«/li>
<li><a href="/art-colleges” »Art Colleges«/li>
<li>ca href="/resources”>Resources¢/li»
li><a href="/online-classes” »Online Classes</li>

uls

<hl>MillerWhite School of Design - Graphic Design Classes, Tutoring and
‘Workshops</hl>

<h2>Pre-College Design Classes and Tutoring¢/h2>

<a href="http;//millerwhiteschool.org/about-us”><img src="http://
millerwhiteschool.org/images/mwsd_logo_black_small.gif” align="left”
border="0" title="graphic design for high school” /»></a><p>The MillerWhite
School of Design offers advanced art and <a href="graphic-design” >graphic
design¢/a> coursework whose purpose is to prepare <a href="/
students”»>students</a> for <a href="/art-colleges”>professional art education in
college</as. </p>

<p»<a href="/about-us”>Learn about the design school &raquo;</as</p>

</body>
To the top are excerpts from the code for the Web page seen on the far

right, MillerWhiteSchool.org. Only some of the important SEO features
are displayed here, including:


http://MillerWhiteSchool.org

e Title tag, which appears as part of the browser window above. It
contains valuable keywords that users might search to find a school.

e The meta description is used by Google and other search engines to
describe a site.

¢ The meta keywords are no longer heavily weighted by search engines
but should be included nonetheless.

e The navigation is text based and filled with keywords.

e The <H1> tag is actually the logo on the page. The text is indented
off the visible page and replaced with a background image of the
logo.

e Subheads are styled as <H2> tags.

e Body copy is filled with linked keywords.

e The concluding link also contains keywords rather than just “Learn
more.”

Internal SEO Factors

On-site SEO influencers can begin with the domain name or URL of the
site. Finding the right domain name for a site can be difficult because so
many names have already been taken, but choosing a completely arbitrary
phrase could hurt a site’s SEO value. Using a keyword in the URL can
increase its relevance to certain topics. Also, the extension applied to the
URL can affect its rank: .com and .org rank higher than other, less popular
extensions like .me, .biz, or .us. The age of a domain can also play a role
in a site’s ranking. Similarly, keyword-rich page addresses can have a
positive effect on SEO. For example, instead of naming a blog page using
the date (www.example.com/2010/05/05/), the name should reflect the

topic (www.example.com/widgets/widget name/).


http://www.example.com/2010/05/05/
http://www.example.com/widgets/widget_name/

Developing a comprehensive SEO strategy means giving each page of a
site an identity. This identity is formed and supported by key phrases or
terms placed in strategic locations throughout the page. Not all key
phrases will be used on every page—in fact, that’s a common mistake.
Instead, each page should focus on one or two key phrases to provide the
most impact for the spiders looking to confirm that a page is what it
claims to be. Spiders validate a page by weighing or giving more
importance to certain elements over others, making the location of
keywords critical to the SEO success of a page.

Probably the most significant location for a key phrase is in the <title>
tag for the page. This is the line of text that appears at the top of a user’s
browser window, above the address bar. Crawl-based search engines place
a very high value on this text, as it’s very likely to reflect the content of a
page. Therefore, the content of the <title> tag should be clear and to the
point. Repetitive or non-descriptive <title> tags have a negative effect,
such as simply repeating the name of the site on every page title.
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GigMasters.com is a site that allows users to book all types of
entertainment. Their home page (right) contains text links to many
categories of performers. These links combined with other internal SEO
techniques consistently put GigMasters.com at the top of search listings.


http://GigMasters.com

Ultimately, SEO is about content—valuable content.

Navigation plays a significant role in SEO. Terms that appear in links are
given higher value by spiders. Therefore, it’s important that the main
navigation be styled using “live” text—as opposed to images—when
possible. Breadcrumbing, as discussed in chapter 2, “Elements of
Usability,” is a great way to get keywords into links that appear on every
page. Even the links within text play a part in SEO. When leading a user
to another page, it’s best to include keywords in the link (“Learn more
about this widget” instead of just “Learn more”). Text-based site maps
provide a useful tool for the user, but they also provide keyword-rich links
for spiders. All of these keyword interlinks demonstrate to a search engine
that the site, not just a single page, is rich with relevant content.
Ultimately, SEO is about content—valuable content. Each page of a site
should contain at least some content; avoid landing pages or splash pages
that simply lead a user to another page. (More on landing pages in a bit.)
The content of each page should focus on a single key term or phrase and
should be updated regularly. Syndicated content, or content that is being
pulled from other sites via RSS (Real Simple Syndication), does not have
significant SEO value; in fact, it can have a negative effect. Most
importantly, content should be interesting to users. Users who value the
content of a site generally tell others about it and even link to it from their
sites or through social media. These links and high traffic can have a
profound effect on the rank of a page.

External SEO Factors

As discussed earlier in this chapter, search engines have shifted their
ranking methods away from focusing solely on site content to focusing on



a site’s popularity. The founders of Google developed this method by
studying how college theses are evaluated. If a thesis paper is referenced
by another thesis paper, it must have merit, and it must be truly about
what the title says it is. The more theses that reference another thesis, the
more valuable that thesis must be. Although the methods and details shift
over time, that is how Google and similar sites rank Web pages—by the
number of sites that link to them. It’s a form of validation.

Search engines look at the inbound links (IBL) that a site has—Ilinks that
people use to connect to a site from other sites. The more inbound links,
the more likely it is that a site is trusted. In addition to simply counting
the IBLs, spiders read text within the links, and if it matches the content
of the page, the ranking is boosted. The greatest value comes from two
pages with similar content linking to each other. Similarly, but with a
slightly lesser value, outbound links (OBL) to sites with relevant content
can help with SEO. These links going out to other sites have lesser value
because they can easily be manipulated by a Webmaster. The goal,
however, is to demonstrate that the site exists within a community of sites
with connections back and forth.

The second way to determine a site’s popularity is by evaluating the click-
through rate, or the number of times a link has been clicked by a user, on
a search engine results page (SERP). This is where the meta description
tag for a site comes into play. While Google and other search engines no
longer use the content of the metadata to rank a page, they do use the
meta description as the blurb below the link on their results pages. A well-
written meta description can help entice users to click.
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This diagram illustrates the top six external and internal SEO factors. SEO
factors shift and change over time, but the goal of a Webmaster is to
illustrate to a spider that a site is exactly what it’s claiming to be.

A comprehensive SEO strategy targets high-value keywords with both an
internal and external focus.

Finally, a site’s popularity can be determined by its inclusion on directory
sites. Since directories use knowledgeable human editors to evaluate the
type and quality of content for a site, getting listed in a directory is a clear
indication that a site lives up to its promise.

Paid Search



The concepts discussed to this point in this chapter produce what are
known as organic search results—that is, the ranking of a site happened
through the “natural” patterns and habits of users. There’s another option
to market and promote a site using search engines: paid search. It’s called
this because Webmasters pay to have their sites listed on the search
results page for specific terms. Paid search can be a valuable tool for
marketers who are attempting to gain relevance in high-volume markets.
Paid search results appear at the top of most search results pages or on
the right-hand side of the page. There is always some indication
identifying paid search results, such as “Sponsored Links.” This form of
advertising can be sharply targeted to a specific segment of users, making
it an attractive, relatively low-cost option for many clients. Pricing is
usually based on the number of clicks an ad receives; this is why paid
search is also called pay per click (PPC). Pricing is also based on the
volume of the terms a campaign is targeting (the higher the search
volume, the higher the price) as well as the position or “slot” that is
desired—the top two slots cost more than the lower slots, for example.




The areas outlined in red are paid or sponsored search results. These links
are paid for by advertisers targeting specific keywords—*“SEO,” in this
case.

Paid search advertising can be sharply targeted to a specific segment of
users, making it an attractive, relatively low-cost option for many clients.
Creating a paid search ad generally involves very little design—certainly
none for the ad itself. Instead, ads are copy-based and styled by the
advertiser. A paid search ad consists of a headline and body copy that
conform to a strict word count. This word count and the need to fit
keywords into the text make writing effective paid search ads a unique art
form. Copy for an ad also has the ability to be dynamically generated
based on a user’s search term. For example, a PPC ad campaign for
Florida might have a headline that reads, “Looking for vacations in
[Keyword]?” When a user searches “Orlando Vacation Packages,” the paid
search ad would read “Looking for vacations in Orlando?” This gives the
user the impression that the content behind this link is extremely relevant
to his or her needs.

Paid search ads can link to a page within the advertiser’s site, but for
greater tracking and conversion, they can also lead to what’s called a
landing page. Landing pages are specifically designed to maximize the
return on investment (ROI) for paid search and advertising campaigns.
Often, two or three landing pages will be created to test which messages
and design treatments work best. Over time, the pages with lower
conversion rates are eliminated, again maximizing the ROI. The topic of
converting browsers into buyers is explored further in the next chapter.



CHAPTER 8

MARKETING & CONVERSION

This chapter explores various means of attracting users to a site beyond
organic search traffic, converting them into valuable customers, and
maintaining a profitable relationship with them. From paid advertising
and viral marketing as means to attract visitors, to cross-selling and
upselling and email marketing to keep them, each phase of the customer
cycle can have a large and lasting effect on the number and value of users
that come to a site.

Turning Browsers into Buyers

A Web site needs visitors in order for it to be seen as a success. Previous
chapters have examined the methods of driving traffic through search
engine optimization (SEO). SEO and search marketing sometimes aren’t
enough, especially when the client is looking to gain awareness among a
specific target demographic for a product or service that’s new or that
fulfills a need that may not be obvious to a user. In these cases, a more
proactive form of marketing is required—Web marketing. Web marketing
is a multi-billion-dollar industry covering a wide spectrum of services,
from banner advertising and paid sponsorships to more organic forms of
advertising like viral and social marketing.



When implemented properly, SEO, combined with effective Web
marketing, can drive large volumes of traffic to a site, but sheer numbers
alone may not be good enough for a site to succeed long-term. Most sites
require the user to take an action, from signing up to be a member, to
buying things, to viewing as many pages as possible, to help with
advertising impressions. Therefore, it’s important that marketing efforts
drive high-value visitors to a site. High-value visitors are visitors that
come to a Web site not by chance or just to browse, but with the purpose
of completing the required action of the site. Finding high-value users is a
matter of promoting a site through the proper channels to target the right
type of user, and by creating a compelling campaign that appeals to the
needs of that target demographic.

Web marketing is a multi-billion-dollar industry covering a wide spectrum
of services from banner advertising and paid sponsorships to more organic
forms of advertising like viral and social marketing.

Browsers can be converted into high-value visitors, once they arrive at the
site, through on-site marketing techniques. Certainly the methods of clear
design and planned usability play a role in converting browsers into
buyers, but there are other tools that a design team can use to further
increase the conversion rate of users. Cross-selling is a means of telling a
user, “If you like this, you might like that,” and upselling is a means of
telling a user, “This product is good, but that product will satisfy more of
your needs.” Both are effective ways to maximize the value of a user.
Sharing mechanisms placed throughout the customer stream on a site can
help spread the word about a site through word of mouth. This type of
social sharing can be seen as significantly more trustworthy among
potential users than banner advertising.

Once a customer has engaged with a client’s brand by performing the
required action on a site, the next step is to retain that customer.
Retaining existing customers is vital for several reasons, but most



important is the fact that it costs half as much to retain a customer as it
does to attract a new one. Provided that an existing customer is happy
with the experience, that person can help attract new customers by telling
people about the experience and can even provide valuable feedback to
the client about how to enhance the customer experience. Relationship
marketing, which is used to communicate with existing customers,
includes social marketing and email marketing. These elements help
customers feel like they’re on the inside and that they’re appreciated.
Although entire books can and have been written on any one of these
topics, this chapter gives an overview of the considerations a designer
must make when attempting to add the most value for a client.

Banner Advertising
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Creating an effective banner ad campaign involves many disciplines, from

copywriting and design to media strategy, technology, and even
psychology. Users have become accustomed to tuning out banner ads, so
getting noticed takes knowing the right techniques for a specific audience.
As with any form of advertising, Web banner advertising starts with the
right media plan. A media plan is a strategy for determining where and
when the banners will appear. These choices are made with several
factors in mind, including the relevancy of the content on a site compared
to the advertisement, the amount of traffic a site has, and the cost per
click that a site offers.

Once in place, a media plan will dictate the types and sizes of interactive
marketing units (IMU) needed for a campaign. The Interactive Advertising



Bureau (IAB) has set standards for file size, dimension, and animation
time. Included in the IAB standards are Universal Ad Package (UAP) sizes.
UAP standards make it easier for companies to advertise, since advertisers
only need to create a finite set of banner sizes that can be used across a
wide range of sites. Universal Ad Package sizes (in pixels) include:

Leaderboard 728 x 90
Wide Skyscraper 160 x 600
Medium rectangle 300 x 250
Rectangle 180 x 150
Mobile Leaderboard 320 x50

A diagram showing the complete set of IAB IMUs is featured on the next
spread.

IAB Ad Dimensions, File Sizes, and
Animation Limits

Pop-Under
720 x 300, 40K, :15



Leaderboard
728 x 90, 40K, :15

Vertical Rectangle
240 x 400, 40K, :15

Square Pop-Up
250 x 250, 40K, :15

Micro Bar
88 x 31, 10K, :15



Button 1
120 x 90, 20K, :15

Button 2
120 x 60, 20K, :15

Full Banner
468 x 60, 40K, :15

Half Banner
234 x 60, 30K, :15

3:1 Rectangle
300 x 100, 40K, :15



Half-Page Ad
300 x 600, 40K, :15



Wide Skyscraper
160 x 600, 40K, :15



Skyscraper
120 x 600, 40K, :15

Vertical Banner
120 x 240, 30K, :15



Square Button
125 x 125, 30K, :15

Large Rectangle
336 x 280, 40K, :15

Medium Rectangle
300 x 250, 40K, :15



Rectangle

180 x 150, 40K, :15

A click-through rate is the number of people who have clicked on the
banner and is expressed as a percentage of the number of people who
have seen the ad, called impressions.

When creating a banner ad, a designer is looking to generate a high click-
through rate. A click-through rate is the number of people who have
clicked on the banner to go to the client’s site. The click-through rate is
expressed as a percentage of the number of people who have seen the ad,
called impressions. For example, if a banner is on a page where 25,000
people visit and 250 people click the banner, the click-through rate is one
percent—an admirable rate for a site with this amount of traffic. This level
of detailed statistical data is unique to Web marketing, and it enables a
high level of control over a campaign. Often, a banner campaign will
involve multiple versions of a banner and over time, high-performing
banners can replace low-performing banners to maximize the click-
through rate of each placement.
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Banners present a unique design challenge because they usually exist in a
cluttered environment. These banners for the Starbucks Love campaign
are instantly recognizable across different sites and the design is
consistent throughout the varying UAP sizes.

Detach and Distribute



Because click-through rates are often a very small percentage of the
overall impressions a banner receives, marketers have begun thinking
about and utilizing the space within a banner differently. A technique
called detach and distribute brings critical content and site features to the
banner space, allowing users to engage with a brand without ever leaving
the page they’re on. Pioneered by Tom Beeby, creative director at the
interactive marketing firm Beeby, Clark and Meyler, detach and distribute
employs rich media to display a video, capture email addresses, or allow
real-time social interactions, for example. This tactic of creating a mini-
site within a site can be highly effective for increasing awareness of a
product or service.

Obama will slice budget
ey $17 billion

B s
These banners created for GE display both pre-recorded and live video

content from GE.com and allow users to comment on the them in real
time, right within the banner space.

Contextually relevant ads are ads that respond directly to the environment
in which they are served.

Context is a critical aspect of all forms of advertising, but with Web
advertising it can be taken to an even higher level. Contextually relevant
ads are ads that respond directly to the environment in which they are
served. This can mean something simple like placing an ad for fishing
boats on a fishing Web site, but it can also be much more specific by


http://GE.com

drawing on data from the user, including time-specific or location-specific
placements. Contextually relevant banners have been shown to be
significantly more effective than one-size-fits-all banner campaigns.
Because of their unusual dimensions, shapes, file size limitations, and the
need for immediate communication of a message, banner ads present a
significant design challenge. The best advice a designer can heed is to put
him- or herself in the shoes of the user and ask, “What would I respond
to?” The answer is almost always a simple, relevant message, clearly
stated, with an obvious call to action. Animation can help grab attention
and/or build a message within a limited space, but most sites do not
permit repeating or looping animation, since it can be very distracting to a
user. Thus, the final frame of the banner should be designed and written
in a way that all the critical information appears. The call to action, which
is a sentence with a verb (learn, click, try, etc.) inviting the user to do
something, should be clear—perhaps encased in a button-like object—and
should directly relate to the content of the page the user is taken to after
clicking the banner.
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These banners from Apple Computer seem like ordinary ad placements,
but there’s a twist—the banners are synced with one another, making it
possible for them to work together. In the ad seen here, Mac and PC are
reacting to the leaderboard banner, which states that Apple is number one
in customer experience, while the men in the seemingly unrelated “hair
replacement” ad chime in to the conversation.
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These amusing and engaging ads were awarded a Webby, one of the
highest honors an online campaign can receive.
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for MySpace (top) and Pringles (bottom) use humor to engage

These ads
the user and convey a brand message. This Pringles ad has received
multiple accolades for its innovative use of adverting space. The ad
continues seemingly forever with mundane conversation as part of
Pringles’ “Over-Sharing” campaign.

Getting a user to engage with a banner ad means getting a user to engage
with a client’s brand.



This single banner for Zippo lighters appears to be two banners, where
the gentleman in the upper banner is being heated up by the lighter in the
lower banner.

.

These banners for the Toyota Pr1us invite users to draw on the banner.
This action triggers an animation that explains a feature of the car.

Mﬂlle_a_t' =

ThlS interactive banner from Lotus Notes collaboratlon software 1nv1ted
users to collaborate by manipulating the letters of the word “IDEA” into



various pictographs. Each user interacting with the ad would be
responsible for shaping a single letter.

Rich media banners can be effective in grabbing a user’s attention, but
they can also be costly to produce and place, making them suitable for a
limited number of clients.

In addition to standard ad units, there are third-party solutions, such as
EyeWonder and EyeBlaster (Media Mind), which provide a variety of rich-
media expandable banners. These banners include a wide range of
interactive experiences, from a simple expanding banner, to banners that
communicate with one another, to page takeovers or roadblocks where
the entire Web page is consumed with an ad. These banners can be
effective in grabbing a user’s attention, but they can also be costly to
produce and place—so they’re most suitable to a small number of clients
who have large online advertising budgets.



page. The top image is known as a “peel-back” ad, where the page can be
turned like a page of a book to reveal an advertising message. The bottom
ad is an expandable banner featuring characters that dance across the
screen.
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This ad for Tostitos includes two standard placements, a leaderboard, and
big box, and also the background “skin,” which visually relates to the ads.
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This ad for Sony features an expand-able video player. The player
expands over the page content, making the video larger.
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This video game ad consists of a leaderboard that expands with a graphic

and a video, as well as the big box ad along the right side.

Viral Marketing

Viral marketing gets its name from the way a virus spreads rapidly and
“infects” a population organically. Viral marketing works because such
pieces provide some sort of entertainment value beyond the thousands of
ordinary advertising messages consumers are bombarded with on a daily
basis. Successful viral pieces hit on a universal concept—humor, fear, sex
—and at first may not appear to be marketing pieces at all. Branding is
usually subtle, or in some cases nonexistent. Because consumers are so
overloaded with advertising messages, they’re also very suspicious, which
makes viral marketing difficult—very difficult, in fact.

If a piece of marketing “goes viral,” the impact can be profound. An early
example of successful viral marketing was for the film The Blair Witch
Project. Instead of standard big-budget TV and print ads, the producers
released short clips of the film on the Internet. The clips were hauntingly
scary, and the supporting Web site blurred the lines between what was
real and what was part of the movie. The film cost $350,000 to create and



market, but grossed nearly $250 million at the box office—the highest
profit-to-cost ratio of any film in history.

The phrase “viral marketing” may be relatively new, but the concept isn’t.
Guerilla marketing, popular in the 1990s, involved tactics such as spray-
painting company logos, as if by street artists, to get people talking and to
gain credibility among an urban demographic. Even political propaganda
or rumor-spreading can be considered a form of viral marketing.

n@m AA A A
i R it ) ._,.I ;, .
Elf Yourself from OfficeMax allowed users to place family members’ faces
on dancing elves.
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Viral marketing doesn’t have to be high-tech or high budget. This viral
campaign from Kit Kat started with a photo and an email about seeing the
face of Jesus. It quickly spread around the Internet, carrying with it the
Kit-Kat messaging.
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Burger King and their interactive agency Crispin, Porter + Bogusky have a
long history of creating viral content. Seen here is the subservient chicken
who would do anything (really anything) the user typed into the field.



Also seen here is The Simpsons Movie tie-in, Simpsonize Yourself. This
Flash application allowed users to create Simpsons versions of themselves.

Brief History of Viral Videos
2000

JOHN WEST SALMON

One of the earliest viral videos was this amusing TV spot for John West
Salmon. Styled like a nature documentary complete with narration, the



video quickly turns into an outrageous kung fu fight between a fisherman
and a bear.

2001

BMW FILMS

Traditionally, companies try to have their products placed in high-budget
films. In this example, BMW placed a high-budget film in their
advertising. This glossy series of viral films was directed by David Fincher
and Guy Richie and starred actors such as Don Cheadle, Clive Owen, and
even Madonna.



2002

AGENT PROVOCATEUR

This over-the-top viral video features Australian actress and singer Kylie
Minogue riding a mechanical bull in Agent Provocateur lingerie. What
started as a Super Bowl ad became a wildly popular Web video—
especially among the male audience.

2006

DOVE



“Evolution” looks at the transformation of a model from makeup to
lighting to retouching using time-lapse photography. The message to
young women was as powerful as the visual.

2006

HERE IT GOES AGAIN



Take six treadmills, four hipster musicians, and one infectious song and
get this low-budget, ingenious, and fun viral video. This video is proof
that viral marketing is more about ideas than big budgets.

2007

GUITARMASTERPRO.NET



This extremely unassuming video featuring a 21-year-old guitar player
playing Pachelbel’s Canon received over 60 million views on YouTube.
The video for a guitar lesson site relied completely on the talent of the
subject—and it worked.

Social Marketing

Social marketing is similar to viral marketing in that it spreads organically
through word of mouth—but social marketing usually involves a direct
benefit to the user. Think of it this way: Viral marketing is a person going
to a party with a cold and spreading it to the other partygoers; social
marketing is a person going to a party with good news and actively telling
as many people as he or she can.



Social marketing is used as much to get new customers as it is to retain
existing customers. Building a social relationship with a customer by
inviting them to like a page on Facebook, for example, enables client
organizations to market to these consumers in a new way. Offering
coupons or exclusive deals can make consumers feel as if they’re part of a
brand and therefore will be more likely to spread positive information
about a brand to their social networks. These types of seemingly unaided
endorsements have a profound ability to influence consumer opinion—so
much so that companies are continually trying to blur the lines between
“friends” and brands.
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Soc1a1 media isn’t about fancy design; it’s about engaging consumers on a

different level than other forms of marketing. Social marketing is a



conversation with the customer that makes the customer feel welcome

and part of the client’s company, as these examples illustrate.
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Ben and Jerry’s and JetBlue, whose Facebook and Twitter pages are seen
here, respectively, do an excellent job extending their brand images with
social media. This is in part because these brands already had a
conversational relationship with their customers.
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Pinterest.com has emerged as an engaging social media tool that
companies are using to promote and grow their businesses. The visual



nature of Pinterest allows users or potential customers to scan a lot of

information very quickly.

Viral marketing is a person going to a party with a cold and spreading it

to the other partygoers; social marketing is a person going to a party with

good news and actively telling as many people as he or she can.
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Perhaps the most famous and certainly one of the earliest social/viral
campaigns was this one from Burger King. The Whopper Sacrifice called
upon Facebook users to “sacrifice” a few of their friends for a free
hamburger. The campaign was extremely successful; however, it violated
a rule on Facebook that bans telling friends when they’ve been
defriended. Because of this, the campaign was ended but its impact lives
on.



On-Site Marketing

Once a user has found a site, it’s important to the client that the value is
maximized. Clients want to get the most out of each visitor, and this can
mean different things for different sites—from becoming a member to
filling a shopping cart with products to buy. Getting a user to take this
action can take more than clear navigation, well-planned usability, and
effective design; as discussed in previous chapters, it also involves the
right products, promotion, pricing, and placement—the four P’s of
marketing.

Having the right product development and pricing strategy is largely the
responsibility of the client and is usually determined prior to starting a
Web project. Promoting and placing these products, however, can be the
job of the Web project team. Promotion is a means of giving information
about a product that piques the interest of the user. It’s the job of an
effective marketer to highlight important features of a product or service
and clearly differentiate it from the competition. The Web offers a variety
of ways to promote a product or service, from photo galleries and
slideshows to highly interactive product showcases.

Getting a user to take action involves the right products, promotion,
pricing, and placement—the four P’s of marketing.



The product display on MarieCatribs.com is not only user friendly but
client friendly as well. The photography and clean layout make accessing
the products easy and inviting, which can lead to more sales and higher
profits for the client.
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JagkCellars.com does a magnificent job displaying their products in a way
that enhances their appeal. The product pages are simple, with a single
focal point: the product. Flash is used to provide a 360-degree spinning


http://JaqkCellars.com

view of the bottle. The dark “ADD TO CART” buttons stand out from the
page, making it easy for the user to enter the buying process.

To cross-sell is to recommend other products to a user based on his or her
interest in a particular item.

The other P of on-site marketing is placement, which gives the user access
to the product outside the context of the standard product or catalog
page. Placement is the association of a product or service to content or
other products or services. On a site that has health information and also
sells health products, for example, an article about sprained ankles might
be accompanied by a product placement of ankle braces for sale in the
store.

Cross-selling is a form of placement. Online retailers understand that if a
user is in the mood to buy one item, he or she is more easily persuaded to
purchase more items. This is where cross-selling comes in. To cross-sell is
to recommend other products to a user based on his or her interest in a
particular item. Cross-selling associations can be done one of two ways:
by the client linking products that relate to each other functionally—e.g.,
if you buy this Apple computer you might want this Apple mouse—or with
purchase history, where users make the associations with their buying
patterns—e.g., “Users who bought this item also bought...” Upselling is
similar to cross-selling, except the goal is to get the customer to buy more
expensive items or services. An effective way to upsell is through the use
of a features chart. Features charts show side-by-side comparisons of one
product to another, highlighting the benefits of purchasing the higher-
priced item.
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The items along the left side of this page from MeAndMommyToBe.com
are related to the main product in some way and likely to be purchased at
the same time.


http://MeAndMommyToBe.com
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Both TommyBahama.com and JPeterman.com cross-sell their garments by
offering additional items of a similar style on the product pages.


http://TommyBahama.com
http://JPeterman.com
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PotteryBarn.com offers a variety of selling tools on their product pages—
from items in a set and related items to customer ratings and reviews.

Email Marketing

The site has been found and the sale made, but the customer cycle has
one more component to close the loop: relationship building. Building a
relationship with a user-turned-customer by regularly communicating
with the person can be extremely valuable to a client. Repeat customers
not only cost less than new customers, but they are likely to tell their
friends about the product or service, which breeds new customers. One of
the most effective ways to maintain a relationship with a customer is


http://PotteryBarn.com

through email marketing. Email marketing “pushes” information about
the client’s product or service to the customer. Relationship marketing can
take the form of a newsletter, where product information is accompanied
by information that’s valuable to the user.

There are strict laws governing the use of email marketing that designers
and their clients should be aware of. Failure to comply with the laws
contained in the CAN-SPAM Act can bring stiff fines to a client. The CAN-
SPAM Act dictates the following guidelines for email marketing:

e Don’t use false or misleading header information (“From,” “Reply to”)
e Don’t use deceptive subject lines

e Identify the message as an ad

e Tell recipients where you’re located

e Tell recipients how to opt out of receiving future emails

e Honor opt-out requests promptly

e Monitor what others are doing on your behalf
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Source: http://www.business.ftc.gov/documents/bus61-can-spam-act-

compliance-guide-business


http://www.business.ftc.gov/documents/bus61-can-spam-act-compliance-guide-business
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These email templates from House Industries (left) and Adobe Systems
(right) illustrate a simple elegance that’s required for email designs.
Because of the restrictions of mail browsers to display HTML and the need

for immediate communication, email templates must focus on simplicity
and clear hierarchy.



Designing an email template presents another set of unique design
challenges for Web designers. This is because email clients (Outlook, Mac
Mail, etc.) are far less sophisticated in their ability to display HTML than
Web browsers are. For example, the standard width of an email is 600
pixels, as opposed to 990 for a Web site. File sizes matter, since the user
hasn’t necessarily requested to see the content of the email. Emails with
long load times tend to get deleted and go unread. Emails are primarily
limited to HTML and standard image formats—jpg, gif—but Flash,
JavaScript, and movie formats are currently unsupported by most email
clients. Linking to external files for styling, for example, is also
unsupported. Therefore CSS coding must be done “in-line,” meaning in
the individual tags for each HTML element.

The subject line of an email acts as a headline and can play a pivotal role
in the success of an email. Subject lines should speak specifically to the
subject of the email with clarity and brevity. Often, as with online banner
advertising, multiple subject lines are tested for efficacy, and subject lines
with higher open rates can replace more poorly performing lines to
maximize the success of an email. Email layouts require simplicity even
more so than Web pages because they are often scanned by the user.
When creating an email, a designer should consider the primary goal of
the email and focus the design on that element by creating a clear
hierarchy of information. Emails should include at least some HTML-
based text because some email clients and mobile devices only display the
text of an email. The footer of an email, by law, needs to indicate who the
email was sent to, who it was sent by, and a means for the user to opt out
from receiving future emails.

The subject line of an email acts as a headline and can play a pivotal role
in the success of an email campaign.
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These email templates illustrate how, even within the constraints of email
browsers, the design can still be an extension of a client’s brand,
increasing brand recognition among users.



Take "o
aChild ==

Fishing ame

2. Have a sandwich and a juice box
on hand for when the fishing’s done.

L
ikl winrm chay, el ke oot romgater 750 ot

o dock om n pond or o ek for puailah, | == Emssm

Brgincings re 5 delivate thisg, ] dey et

Sien b et shasthed, enguecially bk, iy
———

The Quarry

R i e i s gt

oSy ey —
A e, s s b R, S ﬂl**
Tt . 3y e o, B w1 i -

T o T T,

———— g e i
T i i -
= o == Mgl
—— T e s
e e —

The Gear

Tha Tuln The Bobber Contoing wewnics

SEITINS LeSaummsn ovebdnt be savier

Tenmmn ST ey ey

o = S v
e

T The Bal Fiakil dfaial bewis

The ook asd KB e it gt oo
g o, e g i tha i bk
J P mrmsened ke the woter, Tou
- s e, s, = il B P

e e———— Ll T

a0 ol aned parrhazm

ﬂ_r_-&f e the i

- af'a lh-long anpler,

The Technique

Tiomen L Buaitond Bacuisk, il baaibac: Lo L alaode o Brme L
protective ooy of the dock, Lt [ splas dosem and i Bheve
apvrinteln (umcBring it ot wth yoeat chuill) Rl of pradl ther bebloct
sk by, 13 ek, el et I8 088 Kwp s e o . 10
o' kit hotg for (e mibebling b Begin. VWiken thet Dodiber s
e, v o aight g o st U sk, s e sy proel i s
Doy unk e s, best yoosar o] b wmorrrmaoniouly
isrondiatd 13 8 Myl Fiad 1 the obdbet bt fast Brokibing asl oot
poing e, try & smallor bt of bal.

Fizh Stories

ko yoma [t heoemar, bef w0 e o

ot ecy Sagether, Hiow big win the Sak?

Fiomar mmarry died yoss cuteh? Pl sbories are ;
o8 imtegral part of the exporienor, asd =k
while ) dvocads Ebing. 4 bike CF'f 2
Eryperbole won't berl,

—Sentt & Mix

el I







CHAPTER 9

ANALYSIS

The final component of the Web design cycle is analysis. While all forms
of marketing are analyzed and optimized, no form of marketing or design
can be analyzed with the immediacy, accuracy, and depth that Web
marketing can. What used to take weeks or months to collect and report
now happens in real time. This immediacy allows marketers and designers
to make calculated adjustments that improve the overall performance of
their online assets. From banner campaigns, to site design and usability,
to email campaigns and social media, all aspects of user activity and
brand engagement can be tracked at a granular level.
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These counter icons are what Webmasters once used to track users who

came to a site.

Closing the Loop



Web site statistics have come a long way from the counters that used to be
seen at the bottom of Web pages. Those could only tell the Webmaster the
number of people who visited the site. Today, almost any action by a user
can be tracked and analyzed—from where the visitor came; what words
were used to search and find a site; how long the visitor was on a site;
how many pages were visited—right down to if the person converted into
a paying customer. Beyond the behavioral statistics, demographic
information such as geographic location, browser type, OS, and
connection speed can also be collected. Such statistics provide a
marketing and design team with a wealth of useful information for
optimizing site and campaign performance.

Analytical data can help remove a level of subjectivity from the creative
process by providing qualitative data that supports one direction over
another. Unfortunately, this data may not always support the designer’s
position. Web designers must be open to the notion that their designs will
need to change and shift based on the habits and feedback of their users.
What works for an audience today may be different next year, next
month, or even next week. Technology evolves, users evolve, and
environments evolve, making the Web and Web design more about
progress and adaptability than permanence or even the level of perfection
that comes with other forms of design.

The most common method of collecting statistical data is with Google
Analytics, a free yet remarkably robust tracking system provided by
Google.com. There are other free services, such as Piwik, which is a PHP-
based open source system with many of the same features as Google
Analytics. There are paid services, like WebTrends, that help their clients
interpret their site statistics with reports and consulting.

In the case of Web design, very often progress is more important than
perfection.

This chapter examines various data points that Google Analytics reports



on and how they can affect the decisions a designer makes. Each data
point can provide valuable information, but the full potential of Web
analysis comes when the statistics are used in concert with one another.
Focusing too heavily on any single statistic can mislead a designer.
Combining key statistics can give a more complete picture of the strengths
and weaknesses of a site. For example, if a site has a low average time-on-
site statistic, this can be either a positive or a negative—but it’s difficult to
tell with this statistic alone. If the low average time on site is combined
with a high bounce rate (the percentage of people who leave after only
viewing the home page), then there could be an issue with engaging
people in the site content. If, however, the low average time-on-site
statistic is combined with a high number of pages viewed and the exit
page leads a user to an online retailer to buy the product, for example,
this would mean the site is working quite effectively in driving users to
purchase.

What follows are brief explanations of various key statistics that Google
Analytics reports on.

Visitors Overview My 28, 2010 « Jun 37, 2010
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This is the Visitors Overview page of Google Analytics. By carefully
tracking and cross-referencing the information displayed here, a designer
can learn critical information about the habits of the users of a site and
possibly inform future design decisions.

User Data

These data points tell a Webmaster or designer what he or she needs to
know about the users who visit a site. From the number of visits to the
capabilities of the user’s technology, understanding the user is critical to
the success of a Web site project.

VISITS

This indicates the total number of visitors to a site. It includes new and
returning visitors and is an indication of the success or failure of an SEO
strategy or marketing campaign. The number of visits can be an overrated
statistic in that it’s not an indication of the value of the visitors in terms of
how long they spent on the site or what percentage are returning because
they liked the experience. Like most of the statistics in this chapter, the
analyst needs to cross-reference the visits statistic with other statistics to
really understand its value.

The term visits is sometimes confused with hits, but the two terms are not
synonymous. A hit is a reference to the retrieval of a page asset from a
server. For example, if a single user goes to a page with eight images and
an external CSS file, each image plus the page and the CSS file will count
as a hit—in this case, ten hits—but the page will have gotten only one



visit. While hits have importance to an IT staff, designers and marketers
should avoid citing hits as an indicator of a site’s popularity, as it can
represent a misleading and inflated view of site statistics.

ABSOLUTE UNIQUE VISITORS

Absolute unique visitors are visitors visiting a site for the very first time.
Analytical reporting takes place over a specific time period. The default in
Google Analytics is the past thirty days, but the range can be set for any
length of time. Absolute unique visitors are not only visiting a site for the
first time during the selected time period, they are visiting the site for the
first time ever. This can be helpful in understanding the success of a
marketing campaign whose goal is to build awareness among a new target
audience.

NEW VISITS

New Versus Returning Visits is sometime confused with absolute unique
visitors, but there’s a slight difference. New visits are visits to a site by
users who have visited the site prior to the time range being analyzed, but
it’s their first time back during that time period. This data point is
expressed as a percentage—56% indicates 56 percent of the visitors were
new during the time period, and by inference, for example, 44 percent
had visited the site more than once during the time period.
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The image above shows the map overlay feature in Google Analytics. The
darker the green, the more visitors that have come to a site from that
country.

BROWSER CAPABILITIES

The Browser Capabilities statistic shows both the number and percentage
of browser types and technologies used by the visitors of a site.
Understanding the capabilities of the majority of the users of a site is
essential for designing and building the right experience for them.
Included under browser capabilities is not only the browser type (Safari,
Firefox, Internet Explorer, Chrome, etc.) but also the operating system,
screen resolution and colors, Flash version, and Java support. Each of
these points paints a picture of the target users’ capabilities and informs
decisions made surrounding the types of technology used for a Web site.

NETWORK PROPERTIES

This feature indicates the service providers and hostnames of the users,
but the most relevant data point for designers is the connection speed.
Common connection speeds include (from fastest to slowest) T1, DSL,
cable, ISDN, and dialup. Knowing the connection speed of the majority of



the users of a site is critical to designing the right experience. The slower
the connection speed, the lower the tolerance will likely be for graphics,
imagery, and media assets that take time to download.

MOBILE

Increasingly, sites are being viewed using mobile devices, such as iPhones.
This section of Google Analytics displays both the devices and the carriers
of a site’s mobile users. If a large number of visitors frequent a site via
mobile devices, it may warrant a mobile version of the site.

MAP OVERLAY

Understanding the geographic location of the visitors to a site is can play a
role in informing the direction of a site. The Map Overlay feature of
Google Analytics shows the countries where users have visited a site.

The intensity of the color indicates the number of visitors—the darker the
green, the more visitors. This allows Web content developers to gear the
content of a site in a way that is relevant to the users in the countries
visiting the site.

LANGUAGES

Similar to the map overlay, the Languages report can help a client
understand the needs of the actual demographic, which can be different
from the target demographic. Languages are determined by the users’
computer preferences and are reported in Google Analytics.



This visual shows the traffic source information. The pie chart indicates
the three types of traffic sources: direct traffic, referring sites, and search
engines.

Source Data

Once there’s an understanding of the user, it’s important to know how the
user is finding a site. Source data plays a critical role in search engine
optimization as well as marketing, because it gives a Webmaster the
knowledge of how users may have become aware of a site.

TRAFFIC SOURCES

Understanding the source of the visitor traffic to a site is critical for
optimizing SEO and marketing efforts. Google Analytics’ All Traffic
Sources report shows the sources of traffic, including direct, search
engines, and referring sites. The direct traffic number indicates users who
simply typed the URL into their Web browsers. This can indicate a number
of things to a marketing team, including whether the user saw a Web
address in a non-online advertising campaign like print, radio, or TV.



REFERRING SITES

The Referring Sites tab shows sites that visitors used to link to the site
being analyzed. This data is extremely valuable from an SEO perspective.
The more sites that link to the subject site, the higher that site will rank
for certain terms. Google Analytics displays the referring sites and the
number of visitors that came from that site. By clicking on a site in the list,
one can see the specific page the link came from.

SEARCH ENGINES

The Search Engine report shows the search engines that visitors used to
search and find the subject site. This report can play an important role in
determining the right sites for a search marketing campaign, as marketers
want to advertise in the places where their target audience will see them.

KEYWORDS

The Keywords report is one of the most essential tools for understanding
how users are finding a site. It shows a list of the words that visitors used
to search for and link to a site. This can help validate or disprove an SEO
key term strategy by showing the project team what words are actually
being used to find a site. If the report matches the list of keywords the site
targeted, the SEO strategy is a success. If they don’t match, however, one
of two things must occur. The team could look at the list and adjust it if
there’s an indication that the list misjudged what users were after. More
likely, the implementation of the SEO tactics could be reexamined and



improvements made to increase the performance of the original keyword
list.

The content overview page on Google Analytics, pictured above, shows
the pageviews, unique views, and bounce rates for a site.

Content Data

The final step in understanding analytical data is looking at what users
are doing on a site. When combined, stats like landing pages, time on site,
pageviews, and exit pages can give a clear view of how users are using a
site.

PAGEVIEWS

Pageviews is as simple as the name implies—the number of pages viewed
by visitors to a site. Pageviews is a broad statistic and, like total visits, can
be somewhat misleading. For example, if a user reloads a page, that can
count as a second pageview. Similarly, if a user browses from a page to
another page, then back to the original, that too will count as two
pageviews for the original page.



AVERAGE PAGEVIEWS

Average Pageviews is the result of the number of pageviews divided by
the number of visits on a given day. This can be helpful in showing trends
from day to day. Whereas Pageviews refers to the total number of pages
viewed over the entire time period, Average Pageviews refers to the
number of pages the average visitor viewed on a single day, which is then
tracked over time.

BOUNCE RATE

The Bounce Rate is usually given as a percentage and indicates the
percentage of people who left a site after visiting only a single landing
page—the home page, for example. Generally, a high bounce rate is not a
good thing. It can indicate that information is difficult to navigate, the
traffic sources are misleading, or the content is of poor quality. In some
rare cases, a high bounce rate is acceptable. For example, if a landing
page effectively targets a specific keyword, a user may arrive at the page,
get all the information needed, and then perhaps leave by clicking on a
banner ad placed on the page. Despite going to only one page, that user
might have a favorable opinion of the site and the client-generated
revenue with the ad click. More often, however, a high bounce rate is not
good.

0



The Entrance Path feature of Google Analytics shows where users entered
a site and, based on that entry point, where they ended up.

AVERAGE TIME ON SITE

Average Time On Site is, as the name implies, the average length of time
users spend on a site. This statistic is calculated by subtracting the
difference in time between the first and the last pageview. As a result, it
can be somewhat inaccurate in terms of the exact amount of time users
are spending on a site. If the last page of the visit involves a time-
consuming task—which is usually the case if a user is watching a video or
reading an article—then the time on site would actually be much longer.
Designers and Webmasters are looking for trends, rather than specific
time, when analyzing the time-on-site statistics.

TOP LANDING PAGES

The Top Landing Pages are the pages that visitors are using to enter a site.
Therefore, this data can be critical to a designer’s decision-making
process. It’s important for designers to understand that not all visitors will
be “landing” or arriving at the home page. With SEO and referring links,
almost any page of the site can be a landing page. Designers need to
provide the same type of marketing, usability, and accessibility on landing
pages as they do on the home page.

TOP CONTENT



Top Content shows the pages on a site that were most viewed by visitors.
This statistic shows the specific pages that were viewed and how many
times they were viewed. This report also displays the average time users
spent on each page, the bounce rate for each page, and the percentage of
users who exited on a specific page. This can be helpful in gaining an
understanding of what users want from a site. It can also help to show
prospective advertisers where users are spending the most time when
planning advertising sales.

TOP EXIT PAGES

Exit Pages are the last pages users viewed on a site. Users exit a site for
various reasons—they’ve completed their task, or they clicked on an ad or
link—or for less positive reasons, like they couldn’t find what they were
looking for or couldn’t complete the required task. Together with landing
pages and content statistics, exit page statistics complete the picture of
how users arrive, what they do, and how they leave a site. Pages with
unexpectedly high exit rates should be reexamined by the design team for
usability issues that could cause users to leave the site prematurely.
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