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Stop me if you've heard this one before — | was on my
tablet shopping online, picked out the products that |
wanted on a beauty site that I've shopped on once or
twice before, built my cart so that | hit the free shipping
threshold, and then, ah nuts, which password did | use
for this site again? Was it my super-secure, sorta-
secure, the one kinda-like-the-secure-one but with no
special characters, the one like my less-secure one but
with a capital letter? Uhl [ tried a few of them_ gave up

and closed the tab. Never mind, | guess I'll just go
vttt




Survey Results et resence

Web Knowledge

Some Knowledge

0 1 2 3 4 5 6

7
B Web Knowledge m No website/blog.  m Fully functioning website/blog
#  Field Mot Interested Neutral Interested Total
1 Web Design 0.00% O 10.00% 1 90.00% 9 10
2 Web Content/Copy 0.00% O 10.00% 1 90.00% 9 10
3 Measuring Success 0.00% O 1% 1 88.89% @& 9

4 Tools/Platforms 0.00% O 0.00% O 100.00% 10 10



Agenda

* Introductions
e \Website Creation Process
* Finding Your Purpose

e Design Examples and Tips

e Content Examples and Tips




Website Creation Process
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Research and Goal Setting

*\What is the purpose of your website?
*\Who is your target audience?

*\\Vhat are the goals for your website?




What is the purpose of your website?

Purpose/Obijective Goals

Understandable
Manageable
Beneficial

DUMEB Doable SMART  Specific

Measureable
Actionable
Realistic
Time-Bound



Who is your target audience?

e Demographics

e Psychographics
e Buying Behavior
* Motivations

“Everyone is not your customer.”
—Seth Godin



Sample
Persona

Demographics: This user is a female in her mid-20s who is
single without children; she holds a college degree and
works full-time as an assistant manager earning $50,000
per year.

Interests: Fashion, art,Hﬁwill spend time on
social sites that have photos an showcasing
Engagingicontent from others.

Buying Habits: Slow and methodical in purchasin
decisions; conducts research; uses“’to make
purchases.

PsYchographic.s:.ReIies on crowd-sourcing her friends to
help make decisions; relies on ; prefers to save
money and will only purchase an item or service if it’s a




Sample
Persona

Frank

Demographics: Married male in early 40s with two
children in an urban location; has a PhD and works full-

time making $90,000 per year.

Interests: Technology, gadgets, and science; compelled by
factSiandifiglres; spends time on*

that are up-to-the-minute with information and REWws.

Buying Habits: Verk/) willing to open wallet and spend
money for others, but is conservative when spending on
himself; will favor quality over economy; makes purchases
online via ate at night.

Psychographics: Believes strongly inq and

and is motivated by promise o H
not necessarily price; values friends and family and wi
make purchases for them before himself; active, healthy

lifestyle.



Website Goals

Every website should have the same three outcomes:

* I[ncrease revenue
e Reduce cost
e Improve customer satisfaction/loyalty

What are you trying to accomplish?



DESIGN

IS NOT JUST WHATIT
laaks ke + fecls lie

DESIGN IS HOW IT

WORKS.



Design Tips: Gestalt Design Theory

Create Unity: if you collect your design elements in an arrangement using one of
the approaches, your design will feel more connected, coherent, and complete.
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Design Tips: F-Shaped Pattern

Consider Your Layout

WAL U se L oom

Nielsen Group Study: https://www.nngroup.com/articles/f-shaped-pattern-reading-web-content/



https://www.nngroup.com/articles/f-shaped-pattern-reading-web-content/

Design Tips: Avoid Deadweight

Use Calls to Action, Make Items “Clickable”

INCLUDING REEFER & REFUELING SERVICES =
Lwow 1-888-635-0005 st o™
@0, -




Design Tips: Provide Directional Cues
Have Your Subject Face Your Text/CTA

Tove SRIE - BEO0CE1N)
Fomopari e S




Design Tips: 3-Click Rule

Provide Simple Navigation

‘™ Blog: MNew features at cSupport: Typing and Rating Chat Help Login

Features Pricing & Signup Blog Contact

i My Bag o FindaStore | Signln

COFFEE TEA MENU COFFEEHOUSE RESPONSIBILITY CARD BLOG SHOFP

COMMERCIAL CARE

En SERVICES, INC

PROCESS SERVICES CONTACT

COMPREHENSIVE

COMMERCIAL
CLEANING.

More than a janitorial service, we provide the skill and expertise
needed to deliver a true, comprehensive clean.




Design Tips: Color Palettes

Choose a Dominant Color and Accents

e Consider Psychology/Emotions
e Tie-In with Your Logo

e Research Competition R 03191
8b2332 fdfODO
e Think about Your Target
. . . . . RGB 242 103 34 .
e Millennials like bright CMYK 0741000 RGB 255 198 11
ffc60b

RGB 54191177 RGB098123
CMYK680380 CMYK 92533714

36bfb1 005781




Represents youthfulness,
optimism & cheerfulness.

Represents passicn, energy, urgency,
excitement, vibrancy & danger.

Often used to create urgency for people to buy.
Effective in triggering strong emotional reactions.
Restaurants use it to stimulate appetite.

Often used to grab the attention of the audience.
Yellow can put strain on the eyes, so you want to
use it sparingly.

Hertz. | | Mmonu ®

NATONAL O K 2y reesomy 4 &

Represents trust, security,
stability, peace & calmness.

Often used in businesses and banks to create
sense of security & trust in the brand.

Blue is the No.1 preferred color by both men &
women .

Represents power, luxury,
sophistication & elegance.

Often used to market luxury brands to evoke
professionalism, strength & precision.

T R LOREAL

PARIS
m UNDER ARMOUR.




Where to use dominant color
in your website

B FTABER & 0O
T o ETLTE

Logo

Menu Tabs — |

Call to Action Button —

Highlight important

information

Title & Headlines

gitton =————9

STUNNING 6 BED

HOUSE IN THE HEART

OF THE CITY

DOWN AVENUE
4

Dominant Colors

Accent Colors

Where to use accent color
in your website

Current wscgcy -
Menu Tab

STUNNING 6 BED
HOUSE IN THE HEART
OF THE CITY

$

Subtitle =—-

Highlight =

secondary 1m 3 paragrapn, Cick here to add yovs ow
Foor et i ecit e It ey, st click "Edie

information b S ik s i

content and make changes (o the font fm a
reat place for you 1O tell 8 story and it

oAl Lesars kv @ Betie e Sbout you

5500/ per week




Background Color Selection

The power to accelerate

" progress to a more just world
rapidly. sustainably and
irreversibly...

AT
fiiving!

 DHGITAL CONTENT
2~ PRODUCER. &
[ e

Information Sites Brand-Focused

Our CMS is a powerhouse that combines
gase of use with scalability

Tt i did

D ancd Baa'd Conersas. Conderaa Cloud

Service-Oriented



Design Tips: Images

Make a Statement with Images

e Always opt for quality images

e Choose style: photos, icons, illustrations
e Consider if it relates to your brand
e Be different: avoid generic stock photos

e People love people

e Tell a story in your image




Design Tips: Images

Optimize Your Images

e Naming conventions matter! Be descriptive in how you save.
e Reduce file size of your images before uploading.

e Be different: avoid generic stock photos

e JPEG (best quality) PNG (mid-quality) GIF (lowest quality)

GIF PNG JPG

AL AL "

Quality: Good Quality: Better Quality: Best
Size: 36.4 KB Size: 30.2 KB Size: 37.2 KB



Design Tips: Fonts

Choose Clear, Legible Fonts

e Create a hierarchy (headers, subheads, copy)
e Be intentional with type colors

e Consider accessibility (can it scale up?)
e Choose serif for headlines, sans serif for web copy

| am sans. I am serif.




EXAMPLES



"Decide the effect you want
to produce in your reader.”

—Robert Collier



Copy Tips: Always Be (User) Centric

e Consider what your user needs and wants
(instead of what you need or want).

e Test what works with youraudience.

e Use the golden rule: how would
you want to interact on the website?




Copy Tips: Define Your Voice & Tone

e Create a style guide

e Refer to your brand guidelines
e Use real examples of dos and don’ts

Mot like this...

A counter example




Copy Tips: Chunk Your Copy

e Headings and subheadings that
clearly contrast with the rest of
the text (i.e., larger)

e Highlighted keywords (i.e., bold)
e Bulleted or numbered lists

e A short summary paragraph for
longer sections of text

How Chunking Helps Content Processing

oy KATE MEYER on BMarch 20, 20156

Topics: Human Computer Interaction  Writing for the Web

Summary: Chunking is a concept that criginates from the field of cognitive psychology. UX
professionals can break their text and multimedia content into smaller ¢chunks to help users
process, understand, and remember it better,

Chunks and Chunking

Definition: In general usage, a ‘chunk’ means a piece or part of something larger In the field of cognitive
norganizational unit in memory.

Chunks can have varying levels of activation — meaning they can be easier or more difficult to recall.
When information enters memory, it can be recoded so that related concepts are grouped togetherinto
one such chunk. This process i called chunking, and is often used as & memorzation technique. Far
example, a chunksd phone number [#1-818-558-2743) iz easier to remamber (and scan) than a long
string of unchunked digits (18185552743).

LIX-Definition: In the field of user-expenience design, ‘chunking” usually refers to breaking up content
into small, distinct units of information {or ‘chunks’), as cppossd to presenting an undiffierentiated mess
of atomic information items.

Presenting content in chunks makas scanning easier for users and can improve their ability to
comprehend and remember it In practice, chunking i= about ereating meaningful, visually distinct
content units that make sense in the context of the larger whole.



Copy Tips: Inverted Pyramid

Highly Important

Eh, Kinda Important

J
Ok, Now It’s Getting Boring }

Now No One Is Reading This




e Rule of 1: One idea per sentence, one idea per paragraph

e Bullet points make it better

e Avoid unsupported adjectives: world-class, cutting-edge, unique
e Read out loud

e Use creative calls to action (go beyond “learn more”)

e Be brief

e Think of every page as a landing page



Google

How many people search in the form of a question? U

Google Search I'm Feeling Lucky

Your content should answer questions — consider including the questions.



CONTENT EXAMPLES



"Without data you're just
another person with an opinion.”

—W. Edwards Deming



Introduction to Google Ana

Google Merchandise Store
I 1 Master View ~

Jo

Search reports and help

(1]
H+ CUSTOMIZATION
Reports

(O ReAL-TIME

2 AUDIENCE

Overview
Active Users
Cohort Analysis BETA
User Explorer
» Demographics
» Interests
> Geo
» Behavior
»  Technology

» Mobile

£t ApomiN

Audience Overview

You are using a filtered view, which may cause your Users count to be inaccurate. Learn more X

Mar 20, 2017 - Mar 26, 2017 ~

Email Export + Addto Dashboard Shortcut This report is based on 100% of sessions. Learn more | Greater precision « |§¥
All Users + Add Segment
100.00% Sessions
Overview
Sessions * | VS. Select a metric Hourly = Day Week Month
® Sessions
4,000
_+_
o — e
2,000 . —
Mar 21 Mar 22 Mar 23 Mar 24 Mar 25 Mar 26
M New Visitor M Returning Visitor
Sessions Users Pageviews Pages / Session
17,581 14,868 73,030 4.15

Avg. Session Duration

000741

Bounce Rate

50 07%

% New Sessions

74 76%




The analysis of qualitative and quantitative
nsite and the competition
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Usability
Design
Architecture
Copy
Products
Marketing



Questions Analytics Can Answer

Who is coming to my website?

What do | want them to do?

What are they actually doing?




How Do We Get This Information?




A cookie is a small piece of text sent to your
browser by a website you visit.

Cookies remember safe search preferences,
allow you to see relevant ads, protect user data,
and...report page data to Google Analytics.




Metrics

Click-Through Number of times a link was clicked by a visitor.

Page View Number of times a single web page was viewed.

Session A visit or session by an individual who interacts on the
website.

Bounce Rate Single page view visits divided by entry pages (i.e., only

visiting one page).

Exit Page Last page visited during session.

Referrer The page URL that originally generated the request for the
current page.

Conversion A visitor completing a targeted action.



Metrics

Time on Page Amount of time that a user spends on one page before
clicking off.

Visit Duration Length of time in a session.

Unique Visitor Individual people with activity on the website.

New Visitor Unigue visitors with activity visiting the website for the

first time during reporting period (usually 8 months).

Returning Visitor Unique visitors with activity during a reporting period for
more than one visit.



Web Analytics Framework

(P (Vitric

Sell Products Increase New  # of New Increase 10%
to New Customers Website by Jan. 1
Customers Visitors

Grow Loyal |Increase Time | Avg. Time on | Increase :20
Blog on Site seconds by

Following Jan. 1

Now You Try




Questions?



Next Week:

v' Bring a Laptop
v' WEe’ll Cover Tools/Platforms
v’ Step-by-Step Website Creation
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