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Production
11. Good Practice


Good Practice in Web design

“The web is intended to be a mapping of the knowledge of society in general, and not constrained into a particular format or level.”

[Tim Berners Lee, inventor of the Web]

Introduction

By the end of this session you should be able to:

· Understand concepts of good practice in web publishing

· Describe concepts of usability

· Describe concepts of accessibility

· Identify what makes a “good” web site

· Devise strategies for improving the usability and accessibility of a web site

What makes a ‘good’ web site?

When people look at a web site, they make a value judgement on what they find. In industry terms – it’s the mix of branding, usability, content and functionality. Thinking about the outcome, and how the web public values your work, is a useful approach to good practice.  

Branding

Projection of the desired image & feel
Usability

Ease of use of all site components
Content

The information offered (includes all media)
Functionality
The site’s delivery of interactive service

Things you ask yourself when evaluating a site…

Audience - What is the intended audience, based on content, tone and style 

Writing style - is it appropriate for the intended audience

URL - Is the sponsor/location of the site appropriate to the material:

· is it ‘.edu’, ‘.com’, ‘.org’, etc. 

· its own domain, or hosted on another domain
Organization - is the site laid out clearly and logically with well-organized subsections

Navigation - is it easy to navigate through the site, and on long pages
Identifiable - Is the author/producer of the information identifiable, and do they have expertise on the subject  (information about the author/producer)

Accuracy - Web sites are rarely refereed or reviewed by professional peers

· point of view

· evidence of bias

· source of information clearly stated, whether original or borrowed from elsewhere 

Comprehensiveness -Does the content cover a specific time period or aspect of a topic

Currency - Has the site been updated recently 

Links - Are they relevant and appropriate


Links - Do they all work 

Search - For large sites, is there a search capability

Feedback - Is there a contact email address for questions and comments



Checkpoints for a successful mix of branding/usability/content/functionality…
· 
· Visual impact is consistent with the brand identity

· The site delivers on the perceived promise of the brand

· The brand representation is consistent across all levels of the site

· The site effectively builds a relationship over time

· The site leverages the capabilities of the medium to enhance or extend the brand

· The site explicitly communicates relationship goals and intentions

· The site reflects the quality of the products and services offered

· The brand has evolved or adapted to the Web
· The site lets the user know where they are and where they can go next

· The site uses language familiar to the intended audience

· The site provides for user control and freedom

· The site adheres to its own consistency and standards

· The site prevents errors and helps the user to recover from them

· The user can move quickly through the site

· The site communicates the structure of the information

· The site helps users accomplish what they want to do
· Content is appropriate to the audience’s needs

· Content is up-to-date and accurate

· Content is engaging

· Content layout and structure is easy to understand and use

· Content is comprehensive

· Writing is clear and easy to understand

· Animation, sound and video are used appropriately

· Images communicate clearly and add value

· Content is tailored for the medium
· Core services of the business are available online

· The value of the site is worth the effort to use it

· The top five needs of users are addressed

· The functions of the site adapt according to users need

· Online functions are integrated with offline organizational processes

· Site is structured around audience needs rather than the organization/company

· Customers receive timely responses to their queries

· Task progress is clearly communicated (e.g., via email updates)

· The site proactively leads users to deepen or enrich interaction

Style Guide for online hypertext

By: Tim Berners Lee

URL: http://www.w3.org/Provider/Style/
This was the first web style guide. While it is no longer maintained and updated, there’s some good advice here that never goes out of date. For the full version, see the above URL. Here is a summary:

Etiquette for server administrators / webmasters

Sign your work -- especially the welcome page 

The home page welcomes newcomers who want an overview of what the site contains. This page should include information about who is responsible for the content and how to contact them.

An alias for your server 

Your own domain name, such as “yoursite.org” is better in the long term than space on a third party server, e.g., “isp.org/yoursite” or “yoursite.isp.org”, because you are free to move your site to any server without the web address changing.

An alias for yourself

Every web site should have an alias for people to contact the web manager or webmaster about site administration matters or problems viewing the site. Best if this is a standard name, not a personal name, because one individual may not always be the site manager. E.g., <webmaster@… > not <yourname@…>

Delegate control / ownership

Know who is the technical manager or site administrator, and who is the publisher or web manager. Make these roles and responsibilities clear to avoid problems in maintaining the web service – both within your organization, and to third parties. 

House style

The web has flourished because individuals can be creative in presenting their information. Readers appreciate diversity in information presentation, but they also need a certain level of consistency as they move between various web sites. If you are managing a web-based information service, you will need to balance a consistent and conventional “house style” with the flexibility of allowing other site contributors to enjoy a level of creativity. Document any policies about the house style, or guidelines for new content. This will assist you, your colleagues, your organization, and the resulting quality of your site.

Further reading:

Do Interface Standards Stifle Design Creativity?

http://www.useit.com/alertbox/990822.html
No design standard can ever specify a complete user interface. Thus, by definition, much design work remains, even if the designer is committed to complying with the appropriate standards. Often, the most important design elements are those that cannot be specified by a standard, since the standard cannot know the specifics of the individual domain addressed by the design.

Good addresses don’t change

Once a piece of content is made available on the Internet, its address/location shouldn’t need to change. So why are there so many broken links on the web? 

“We reorganized our web site.”

Think of file names that will last longer than the next redesign. If you must change a web address, make sure you have a link or automatic redirection from the ‘deleted’ page to the corresponding new page. If there’s no corresponding new page, redirect to the site home page, to avoid ‘Error 404. File not found’. Keep this redirection link up for as long as you feel necessary. Tip: check your web server statistics to see when the old address has been ‘forgotten’.

“We ‘switched off’ pages that were confidential or out of date.”

Exercise forethought when moving content to the web server. Capture some information (metadata) about each document: its acceptable distribution (public or private), creation date and expiry date, if applicable. 

Once information is available via the Internet, you’ll never know who has links to that information. A search engine may have indexed it automatically. A colleague may have written the web address down and sent it to a mailing list. Someone else may have ‘bookmarked’ that page in his or her browser. A webmaster on the other side of the world may have made a link to that page. A journal or magazine may have printed the URL.

If someone follows a link and finds it broken, they lose some confidence in the owner of that site. They may also become frustrated, unable to accomplish their goal. 

Designing good addresses

1. Avoid spaces in filenames. 

2. Use lower case filenames, because they’re easier to type, and easier to dictate to colleagues.

The webmaster should choose names that can survive the long-term. This means some careful planning, and attention to naming conventions used on other popular/reputable sites. 

For information that is time-sensitive, such as a series of regular reports, use the creation date, e.g., 
http://www.yoursite.org/reports/19990519.html 

http://www.yoursite.org/reports/20000422.html

The creation date will be constant for the life of that document. Anything else in the filename is subject to change. In general, keep the following out of your filenames: 

· Author’s name – because another person might become responsible for that document to make updates over time

· Subject – classifications of subjects change over time, as do names

· Status - directories like "old", "draft" etc. because documents change status, and the latest version of any document should have a persistent filename regardless of its status. 

· Access – if a particular file is labeled private, then is relabeled public, all the original links to the private filename will break. 

· File name extension – will we be using ‘.html’, ‘.htm’ or ‘.php3’ forever? For important content that is publicized, try to use the address without the extension; e.g., http://www.yoursite.com/reports/ not http://www.yoursite.com/reports/index.htm 

· Software mechanisms – do file paths and file names tell the reader what software and system you are using? This might be embarrassing, depending on what software you use, or in rare instances it could be a security hazard, if a malicious hacker can quickly learn your server setup. Try to avoid ‘cgi’ and ‘exec’ at least. Tip: if you’re using Microsoft Active Server Pages (.asp) the server administrator can easily disguise the file extension so all pages appear with the generic ‘.html’ extension, rather than the proprietary ‘.asp’. 

· Domain name – of course, choose the domain carefully. Base it on your organization’s name if possible, rather than a particular activity. Activities tend to change more often than organizations.

Further reading: 

Web Pages Must Live Forever

http://www.useit.com/alertbox/981129.html
Once you have put a page on the Web, you need to keep it there indefinitely.

Structure

Before you start preparing your information for the Web, you probably have a good idea of how to structure it. The information architecture process will refine this structure. 

You should also consider:

· The reader’s preconceived structure

· The idea of overlapping trees / flowcharts / pathways

· How big to make each document 

The reader's structure 

Think about your audience. Are they beginners or advanced? Will they have in mind their own particular structure to this information? If you structure the information differently, will it confuse them?

If you have a single, well-defined audience that shares similar views, try to write and structure information to meet their needs instead of yours. 

If you’re preparing information for broad appeal, you’ll need to balance their needs with some of your own ideas about structure. You’ll should also provide links to further information that suits both beginner (‘help’) and advanced (‘skip this’) readers. 

Further reading:

Novice vs. Expert Users

http://www.useit.com/alertbox/20000206.html

It is time to take expert user performance more seriously on the Web.

Overlapping Trees  / Pathways

Sometimes you need to provide two pathways to the same information. For example, a search function on your site will provide an immediate keyword search function, for people who know what they are looking for. You might compliment your search engine with some suggested topics for people to browse through a selection of recommended readings. The searcher and the browser might reach the same piece of information, but their paths are different.

Tip: If your site has a search engine, do your server statistics show you what keywords people search for?

How big to make each document 

A document should communicate a concept. It may be as small as a footnote, or as large as a thesis. 

Long documents that contain an entire concept are good because readers can experience that concept without jumping to other pages. So how long is too long? The longer a document is, the longer it will take to render in the reader’s browser and the longer it will take to scroll through the page. This was a consideration as the web began and many computers were character-based terminals without mice and scrollbars. It is also a consideration as we prepare for the coming era of handheld, mobile Internet devices. 

Scrollbars are a useful guage of the document length. If the document is very long and the scrollbar becomes too small to use, the reader will probably miss some parts of the document. Some people don’t read beyond the first screen view of information. If the first screen view doesn’t capture their attention, it’s unlikely they’ll bother to scroll down. 

Is the reader able to resize their browser window – either full-screen, or very thin - and still be able to view your page successfully?

Further reading:

The Need for Speed

http://www.useit.com/alertbox/9703a.html

Research on a wide variety of hypertext systems has shown that users need response times of less than one second when moving from one page to another if they are to navigate freely through an information space.

How Users Read on the Web

http://www.useit.com/alertbox/9710a.html

People rarely read Web pages word by word; instead, they scan the page, picking out individual words and sentences.

Eyetracking Study of Web Readers

· http://www.useit.com/alertbox/20000514.html

· Text Attracts Attention Before Graphics

· Keep Headlines Simple and Direct

· Shallow Reading Combined With Selected Depth  - Even when reading a "full" article, users only read about 75% of the text.

· Interlaced Browsing – Users frequently alternate between multiple sites.

Within each document

Signatures

If you can trace a document’s author, you can find out if that document is current or out of date. Include either a link to the page owner / author’s email address, or to a page containing information about that person or organisation: 

· disclaimers

· copyright notices 

· contact details

The status of your information 

When was the information last updated? Is it complete? What is the scope of the information?

Date it

If appropriate, include creation and ‘last updated’ dates. 

Tip: There are scripts which automate the ‘last modified’ date. 

Linking to context

A reader might come to a page in your site from a search engine. Will there be enough information on that page for them to find your home page and other pages within your site?

Navigational Icons

These provide visual consistency and shortcuts throughout a site. 

Title 

A document can have only one title. Use it wisely. Page titles are the links that appear in search engines. 

Device Independence 

Don’t assume that people will access your information via a desktop computer. You will never know the specific computer types, monitors, text-to-speech converters, and browser settings your web content may viewed on. Design your site to be accessible on a wide range of display devices, especially disability access devices.

· Use ALT tags on images and objects whose meaning is needed for the document; 

· Don't use ALT tags on purely decorative stuff; 

· Use tags for the purposes for which they were intended, so that future browsers can do even cleverer things with them; 

· Separate content from presentation.

Further Reading:

W3C Web Accessibility Initiative

http://www.w3.org/WAI/

Guides to making web content accessible, for disability needs and for future developments in web technology.

As the web features more prominently in organizational information strategies – intranet or internet, information stored in hypertext is increasingly used as the shared and printable version. Start to think about the lifespan of web documents. Instead of writing “for more information click here!” you might write, “see the section about aeroplanes”. The bolded word is the link for the online version, but it can still work for a printed copy. Following this style rule will help to ensure that documents are more elegantly written, regardless of the device they are intended for. 

Test your work 

Always proofread your work, and do so on a range of different computers, browsers and monitor settings. Even better if you can have a member of your audience provide feedback. 

Analyse the server logs / server statistics. You will learn how popular your site is, might find certain sections of the site are not being accessed at all. The server statistics provide a very realistic report on the health of your site. 

Provide a feedback mechanism on the site and communicate your willingness to accept criticism or suggestions from your readers. 

Validate your code using a validation tool (code checker) in your web editor, or use one of the free validation services on the Web: 

Bobby

http://www.cast.org/bobby

Analyzes pages for accessibility 

W3C Validator

http://validator.w3.org/

Test your page against the standards

Yale Style Manual

By: Patrick Lynch and Sarah Horton, Yale University School of Medicine's Center for Advanced Instructional Media

URL: http://info.med.yale.edu/caim/manual/ 

The Yale Style Guide is widely accepted internationally because of its design guidelines and useful information about file formats and sizes. It was written in 1997, and more recently published as a book. You can access the full version online at the above URL. Here’s a list of contents for your reference:

· Philosophy

· Introduction

· Purpose of the site

· Design strategies

Interface Design

· Introduction

· Basic interface design for the Web

· Information access issues

· Navigation

· Links & navigation

Site Design

· Introduction

· Site structure

· Site elements I

· Site elements II

· Intranet design factors

· Site Covers

Page Design

· Introduction

· Graphic design 100

· Balanced pages & menus

· Design grids for pages

· Graphic safe areas for Web pages

· Page headers & footers

· Typography I

· Typography II

· Typefaces

· Consistency

· Basic tables

· Page length

· Cross platform issues

· Editorial style

· Frames

· Advanced tables

Web Graphics

· Introduction

· Color display primer

· Graphic file formats

· Interlaced GIFs

· Transparent GIFs

· JPEG graphics

· Summary, file formats

· Illustrations

· Optimizing graphics I

· Optimizing graphics II

· Height & width tags

· Colored backgrounds

· Image maps

Web Multimedia and Animation

· Introduction

· Design and audiovisual elements

· Digital video

· Digital audio

· GIF animation

Usability, Accessibility and the Web

Usability and accessibility are quite related concepts. It’s important to note that these concepts can only be realized if they involve everyone, certainly not just “web experts”. 

Web workers usually have a polarized view of the medium. We’re so involved in the web, every day, we cannot step back and see it with the fresh perspective of someone new to the web, or someone who is a specialist in the information to be conveyed by the web. We have lost the innocence and some of the wonder of the medium.  

The web builder / designer / webmaster’s role is really to ensure that information is presented in an appealing and error-free way. They can provide advice on what is possible technically, and use their familiarity of the medium to identify trends and case study examples of how the web is developing. They can also support increased access to publishing, by training others how to write code, how to structure their information for the web, and by seeing the web used successfully in other organizations. A webmaster – if they’re a nice webmaster ( wonders how to bring about change in the organization, so the organization’s web site is a gateway to the organization, a medium for the effective and appropriate expression of the organization’s personality: representing all the activities and people involved, in a “user-friendly” way.

If the web site is to be successful in the long term, it should be designed and developed with input from everyone. The process of developing the web site within the organization is then half way towards developing a compelling web-based experience for the public. The design of information and communication services should be an interactive process in itself. 

When we’re developing a web site – a visual interface to networked information, we ask ourselves 4 guiding questions:

1. how can interactivity play a role 

2. what is the aesthetic quality of the information

3. what are the goals of the users

4. how can I help them be successful

Usability refers to how easy to use the web site is.

Accessibility refers to how accessible the web site is.

Usability

The study of usability on the web has emerged from software design and engineering disciplines. It considers human factors, human computer interface, and interaction.

The principles of usability are:

· Simplicity

· Support

· Familiarity

· Obviousness

· Encouragement

· Satisfaction

· Accessibility

· Versatility

· Personalization

· Affinity

Usability:

1. Provides relevant, high-quality content. 

2. Makes it easy to use. 

3. Promotes effectively, both on the site and in other media. 

4. Makes the experience unique to the medium. 

5. Evokes emotion. 

Accessibility

Accessibility, on the other hand, is approached from more sociological, cultural, economic and political perspectives:

1. Access for disability needs and special needs – so not to discriminate against already marginalized communities and user groups. If most of the web site’s content is audio, e.g., an Internet radio broadcast, does the audience doesn’t have a soundcard and speakers? For deaf people, is there a transcript of the audio? If the information is provided in an alternative ways, such as a transcript of the broadcast, the content will still be accessible to a wide audience. 

2. Access in terms of the equipment needed – the infrastructure – access to electricity, access to the Internet or local network connection, and bandwidth (speed) or cost. Will your audience have the latest multimedia computers, or computers built from spare parts? Maybe you’re using an old computer or old web browser, but the content requires a new plug-in that’s either too expensive to download, or your computer won’t run it. Consider an audience without web, only email access. 

3. Does the web site contain files in proprietary formats? Can you assume that your audience will have this software, and are comfortable to download and use files in this format?

4. Language access – is the web site published in one language or many languages? Is the language style formal and academic, or is it written for a wide audience?

5. Accessible in terms of interactivity. If the web site intends to build a virtual community, how does it engage the audience? How does it facilitate a compelling and meaningful experience that the public can contribute to? How much room is there for input from the audience, and is it easy for anyone to add information – without the need to know HTML and complex multimedia?

6. Marketing and publicity  – is the intended audience is aware that the web site exists? Is it advertised through other media as part of an integrated campaign?

· Print: magazines, catalogues, flyers and brochures, letterheads and business cards. 

· Radio: convergence media (Internet/radio), advertising or interviews

· Screen: television, video, film

· Online: email signatures, newsgroups, search engines and links from other web sites. 

· Word of mouth

An approach to good practice

Accessibility and usability are an approach to building Internet information services that consider the intended audience, and the longevity of the information. 

There are technical ways to test whether the web code is accessible. W3C, the international consortium responsible for web standards, places emphasis on this type of accessibility through WAI. This group develops and advocates for a range of standards and guidelines to promote universal access. But there is so much more to the web, as a communication potential, that cannot be measured technically, only through user feedback. 

· Who has been to a web site and not known how to use it – where to click…

· You hear that an organization has a web site, and you want to know more about the them, or get some piece of information from them – but they only have a ‘cover page’, not any of the information communication you know they do in other mediums. 

· Or maybe there was little support or interest from the organization about their web site, and someone’s young niece made a web site but didn’t include an email address and other contact details. 

· What if an organization has a web site and it looks as though they have the information you require. But when you go to that page, there’s some kind of code error that only displays the heading and first paragraph.  

· Who knows how much information is hiding in the web site without links and navigation to these resources from the site’s home page or other key pages? 

For the authoritative word on Accessibility, check the Web Consortium’s Web Accessibility Initiative. They have Web Authoring standards, checklists, links and mailing list discussions that help to ensure your web content is accessible to the widest audience. 

W3C Web Accessibility Initiative

http://www.w3c.org/WAI

Ten Good Deeds in Web Design

By: Jakob Neilsen

URL: http://www.useit.com/alertbox/991003.html

Ten design elements that will increase the usability of virtually all sites: 

1. Place your name and logo on every page and make the logo a link to the home page (except on the home page itself, where the logo should not be a link: never have a link that points right back to the current page). 

2. Provide search if the site has more than 100 pages. 

3. Write straightforward and simple headlines and page titles that clearly explain what the page is about and that will make sense when read out-of-context in a search engine results listing. 

4. Structure the page to facilitate scanning and help users ignore large chunks of the page in a single glance: for example, use grouping and subheadings to break a long list into several smaller units. 

5. Instead of cramming everything about a product or topic into a single, infinite page, use hypertext to structure the content space into a starting page that provides an overview and several secondary pages that each focus on a specific topic. The goal is to allow users to avoid wasting time on those subtopics that don't concern them. 

6. Use product photos, but avoid cluttered and bloated product family pages with lots of photos. Instead have a small photo on each of the individual product pages and link the photo to one or more bigger ones that show as much detail as users need. This varies depending on type of product. Some products may even need zoomable or rotatable photos, but reserve all such advanced features for the secondary pages. The primary product page must be fast and should be limited to a thumbnail shot. 

7. Use relevance-enhanced image reduction when preparing small photos and images: instead of simply resizing the original image to a tiny and unreadable thumbnail, zoom in on the most relevant detail and use a combination of cropping and resizing. 

8. Use link titles to provide users with a preview of where each link will take them, before they have clicked on it. 

9. Ensure that all important pages are accessible for users with disabilities, especially blind users. 

10. Do the same as everybody else: if most big web sites do something in a certain way, then follow along since users will expect things to work the same on your site. Remember Jakob's Law of the Web User Experience: users spend most of their time on other sites, so that's where they form their expectations for how the Web works. 

Finally, always test your design with real users as a reality check. People do things in odd and unexpected ways, so even the most carefully planned project will learn from usability testing.

Exerpt from an interview with Glenn Davis, original founder of “Cool Site of the Day”

From: http://www.zeldman.com/15/davisf.html
Webpage building is a lot like bar tending. Build it right and it will work no matter the container. In days long past there were thought to be four elements: earth, air, fire, and water. A web page, in my opinion, has three elements: Liquid, Jello, and Ice. 

Ice is an element that is frozen solid. Nothing about the element will change if a page is resized. There are a lot of Ice designs on the web in which the entire site is carved from it. Those are the sites that are frozen to the left side of the browser and only look best at a certain size. 

Jello is a bit more flexible. It is a design that, if the browser window is resized, will center itself to fit the display. 

Liquid is the epitome of good web design and the fluid that should be used to hold web pages together. A liquid page will resize to fit whatever size browser window (within reason) that the user has available. 

Why is liquid so important? Because the real goal in building a website is to provide the user with a seamless interface to information. The site should not intrude on the user's thought processes, but should gently guide them to their desired destination. If a site doesn't look right because it doesn't fit the user's browser window, then the design has become intrusive to the user.
Ten fundamentals of Web design

By: Patrick Lynch

URL: http://patricklynch.net/viz/viz021500.html

Patrick Lynch is a co-author of the Yale Style Manual. 

“The basis of a design philosophy that allows aesthetic freedom while respecting the intrinsic nature of the Web as a communications medium.”

1. The site structure should be visible on every page

Books have been around for a long time. There are conventions about books that allow you to navigate the information. The front cover has the title author. The back cover has some brief information about the book. The inside front page contains bibliographic information. There is a table of contents, possibly an index at the rear. You can also immediately see how long the book is, by the size and number of pages. 

Web sites don’t yet share such conventions. Unlike books, web sites aren’t bound and published as a whole. How many of the useful conventions of a book can be translated to the web medium and available from any single page within a site?

Pages within a site should share a consistent and predictable design layout that indicates the terminology and location of navigation and editorial links. 

2. Design in screens of information, not in whole pages

When you open a page in a book, you immediately see the entire page. When you open a page on the web, you only see the top of that page. The rest depends on how much information is contained on the page, and how big the browser window is. 

The web reader experiences multiple screens of information, not pages of information. Readers can scroll through the rest of the page, but usability studies have shown that scrolling is distracting, and information that has scrolled off the screen becomes invisible, easily forgotten. 

In long pages, provide jump-to-top and repeated navigation elements so your reader is not lost while scrolling. 

3. Navigation pages and whole sites should show gradients of complexity

Every page within a site should provide a navigation framework. 

The top pages in a site - the home page and entrances to main sub-sections - should provide a lot of functionality. Pages deep within a site should have a simpler page framework. 

4. Non-linear media require strong structures and content narratives

Linear = straight line. Non-linear = not in a straight line. 

On the web, sometimes we want to stop and read information from start to finish (linear). On other occasions, we need quick access to links and related information (non-linear). If there are a lot of links within a body of text, the opportunity to jump elsewhere will distract the reader from that body of text. Consider whether it is more appropriate to provide links at the end of the body of text, rather than where the ‘linkable’ phrase occurs.  

Make links, but don’t allow links to distract from the main message.

5. Digital media erode identity

“Like the television screen that came before it, the computer screen relentlessly erodes context, provenance, and identity: on the Web everything that has a reasonable level of presentational polish seems to have equal authority, yet everything on the screen also seems somehow weightless.”

On the web, everyone can be a publisher. What information do people trust? 

If your job is to represent an existing organization on the web, then every screen will represent that organization to readers. Use digital media to convey an appropriate identity.

6. Digital media are inherently unstable

Unlike a printed work, digital media enables rapid publishing and modification. 

Because web pages render themselves differently on each reader’s screen, a web designer works towards the most ‘elegant degradation’ of their work – how a page can still be appealing, despite no graphics, the reader’s own font, or no color. 

Information stored in electronic formats requires special attention to digital format, storage, and maintenance of archives. (How long will a file stored on floppy disk last? When will you need to update your web site?)

Digital media requires technical and editorial maintenance over time, and is more resource-intensive than the cataloguing and conservation of print materials. 

7. The Web is a new medium in an old context

Current page layout conventions have evolved over several centuries. Web design “innovations” are only careful adaptations of existing conventions. 

Respect the lessons of communications history and document design. 

8. The Web is both a direct experience and a delivery medium

Consider the experience you are offering your audience, before you design individual pages.

· Pages for use online should be short and easy to scan quickly with your eyes.

· Long documents tend to be saved to disk, or printed for reading later. 

9. To maximize effectiveness, design, function, and content are inseparable

Consider the power of style sheets to transform editorial content (text and illustrations, the stuff that can be stored in databases) into beautiful presentations that are designed to suit the medium (web pages, Web TV, mobile phones, printed pages, etc.). 

Good quality content should be presented in a way that is suitable for the medium. 

10. Effective sites can only grow from a healthy information ecology

Your organization has information systems for internal information and external communications. Do people within the organization work together? Is information designed, shared and published collaboratively? 

Internal communications affect the organization’s web strategy. Good web sites acknowledge and welcome contribution from everyone in the organizational culture, from new staff member to management, as well as stakeholders, funders and audiences. 

The person or people ultimately responsible for the web site should specialize in the field and be able to focus on that task. 

Further reading:

Usable Web

http://usableweb.com

A site that provides annotated links to articles and information about usability and information architecture. 
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