
Thinking About Your Web SiteThinking About Your Web Site

Audience, Mission, and Design



Why Think Now?Why Think Now?

To improve your existing web site.
You were too busy during launch.
You’re ready to redesign your site.
So your web visitors don’t have to.
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Know Your AudienceKnow Your Audience

Who comes to your web site?
How often do they visit?
How “web savvy” are they?
Why are they at your web site?
What do they expect?

Audience



Common Web VisitorsCommon Web Visitors

Residents
Businesses
Visitors and workers
Children, teens, seniors
Other government agencies

Audience



Types of Web VisitorsTypes of Web Visitors

Web surfers
Novice and occasional visitors
Expert and frequent visitors
International and non-English speaking
Disabled

Audience



Every Web Site GetsEvery Web Site Gets

Job Seekers
Customers
Prospects
Employees
Investors

Audience



Why TheyWhy They’’re at Your sitere at Your site

Looking for a job.
Looking for something fun to do.
Want to complain.
To avoid a trip to City Hall.
Looking for help.
To find out what you’re doing.

Audience



Government Web Visitor Government Web Visitor 
CharacteristicsCharacteristics

Looking for information, communication, 
and online services.
Don’t know (or care) about City 
organization. 
Glance at the web page, scan some text, and 
click on the first link that may lead to what 
they want.

Audience



Web Site MissionWeb Site Mission

Which audiences will you target?
Consider specific scenarios.
Will you entertain?  Inform?  Anger?

Mission



KentKent’’s Web Missions Web Mission

To communicate with and provide online 
services for Kent’s current and future 
residents, businesses, visitors, and city staff.

Mission



Audience and MissionAudience and Mission
Determine DesignDetermine Design

Does this design element help our 
audience?
Am I fulfilling our mission?
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What Your Audience WantsWhat Your Audience Wants

Design



DonDon’’t Make Them Thinkt Make Them Think

Use simple, audience-oriented names for 
things.
Make links obvious.
Answer their questions.

Design



Create a Clear Visual HierarchyCreate a Clear Visual Hierarchy

Make important stuff prominent.
Related things should look the same.
Visually nest things to show what’s a part 
of what.
Newspapers do a great job of this.

Design for Scanning





Take Advantage of Take Advantage of 
ConventionsConventions

Use common fonts.  Just a few.
Keep text hyperlinks blue and underlined.
Logo in upper left, linked to home page.
Left-side links to related pages, on a colored background.
Break conventions only when it adds a lot of value for 
your audience.  Not just to be different.
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Break Pages IntoBreak Pages Into
Defined AreasDefined Areas

Content.
Local navigation.
Navigation to the rest of the site.
Things I can do on this site.
Footer.
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Minimize NoiseMinimize Noise
Don’t make pages too busy.
Don’t try to link to all of your content from one page.
Get rid of table borders whenever possible.

Design for Scanning





Simple, Unambiguous Simple, Unambiguous 
ChoicesChoices

Use terms your audience understands.
Three easy clicks are better than one 
difficult one.
Links should be predictable.

Design



Real Life NavigationReal Life Navigation

A web site is like a store or city hall:
– You’re trying to find something.
– Decide whether to ask or browse.
– Look for signs to guide you.
– If you can’t find what you want, leave.

A web site is unique:
– No sense of scale.
– No sense of direction.
– No sense of location.

Navigation Design



Purposes of NavigationPurposes of Navigation

Helps us find what we’re looking for.
Tells us where we are.
Keeps us from getting lost.
Tells us what else the site contains.
Tells us how to use the site.
Gives us confidence in the site’s builders.

Navigation Design



Global NavigationGlobal Navigation

Site ID – usually your logo in the upper 
left to frame the rest of the content.
Sections – links to the main sections and 
sometimes subsections of the site.
Utilities – important elements that aren’t 
part of your content.
An easy way to get to your home page.
A way to search.

Navigation Design



Local NavigationLocal Navigation

A prominent page name near the top so we 
know where we are.
A location marker or breadcrumbs can keep 
us from getting lost.
Links to related pages, either embedded in 
the content area or separate from it.

Navigation Design



Your Home PageYour Home Page’’s Objectivess Objectives
Site identity and mission.
Site hierarchy.
Search.
Promotions.
Timely content.
Short cuts.
Show what I’m looking for.
Show what I’m not looking for.
Show where to start.
Create a good impression.

Home Page Design



Your Home PageYour Home Page’’s Constraintss Constraints

Everyone wants a link on it.
Everyone has an opinion about what it 
should look like.
Should appeal to all web visitors.

Home Page Design



Home Page: A StartHome Page: A Start
Tagline
– Next to the site ID.
– Characterizes your organization or web.
– Should be a value proposition: why should they be at 

your site?
– Not a vague motto or slogan.

Welcome blurb
– A short description of your site.
– Above the fold.
– Use as much space as needed, but no more.
– Not a mission statement.

Home Page Design



SummarySummary

Consider your audience.
Set some goals for your web site.
Don’t make them think.
Design your pages for navigation and 
content.
Pay special attention to your home page.
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