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First consider what you want

Questions to ask yourself

What are your goals for your website? Develop a rough outline of the functions and features you want. The more specific you can be, and the more examples you give of sites that you like and don’t like, the easier it will be for your web designer and the cheaper it will be for you.  
· What would the user want the system to do?
· How would the system fit in with the user's normal workflow or daily activities?
· How technically savvy is the user and what similar systems does the user already use?
· What interface look & feel styles appeal to the user? "Look and feel" is a term used in respect of a graphical user interface and comprises aspects of its design, including elements such as colors, shapes, layout, and typefaces (the "look"), as well as the behavior of dynamic elements such as buttons, boxes, and menus (the "feel"). 
Look at the bottom of those websites you like to see who designed them. To see the software used to make and operate a website, enter its URL into the search box on www.builtwith.com . Also call up these organizations and ask what companies, services, or individuals they used. 
· What problems did they run into? 
· What software does their website use? 
· What would they have changed if they could go back and do it all over again? 
· What difficulties might arise for other developers in maintaining the site?

Software product reviews

www.pcmag.com 
www.cnet.com 
Forums for web design issues

Webmasterworld.com has forums as well as information and links to specific website programs.
www.webmasterworld.com/home.htm 
www.webmasterworld.com/new_web_development 

Free online tutorials

www.trainingtools.com 

www.webmonkey.com/tutorials
www.w3schools.com/default.asp 

www.codecademy.com 

Also see the relevant for Dummies learning software, which wouldn’t be free of course.
Your writing and graphics
Be brief

Be concise. People read much more slowly on computer screens than on paper. Put your best content, important links, and images in the “upper” area of each page, typically an 800 x 600 pixel area. 90% of people don't scroll down.
Use short sentences, paragraphs, and pages. Keep your paragraphs to seven lines or fewer with a line break between them, and use headings and subheadings to break up the text. Cap text at 400 words per page. Long articles can be split into multiple pages.  
If you publish longer material, provide the document in a downloadable format, such as a PDF (Portable Document Format) file. Or offer both an HTML version navigable by section as well as a downloadable version so that your visitors can read the document in whichever way they want. Deeply interested readers can follow the links while others can skim the story and move on.

Graphics
Graphic design elements should be consistent across your site. Give your developer examples of colors and graphics that you like. Perhaps you like the colors on one site and the format of text on another. Limit the colors to three or four. For optimal shades for the Internet, see www.ficml.org/jemimap/style/color/wheel.html. 

Text should be black, the background of content pages white, and the color of the links coordinated with your color scheme. Use Arial, Times New Roman, Verdana, or Georgia. 

Images should be consistent in size and resolution and should be placed in the same location on every page. Avoid watermark images, which are background images with text on top of them.
For drawing graphics on your own, see www.sketchup.com.

Disability-accessible
Make your site accessible to those with disabilities. Have your designer visit www.w3.org/WAI. 
Edit well

Conduct a final proofreading phase before the pages go live on the Internet. When editing your content, read through it once for each of the following bullet points, ideally aloud. Create a double-spaced printout of each chapter and have a red pen available. After making your changes, create a new printout and review it again, this time reading upwards.

Verbs

· Only use imperative language for mandatory tasks such as "Enter a City or Zip Code."

· Minimize your use of the passive voice.

· Avoid words ending in -zation. Use the verb form instead to make it sound more active.

· Make sure verb tenses and the subject number are consistent.

· Use the past tense for current events so you don’t have to fix them once they have passed.

Graphics, numbers, and links

· Are your graphics worthy of inclusion?

· Do your graphs match the corresponding text?

· Check captions and links.

· Use the metric form with American equivalents in parentheses.

· For tables, order data numerically, and use three or four “effective digits” for each entry. For example, with three effective numbers, 1,346,899 would become 1,350,000 or 1.35 million.

Spacing

· Do not needlessly label clearly defined areas with sufficiently self-explanatory content.

· Keep sentences and paragraphs short.

· Make sure that line breaks are normal and that no paragraphs are mistakenly cut off.

· Use non-breaking spaces between words in phrases that go together.

· Leave ample white space. Perhaps make your left margins three inches wide so the text looks more like a column and more inviting to read.
Miscellaneous

· Clearly explain the site’s purpose on your homepage. 

· Minimize metaphors and hyperbole.

· Use correct facts, grammar, and spelling.

· Align your text to the left and do not indent.

· For abbreviations, spell them out the first time, followed by the abbreviation in parentheses. 

· For headings, use bold.

· Check all punctuation, including the proper use of em dashes, en dashes, and hyphens. 

· Do not overuse exclamation marks.

Proofread as a duo

Have two people read the text aloud to each other. While one reads, the other follows along on paper. Look for misspellings, grammatical errors, and inconsistencies. Both readers should stop at each mistake or inconsistency and mark the correction. You can be one of the people proofreading, but find a partner who has never seen the document before.

After the two of you have finished reading to each other, go back and make the changes in your draft. Then print out a new copy and compare the new against the old in every place where you made a change. Make sure you didn't accidentally delete a word, put one line of a paragraph at the bottom or top of a page, or make a noun change that now requires a plural verb. Also make sure you did indeed make all the corrections you were supposed to make.
Legal issues
The contract with the developer

Do not work with a developer without a contract, and do not give the developer complete discretion over your site or blog, especially on defining the strategy. You will both sign it once it clearly outlines the project and once you agree to it. At a minimum, your contract should cover 
· an overview of the scope of services: The contract should specify everything that will be delivered as the project progresses and at the end of the project, including CMS training and any ongoing maintenance. If every last button and detail isn’t on the list, don’t approve it without agreeing that those details will be covered without extra charge. Every envisioned element for your site should be on this deliverables list.
· the number of revisions you get: How many rounds of revisions will the developer do based on your feedback and the feedback of third-party testers? If you’re not clear about this, you might be charged extra for the developer’s time to make more revisions than she anticipated. 
· an approvals-based process: You must be allowed to approve the developer’s progress at specific points in the project before she is allowed to continue. 
· a schedule: Include a clear schedule of deadlines for various deliverables and payments. It takes at least two months from the start of a website project until the site’s launch, and usually longer for complex sites. Account for the time you’ll need for reviewing progress and giving information to the developer.
· intellectual property provisions: You should receive the copyright of all developed files. 
· compensation and payment terms: Include information on how fees will be calculated if work goes beyond the originally anticipated scope.
· termination provisions: The contract should spell out what will happen if the working relationship falls apart and either party wants to end the project.

Use a work-for-hire agreement
Use an assignment or work-for-hire agreement, or similar clauses included in a general services contract. Each contract should indicate who will own the developed materials, including graphic designs, templates, written content, photographs, software programming, and any other materials subject to intellectual property protection. You want to be the owner.

In the absence of a contract stating otherwise, the content creator is the owner. If your developer writes text, takes photos, creates code, or otherwise creates original material, the developer will by default own that content. Only a contract transfers ownership of those materials to you, or at the very least gives you a license (“permission”) to use those materials.

Serious trouble can arise if the ownership of any aspect of your website is in dispute. If you fail to get the copyright to the site’s content from the developer, the developer could prevent you from making any changes. Also get from the developer the original files for the logo, the page designs, and the wireframes.
Content involving third parties

You must have the copyright or permission for any content you post on the Internet other than stuff that is already in the public domain or which has a Creative Commons license. This includes recordings that you make in which other people appear (photos, videos, interviews, etc.). You must get their permission in writing before publishing the recording on the Internet. 
User-generated content

Some websites accept user-generated content such as comments or uploaded videos or images. If yours does, you must designate a registered agent under the Digital Millennium Copyright Act (DMCA) to benefit from the DMCA safe-harbor provision and to reduce the likelihood of liability for copyright infringement. Depending on the amount of user-generated content, a user-content submission form may be appropriate. 

If your website has any social-media functionality, such as the ability to “like” the content of the site through Facebook, or if it lets users contribute their own content, this needs to be reflected in a privacy policy and terms-of-use statement.  Warn users against making defamatory remarks on your site in the latter document.

Permission fees for text on a website

The fees for website uses are affected by
· whether the site is intended primarily to provide information to the public (sometimes referred to as an “editorial” purpose),
· whether the organization sponsoring the site is a nonprofit,
· the number of visitors to the site per day, and 
· whether the text will be used in a print publication as well as the website.

Linking agreements

If another website does not have a linking policy or says that deep links are not allowed, ask for permission before deep linking. The following types of links may create disputes:

· image links, particularly where the image is a trademark from the linked site;
· deep links that bypass the site’s home page;
· links that result in framing; and 

· “in-lining” links that only pull certain elements from a site, such as an image.

The permission may be informal, such as a written statement from the other site stating, “You have permission to link to our website’s home page using the words [insert the words in the link].” 

In the linking-agreement template that follows, the Grant section permits the use of the link and related trademarks or images. The statement, “Any goodwill associated with Source Site’s trademarks automatically vests in Destination Site” is a requirement of trademark law. The optional section, “Standards and Notification,” is a further assurance sometimes required by a destination site that the source site won’t operate unlawfully or change the link dramatically. 

Linking agreement template

This Agreement (the "Agreement") is made between __________________ ("Source Site"), with its home page URL of _______________, and __________________ ("Destination Site"), with its home page URL of __________________. The parties agree as follows:

The Link

Source Site will provide a link to the Destination Site as follows: _______________(the "Link").
The Link includes Destination Site's URL and: 

(Select if appropriate.)

[   ] Hypertext link-- the words:

[   ] Image link:

[   ] Framed link: 

Grant

Destination Site grants the right to display the Link at Source Site and the nonexclusive right to display publicly the trademarks or images in the Link. Source Site obtains no trademark rights under this Agreement other than the right to display the marks. Any goodwill associated with Source Site's trademarks automatically vests in Destination Site.

Linking Disclaimer

By providing links to other sites, [name of site] does not guarantee, approve, or endorse the information or products available on these sites.

Standards and notifications

(Select if appropriate.)

[   ] Source Site shall maintain its site in accordance with industry standards, and upon notice from Destination Site, shall promptly remove the Link if required. Source Site shall promptly notify Destination Site of any change to the Link or to Source Site that affects the Link.

By: 

Signature:

Date: 

Source site - title: 

Source site - mailing address:

Email:

By: 

Signature:

Date: 

Destination site - title: 

Destination site - mailing address:

Email:
If taking information from visitors

If your website gathers any information from visitors, include a "Privacy Policy" link on the homepage. If you provide a "feedback" mechanism, specify who on your team will be reading the feedback. If you are asking for users’ email addresses for your e-newsletter, first explain the benefits and frequency of the publication. 
The cost

Before you contact developers, make a rough budget, including available cash and open-source software, which is free. Ensure that you’ll have the cash or credit for the deposits and other scheduled payments.

Match your spending to your goals. A content-managed website that you can update yourself will start at around $3,000. For additional features—say, a photo gallery or an event registration system, for example—the price will go up. There may also be third-party fees, such as payment processing, security certificate fees for sites that process sales, domain-name registration, and hosting fees.
Also consider maintenance fees. With developer fees ranging from $50 to $150 an hour, this can get expensive. If you can’t afford technical experts, don’t build a site that depends on them. 
You may be able to lower your costs by enlisting a student or group of students from a web-design school, people who are looking for that first piece in their portfolio.
Websites for freelance designers

www.guru.com  

www.99designs.com
www.odesk.com  

www.Project4Hire.com  

www.elance.com  

www.designfirms.org
http://freelanceswitch.com  

www.freelancer.com
www.creativehotlist.com   

www.asksunday.com 

Getting quotes and proposals

When you have met with developers and narrowed your list down to a few prospects, ask them to give you a proposal and quote in writing. The proposal should outline their planned approach to your site’s information design and its aesthetic design, and the quote should itemize the services and fees. 

Talk to the developer’s existing customers, and visit those sites to make sure they work well. Also search on your own for their other clients, who may have listed the developer’s name on their website. These other clients might give you more balanced feedback than the client that the developer handpicked for you.  Be sure to google the developer’s name and to look for their grade on the Better Business Bureau website, www.bbb.org.   

Domain registration and web hosting

Your developer will build the site on a test server or on the server where it will ultimately have its home. If the latter, you’ll need to tackle domain-name registration and hosting before the developer starts the build. 

Find a web-hosting service that supports any services you want for your site (such as e-commerce, a blog, a chat room, or a wiki), that has reliable servers, and above all, that has good customer service. Make sure there are reasonable customer-service hours when you can talk to an actual human. More than a few host companies offer no live-person customer service, which can be infuriating if you’re experiencing a problem. 

The registrant is the legal owner of the domain name. Use your name, not the hosting company’s name. The administrative contact, if not you, should be someone in your organization who has the authority to make policy decisions, particularly with regard to the domain name. Again, do not list the hosting company. The technical contact is the person who can be contacted for technical issues. You can list your hosting company here. 
Get all the domain permutations. Many organizations stake claim to all the iterations of a domain—.org, .com, .net— so that competitors and scammers do not set up shop.

Use a web content-management system (WCMS)

A web-content management system (WCMS) is a software program that lets you easily edit and maintain your site. You can use your normal browser (Firefox, Safari, etc.), log in with a username and password, and edit your pages via a user-friendly interface—no programming knowledge required. If the WCMS developer correctly does the setup and design, you won’t have to use him again for every small edit that you make, thus saving yourself some money.

WCMS programs automate many of the steps you’d normally go through to create or update a web page. They do so by converting every individual article, photograph, chart, table, video, and sound bite into a format called Extensible Markup Language, or XML. With this added information, the WCMS program can retrieve and republish the same data simultaneously in several places on your site. And if you edit the article later, the WCMS updates it everywhere.
Even with a WCMS, you will occasionally have to hire a developer to make deeper technical changes—say, to change the layout of a page. You’ll also need to update the underlying software of whatever development platform and plug-ins you’re using, usually every year or so.
WCMS platforms can be either proprietary (requiring fees paid to the platform owner) or open-source platforms (free). The trend these days is to use open-source platforms that are not only free but also supported by an extensive community of developers. The most popular ones are Drupal, Joomla, WordPress, and Plone. As your site gets more complicated, Drupal will usually be the best choice. Whichever WCMS you pick, make sure it is mobile-compatible.

WCMS platforms continually release upgraded versions, so you’ll need to occasionally upgrade yours and pay for at least the new work that needs to be done by your developer. Fortunately some of these upgrades are not always essential and can be skipped.

Most open-source WCMSs support add-ons that extended the system's capabilities. These include features like forums, blogs, wikis, web stores, photo galleries, and contact management. These are variously called modules, nodes, widgets, add-ons, or extensions.

Some WCMSs allow administrators to set up rules for workflow management, guiding content managers through a series of steps required for each of their tasks.

WCMS websites also accommodate search engine optimization (SEO). Content freshness helps, as some search engines prefer websites with newer content. Social media plugins help build a community around content. RSS feeds automatically generated by blogs, or WCMS websites can increase the number of subscribers and readers to a site. URL rewriting can be implemented easily—clean URLs without parameters further help in SEO. Some plugins specifically help with website SEO.
There are some disadvantages to WCMSs. Larger scale implementations may require training, planning, and certifications. Certain WCMSs may require hardware installation, license updates, upgrades, and hardware maintenance. Larger WCMSs can experience latency if hardware infrastructure is not up to date, databases are used incorrectly, or web cache files that reload every time data updates grow too large. Also, because the URLs of many WCMSs are dynamically generated with internal parameters and reference information, they are often not stable enough for static pages and other web tools, particularly search engines, to rely on them.

WCMSs are often forgotten about when hardware, software, and operating systems are patched for security threats. Due to lack of patching by the user, a hacker can use unpatched WCMS software to exploit vulnerabilities to enter an otherwise secure environment. 

Design with mobile users in mind
Design your website first for mobile users. This will prepare you for mobile’s exploding growth, and the small screen size will force you to prioritize the content that matters most to your audience. 

Set a baseline (mobile) experience first, and then progressively enhance or adapt your layout as device capabilities change. If you can pick on the most important set of features and content for your mobile site, this prioritization should not change with more screen space.

Responsive design and break points

Responsive design, also known as a liquid layout, is when your website automatically adjusts to different screen resolutions. It lets you skip having a separate mobile site. The key is to set various resolution "break points" where a different layout appears at each break point. 
A break point can be thought of as a conditional statement that determines if a device meets specific criteria like a minimum width of 600 pixels. If that condition is true, then the browser applies a different set of layout rules. These layout rules can include repositioning elements, increasing image sizes, or removing elements altogether. As each resolution break point is passed, the layout adapts to make the best use of the space available. Thus, a single web page can “respond” to a large variety of screen sizes.
The standard width for a mobile website is 320 pixels, but don’t count on a single width. Even if every mobile device used 320 pixels for its device width, users can still change the orientation.

Set the meta viewport to device-width so that your website's width is optimized for the device it's being viewed on.  

A downside of responsive design: While it's possible to have one user interface for more than one device experience, developing a single interface for all devices may result in compromises or bare-bones features that don't take advantage of what makes each device excel. You may still want to have a simple mobile site and an in-depth normal website with a large amount of content.

Image resolution

Image files won't automatically adjust to higher pixel-density screens, unlike browser-rendered controls, text, and visual elements. Images will render at the correct size but lack crispness and definition when pixel density is high. To account for this, you'll need two sets of images: one large (twice the resolution) and one at standard resolution. You can then tell web browsers to only include the higher resolution graphics on devices with a high-resolution display.

Get the right mobile domains

When you set up your mobile website, go for m.domainname.org over domainname.mobi. But still buy a ".mobi" URL from Register.com or Network Solutions and have it redirect to the default domain set up by your mobile CMS provider.

A good mobile CMS vendor

MoFuse.com is a mobile CMS. For as little as $8 a month, you can launch a simple mobile website with five customizable mobile web pages. That price includes mobilizing your blog content: MoFuse will automatically convert your blog posts into a format that is consistent with your mobile website design. You can also view stats, format colors and layout, and easily add images, such as a mobile website header and social-networking icons. MoFuse even comes with a QR-code manager that lets you create and then track your QR-code campaigns. To make the most of MoFuse, basic knowledge of HTML is required.

A touch-gesture reference guide

www.lukew.com/ff/entry.asp?1071, http://static.lukew.com/TouchGestureGuide.pdf  

Touch-target sizes

Ensure that touch targets are appropriately sized and positioned. Bigger actions mean bigger touch targets that let people get things done when they are in "one eyeball and one thumb" mode. To account for screen density (or ppi) variations, measure touch targets in physical dimensions.

The visual representation of the action can be 50-100% of the actual touch-target size. The average finger sizes are 10-14 mm for finger pads and 8-10 mm for fingertips. The following times are when touch targets need to be bigger than 9mm: 

· the user-interface (UI) element is frequently touched, 

· the result of a touch error is severe or really frustrating, 

· the UI element is located towards the edge of the screen or is difficult to hit, or

· the UI element is part of a sequential task, like using the dial pad.

Location of actions on the screen

The right thumb is the most popular finger for smartphones, so put the screen’s primary actions in an optimal location for this finger. This is either in the middle or bottom of the screen and arranged from left to right. Actions toward the bottom naturally align with how people hold and use their smartphone.

Destructive actions like cancel or delete should be placed outside a user's comfort zone. If you have a smartphone in your right hand and your right thumb is operating it, getting to the upper-left corner is uncomfortable. That’s a perfect place for destructive actions.

Navigation in particular

Have a grid icon that means "navigation menu please.” Do not use images for navigation. If you need a fixed menu, fix it to the top. Also, feature a "Home" link prominently. 

Consider skipping the "back" button

Only apps that require a “back” button should have one. Your mobile site might not need one, and adding it only confuses things. If you need to provide people with a quick way to go "up" a level in your site, consider a label other than "back."

Put in-depth menus at the bottom

Actions toward the bottom of the mobile device naturally align with how people hold and use it. While menus at the top are ideal for conventional websites, a top-level menu on a mobile site can simply link users to a navigational list on the bottom of the page, after the content. The real menu at the bottom can then have a "top" link to bring people back up to the top if they want to return to the content they were just viewing.

This design uses a minimum amount of navigation elements (just a single link at the top), lets users pivot and explore when they get to the end of content, doesn't duplicate the content of another menu, and only requires an anchor that links to the bottom of the page.

Content pages can have unique menu lists for deeper exploration. These navigation options let people immerse themselves in further information about a single topic if they want that. 

Labels and input masks

Labels inside input fields are the best choice, but here, they should never become part of someone's answer. This happens quite frequently when things haven't been loaded or aren't coded correctly. Also, they should not be confused with an actual answer in an input field. If labels and inputs look too similar, people might assume an answer has already been provided.

Input masks can help make complex inputs more manageable by providing clear cues upfront and by restricting inputs. An input mask ensures that an answer is entered in a valid format. Reveal upfront the format needed, such as ____@me.com or "____ -____-_____" for a telephone number.

Feature new content clearly

Feature your fresh content first. With the exception of mobile pages created specifically for group text messaging and QR-code campaigns, most mobile users will browse through only the fresh content. They're looking for news and campaign updates, not detailed information about your organization's services, mission, and values. 

An “About Us” page

This is where you give shortened versions of your history, your programs, and important milestones you have achieved. You can have three or four small photos on this page to give it some color and make it more interesting.

Promote it in print

Promote your mobile website in print materials, on your website and your blog, and in your social-networking communities. Write a short blurb about your new mobile website and ask supporters to bookmark it in their mobile browser.

Integrate video

Take screenshots of your best videos and incorporate them into your "About Us" or "Get Involved" page. Shrink them to 320 pixels in width and link them directly to the mobile version of the video on YouTube.

Don’t link mobile social media

You do not have to link your mobile website to the mobile versions of your social-networking profiles. They now all have components of responsive design which Google, Bing, Yahoo, etc. detect and then automatically convert or forward onwards to the mobile version.

Miscellaneous mobile tips

· Start your mobile site's experience with content, not navigation options.

· Provide a link to your conventional site in case the user wants to browse that.

· The content background should be white with black text. 

· Require only up and down scrolling, never left to right. 

· Users want quick access to information, not your site map.  
· Limit articles to one image. 

· Have a simple banner at the top of your mobile site with your logo and name, in which the banner is linked to your mobile homepage. 

Layout
Beginning-stage wireframes

A website wireframe is a layout on graph paper of the pages and their interactions before coding. It includes interface elements and navigational systems, and it connects the conceptual structure (the information architecture) to the visual and navigational design of the site. Rectangles and labels represent content, and adjacent notes explain useful behavior. Stakeholders then review the wireframe to ensure that requirements and objectives are met before it is too late. 

Make the site easily navigable

· Take users to your "real" homepage when they visit. Avoid Splash screens. 

· Clearly designate one page as your homepage, which should load within five seconds.
· Create a logical navigation path. Emphasize the highest priority tasks.
· Use drop-down menus sparingly, especially if the items in them are not self-explanatory.
· Don't use routing pages for users to choose their geographical location unless you have versions of your site in different languages with no single dominant language. 
· Locate the primary navigation area in a highly noticeable place, preferably directly next to the main body of the page. Group the items so that similar ones are next to each other, and only use one navigation area for the same type of links. 

· Use icons in navigation only if they help users recognize a class of items immediately such as new items, sale items or video content.

Pages to perhaps have

· homepage: maybe include the info in the next bullet point
· an “About Us” page 
· “What we do” with mission and vision statements, as well as organizational goals
· organizational history without excessive detail

· an organizational directory that users can browse, search, or both
· biographies of your board of directors and
· staff biographies
· e-commerce / online store / our products (with pricing levels)

· FAQ

· success stories of particular campaigns or clients (with videos)
· press room (and electronic press kit, including a press release)

· careers
· privacy policy

· blog page with social-media links and social bookmarks

· a list of interesting statistics or interesting facts that relate to your topic

· photo/video gallery

· subscription form for e-newsletters or other announcements

· discussion forums and message boards that are not time-sensitive
· a page for hosting chats, include all of your transcripts from chats thus far 
· a calendar of events, lectures, or other appearances, but only if you have many events and
· contact us (fax, e-mail, snail-mail, and telephone information) – also put your phone number, address, and email address in the footer of every page
Don't put on your website internal company information that is meant for the intranet.
Time-sensitive content: fresh or avoid

If you put time-sensitive information on your site, keep it updated. If you can’t do this, avoid it.

Your organization probably has plenty of stories and information to share that aren’t likely to become dated, such as its history, its methodological approach, success stories of campaigns or clients, and more. You don’t have to write these from scratch. Look at your other materials, such as your annual report, for materials that you can borrow from or adapt. Cull enough material to make your website seem meaty, without drawing attention to the fact that it’s unchanging.

Web-feed icons

A web feed (or news feed) is a data format that gives users your frequently updated content. Collecting accessible web feeds in one spot is known as aggregation, which is performed by an automatic aggregator. A web feed is also sometimes referred to as a syndicated feed.

Offer the feed link on your site so that users can give it to their aggregator. They will simply drag the link from the web browser to the aggregator. When instructed, the automatic aggregator asks all the servers in its feed list if they have new content; if so, the aggregator either makes a note of the new content or downloads it. Because feeds can easily be read by computers, webmasters can easily configure their sites so that the latest headlines from another site's feed are embedded into their own pages and updated automatically.

Web feeds have some advantages when compared to receiving new content via email. Feed users do not disclose their email address when subscribing and thus are not exposed to spam, viruses, phishing, and identity theft. Also, users don’t have to send an unsubscribe request. They simply remove the feed from their aggregator. Lastly, the feed items are automatically sorted; each feed URL has its own sets of entries, unlike an email inbox where the user must sort the messages.

Icons to have

Add "Share" and/or "Like" functionality for the social media platforms. See ShareThis (www.sharethis.com), AddThis (www.addthis.com), or Shareaholic (https://shareaholic.com). 

Avoid plug-ins and homepage sounds

Stay away from sound files that load automatically on your homepage. Also avoid anything that requires a plug-in or third-party download to work, such as Flash and splash screens. It’s important that your pages load quickly. Otherwise visitors will get edgy and leave.
Add a search function

Make your site searchable with an input box on your homepage that will search your entire site by default. Input boxes should be wide enough for users to see and edit their queries (at least 25-30 characters). Put "Search" next to the box, not in it. Don't offer a feature to "Search the Web."
Google and the other big search companies let you use their search-engine technology in exchange for placing the company logo on your pages and linking to their website. But you can also get a clean search feature from other software companies for a fee.
Cognitive walkthrough with others

The cognitive walkthrough method is a usability inspection method used to identify usability issues in an interactive system, focusing on how easy it is for new users to accomplish tasks with the system. The walkthrough will often identify many more problems than you would find with a single, unique user in a single test session. This method generates results quickly at a low cost, especially when compared to usability testing, as well as the ability to apply the method early in the design phases before coding even begins.

Start with a task analysis that specifies the sequence of steps or actions required by a user to accomplish a task and how the system responds to these actions. Walk through the steps with others, asking set of questions at each step and gathering data on potential issues that need addressing. Typically four questions are asked at each step: 

· Will the user try to achieve the effect that the subtask has? (Does the user understand that this subtask is needed to reach the user's goal?)

· Will the user notice that the correct action is available? (Is the button visible?)

· Will the user understand that the wanted subtask can be achieved by the action? Perhaps the correct button is visible but the user does not understand the text and will therefore not click on it.

· Does the user get appropriate feedback after attempting the action?

Crowdsource edits to beginning wireframe

Next, crowdsource edits to the wireframe with a Microsoft Word or PowerPoint document where each page of the website is a corresponding Word page or a PowerPoint slide, with the hyperlinks inserted, both to the Internet and to other pages of this mock-up website. 

Advanced wireframes

Higher-fidelity wireframes include more real content, specific typography choices, actual images, and information on image dimensions. Color choices are not included, but different values in color can be represented in grayscale. These types of wireframes are often done with computer software and incorporate Flash animation, and front-end web technologies such as HTML, CSS, and JavaScript.

One challenge with wireframes is depicting expanding panels, hover effects, and carousels.

SEO

To see what a search engine knows

To find out what any search engine already knows about your site, enter “site:yourdomain.org” into its search box. You’ll get back a listing of every page from your site that that search engine has viewed and indexed. You’ll see which of your site’s pages will be visible to the public through that engine.
Keywords

Consider the keywords linked to your organization in a typical search. Keywords in a site’s title and in linked text lead to better results than keywords only in the body text. Put these keywords also in your domain name, page names, titles, headings, and other content. 
80% of online searches are for a keyword phrase, so have plenty of these within your site. Longer phrases bring back fewer results, but the results are more refined.

To optimize your keywords, use the Google Keyword Planner. Enter a keyword, and Google will tell you how many times per month people search for it. See https://adwords.google.com/KeywordPlanner. You can also try www.wordTracker.com.

Search engines cannot read images and animation files, so don’t put important content only within these types of files. 

Importance of links

Search engines track links, so the greater number of links you include on your site, the more likely it is to get picked up by major search engines. Use plain text, and use your keywords in the hyperlinked text, instead of the word, “Links.”
Have a site-map page on your site with text-based links to every interior page, and a link back to the site map. Acceptable map formats: https://support.google.com/webmasters/answer/183668. If you have a blog, link to relevant pages on your site using your keywords.
If you link to another website, invite them to link back to yours. If you then modify your URL, share the revised address with these other sites. Have your web designer create an easily distributable link to your site. You can get lots of traffic just by giving other sites this code. Some of them will post an icon or your logo for the link instead of a text link. 
Aim to have a reciprocal link with these sites:
· similar organizations in other regions of the country or world,
· websites that are hubs of information about your industry,
· local organizations or corporations with whom you work on a regular basis,
· media outlets such as local newspapers that offer links on their sites, and
· friends and fans who have connected with you through social media and blogs.
Lastly, have a link to your site in all articles about you and in all emails you send. 

Page titles

Every page of your website should have a title unique to that page. Begin with an information-carrying word, usually your organization’s name, and keep the description to 64 characters. Do not include the top-level domain name, such as ".com," unless it is actually part of the company name, such as "Amazon.com.” Also for your homepage, do not include "homepage" in the title, which adds verbiage without value.

Page descriptions

Search engines also look for a unique “description” meta tag on every page and sometimes include it in their search results. For this description you can use up to 250 characters. Include your organization’s name along with your keywords spread out through this description.
Page tags

Search engines also rely on “meta tags,” special coding in the HTML language to decipher what each page is about. Fortunately, if you are using a content-management system (CMS) program, it will automatically add the appropriate meta tags to each page.

Avoid unsavory SEO tactics

Unsavory SEO tactics can result in serious penalties from search engines like Google.

1. Don't include an active link to the homepage on the homepage.

2. Don't use made-up words for category navigation choices.
3. Don’t paste a long list of keywords in a hidden color at the bottom of your website.

Optimizing any one webpage

· Plain text: Check to ensure that important information is not only in images or graphics files. This includes key facts and identity details.
· Keywords: List ten to twelve keywords and keyword phrases that apply to the page.
· Page title: Define a unique name for this page and put that name into a page-title meta tag.
· Description tags: Put your keyword list into the description meta tag, along with any other language that you want the search engines to use when describing the page.
· Links: Add links to resources mentioned in the page or to other content available on your site, and make sure the links on this page are described so that readers want to follow them. Include keywords in the link names if possible.
· Site map: If appropriate, add this page to the site map.

Testing Google’s crawls

Fetch as Google

Fetch as Google lets you test how Google crawls or renders a URL on your site. You can use it to see whether Googlebot can access a page on your site, how it renders the page, and whether any page resources (such as images or scripts) are blocked to Googlebot. Fetch as Googlel simulates a crawl and render execution as done in Google's normal crawling and rendering process, and is useful for debugging crawl issues on your site. https://www.google.com/webmasters/tools/googlebot-fetch 
Google’s Sitemaps report

Use the Sitemaps report to see which sitemaps were processed for your site, any processing errors, or to submit a new sitemap for your site. Sitemaps help Google discover the right content on your site, and to improve content tracking and error reporting. https://www.google.com/webmasters/tools/sitemaps 
More SEO tools from Google

www.google.com/webmasters/tools, https://support.google.com/webmasters/answer/7451184 (their SEO reference guide)
Testing

When your site is complete, test it methodically in multiple browsers to make sure links and features work, images load, and that the text correctly displays. Your content at this stage should have been copyedited long ago for the usual typos. 

If you already have a website and are testing a redesign, incorporate data from your traffic logs to inform your criteria. For example, many analytics programs detect and report the computer systems and browsers used by the majority of visitors to your original site. 

Upload the pages to a server that only the testers can see so that it’s shielded from the public. Explain what you want to test, what you'd like to achieve, and how a tester should do the testing, but don’t guide them too closely; you may inadvertently affect the testing outcomes. If your reviewers are working remotely, it’s possible to save screenshots as PDFs, mark those up, and email them back to the right person.

If you have an e-commerce or donation page, have the testers go through this process and note anything that was annoying, difficult, or even mildly confusing.
With the data from testers, you can tell your developer which errors to fix. It’s normal and not a bad reflection on the developer if the site contains some bugs, so developers should include a testing phase in the agreement. Once the testing phase is completed and all bugs reported and corrected, the site is ready to be launched.

What to test on your site 
· homepage load: How long does it take for the site to load? Is that too long?
· homepage clarity: How clear is the homepage message, particularly for strangers?
· homepage effectiveness: Where does each tester go when they arrive at your site?
· images: Make sure all images load on each page.
· links: Make sure all links work and that they take the user to the appropriate page.
· shopping cart function: Test the process from selecting products to fulfilling orders.
· mobile version: Test all above processes on the mobile version.  
· communications: Test message boards and other features that let visitors communicate, both to each other and to you, such as text fields for submitting information such as an email address.

Latency of a website

Latency is the delay in the loading of your website for someone else. The weaker it is, the faster the website loads. Your goal should be to have your entire page load in less than 3 seconds.

Front-end optimization (either manual or automated) alleviates latency by consolidating page objects into bundles. Fewer bundles means fewer trips to the server, so the total latency hit is greatly reduced. For example, a page that starts with 63 objects could see those objects consolidated into 9 resource requests. FEO also lets the browser cache store files and serve them again where relevant, so that the browser doesn’t have to make repeat calls to the server.

Use diverse testers and platforms

You can narrow your tester criteria based on the audience you are targeting rather than the general Internet population, but be careful not be too narrow or you may miss some important issues with your site that can be a barrier for future visitors.
Criteria to consider
· Operating system: PC-compatible or Apple;

· Hardware: laptop, desktop, or mobile;
· Central processing unit (CPU) specs: hard drive memory, RAM, and CPU power;

· Internet connection: broadband, wi-fi, and dial-up; 
· Internet browser: Firefox, Google Chrome, Safari, Internet Explorer and mobile browsers;

· Anti-virus applications;
· Internet proficiency of the tester: beginner, intermediate, or advanced; and

· Other tester demographics: language, location, age, gender, and education. 

Link-check programs

Some HTML design programs have a link-check feature built in, but you can also run your website through a variety of link-checking programs. The downside is that most only search for dead or broken links and won’t necessarily flag links that connect to the wrong place. The upside is that many are available free. You can find many of them by typing “link check” or “Web test tools” into any search engine.

Crowdsource your website testing

See www.usertesting.com, a low-cost usability testing website where you pay per site tester.
Using a QR code to promote your site

Quick Response (QR) codes are two-dimensional bar code images that, when scanned by a smartphone, open a link to your website, send a text message or e-mail, or dial a phone number. To scan a QR code, smartphone owners must download a QR-code reader (browse your app store for a "qr code reader"), and then take a picture of the QR code using the smartphone’s camera. 
These QR-code generator websites offer a free level of services:

www.qrstuff.com 
http://qreateandtrack.com/#price
http://qrinkle.com  

www.kishkee.com/pricing 

https://tagginn.com/sign-up 
www.paperlinks.com/signup.php 
http://uqr.me/pricing-qr-codes 
http://qrcode.kaywa.com/page/pricing 
Some say that QR-code efforts are not getting the desired results. You may want to skip it.
Continuity management
Follow these steps to ensure continuity in case your webmaster suddenly leaves:
· Document the technical details. Write up a handbook that describes enough details about the programs added to your site so that another programmer could step in and manage it.
· Ask your programmer to install standard programs that most programmers know how to run.
· Train a few back-up people. Make sure they know enough about the “guts” of your site to update it or repair it in a crisis.
· If the website is down or important parts are not operational, say so on the homepage.
Non-technical, recurring tasks to expect 
· writing new content,

· taking new photographs,

· adding/updating event information and keeping a calendar up to date, 

· responding to emails from site visitors,

· adding a new page,

· reviewing traffic and site analytic reports, and
· promoting and marketing the website.
Analytics
Integrate your analysis of your website and your analysis of your social-media presence. On a spreadsheet, list as rows the key-performance indicators (KPI) you want to monitor, and list each year’s month as a column. Pick a day of the month to begin and then enter your progress for that month on the same day of every month thereafter. Look at trends, not numbers.

For consistency purposes, use identical content if you compare performance of content that has been placed in different locations. Also use the same statistical software, whether it's Google Analytics or another package, if you are comparing two of your sites. Google Analytics seems to be the best option - www.google.com/analytics, https://en.wikipedia.org/wiki/Google_Analytics, and https://analytics.google.com/analytics/academy/ (free online classes).  
Key performance indicators (KPIs)

Key performance indicators reflect your goals and objectives. They include your conversion rate, your click-through rate, your cost per consumer acquisition, and either the total number or the percentage of the following:

· your outbound posts with a link and the number of outbound posts without a link; 

· replies and retweets to your posts with a link and those without; and 
· inquiries from the community and number of general messages.
Conversion rate

This is the percentage of visitors who complete tangible goals on your website, whether a product purchase or completing a request form. Compare the conversion rate (for the same goal) by traffic source to the average conversion rate across all sources for that goal. The Social Value option in Google Analytics analyzes conversion rate to assess the relative value of links from various social media. 
Click-through rate (CTR)

This is the number of click-throughs to your site from a source divided by the number of visitors (traffic) that arrived at that source. If 40 people view your Facebook stream in one day, for instance, and four click-through to your primary site, the CTR is 10%. 
Cost of customer acquisition (CCA)

The cost of customer acquisition (CCA) refers to the marketing, advertising, support, and other types of expenses required to convert a prospect into a customer or donor. It equals your total marketing cost divided by the number of leads that you get. CCA usually excludes the cost of a sales force (the salary and commissions) or payments to affiliates. The CCA for your new customers is much, much higher than the CCA for retaining your existing ones; thus focus your energies on strengthening existing relationships.
Compare CCA for social media marketing with the average CCA across your entire business. If you garner leads online but close your sales and collect your payments offline, you can frame CCA as the cost of lead acquisition, recognizing that you may need to add costs for staff, collateral, demos, travel, and other items to convert a lead.

Try to keep the total cost of marketing by any method at 6 to l1 percent of your revenues; spend less after you have an established business with word-of-mouth referrals and loyal, repeat customers. Customer acquisition is only part of your total marketing budget; allow for customer retention and branding expenses as well.

Calculate your CCA over six months to a year to smooth out unique events. Alternatively, compute rolling averages to create a better picture of what's going on. To do this, take an average of several months at the beginning of every month while adjusting the start date - January through March, February through April, March through May, and so on.

Superfans

Identify superfans and influential community members. Look at the retweets or analytics from URL shorteners on Twitter or the Insights data in Facebook. Identifying those supporters that are most influential to your community - even if they aren't celebrities - will let you reach out to them ahead of the next campaign to prime them for action and reward them with exclusive or early content that they can then share.

Clickstream analysis

Clickstream analysis tells you where your visitors were on the Internet before they arrived at your website or social-media service (upstream of you) and where they go afterward (downstream). By learning which paths users most frequently take on your site and which routes lead to sales, you can make changes in content, simplify site navigation, and re-route the paths to closing the sale or getting the donation.

To see the URLs in the upstream for any website for free, go to www.alexa.com/siteinfo#, enter in the website’s URL, and scroll down to “Upstream sites.” You have to a fee to Alexa.com to see the URLs in the downstream.

To set up a clickstream analysis for sites in Google Analytics, choose Conversions > Goals > Goal Flow. For more info, see http://support.google.com/analytics/bin/answer.py?hl=en&answer=2519989#segments. 

Visual heat map showing users’ clicks 
www.crazyegg.com shows where people click the most on your site with a visual heat map.
A/B tests 
A/B testing is the comparison of a control sample against other samples in which only one element changes. In a scientifically controlled fashion you can use A/B testing to evaluate pages of your website, different emails you send, or different posts or headlines in social media. Here are some helpful websites:

https://support.google.com/analytics/answer/1745147?hl=en&topic=1745207 
http://phpabtest.com
https://github.com/gregdingle/genetify/wiki  
http://20bits.com/article/an-introduction-to-ab-testing 
www.clickz.com/clickz/column/1717234/how-improve-a-b-testing
www.nngroup.com/articles/putting-ab-testing-in-its-place/
www.uxbooth.com/articles/how-to-increase-site-performance-through-ab-split-testing/ 
www.gwotricks.com/2009/02/advanced-ab-experiments.html 
E-commerce analytics

E-commerce software programs usually use Google Analytics. If yours doesn’t, it should have its own version of analytical data. If you sell both online and offline, look for software that tracks and analyzes data from both sources.

Sales metrics a package should offer

· how often customers buy (number of transactions per month), 
· how many new customers you acquire (reach), 
· how much they spend per transaction (yield),
· sales reports by average dollar amount as well as by number of sales,
· sales statistics separated by new and repeat customers, 
· generation of future, personalized offers for very loyal customers,

· CCA (cost of consumer acquisition),
· sales-conversion funnel that traces the path upstream to identify sales from social media,

· sales by SKU (Stock-Keeping Unit) and category, and 
· data that can be exported to a spreadsheet.

Free exit survey for your website

www.iperceptions.com/en/pricing/overview
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