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Class Schedule

Introductions 1:30 ï1:45

Part 1  1:45 ï2:45

Break  2:45 ï3:00

Part 2 3:00 ï4:30
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PART 1 ïTHE BASICS
Web Site Design & Development
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PRELIMINARY NOTES
Part 1
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Web Site Development

¸Multi-Disciplinary Project
ïGraphic Design (New Media)

ïUI Design

ï Fundraising

ïProgram/Mission

ïMarketing

ïPR/Communications

ïSpecialists: Policy, volunteers, events, etc.

ïCopywriter

ï Internet Strategist

ïOrganizational Change

ï IT
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Characteristics

Characteristic Note

Complex Do you repair your own car?

Intermittent Bought a house? Used an agent?

Chaotic Organizational change management

Long Duration Count on appropriate time

Technical Internet, software, programming, etc.

Multi-faceted Creative/Analytical & Strategic/Tactical



Site Development Timeline

Landing 
Page

Å1-2 pages
Å1 template

ÅSingle form

MicroSite

Å5-15 pages

Å2-3 forms

Å1 design 
template

ÅSingle Issue

Small Site

Å25-75 pages

ÅSimple Content 
Strategy

Å2-3 design  
templates

ÅMinimal eCRM
integration

Med Site

Å250-500 pages

ÅSome  
Advanced 
Content Strategy

Å5-7 design 
templates

ÅeCRM
Integration

ÅSome rich media

Large Site

Å1,000+ pages

ÅComplex 
Content Strategy

ÅMany Design 
Templates 

Å3rd Party eCRM
Integration

ÅRich Media

ÅSocial 
Networking
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1 

week 1 

month 3 

months 6 

months 9 

months



Recommendations

¸ Plan for complexity

¸Resource correctly

¸ Allow enough time

¸ Set expectations early

¸ Involve stakeholders

¸Manage stakeholders

¸ Fall back gracefully

¸ Plan for management

Web Site

Strategy

Design

Coding
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Content Migration

¸ In-active Content: Content may be outdated, 

inaccurate or no longer useful. Remove it!

¸ Expensive to Migrate: Finding, exporting, 

massaging, importing and cleaning up content 

is expensive.  Donôt move it unless you really 

need it.

¸Re-arrange Content: The new CMS may 

make it convenient or cost-effective to re-

arrange content.



HOMEPAGE DESIGN
Part 1
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Best Practices

¸ #1 1/3, 1/3, 1/3: 
ï Prominence level distribution

¸ #2 Navigation: Convention dictates ï
ï Horiz at the top

ï Vertical on the left

¸ #3 Search: 20-30% of visitors
ï Above the fold

ï Feature bar

¸ #4 Barrier Questions:
ï Is this the right web site?

ï Who are you? What do you do? How big are you?

ï Can I trust you? Are you credible? Professional?

ï How long has it been since the site was updated?

ï What looks interesting? Whereôs that é?
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Best Practices

¸ #5 Email Signups

ï Organic traffic is important

ï Acquisition campaigns will produce MAJORITY

ï Adjust email signup position accordingly

¸ #6 Rapid-scan friendly layout & design

ï Images, bullets, white space, limited text

¸ #7 Administrative Essentials

ï Name, address, phone

ï Privacy policy

ï Contact us

ï Copyright

¸ #8 50/50 ñMeet in the Middleò Strategy

ï What do my visitors want or need?

ï What do I want to present about my organization
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Best Practices

¸ #9 Ladder of Engagement

ï Source of visitors

ï What is the next logical step in engaging each segment?

ï Adjust email signup position accordingly

¸ #10 Narrow Focus of Homepage

ï Direct traffic to dedicated landing pages ïSEM, DM, Mass, etc.

ï Returning Visitors ïmore control, more personalized, more directed

ï New Visitors ïSpill-over from other channels, organic search, 
partners, etc. 

ï Use web analytics to understand sources of traffic to homepage

ï Evolve marketing, comms, fundraising to narrow role of homepage



TAKE A BREAK
Stretch your legs, meet a neighbor, ask a question é

Tuesday, July 29, 2008Common Knowledge 30



PART 2 - ADVANCED
Web Site Design & Development
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GIVING CENTER
Part 2
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Giving Center

¸Homepage for Donors & Prospects

¸ ~70% of major donors review site before giving

¸ Full range of giving options & info

¸Complemented by direct marketing & other 

channels
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Giving Center - Example
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Giving Center - Example
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Giving Center - Example
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Giving Center - Example
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Giving Center - Example
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Giving Center - Example
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Giving Center - Example
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Giving Center - Example
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Giving Center - Example



HEATMAPS
Part 2
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Priority Zones - Homepage
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Eye Path - Homepage

Start
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Heatmap ïGoogle Search
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More Heatmaps ïF Pattern

About Us Product Search Results
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F Pattern

¸Users first read in a horizontal pattern, usually 

across the upper part of content area.

¸Next, move down a bit and read across again.

¸ Last, users scan the left side in a vertical 

movement.

Sometimes ïE (third horizontal stem)
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F Pattern

Implications:

1. Users will not read your text thoroughly

2. First two paragraphs must state the most 
important info thoroughly

3. Start sub -heads, paragraphs, and bullet 
points with ñinformation-carryingò words
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Registration Page
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Implications for Design

¸ First word in every headline and paragraph has 

much more influence over the response rate 

than any other words in these areas & body

¸Replicate key words in various places on the 

page ïassume 25% read completion rate

¸ Two-column format with key stuff above the 

fold

¸ Bullet points work

¸ Be politely pushy ïadd immediate calls to 

action



CONTENT MERCHANDISING
Part 2

Tuesday, July 29, 2008Common Knowledge 52



Tuesday, July 29, 2008Common Knowledge 53

Content Merchandising

¸Cross-promoting content 

¸ Inducing visitor to see more

¸ Extend site visit duration

¸ Increase awareness, affinity

¸Cultivate better donors, advocates, volunteers
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Example ïContent Merchandising
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Example ïContent Merchandising
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Example ïContent Merchandising
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Example ïContent Merchandising
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Example ïContent Merchandising
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Example ïContent Merchandising
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Campaign Landing Page


