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Introduction

Web sites can be very complex or very simple. When you’re building a
site, you have many decisions to make, all dependent on the needs of

a particular project. This can be overwhelming, but don’t fret — you have
Building Web Sites All-in-One Desk Reference For Dummies to help you. It’s
so comprehensive and so flexible that it will help you in all aspects of Web
design, from the initial planning phases to testing and publishing your
masterpiece.

This book can help you take on the role of project manager, graphic designer,
developer, or multimedia designer, and it has information about interacting
with different specialists on larger or more complex projects. So whether
you’re undertaking your first Web design project or are a veteran taking on a
Web design team, this book is for you.

About This Book

Here are some of the things you can do with this book:

4+ Plan your Web site project.
4+ Assemble and manage a Web team.

4+ Create layouts, graphics, navigation menus, and Web pages from
scratch.

Optimize graphic elements for your Web pages.

Work with HTML and CSS to create and maintain your pages.
Create HTML forms.

Add multimedia content such as Flash movies and video clips.
Integrate e-commerce into your Web site project.

Maintain and promote a Web site.

+ e

Explore server-side and client-side code.
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Foolish Assumptions

Foolish Assumptions

We have, perhaps foolishly, made a few assumptions about our readers. We
expect that you have basic computer skills (either Windows or Mac) and a
basic understanding of how to use a browser and the Internet. The authors
and publisher of this book assume you’re a bright, intelligent person who
wants to learn but doesn’t have the time to read a book from cover to cover.
We assume you'll find the information you need by perusing the index and
then cut to the chase and read that section.

If you don’t have any prior knowledge of HTML, CSS, or graphics software,
that’s okay; we give you the basics here. We do assume that you have more
than a passing interest in Web design. In fact, this book is geared for Web
designers, or anyone with aspirations of becoming a Web designer. If you
don’t have any prior experience with Web design or managing Web site
projects, that’s okay, too. This book starts at the beginning before moving
into more advanced topics.

Conventions Used in This Book

By conventions, we simply mean a set of rules we’ve employed in this book
to present information to you consistently. When you see a term italicized,
look for its definition, which we’ve included so that you know what things
mean in the context of Web site construction. Sometimes, we give you infor-
mation to enter on-screen; in this case, we’ve bolded what you need to type.
We've placed Web site addresses and e-mail addresses in monofont so that
they stand out from regular text. Code appears in its own font, set off from
the rest of the text, like this:

Never mind the furthermore, the plea is self-defense.
When we present complex information with copious amounts of code, we

present examples and then dissect the code. Blocks of code are neatly bun-
dled into a listing, which looks like this:

Listing Intro-1: Everything you wanted to
know about code, but were afraid to ask.

Throughout the book, you'll find icons such as Tips, Warnings, and
Remember. These little tidbits are cold, hard facts we found out the
hard way. We sprinkle this information liberally so you won'’t fall into
the same chuckholes we did, or worse, end up with egg on your face.
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What VYou Don’t Have to Read

We've structured this book modularly — that is, it’s designed so that you can
easily find just the information you need — so you don’t have to read what-
ever doesn’t pertain to your task at hand. We include sidebars here and
there throughout the book that contain interesting information that isn’t nec-
essarily integral to the discussion at hand; feel free to skip over these. You
also don’t have to read the paragraphs next to the Technical Stuff icons,
which parse out uber-techie tidbits (which might or might not be your cup
of tea).

How This Book Is Organized

Building Web Sites All-in-One Desk Reference For Dummies is split into nine
minibooks. You don’t have to read it sequentially, you don’t have to look at
every minibook, you don’t have to review each chapter, and you don’t even
have to read all the sections in any particular chapter. (Of course, you can if
you want to; it’s a good read.) The Table of Contents and the Index can help
you quickly find whatever information you need. In this section, we briefly
describe what each minibook contains.

Book I: Preparations

This minibook covers all the things you need to do before you start actually
creating a Web site. The topics of planning, managing your project, flying
solo on a project, and assembling and managing a Web design team are all
covered here. We've also included information about creating a site that por-
trays the client and her organization in a flattering light while providing visi-
tors with content that keeps them coming back for more.

Book 1I: Site Design

Site design is about the nuts and bolts of how a site works and about making
the visual aspects work within the technical needs — this minibook helps
you make these two worlds come together. In short, if you're looking for
information about creating layouts and planning site structure, implement-
ing appropriate design, and collecting and using feedback, you’ll want to
read this minibook.

Book 111: Site Construction

Book IIl takes you into the hands-on creation of your site. The minibook
begins with an overview of the tools and materials necessary for Web
design; other chapters introduce you to graphics and Web design software
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before delving into the details of preparing a site to go live. Book Il is about
being an architect and designer; Book Il is about being the crew that gets
the job done.

Book IV: Web Graphics

A Web site without graphics is text, which won’t keep a visitor interested for
very long. Book IV begins with a section on finding inspiration. After you’re
inspired, it’s off to the races with information on how to create graphics in
Photoshop and Fireworks.

Book U: Multimedia

Book V shows you how to add multimedia content to your designs. We start
out by showing you how to incorporate Flash elements into your designs. If
your client wants music or other joyful noise on her Web site, read Chapter 2
of this minibook. If it’s full-motion video your client is after, we show you how
to add it in Chapter 3 of this minibook. If your client has copious amounts of
images to display in a short amount of space, check out Chapter 4, where we
show you how to add a tres-cool slide show to a Web site.

Book Vl: Audience Interaction

Web sites come in many flavors. If your client has the need to give and
receive information via the World Wide Web, this minibook is your Rx for
Web interactivity. If your client’s site needs forms, see Chapter 1. In the latter
chapters of this book we also show you how to incorporate additional inter-
activity, such as databases and pages that change depending on the needs of
the visitors. We end this book with an introduction to other forms of inter-
activity, such as blogs, forums, and other such delights.

Book VI1: E-Commerce

If your client wants to take his local, bricks-and-mortar business worldwide,
we show you how to accomplish this feat in Book VII. E-commerce is indeed
complex, but we do our best to simplify it for you. First, we explore basic
concepts such as credit card packages, secure Web sites, and PayPal. Then,
we move on to the technological and legal considerations of an e-commerce
Web site. Last but not least, we show you what you need to consider when
building and maintaining an e-commerce site.

Book VIII: Site Management

If you build it they will come. Not. The only way to get people to flock to a
Web site in droves is to promote it. We begin this book by exploring methods
you can use to promote a site and get it recognized by the search engines. Of
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course, after the site has a steady stream of visitors, you or your client will
need to maintain the site. And if the site really catches on, your client will
probably need you to revise or redesign the site. We show you how to main-
tain and expand a Web site in Chapters 2 and 3 of this minibook.

Book IX: Case Studies

The final minibook of this lofty tome is four chapters of case studies. We
learn a lot by surfing the Net and dissecting what’s good, bad, and downright
ugly about what’s out there. You can too. To give you an idea of what goes
into planning and then creating a site, we explore the needs of four different
clients and the resulting Web sites.

Icons Used in This Book
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For Dummies books are known for those helpful icons that point you in the
direction of really great information. In this section, we briefly describe each
icon used in this book.

The Tip icon points out helpful information that is likely to make your job
easier.

This icon marks an interesting and useful fact — something that you might
want to remember for later use.

The Warning icon highlights lurking danger. With this icon, we’re telling you
to pay attention and proceed with caution.

When you see this icon, you know that there’s techie stuff nearby. If you're
not feeling very techie, you can skip this info.

Where to Go from Here

While the book is written so that more experienced Web designers can skip
around to the parts they need, novice users probably need to start with
Book I, which gives a good foundation of building Web sites, before proceed-
ing to the other books. If you're one of those experienced designers, scour
the index for the material you need and then read those sections.
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Experience is the best teacher. After immersing yourself in those topics you
want to know more about, launch your favorite HTML editor and begin
noodling with designs you’ve previously created, and tweak them, using the
information from this book. And if — like the plumber with leaky faucets —
your personal Web site was designed around the turn of the century, by all
means spiff it up using the techniques we show you.
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“As a wieb/site designer T never thought T’d
say this, but T don’t think your site has
enough bells and whistles.”
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Chapter 1: Planning a Web Project

In This Chapter

v Clarifying your needs
v Defining the scope
v Getting the project started

v Getting comfortable with iterative process

A s with any project, planning and gaining support are crucial to your
success. Web site projects are sometimes deceptive. They look as if
you can just toss one together without too much fuss, but don’t be fooled
by that; you can’t skimp on the planning process. You need assistance
regardless of the size of the project, so make sure you've got everyone
you need on board — including, for example, department managers or IT
personnel. Although the players might be different when looking at fully
inhouse productions as opposed to a collaboration between inhouse and
hired teams (the topic of Chapter 2 of this minibook), the need to research
and plan still exists. It’s easy to get excited when you start a Web project,
but don’t let that get you into trouble later.

Something to keep in mind as you work is that Web projects are iferative. By
that, we mean that a Web project requires many cycles of review and revi-
sion as you move along. You must develop a flow to move through the proj-
ect, and you need a clear vision of the project, too — but don’t get hung up
on working out every single detail beforehand. Being flexible to adjustments
while not deviating from the plan is a difficult but important balancing act.
In this chapter, we lay out the information that will help you stay balanced.

Defining the Audience

You might not realize this, but your Web site has multiple audiences —
internal stakeholders and external Web site visitors — and each set has
its own needs. You must consider everyone when defining your audience
and goals.
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Internal stakeholders

Internal stakeholders are the people who work for the company that has
hired you to create its Web site — managers, public relations people, IT and
marketing professionals, customer service reps, sales people, and so on. All
of these people have needs that you must consider when planning and creat-
ing the site.

The best way to gain support is to do a little upfront legwork. As much as
possible, talk to key players; ask them what they want to get out of the Web
site. Doing this helps you make sure that you address their actual needs and
concerns as you prepare to make your formal presentation. It also ensures
that when you make the formal presentation of your project, you can speak
to their needs and anticipate their questions. Web builders commonly make
the mistakes of not letting other people have input and wasting the stake-
holders’ time by presenting information that doesn’t help them decide how
to support your project.

Some helpful questions to ask before you start your project are

What are your expectations for this Web site?

What do you want the results to be and what sort of functionality do
you want?

Do you have an established site or printed materials?

Do you have a corporate brand, logos, and other look-and-feel materials
that need to be incorporated?

Are there people within your organization that will help support the
site? If so, what are their roles?

Do you have a project point person?

If your client does not know what she’s looking for, ask her to go look at
some Web sites. Tell her to look at competitors’ sites and also at sites that
have similar purposes (informational, e<commerce, or whatever). Ask the
client to make a list of things she likes and doesn’t like. Set a time for a
follow-up meeting to discuss what she finds. As you review the sites, ask
her to explain what she likes or dislikes and why. The process of analyzing
these other sites will help you and your client develop a better vision of
what the client needs.

External audience

Oddly, the users of a Web site are often the most overlooked part of the
equation. Getting caught up in all the other details of planning and deciding
how the site will support the goals of the organization can easily take you
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away from considering the real needs of your external audience. Often, the
visitors are referred to as a target audience and are described in very broad
terms. Unfortunately, the discussion of a target audience is generally a short
one and not very detailed.

As a Web site project manager/designer, though, you must be careful to dig a
little deeper into what kinds of people are in the target audience and what
they want; otherwise, the site will try to be everything to everybody instead
of being just what it needs to be for that audience. Luckily, certain tech-
niques can help you avoid the common pitfalls of designing for your users —
profiles. Profiles (also known as personas) are detailed descriptions of your
users as individual people. While you're developing your content and design,
you might forget that your users are individual people. Generalizing your
audience makes it much harder to deliver truly helpful and engaging con-
tent. Profiles help you think about your users’ needs.

Here are some easy steps to help you create a profile:
1. Start with a general target audience description and then imagine one
of those people standing out in the crowd.

What does that person look like?

2. Create a detailed description of that individual, even giving the
person a name or using photos that fit the description to help you
envision this person.

3. Choose several more individuals from that target audience crowd.

If your site is servicing multiple crowds, create several profiles for each
crowd. For instance, if you're making a site that helps kids with home-
work, you need to think of a group of teachers, a group of parents, and a
group of kids.

Lo

Select just a couple individuals to be representatives for the whole
group.

Starting with several individuals and then narrowing it down to only a
few gives you more information at first, which you can focus on later. If
you’ve really thought about your individuals, you should start to notice
patterns that can help you focus on what their needs really are.

After you have the profiles in hand, develop a list of how to meet the needs
of those individuals. Try to come up with specific ideas of how you will meet
their needs. For example, if you're building an e-commerce site for people
who are not so technologically savvy, you need a plan for how to help them
use your site. You could plan to include an online tutorial and informational
minisite that explains to them the process and addresses the concerns they
may have. Consider a glossary or other materials that would help your users
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learn about e-commerce. Doing so can help customers feel more confident
about doing business with the company.

Paying careful attention to your users helps you create a site that delivers
what they need and expect. You should be able to develop a good idea of
what works well for them. Doing this upfront work helps you decide every-
thing from look and feel to voice and functionality. Making sure your site is
what your visitors need and want helps your site be a success.

Setting Goals

Each Web site needs a purpose. Even if you're designing a small site about
your hobby, you need to have a reason for building the site. You also need to
decide what you will use to measure the success of the site. People often talk
about a “successful” Web site, but what does that really mean? Is the goal to
raise awareness or to increase sales? Is the purpose to cut down on cus-
tomer service calls or to obtain a large volume of traffic? If a site doesn’t
have a goal or a definition of success, it becomes impossible to develop or
maintain it. You determine these goals in part by talking with the internal
stakeholders of the site (what are their expectations?) and also by determin-
ing what it is that the external audience needs. (We discuss these two groups
in the preceding section.)

Usually, a site has more than one goal, so make a list and prioritize them.
You have to decide what goals and features are must-haves and what are
simply nice to have. Concentrate your efforts on the must-haves first and
create a game plan for future development to add the nice-to-have stuff. The
great thing about Web sites is that if you plan them well, adding things can
be fairly simple.

Another important reason to have goals is that it helps you set project mile-
stones. These milestones are short-range goals that help you measure the
progress of your project and keep everyone on track. When working for a
client, having milestones is important because it enables the client to sign
off on the progress, showing approval of the work to that point. If the client
does not approve of the work, you need to get specific feedback about what
the concerns are, refer to the original plans for the site, and determine
whether the requests fit within the scope of the project. If they do, make the
changes and then request a review/sign-off of those changes. This process
ensures that there is no confusion about whether a client approves of the
work and that the client agrees that the product has been delivered as
expected. For more about checking your progress at milestones, see the
“Revising Your Original Plans — Using Feedback to Improve” section, later
in this chapter.
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Creating a Scope Document

A\

Define your Web projects in terms of what features and content you intend
to include. Having a general idea of what the site will include is not enough
because everyone has their own vision of that. A well-run project needs
good communication right from the start. The success of a project depends
on everyone agreeing on what the project includes. This project definition —
or scope — should be written out in a scope document and distributed to all
members of the team. Any changes to the scope of the project need to be
recorded as changes to the scope document and then redistributed to team
members.

Creating the scope document involves defining what the project is, but
don’t forget to also define what a project is not. If the site will include Flash
but not video, the scope document needs to say so. Define each element
clearly. Simply including “Flash element,” for example, in a list in the scope
document is not enough. With each element, spell out what the project func-
tionality is and is not in very definite terms. So, to properly reflect the “Flash
element” in your document, you must be specific, like this: “Flash document
to include animated bulleted list as provided by client and supporting graph
from client’s PowerPoint presentation. This Flash element will not include
audio or video.” By being specific, you protect yourself and your client from
being unpleasantly surprised when you produce the Flash piece.

All projects suffer to some degree from something called scope creep, which
happens when people start throwing in little extras that weren’t part of the
original scope. Keep these things to a minimum. If you need to revise a por-
tion of a project in any substantial way, make sure you amend the original
scope document, adjust the timelines as necessary, and then get all the key
players to sign off. Failing to rein in scope creep can kill your project.

Preparing to Get Started

Your preparation doesn’t have to be a giant project. Smaller or less-complicated
sites require just a little time — you can accomplish a lot with a couple of
hours, a cup of coffee, and a pad of paper. Just sit down and start focusing
on the details of the project, such as defining your purpose, coming up with
specific ideas, considering budget and timeline, and so on. Of course, you’ll
need more time and more people on the team if you're planning a large or
complicated project — so make that a whole pot of coffee (and maybe some
donuts, too).
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Defining why you're doing the project

This might sound obvious, but you should define why you’re going to build
or redesign a site in the first place. Companies commonly start a Web proj-
ect because their colleagues or competitors have Web sites. While “keeping
up with the other guy” is a reason, it can’t be the only reason. Without a
strong message or clear direction, your site can end up being a bland imita-
tion of other sites, and that is usually counter-productive. A Web site can be
a great tool for an organization if you focus on why you’re building it and
what can make your site better than everyone else’s.

Brainstorming and evaluating your ideas

As with any type of a project, the first thing you can do after you have some
basic information about the needs of your internal stakeholders and external
audience is have a brainstorming session. Do this alone or with the core
team so that you can get the ideas flowing with minimal complications. You
can (and in many cases, should) have additional brainstorming sessions
with the team later. The important thing at this point is to write down every-
thing that pops to mind.

After you have had your brainstorming session, it’s time to consider the
ideas from that session in a more practical way. Compare what you have
with your defined goals and reasons and start discarding things that just
don’t fit. Again, this part of the Web project is similar to many other types of
projects. Web project managers can easily fall into the trap of thinking that
because it’s a Web project, all the work will be done on a computer, and old-
school techniques don’t apply — resist the urge to fall into that trap. Getting
away from the computer and technology can help you focus on the purpose
of your project and the content you plan to deliver without the distraction of
the computer and technology.

Looking at budget and timelines

Even an inhouse project has a budget and a timeline. These things can
change during the course of a project: Sometimes, deadlines cannot be met
or need to be pushed forward. But remember that time and money, as in any
project, are tied together.

As you work on your first Web projects, you’ll probably find that budgeting
time and money is difficult. Projects usually are more complicated than they
seem; even small projects need input from multiple individuals, and those
individuals will need to agree and collaborate. While we can’t give you a
magic formula for calculating how these changes and collaborations will
impact your project, keep in mind the following guidelines when you’re
planning the budget and deadlines:
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4 Clearly establish deadlines up front, specifying what elements team
members will deliver on those deadlines and what resources team
members will need from stakeholders for the project to continue on
track. Include information about what will happen if stakeholders or
clients delay the project. When a client is responsible for delivering
materials, such as photos or text, and he doesn’t get it to you on time,
you cannot proceed. It’s standard practice to add the number of days
the materials were late to the timeline. If clients are two days late with
text, the deadline pushes out two days.

4+ Whether you are working as a freelance Web designer or as part of an
internal team, put everything in writing. This way, you avoid the he said/
she said scenario that only causes frustration and is counterproductive.

4+ Use a rush fee. This is extra money that you charge if the client wants
you to deliver the project faster than originally agreed. You can also use a
rush fee when a client asks for a project on extremely short notice — for
example, a client calls and asks you to create a minisite in only two days.

Considering collaborations

As you complete your own planning, consider the possible reactions to what
you’re planning to do. There might be some opposition from individuals who
don’t think a Web site is a good thing. On the other hand, some overly enthu-
siastic people might want to pitch in and help. Try to think about the people
who will be impacted by the project and be prepared to address concerns,
using all the information you’ve gathered to this point. Thinking of how (or
if) you’ll collaborate with those who want to help is a good idea, which can
help you with the next steps — selling the idea and having a meeting to offi-
cially get things rolling.

the Idea

Whether you work in a large, corporate environment or you're a freelancer/
design firm, you need to sell your plan to the stakeholders. Remember, sell-
ing is not a dirty word. You're not trying to get people to agree to buy some-
thing they don’t need. In fact, if you've done your preplanning, your project
will actually help them solve problems.

Be prepared to address the stakeholders’ concerns as you point out how
your plans will solve problems for them, and don’t forget to discuss the neg-
ative points or other impact your project might have. You can gain respect
and important feedback if you show that you're open to discussion and
knowledgeable enough to know that the project is not all about fun and
glamour.
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In short, present your idea, answer their questions — be prepared for their
concerns.

Holding a Kick-Off Meeting

Another form of selling the idea, the kick-off, is a meeting to get all the
hands-on people involved. The main purpose for this meeting is to explain
the project and set expectations among the members of the team and give
them copies of the scope document so they can review and understand
fully what is expected. In addition to that, open up a discussion among team
members, giving them an opportunity for sharing ideas and honing the plan.

When presenting your idea and defining the project, ask questions of

your team regarding feasibility and capabilities. Also, be prepared for their
questions — production people and IT folks need details in order to do their
jobs correctly. Don’t confuse their questioning for “being difficult.” Also, try
to understand any issues that are raised. Sometimes, features or functional-
ity are possible but just not practical to create or support, so you might
need to suggest a compromise. Work with your team to come up with the
best solutions.

Make brainstorming ideas a part of the process. Allow everyone to give input
about big-picture concepts on features and functionality. However, when the
actual work begins, respect people’s expertise. Writers should be the ones
responsible for the written content; designers create the designs; and devel-
opers work with the code. It’s great to share ideas, but when members of the
team start doing each other’s jobs, it becomes counterproductive. As a proj-
ect manager, you should establish that collaboration is good, but second-
guessing expertise creates friction and generally hurts the finished project.
Make sure you hire the right people and then define the roles and build a
good environment for teamwork.

The final task for a kick-off meeting is setting the next steps — make sure all
team members understand what they need to do after the meeting. Be clear
about what you expect from each team member and give deadlines. A good
way to start the project off right is to follow up with an e-mail that includes a
summary of the meeting, a list of tasks, and an outline of expectations.

Revising Your Original Plans —
Using Feedback to Improve

As a Web project progresses, it moves through a cycle of review, feedback,
and revision. Each iteration of the project (hopefully) helps the finished
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product be better. Establishing project milestones (which we discuss in the
earlier section, “Setting Goals™) is an important part of the initial planning
phases. The milestones provide points along the way when all stakeholders
can have a look at the site and give feedback about the progress.

Whether formal or informal, usability testing (a process where you let people
play with the site to see what works and what doesn’t) at key milestone
points can provide useful feedback. To conduct a quick, informal usability
test, select some people who are representative of your target audience —
preferably people who are not involved in the project at all — and ask them
to try to use your site; then have them provide feedback about their experi-
ences. Book Ill, Chapters 9 and 10 contain more information about usability
testing and getting feedback.

When you’re asking others to preview the site — whether they’re usability
testers or internal stakeholders — make sure you label place holder text and
graphics clearly and let people know that they are not going to be part of the
finished project. Place holder items do just that in a layout — they hold the
place while finished text and artwork are being created. A large, red, “For
Placement Only” statement across a graphic often helps people stay on
track while they review a project in progress.

Make sure you show your work to stakeholders whenever you've made sig-
nificant progress or hit a project milestone. They need to know that you're
staying on track. Also, keep in mind that some of your stakeholders might
not be able to envision the finished product. When you notice that someone
is getting bogged down on a temporary item — such as a place holder
graphic — thank them for their feedback and then try to redirect their
attention to items you do need feedback on.

Receiving feedback

If you're looking for a particular type of feedback, make sure you ask specific
questions that prompt users to comment on the elements or issues you want
to focus on. In general, it’s not very productive to just send out a link with a
note that says, “What do you think?” You'll get responses like, “Looks good” —
which is great for a final okay before launching a project but is not so good
when you’re midproject and looking for something more solid. In some cases,
you might even want to direct their attention to a particular piece of function-
ality, such as the subnavigation or a new Flash presentation, and ask them to
comment specifically about just that piece. Here are some tips that can help
you get the information you need:

4+ Don’t ask for general feedback unless that’s what you really want. The
best way to get a group of random comments and personal opinions like,
“I'like it” is to just send a link without any explanation, or with a vague
explanation like, “Check this out.”

Book |
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4+ Make sure you ask for specific feedback from individuals based on
their expertise. Any Web project involves many details and many differ-
ent disciplines working together. Make sure you have experts to help
keep you on track. In other words, it’s best to ask writers to help you
proofread your content; designers can make sure your colors are work-
ing for you. Rely on experts you trust for detailed feedback on details
specific to what they know.

4+ Never assume that a person has nothing useful to contribute. While
the finer details should be picked over by an expert, a fresh set of eyes
is very helpful when looking at the project as a whole. Remember, your
actual visitors don’t have inside knowledge or expertise and will also
be looking at your site from a fresh perspective. For example, I've even
gotten great feedback from an 8-year-old child about some icons that
weren’t working — you never know who will have a useful tip.

4+ Include a list of what is new since the last time you sent out a link for
review. It’s not polite or productive to expect people to play compare
and contrast to figure out what you’'ve been up to. Keep in mind that
most of your usability testers and sources of feedback are trying to look
at your project and comment on it between working on their own proj-
ects. They won'’t take the time to help you if you don’t take the time to
direct their attention to the important issues.

4+ Make sure you don’t ask for feedback if you’re unable to use it. If you
know that you're locked into a particular piece of functionality or pres-
entation, don’t ask people to comment on whether it should be there. It
wastes their time, and they might not want to help you the next time. Let
people know up front about situations that are beyond your control. For
instance, if you must display a particular logo in a specific place, include
that information in your note requesting feedback.

4+ Ask open-ended questions. Try to come up with questions that will
make people interact with your site and really think about what they are
experiencing. You need to get honest input from people even if it’s not a
bunch of compliments. If you collect useful information and act on it,
you will get plenty of compliments when you launch a great Web site.

4+ Thank them for their input. Make sure you thank them for their time —
you’ll need to call on them again as your project progresses. Keep them
interested in helping you. It’s easy to forget this little detail when you’re
wrapped up in your project, but people want to know that their time was
well spent. Make sure you send out a follow-up after you've collected
feedback, including a summary of the feedback and what you intend to
do as a result of the comments given.

Giving feedback

Giving feedback can be trickier than getting it, so follow these pointers that
can help you give feedback without stepping on any toes:
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4+ Take your time. When you’re evaluating a project to give feedback, take Book I
your time and look at the site. Your feedback isn’t helpful if you immedi- Chapter 1
ately start reacting without taking a few moments to look at it and con-
sider what you’re going to say.

4+ Stay polite, and don’t get personal in a negative way. It might sound
strange, but being polite goes a long way when giving feedback. People
often forget that someone has put a lot of time and effort into her work,
and no one likes to be criticized. Make sure that when you give feedback,
you take that into consideration. Blurting out comments shuts down
communications pretty quickly. Ultimately, it’s the project that suffers
for it.

103loid
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4+ Balance positive and negative comments. Launching into a laundry list
of everything that is wrong with the site is a bad idea. Remember, a
human being did the work — not a machine. The best way to have your
suggestions ignored is to sound like you're launching a nitpicky attack.
Try to balance your negative comments with positive ones. For instance,
instead of saying, “I don’t like where the logo is, it’s crunched up in the
corner,” try, “I see that you've put a lot of work into this. It’s looking good,
but I think I'd like to see the logo with a little more space around it. It
seems a bit crowded.” The second approach takes a few seconds longer
but helps build and maintain a good working relationship. Web projects
take a long time and can be difficult and frustrating. To avoid creating
problems, take a few moments to consider delivery of comments.

4+ If something doesn’t look right, ask questions. Web sites go through
a lot of changes throughout the process. If you think something looks
wrong, ask what is going on. Sometimes, there is a good explanation for
why something looks strange. For example, if the logo is missing, don’t
just say, “The logo is missing.” Instead, try something like, “I noticed the
logo is missing, why is that?” It could be an oversight; it could be that a
new logo is being developed. Again, delivery of critical comments makes
the difference between a healthy collaboration and a confrontation.

4+ Keep your feedback mostly objective. Remember that the project is
not your personal, artistic statement. If you don’t like the color but the
colors have already been decided, accept the decision and move on to
other issues. It’s okay to have some personal reactions to the site and
comment on them, but don’t be offended if you're overruled. Everyone
has something to contribute, but not every idea can be included — or
the site will look like a crazy quilt!

4+ When giving feedback on an interactive piece — be specific! It’s not
helpful to look at the functionality of a piece and respond to the devel-
opers with, “It’s broken.” Designers and developers that are working on
interactive pieces need specific information about what went wrong.
They need to know what you did (for example, “I clicked the Shop Now
button”), what you expected to have happen (“I thought it would take
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me to the shopping cart page”), and what actually happened (“I got a
page that said, ‘404 error — Page Not Found’”). This tells the developer
or designer exactly what to look at. “It’s broken” doesn’t tell them any-
thing. If you encounter an error message or error code, tell the designer/
developer what it is, specifically, and what action you took right before

it occurred. The more information you give, the better. If you don’t give
specific information up front, you can count on playing a game of 50
questions later as designers and developers try to wrestle the details
from you.

Preparing to Redesign an Existing Site
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Most of the preparations that you need to do for a new site also apply to an
existing site. Some differences that you should take into consideration as
you prepare to redesign a site include these:

4+ Evaluate your current Web site. The first task is to look at the current

site and evaluate how well it aligns with your needs. Look at the content,
functionality, and look and feel as separate elements. Take each aspect
of your site into consideration — technologies used, coding techniques,
site structure, colors, style of writing, and so on. List them all and rate
them based on whether they can be used on the new site.

Have experts look at what you have. Large or complex sites need to be
evaluated by selected experts or consultants. In particular, coding and
technologies need to be evaluated to make sure that you don’t reuse old,
outdated technologies instead of using a redesign as an opportunity to
make important upgrades.

Don’t get caught up in the “newer is always better” line of thinking
because it isn’t. You know the old saying — “If it isn’t broken, don’t fix
it.” Sometimes that’s the best course to take. Make sure you weigh the
pros and cons of keeping or replacing code carefully before you dive
into a big project.

Include all stakeholders in the initial evaluation process. This can help
you verify that the information on your site is current and accurate. A
site redesign is a good opportunity to involve all interested parties in
looking at and updating materials that have been posted for a while. It’s
common for certain types of information to be posted to a site and then
forgotten. Be sure to look at contact information and directions pages —
they often harbor out-of-date information.

Check the front-end code. Look at the code that handles the display of
your interface — HTML and Cascading Style Sheets (if your site has
them). These technologies have undergone many rapid changes over
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the past few years, and many sites could benefit from recoding the
pages. Book Ill, Chapters 2 and 3 have information about current HTML
and CSS coding.

Gather the data and make decisions. When the analysis and evaluation
is done and you've collected all the feedback from interested parties and
content owners (people responsible for the content of part or all of a
site), it’s time to start the planning process. Compare what you currently
have with what you need your site to be and decide what parts of the
current site can be used as is, repurposed and used, and what needs to
be thrown out. As you're deciding what to do, keep in mind that it’s
often better to put a little more effort into recoding or reworking an
existing item than it is to roll a cumbersome or badly developed piece

of functionality into a new site. One of your project goals is to make the
site more efficient than it currently is. With the analysis in hand, you're
ready to start working on meeting with stakeholders and your team to
plan your approach.

Book |
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Chapter 2: Build a Web
Team or Go It Alone

In This Chapter

v Evaluating what you need to do it yourself
+* Knowing who can help

v Giving the reins to the client

mb design projects require a blend of skills. The unique blend of cre-
ative and technological requirements means that an aspect of Web

design and development draws on skills you've used in other positions — or
on skills you don’t necessarily consider your strengths. The most effective
Web professionals are those who know how to leverage their own personal
skills and talents and find others who can fill in any skill gaps. Specializing in
what you’re good at and aligning yourself with others who share your work
philosophies enables you to build long-term relationships with those who
can work with you to get the job done — whether you go it alone or are part
of a team. This chapter covers both scenarios to help you decide which
route is the best for you.

Flying Solo: Skills You Need to Go It Alone

You need many skills to single-handedly undertake a Web design project.
Some of these skills are tangible — you must know some HTML and CSS

and how to effectively use Photoshop and other graphics programs — while
others are intangible — you must be able to provide good service while
managing the project and your time and keeping the budget under control.
This section lists and describes some of the necessary skills you need to fly
solo on a Web-design project.

Managing the project

If you're doing most or all of the work yourself, you must be able to work on
several aspects of the project simultaneously — which calls to task your
project, time, and money-management skills — in addition to communicat-
ing all of that to your client. You can make these tasks easier by
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4+ Keeping notes. Get a notebook and write down what you've done, why
you have done it, and what you’ll do next.

4+ Making a special e-mail folder for project-related e-mails. If you can,
set up your e-mail to direct all mail pertaining to the project to that
folder. (Many e-mail programs, including Microsoft Outlook, Entourage,
and Lotus Notes, have this capability.)

4+ Drawing up a budget. Your budget should include your fees for doing
the work (Hourly Rate x Time = Cost of Work), fees for any contractors
you hire, and also fees for project management. You should also include
fees for extra services — such as image scanning or writing content — if
you want to make those available to the client. Another possible thing to
add is special software or equipment. If your client requires that you buy
something, build the cost of it into the budget.

4+ Establishing a timeline. Clients often don’t understand the amount of
work and time a Web project requires — they just know that you make
it look simple and easy. The process of developing a quality site is not
quick, but creating a to-do list for each week (or day) and also marking
deadlines on a calendar helps you track what you need to do and when.

4+ Devising a troubleshooting plan. Technological issues are inevitable.
For instance, multimedia elements sometimes don’t download fast
enough, certain functions don’t work as expected, or layouts have CSS
issues. These sorts of problems can take some time to troubleshoot and
fix. Your plan for the troubleshooting process should include staying
task oriented and not participating in finger-pointing. During trouble-
shooting, work with the server administrators and others that are
involved with the project to find a solution. Communicate with your
client; explain the problem and what you’re doing to fix it. Stay calm and
confident so that your client feels reassured that you are in control and
dealing fairly with them. If you need to bring in help, tell your client who
you're bringing in and why:.

The bottom line here is that if you don’t figure out how much time you have
to complete the project and how much money is in the budget very early

in the process — and communicate that to your client — you could end up
wasting a lot of time and energy planning a project only to find out that the
client is unrealistic in her expectations.

Serving your customer

Part of a Web project manager’s job is customer service. Providing good cus-
tomer service can help ensure that your clients are happy, and that can help
you build a solid reputation. The following list describes four important
aspects of customer service:
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4 Communicate often and minimize jargon. You must communicate often
about the status of the project so that your client knows what’s going
on. Communicating with clients, however, can be a little awkward —
don’t talk down to them, but also, don’t use a lot of jargon (which can
make a less-than-Web-savvy person feel stupid). Try to ease into the
techno-talk gently unless you’re sure they speak geek too.

4+ Stay professional. Web jobs can be a lot of fun for everyone if they're
well run and everyone has a good attitude. Unfortunately, sometimes
you won’t mesh well with a client. If that happens, you must keep a pro-
fessional attitude, do the work, treat the client with respect, and just
suffer through it. That’s business. However, in rare situations — for
instance, if a client becomes abusive — you might find it impossible to
continue working with that client. In that case, you must decide how to
wrap things up with the client; you can either finish the job or hand it off
to another designer. Either way, you must carefully explain to the client
that they would be better off working with someone else. For those rare
occasions when a working relationship goes sour, be sure that your con-
tract allows you to get out of an abusive situation.

4+ Know when to say no to a project. Accepting every job that comes your
way might seem like a good idea. It isn’t. Some clients don’t have the
money or game plan in place to make it worth your time to work with
them. If you are wasting time on someone who can’t make a commit-
ment, you could be missing out on a client that is ready and able to start
a project. If a client isn’t ready right now, stay in touch with him. He will
appreciate your interest in his project and might just give you the job
when it’s time.

4+ Take only projects that you can execute well. Your portfolio and repu-
tation are important. Delivering a good product is a great thing, and your
client will recommend you to their colleagues — that’s free advertising.
Delivering a bad product can have the opposite effect — you might lose
that client and anyone who asks them for advice on hiring a Web designer.
This doesn’t mean that you should never take a project unless you can
do every part of it. If a project has some components you can’t do on
your own, call in a specialist — make sure you let the client know you’re
working with a team. The fewer surprises to your client, the better off
you will be.

Dealing with HTML, CSS, and other scripting

Web pages are made of code, so — no matter how you look at it — you can’t
avoid code. Luckily, basic Web code — HTML and CSS — is fairly easy to
learn. It might seem complicated at first, but with practice and patience,
you’ll be hand-coding pages pretty quickly. Many tools can help you gener-
ate code, but you still have to understand the code because sometimes you
have to roll up your sleeves and get in there.
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4+ Even the most sophisticated software package is still just software and
can make mistakes.

4+ Many advanced techniques will require a deeper understanding of the
underlying code and how it works.

4+ Taking on an existing site to redesign or maintain requires that you know
how to analyze the code that’s there — if you can’t, you might find that
you can’t work with the site.

Book Il covers coding by hand, using Dreamweaver, and techniques to

help you take advantage of both. Figure 1-1 shows an example of HTML code.
The first few times you look at the code, it might seem confusing, but it will
quickly become familiar.
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Using Photoshop, Fireworks, and
other graphics applications

If you're going to do design work, you need some design skills. In addition to
understanding how to use color, fonts, and images to support your content
and how to use layout effectively, you need to know some basics in a variety
of graphics programs, including these three:

4+ Adobe Photoshop CS2/Image Ready: This is a great pair of tools
for doing practically everything you need to do with Web graphics.
Photoshop/Image Ready is the industry standard for working with
graphics. With Photoshop/Image Ready, you can work with photos and



Figure 1-2:
Vector
graphic on
the left
Versus
bitmap
graphic on
the right.
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create supporting graphics (such as banners and buttons) and any other
graphics you need. Image Ready has tools that enhance Photoshop,
such as a tool that helps you create buttons with rollover effects. If you
want to pursue a professional career in design, you need Photoshop
skills. See Book III, Chapter 4 for a brief introduction to the Photoshop
CS2 interface and toolbox.

Fireworks: This is a Web graphics creation tool, and you can also use it
to manipulate photos and create other graphics. Fireworks’ functionality
fits in between Image Ready and Photoshop. In other words, it has simi-
lar functionality to Image Ready with some of Photoshop’s included. Its
strength is in being tightly integrated with Dreamweaver and Flash. (You
can launch Fireworks easily from within either program via a handy
icon.) Fireworks also has great optimization tools and a helpful and
easy-to-use batch processing tool (which is good for resizing a large
number of photos at once, among other things).

Adobe Illustrator/Freehand: In these programs, you can create and edit
vector graphics. A vector graphic is one that is made up of mathematical
information defining points and lines that make up shapes. A discussion
of bitmap versus vector graphics is in Book Ill, Chapter 4. Vectors are
great for building graphics with hard lines — such as logos.

Note: You have to convert vectors into bitmaps to use them on a Web
site. Photoshop and Fireworks are primarily bitmap editing programs;
bitmaps are the choice for photographs. Figure 1-2 shows a vector
graphic (on the left) and a bitmap graphic side by side. Notice the
jagged edges created by pixilation in the bitmap.
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Information about how to create, use, and prepare graphics for use on a site
is included in Book IV.

Developing content

Good Web writing skills are essential to a successful Web site because a
site without good content isn’t useful to anyone. Whoever creates the site’s
content — whether it is you or a partner — must understand how people
use Web sites and why they go to the site in the first place.

Good writing skills also come in handy when you’re preparing presentations
and proposals. Almost all projects require some degree of writing skill for
preparing contracts, proposals, scope documents, and other communica-
tions. Short paragraphs and bullet points help readers find what they need
quickly.

Considering basic computer and Internet skills

Not that we want to state the obvious, but you need some computer skills if
you are going to design Web sites.

4+ Word processing: Whether you’re using Microsoft Office or AppleWorks,
the ability to prepare documents efficiently ensures that you can pre-
pare contracts and proposals and keep track of the business side of
things.

4+ E-mail/IM (instant messaging): Communicating with clients is important
for your success. With e-mail and instant messenger, staying in contact
with clients has never been easier.

4+ Browsers: Having some familiarity with and testing your site on the pop-
ular Web browsers (Internet Explorer, Safari, and Firefox) ensures that
the site will work no matter how visitors are viewing it.

4+ Windows/Macintosh platforms: Developing skills on both Macintosh
and Windows computers broadens your range and eases testing of your
Web pages on both platforms. Professional Web designers work to make
their sites function under a wide range of conditions. Book Il has more
details about things you need to look for and how to deal with platform
issues.

Incorporating multimedia in your project

If you're planning to work with Flash, audio, or video, you’ll need some multi-
media skills. You have a choice of many types of multimedia, and what you
use depends on what you're trying to accomplish. Book V has information
about technologies and techniques for using multimedia elements in your
project.
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Handling a solo project
If you decide to take on a project by yourself, here’s a brief list that can help
keep you on the right track:

4+ Prioritize your tasks and develop a workflow. Some parts of the project
are more enjoyable than others, but you still have to complete all of
them. After you've done a few projects, you start to develop a workflow
that enables you to work effectively through all the parts of the project
(even the ones that aren’t as enjoyable). Prioritizing your tasks (based
on what needs done when) and breaking up creative and analytical tasks
(so you don’t burn out on one aspect of the project) can help you meet
your deadlines.

4+ Establish a workflow with your client. Do this at the beginning of
the project. Working with one contact person can help reduce
misunderstandings.

4+ Notify your client of personnel changes. If you find it necessary to
bring in some help, make sure you let the client know.

4+ Treat your home office like a “real” office. If you're freelancing from
your home, make sure you have a good workspace with all the equip-
ment you need. Treat it like a regular job. Make regular hours for your-
self. It’s also a good idea to save some days strictly for production and
others for meeting days.

4+ Network and market yourself. You'll need to build time into your sched-
ule to look for your next project. When you’re writing proposals and dis-
cussing projects with clients, don’t forget to build “lost” days into the
timeline. Lost days are those spent going to meetings or other events.
If you know that you’ll need 40 hours to complete a job, don’t tell the
client that you’ll have it in five business days. You won’t have it done.
The 40 hours is the time that you’ll spend on their project specifically —
but you’ll have other tasks that take up your time. The “40-hour-job”
can be more like a month-long project.

Hiring Members of the Team

You might choose to hire some help with your projects for many different rea-
sons. Some projects might have components that you don’t have time to com-
plete yourself. The client might need things that are beyond the scope of your
capabilities. It’s more common that you’ll be good at some aspects of the work
and not so good at others. For instance, you might find that you're excellent at
developing code, but colors and design issues mystify you. Individuals who
are great at everything aren’t the norm. Even if you're one of those who can do
it all, it’s often more cost- and time-effective to work with a team.
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Hiving Members of the Team

An effective way of working is to establish relationships with individuals or
companies that provide the services you need. After you find people you can
work with, you can quickly build project teams that are tailored to the needs
of your client. Your “regulars” can develop a smooth workflow. You will also
expand the size and scope of projects you take on.

Note: Job titles in the Web-design industry vary greatly and even overlap.
For instance, a Web/New Media designer and Project Manager might both be
dubbed the Producer. When interviewing people, ask them what their actual
experience is over what their job title is. You might also want to ask them
whether they've worked on teams before and if they like the team environ-
ment. Assembling people who are team players helps ensure that the team
will collaborate.

Project manager

A project manager for a Web project — like the project manager for any
project — keeps everyone on the same path and makes sure issues are dealt
with as quickly and smoothly as possible. The project manager should be
organized and detail oriented enough to responsibly do the following: make
sure members of the team are hitting deadlines, keep track of hours spent on
the project, and inform team members of situations that might affect them.

A Web project manager needs to know about the workflow and time traps
that can accompany the type of project you're planning. Experience working
with creative individuals is also important because a project manager must
understand each individual’s needs concerning workflow and how materials
are to be delivered (both to and from team members). The project manager
also has to estimate the time needed to complete different types of projects.
Familiarity with industry standards and terms can help the project manager
when dealing with professional designers. In some environments, the Web
project manager is sometimes referred to as a producer.

Web designer/new media designer

A true Web designer knows how to hand code HTML and CSS and might
know some other scripting technologies, like JavaScript. Web designers are
responsible for the visual design of the interface, creation of graphics, and
optimization (resizing and compressing them for Web use) of photos. (Book
II, Chapter 7 has more information about optimizing graphics.) Web design-
ers are also responsible for coding the pages, HTML, and CSS development.

Watch out for Web designers that “don’t do” code. Web designers that down-
play the importance of strong HTML and CSS skills aren’t really Web design-
ers. They're graphic designers who make graphics that coders can use to
create Web pages. It will save you time, money, and aggravation if you shop
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around for someone who can take care of the whole job, as opposed to
someone who needs other members of the team to complete the tasks of
creating the interfaces.

Web developer/programmer

Web developers and programmers design and create the back-end systems
that make your site do more than just deliver static information. If you need
or want your Web site to interact with your users, you need databases and
the supporting programming to be in place.

As with Web designers, the importance of a good developer is often misun-
derstood. The availability of point-and-click development tools gives some
people the impression that it’s simple and easy to create databases and Web
pages that will work with them. These easy-to-use tools are generally fairly
limited in what they can do. If the site will have a lot of people interacting
with it or if people will be performing complicated functions on the site, you
should hire developers to build your system for you. If you want to add shop-
ping functionality, you’ll need developers that understand how to make a
safe, secure, and easy-to-use site, or users won'’t buy the advertised products.

Content developer/writer

A good content developer or Web writer understands that writing for the
Web is different than writing for other media because visitors interact with
Web sites differently than they do with traditional, printed materials.

When looking for Web writers, you want to hire someone who can deliver
the following:

4+ Easy to understand information: You should look for a writer who can
deliver concise text that has a good tone for the Web. Most successful
Web sites have a more conversational tone.

4+ A good call to action: A good Web writer can get a site’s users to act.
Every site has a goal, but without a good call to action, users might not
perform the tasks you want them to while on the site. A good call to action
is irresistible. A savvy Web writer knows how to craft the content so it
drives people to the pages and actions that you want them to see and do.

4+ Organization: Content developers must understand how to create a flow
of information and leverage the nature of the Web to provide users and
site owners with the best results.

4+ Search engine optimization (SEO): Content developers must know how
to create text and meta tags that enable users to find the site through
search engines. More information about meta tags is in Book IIl, Chapter
2. Book VIII, Chapter 1 covers SEO.

Book |
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Webmaster/host

Hosting is a service usually provided by a third party. Web hosts own and
care for Web servers. A Web server is a computer that has server software
installed and is connected to the Internet. For a fee, the owners of the server,
or host, allow individuals to copy their Web site files to the Web server so
that they’re accessible to everyone with an Internet connection.

In addition to owning servers and renting space, Web hosts take care of the
servers. They might also provide additional software that tracks the number
of visitors your site has. Many Web hosts also offer URL (Web site address —
for example, www . yourname . com) purchasing services. Most Web hosts will
sell a complete package, including space for your site, e-mail, traffic reports
(number of visitors to your site), and URL purchasing.

Other professional help

You should consult with other professionals as you start to work on Web site
projects. Designing Web sites is just like any other business, and it’s impor-
tant to get some help so that everything runs smoothly. We suggest that you
contact the following types of professionals:

4+ Lawyer: If you plan to work for clients, you’ll need a lawyer. Make sure
you hire someone who specializes in technology and creative industries.
A knowledgeable lawyer can prepare contracts that spell out copyrights,
address deliverables and timelines, and make sure everyone gets a fair
deal. You will need someone who is an intellectual property specialist.

A good contract makes sure that everyone understands the scope of the
project, the responsibilities of the parties, and when the project will be
delivered. It also spells out how the fees for services work — whether
it’s an hourly rate or a flat fee, everyone needs to understand and be

in agreement. Also make sure that if the client requests or requires you
to purchase stock photography, extra software, or fonts, that they’re
responsible for the costs.

4+ Accountant: As with any business, you need an accountant. Seek the
advice of an accountant before you start to take in fees or hire others to
work for you. She can advise you how to set up your business so that
everything runs smoothly.

Managing the team

After you've assessed the needs of a project and called in the necessary
team members, it’s a good time to have a kick-off meeting. Chapter 1 of this
minibook covers kick-off meetings and how to run them successfully. In
short, everyone needs to get together and discuss the project, timelines,
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expectations, and next steps. These two steps are particularly important in
keeping the project moving smoothly:

4+ Establish the workflow during the planning phase. This is especially
important if you're working with more than one service provider. Every-
one needs to know how to communicate with one another. Will you be
using instant messenger to stay in touch? Make sure everyone has con-
tact information for each other. Find out what the daily schedules will be
to facilitate communications.

4+ Set up weekly production meetings. To facilitate the meeting, the proj-
ect manager should prepare a job grid (generally just in Excel) of all the
tasks, who is responsible for what, expected delivery dates, status, pri-
ority, and any contingencies. All members of the team should update the
team on their progress, any issues, and next steps. Make sure that you
get good feedback from everyone — statements like, “I'm working on it,”
aren’t really helpful. At the very least, find out when each individual
expects to finish assigned tasks. After the meeting, send out a follow-up
e-mail that outlines what was agreed on. Include a new job grid reflecting
progress and next steps.

Giving feedback that helps

Web projects have a lot of details to be taken care of. Don’t forget to estab-
lish a process of asking for and receiving feedback. The project manager
should inform members of the team that he is going to send materials to
the client for review and await confirmation that everyone is ready for the
client to see the work. If some pieces won’t be ready on time, don’t hold up
a scheduled review. Inform the client about the status as soon as you’re
aware of an issue. Proceed with the scheduled review and be prepared
with adjusted timelines.

Establish a contact person within the client organization and communicate
with that person only. It might sound unfriendly, but it isn’t. Having only one
contact person ensures that there won’t be confusion as multiple people
give feedback. The contact person should be responsible for asking people
in their organization for feedback, getting signoffs (formal acceptance of the
work as complete), obtaining materials that she’s responsible for, and com-
municating with you or your project manager. The project manager is
responsible for communicating with the team, presenting materials to the
client for review, and making sure the project flows smoothly.

For more information about communicating feedback with the team and
feedback (giving and receiving), see Chapter 1 of this minibook.
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Handing Off a Project to a Client

Keeping the team on track

One of the hardest things to control is something called scope creep. This is
what happens when, during the course of a project, someone — a client or
development team — decides to add “little extras” to make the project better.
It is the job of the project manager to keep track of those little extras and
make sure that they don’t add up to a whole bunch of extra functionality
that wasn’t in the original agreement or budget.

If the client asks for things that are outside the scope of the project, you
have two options for moving forward:

4+ Incorporate the extra request into the current plan. In this case, you
have to tell the client that the extra request is beyond the scope of the
agreed project and that amending the current scope document (and
timeline and budget) is necessary.

4+ Discuss the additional functionality as a future project. If the client
agrees to hold off on the new idea for later, you can proceed with the
project as planned. The good news is that you now have a future job
already lined up.

In either case, let the team know about the requests so they can adjust
accordingly.

If your client decides to amend the scope of the current project, you must
prepare a new scope document, timeline, and budget. You and the client
will have to sign and agree to it.

Handing Off a Project to a Client

Whether you complete the whole project on your own or with a team, you
might at some point need to hand off the project to someone else. When
you’re planning a project, you need to think about the ongoing maintenance
of the Web site and either include a maintenance agreement in your proposal
or outline how you’ll hand off the project.

A maintenance agreement should outline how much it will cost to maintain
the site and what services you’ll provide. Clients must know that requesting
large additions to the site will require a new proposal, scope document, and
contract.

If you're planning to hand off the Web site to the client, you and the client
must agree on the following:
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4+ What will you hand off? If you're turning over development materials,
how much and in what format?

The choice of what to do with production graphics is up to you. Some
designers keep their original, editable versions of their graphics. Others
hand over all the files. Whichever you decide, make sure that the client
understands what they’re going to get and how they’ll get it.

Whatever you decide as far as the deliverable materials to the client,
you need to make sure you keep copies for your own records. Burn the
files to discs, collect the site notes, and gather the electronic documents
that you've used (e-mails, word documents, contracts, invoices, and so
on). Put all the materials together and keep them for your records. Some-
times clients that take on a project come back to you for follow-up work.

4+ How much transitional support will you give at hand off? You might
want to offer some training if the client doesn’t have inhouse staff with
skills to maintain the site on her own. Make sure you figure any training
or transitional support work into your budget.

4+ How will you transport the material to the client? It’s standard to
deliver the site itself to the client’s Web server using a method called
FTP, or File Transfer Protocol. This technique is covered in Books III
and IV. Or you might deliver the site files — and other files, too — on a
CD or DVD.

Whatever you decide, make sure you get it all in writing. Make sure that
everyone understands what you’re delivering and how. Consult your lawyer
regarding your copyrights and how to protect against your materials being
used in a way that you don’t intend.
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Chapter 3: Developing the Content

In This Chapter

+ Researching site content
v Defining goals for the site

v Keeping the site relevant

S) you’ve got a client who has signed on the dotted line and wants

you to create a drop-dead gorgeous Web site with all the bells and whis-
tles that the law allows. When you brainstorm with the client and ask him
what he wants on the site, you get an answer like, “You know, the usual.”
Argggggggh. Wrong answer. The problem with many Web sites is that they
don’t have content that’s relevant to what’s out there. So instead of trying to
read the client’s mind and put together a site that will fail and inevitably
taint your reputation as a Web designer, your best course of action is to do
some research with the client to steer him in the right direction. Then, when
he’s developing the text content for the site, you can do what you do best:
Design an aesthetically pleasing site that keeps visitors returning time and
again. In this chapter, we show you how to guide your client in the right
direction.

Knowing What to Put on Your Site

When you go to a bookstore and open a book on cooking, you find recipes
and information on how to prepare them. When your client’s customers visit
her Web site, they expect to find content that relates to the title of the site.
You know, truth in advertising and all that bunk? In most cases, the client is
responsible for the text content. If your client has created content for the
Web, or is experienced in marketing, you're home free. If not, you’ll have to
act as the voice of reason and steer your client in the right direction.

As the Web designer, you're responsible for the look and feel of the site. This
includes elements such as navigation menus; the colors used for the back-
ground, buttons, and text; fonts used for the text; and so on. Your choices
are driven by your personal taste, experience, and your client’s vision.
However, factor in two additional parameters: your client’s intended audi-
ence and competing sites. After all, people don’t expect to find a picture

of a girl in a bikini on the cover of that Bam guy’s cookbook, do they? In the
upcoming sections, we show you how to guide yourself and your client in
the right direction.
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Finding out what your client’s visitors need

During the initial stages of the client/designer relationship, you need to
figure out what your client’s grand vision for the site is. If your client doesn’t
have a grand vision but wants a Web site because everyone else has one,
you might have a problem. If, however, your client does have a viable prod-
uct, service, or cause, there are probably several hundred sites devoted to
the same product, service, or cause. The following list shows some methods
of ascertaining what visitors will require from your client’s site:

4 Visit the Web sites of your client’s fiercest competitors. Imitation is the
sincerest form of flattery. If your client’s competitors have successful
Web sites, explore the sites in depth. Make sure you do your exploration
with the client so she knows what type of material you’ll require from
her to complete your design. Bookmark the sites and refer to them when
creating your design. Of course, creating a blatant copy of the competi-
tor’s site is not good practice. Put your own spin on what you consider
are the most successful elements of the sites you visit.

4+ Find out which elements are considered standard for a Web site in
your client’s industry. For example, all photographers have galleries of
portfolios, and most e-commerce sites have some sort of catalog and
online shopping cart. Savvy Web site visitors expect to see these ele-
ments when they visit sites. If your client’s site doesn’t have these ele-
ments, visitors might go elsewhere for their needs.

4+ Poll existing customers. If your client has an established bricks-and-
mortar business, he has another excellent resource for determining con-
tent for the site. Ask existing customers which Web sites they frequent
that offer services similar to your client’s.

4+ Decide whether the site should be interactive. Many Web site owners
have customers fill out questionnaires, while other Web sites entertain
customers with interactive games or quizzes that relate to the product
or service being offered. Find out if interactive elements are usually
associated with Web sites that sell products or services similar to your
client’s.

4+ Find out what technology your client’s intended audience uses to
access the Internet. All Web site visitors want a fast-loading site, and
this information can help you provide that. Your goal as a Web designer
is to make an attractive, fast-loading site. The definition of fast-loading
varies greatly depending on whether your client’s intended audience
uses dialup modems, DSL modems, or cable modems.

4+ Find out whether visitors of Web sites of businesses similar to your
client’s expect bells and whistles such as Flash movies or PDF docu-
ments. If they do, make sure that your content is backward compatible.
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For example, if you create Flash content that works with only the latest
version of Flash Player, you're potentially alienating a large part of your
client’s potential customers.

4+ Find out whether visitors like to personalize their experience on Web
sites similar to your client’s.
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Dealing with copyright issues

Copyright laws protect creators of original
content — such as writing, art, photographs,
and so on — from people using unauthorized
copies of their work. The copyright laws also
apply to Web designers. When you create a
Web site, you're using content supplied by your
client. If your clientindeed created the text and
images you're using on the site, he owns the
copyright to this material. If, however, you use
material such as photographs and music that
were not created by the client, you must
license the right to use this material as part of
your design. If you've purchased a collection of
clip art or purchased stock images from one of
the stock art houses and your license allows
you to use the image as part of a Web design,
you're covered under the copyright laws.
Notice the caveat we include regarding your
license? That's right. Just because you bought
it, doesn't mean you can use it. Some licenses
are very rigid and allow a limited number of
uses for an item. Many licenses also prohibit
significantly altering clip art.

The best defense here is to read the fine print
before using any item that you've purchased, or
are contemplating purchasing, for use in a Web
design. If you purchase a collection of images
or music for use in your designs, make sure
they are royalty free. If not, you're responsible
for paying royalties to the copyright owner of

the work. Copyright laws also protect logos. If
your client sells a product line and requests
that you use the product logo on the Web site,
make sure this is permissible by the company
who manufactures the product. In most
instances, your client has to agree to certain
terms in order to display the licensed version of
the logo on the Web site. The written word is
also copyrighted. If your client provides you
with verbatim descriptions from a product cat-
alog or another Web site, he might be in viola-
tion of the copyright law. Certain items can be
copied and used under the Fair Use Doctrine.
Even though you’re using material that might be
copyrighted by others, the manner in which the
material on your site is presented is unique and
should be copyrighted by the owner of the site
you're designing.

Another copyright issue is the completed
site. You can copyright the site by adding
the following at the bottom of each page:
Copyright 2007 by your client.
All rights reserved. Inthe end, the
best defense is a good offense, which, in this
case, means that you and the client should
create as much of the content as possible. If
your client presents any material that might be
questionable, strongly suggest that he contact
legal counsel. Attorney's fees are a lot cheaper
than paying for duking it out in court.
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Finding out what your client needs from site visitors

Before you launch your favorite HTML editor, you've got to do your home-

work and find out as much as possible about your client and the type of Web

site she envisions. If you've already designed sites for similar clients, your
knowledge can help guide the client when she’s at a loss for answers. Ask
your client what her goals are for the site. Get your client to go into detail
concerning site goals. Learn as much as you can about her business, and
make sure to take copious notes. The following are a few questions you can
ask your client to clarify her goals:

4+ Does your client want to sell goods to visitors? If so, will the client rely

on the site as an online catalog and have personnel fill orders via phone,

or will the site be a full-blown, e-commerce site on a secure server?

4+ Does your client want to inform visitors? If the client has an estab-
lished bricks-and-mortar business that is profitable, she can use a Web
site to cut down on overhead. For example, instead of giving out cata-
logs, the client can provide product specifications on the Web site —
which eliminates mailing and printing costs. It can also cut down on the
number of personnel needed to staff the phones.

4+ Does your client want a service-oriented site? Clients use service-
oriented sites to answer frequently asked questions from customers,
handle service issues, and so on.

4+ Does your client want repeat visitors? If so, you have to design a site
that gives visitors a reason to return. You also have to tell your client
that the site must be updated frequently in order for visitors to return.

4+ Does your client want to collect contact information to keep visitors
apprised of new information about his products or services?

Does your client want to frequently update the site? If so, negotiate a
separate contract for ongoing updates. If the client wants to update the
site, create the site using templates that have locked areas that the client
can’t edit. If your client updates the site, we strongly advise you to sug-
gest that the client use Adobe Contribute to do that.

Does your client want to maintain ongoing communication with site
visitors?

Tell your client when his goals require technology or design elements that
exceed his budget. If your client insists on using these elements, give him
the price for the additional elements and be prepared to write an addendum
to your contract.
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Reconciling the content with the goals

After you know what visitors expect from sites similar to your client’s and
you know what your client’s goals are, you're ready to create the site. Your
client should provide you with a good deal of the content. In an ideal world,
the client submits all images to you in electronic format, optimized and
ready to pop into your design. However, it’s been our experience that the
client is most likely to send you images that you need to scan and optimize,
or images in electronic format that you need to resize and optimize for the
Web. Your client should also provide text for the site. In the Zen tradition of
less is more, make sure that your client doesn’t go over the top by providing
too much information or by providing information that isn’t relevant to site
visitors. When reviewing text for the site, think like the site visitor and ask
the question, What'’s in it for me? If some of the information doesn’t address
a customer question or need, suggest that your client delete it.

In addition to what your client supplies, you're creating content for the site.
The content that you create should be based on customer needs and your
client’s goals. Based on this information, you might need to add or create the
following to the site:

4+ A secure server and an online shopping cart are necessities if your client
wants to sell merchandise from the site.

4+ Create an online catalog if your client wants to inform visitors about his
goods and services.

4+ Include an e-mail newsletter if one of your client’s goals is to keep cus-
tomers informed.

4+ A blog (a Web log) is an easy way for your client to maintain ongoing
communication with site visitors.

4+ The Web site needs forms and databases if the client wants to collect
contact information from people visiting the site.

4+ Use cookies if customers want to personalize their experience while vis-
iting the site. Cookies are software that is downloaded to the user’s com-
puter. When the visitor next visits the site, the information from the
cookie is recognized by the HTML code.

4+ Use templates in your layout of sections of the site your client wants to
frequently update. Templates save time and trouble. Creating templates
enables you to delegate the work to a less-experienced designer. If the
client wants his staff to update the site, templates are imperative.
Templates prevent inexperienced editors from corrupting navigation
menus and so on. When you create templates, lock out the areas you
don’t want the client or other designers to modify.

Book |
Chapter 3

Juajuo) ayy
buidojanag



42

\\3

Keeping It Fresh: An Ongoing Process

4+ If the client’s staff is going to update the site, design your site so that it
can be edited with Adobe Contribute and include the price of the appli-
cation as part of your Web design fee. Also, make sure to include train-
ing sessions in your contract. Cover additional training and consultation
in a separate contract or separate clause of your Web design contract.

Keeping It Fresh: An Ongoing Process

If you've done your best to create a compelling site for your client, and
you’ve optimized the site 27 ways to Sunday, people will visit the site. But
like anything else, the bloom is off the lily rather quickly. People might watch
a good movie many times, but it’s rare that people visit a Web site with the
same content over and over again. To keep visitors returning, you or your
client have to give visitors a reason to return. If interested visitors know that
the content is updated on a regular basis, they will return.

Assigning content development tasks

If your client decides that he wants the site updated frequently, either you or
your client’s staff is responsible for updating the pages and uploading them
to the server. If your client has contracted you to do the updates, you and
your staff can schedule updates at a convenient time. If your client does the
updates, he can coordinate the task with his staff. If your client’s staff is
doing the updates, make sure you design the site with templates, locking the
areas with which you don’t want the client to tamper. Make sure your client’s
staff has the knowledge and software to update the site without destroying
your hard work. For personnel with little or no Web experience, Adobe
Contribute is an ideal application to update a site.

Keeping the graphics fresh

When people visit your Web site for the first time, it’s a shiny new face. But
like the man in the mirror, the shiny, new face grows old after a while. In this
regard, the graphics on the Web site should be updated on a regular basis.
Anything with the client’s logo, such as the site banner, should not be updated.
After all, you do want some continuity in the site. The graphics you do want
to update are any Flash movies and graphics used for news, information, and
the like. If your client will update the site, get her to supply you with several
images that will be rotated in certain parts of the site — for example, the
home page and the What’s New page, if the client has one. Size the graphics
to fit the spots on the page where they will be displayed, optimize them for
Web viewing, and then return the optimized images to your client. If your
client uses Flash movies on the Web site, create a few alternatives that are
the same size and show your client’s staff how to swap out the movies when
needed.
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Site Content

In This Chapter

v Putting the company in a favorable light
v Offering information

v Developing content

A Web site is a very important thing. At least, it better be. When you’re
hired to create a Web site, you're creating a worldwide presence for
your client. As a Web designer, you do your best to create a site that por-
trays your client’s business or service at its best. But it’s a two-way street.
You can be the best designer in the world, but if your client doesn’t know
what he wants or needs for his Web site, your best design efforts are in vain.
A Web site is all about marketing a company, product, or service. It’s an
extension of the client’s bricks-and-mortar business, if he has one. If not,
the Web site serves as the identity for your client’s business. Your job as a
designer is to work with the client in order to portray his company in the
best possible light. This chapter gives you some information that you can
use to guide your client in the right direction.

Portraying Your Client’s Company

When you develop a Web site for a client, you're presenting your customer’s
professional image for the world to see. Your client might be selling goods
or services or providing information for customers. A Web site works 24/7
and has the potential for drawing a worldwide audience. The organization
portrayed on the Web site might or might not have a bricks-and-mortar loca-
tion in which it does business. Even if it does have a bricks-and-mortar busi-
ness, that won’t matter to an audience whose opinion of the company is
defined by its Web site. Therefore, it is paramount that you paint the best
portrait possible when you create a Web site for a client.

a a a , a
Defining your client’s voice
Your client’s voice encompasses many things: the manner in which your
client does business, your client’s mission, the image your client portrays to



44

Portraying Your Client’s Company

his customers, and so on. When you define your client’s voice through a Web
site, you're answering the question: Do [ want to do business with this com-
pany or individual? In order to gain the trust of Web site visitors, the site
must leave a positive impression. But more than that, the site should be
unique enough to stand out against the client’s competition.

Most of your client’s competitors probably have Web sites. And it’s almost

a given that Web sites within a certain industry will have a common look.
Therefore, the only way you can make your client’s site rise above the com-
petition is to portray your client’s unique assets — the client’s voice, if you
will. When defining the voice of a company, the message you portray on the
Web should be consistent with the client’s other communications, such as
printed ads, television commercials, and audio advertisements. If your client
has a startup company, the Web site helps define the client’s essence. To
define this intangible, you need to brainstorm with your client and consider
the following:

4+ Audience: Who is the client’s intended audience? What’s unique about
your client’s intended audience? How do you portray your client as part
of this clan? What type of message will set your client apart from his
competition, in the eyes of his intended audience?

4+ Mission: What is your client’s intended mission? How does your client
plan to serve the intended audience? When defining the client’s mission,
steer clear of the usual clichés, such as highest quality, superior service,
satisfied customers, and so on. You can reword clichés to make your
client stand out from his competition. In addition to instilling confidence
in your client’s intended audience, his mission statement must portray
his unique core values.

4+ Style: What is your client’s style? [s she an entrepreneur? Where does
the client fall in the broad spectrum of similar businesses? Is she smack-
dab in the middle? Or is she conservative or bold and brash?

4 Customers: How do your client’s customers perceive her? The competi-
tors? Do the answers to these questions match your client’s perception
of herself and her business?

4+ Future goals: Where does your client see herself in five or ten years?
Will the message your client portrays now be viable in five or ten years?

Armed with this information, you and your client can begin making some
decisions about how you’ll portray the company on the Web. While you’re at
it, have the client distill the information into a few paragraphs that describe
the company, its core values, and future vision. You can incorporate this
information into an effective mission statement.
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Developing your client’s look

After you and the client define her voice, it’s time to think of how you’ll
incorporate this with the Web site you create. In essence, you're defining
your client’s look on the Web. The amount of creativity you can employ in
defining your client’s look on the Web depends on whether the client has an
established, bricks-and-mortar business.

If your client has an established bricks-and-mortar business, you’ll have to
create a Web site that has a similar look and feel. The site has to incorporate
the client’s logo and images that are used in corporate brochures and adver-
tising. Your client’s presence on the Web is defined on how well you assimi-
late your client’s bricks-and-mortar look with your Web design. When you’re
designing a Web site for a client who has already established a look, ask
yourself these questions:

4 Does the Web site have the look and feel of the client’s bricks-and-
mortar business? When established customers visit the Web site, the
site should seem like an extension of the client’s bricks-and-mortar busi-
ness. The design should feel right to the client as well as his customers.

4+ Does the design effectively portray the client’s voice? The design you
create needs to portray the client’s manner of doing business, his mis-
sion statement, and his style of doing business. Your design must also
be consistent with the expectations of the client’s current audience and
intended audience.

4+ Can the design be modified to fit the client’s future goals and needs?
If your client’s long-term goals are substantially different than current
goals, you’ll probably end up doing a complete redesign at some point in
the future. However, if your client’s future goals are to grow and increase
customer base with the same or similar product designs, your initial
design has to be flexible enough to incorporate future expansion, such
as the addition of new sections, changes in product lines, and so on.

If you're designing a site for a client that will do business only on the Web,
you have considerably more leeway when developing a client’s look. With the
client’s help, you can establish the client’s Web presence. If the client already
has a logo, you use this as a starting point. The colors in the client’s logo help
define the color palette you use to design the Web site. After deciding on the
color palette, your next step is to assimilate graphics into the design. If the
client is a solopreneur (runs a one-person business) or has a small business,
you can make the business seem larger than life with the creative use of clip
art. If your client is an aggressive businessperson, you can depict your client’s
style of doing business with the creative use of color and fonts. The finished
site must effectively communicate your client’s style of doing business, mis-
sion, and goals to potential customers in the most positive manner. (See Figure
4-1.) This design incorporates the colors from the client’s logo.
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Selling Goods or Services

If you're creating a site that sells goods or services, your goal is to create a
compelling site that piques customer curiosity and instills customer confi-
dence. There are a lot of snake oil salesmen on the Web, and buyers defi-
nitely err on the side of caution. Therefore, it is your job as a designer to
instill trust in your client’s potential customer while also bringing the prod-
uct or service to the forefront of the visitor’s mind, hopefully resulting in a
click of one or more Buy Now buttons. It’s a shame that Buy Now buttons
don’t make a noise your client can hear, as this would be music to his ears.

Emphasizing key points

When you sell a product or service online, you design your pages in such a
manner as to instill customer confidence while emphasizing the key points
of your client’s product or service. The old, Zen-like maxim of “Less is more”
definitely applies here. Instead of barraging the Web site visitor with each
and every subtle nuance about the product, you point out major features of
a product without engaging the visitor in several paragraphs of text. You can
easily sum up a product line by showing the key points about a product in a
succinct paragraph or two. Better yet, use bullet lists to emphasize the key
points of a product line. Your goal is to pique the buyer’s curiosity and get
her to take action.



Figure 4-2:
List major
points to
pique
viewer
curiosity.
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You can also emphasize key points by using different colors for text, bold-
facing text, and so on. If you're using bullet points, consider boldfacing the
word(s) that define the bullet point and perhaps using a different color text.
If you use a different color text to emphasize a key point, choose a color that
is harmonious with the design. (See Figure 4-2.)
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The same rules apply when you’re presenting information about a service.
Emphasize the service with bold text and an introductory sentence followed
by bullet points. To emphasize the key points of the service, use a different
color for the text of the key points. This directs the viewer’s eye to the most
important information.

Highlighting the product

When the goal of a Web site is to sell products, or present information about
a product, your design should make that readily apparent to the viewer.
When you’re working with products, you need to get high-quality images
from your client. Armed with good pictures, you can then employ other
methods to highlight the product.

If you're dealing with a complex product line, it’s best to devote a single page
to each product. Including too many products on a single page dilutes the
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Figure 4-3:
Highlighting
a single
product ona space and can be hung on any sturdy wall. It comes complete with a

Web page.

Providing Information

effectiveness of the message. Figure 4-3 shows a product page. The product
image is the highlight of the page, followed by two paragraphs of concise
text that tells visitors key information about the product.
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Providing Information

If your client’s goal is to provide information about his services, you'll create
a site that provides information about the client’s products or services, but
has no option to purchase the product or service online. When you create
an information-driven Web site, you use text or brochures supplied by the
client to create the content for the site. You might also assimilate informa-
tion created by others, such as articles or multimedia content. The client is
responsible for the accuracy of the material. You, however, are responsible
for providing the information via your Web design in a manner that is easy
to digest and understand.

Handling large amounts of content

If your client has copious amounts of information to dispense through his
Web site, you’ve got a challenge on your hands. The attention span of most
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Web site visitors is minute, which means they’re not going to read pages
with voluminous amounts of text. It’s your job as a designer to break the
information down into bite-size pieces. Here are a few techniques you can
use for achieving that goal:

4+ Break large amounts of text into several pages.
4+ Intersperse images with the text to break up the content.

4+ Break up large amounts of text with headlines that visitors can use to
ascertain whether they want to read the content. Savvy visitors also
use headlines to get the gist of what information is presented on a page.

4+ Create a newspaper-style page where the information is presented in
columns. Each article has a headline. Instead of including all of the infor-
mation on a page, include the first paragraph or two and then include a
More link at the end of the last sentence. When clicked, the More link
opens the full article in another window.

4+ Create a home page that contains links to the information you need to
present. (See Figure 4-4.)

4+ Create a site map. The site map has a text description of every page
on the site. Each text description doubles as a hyperlink, which, when
clicked, reveals the applicable page.
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Figure 4-5:
Breaking
information
into bullet
points.

Presenting information

Presenting information on a Web page is an art unto itself. The information
you present depends on the type of site you design and what the client gives
you to work with. The typical Web site is a mixture of images and text, with,
perhaps, some multimedia content added for grins and giggles.

4+ Break major ideas into bullet points. Bullet points make a page look
less cluttered. See Figure 4-5.

4+ Arrange the page so that the information has a logical flow. You can
break up big blocks of information using header styles. Readers should
be able to sum up the information presented on a page by glancing at
the headlines and then deciding what information they want to read.

4 Break up text with pictures. If applicable, add a caption to each picture
on a page. Busy site visitors can use captions to sum up the information
presented on a Web page at a glance.

4+ Don’t use color combinations that are hard to read. For example, pink
text on a dark-colored background is difficult to read. The old tried and
true black text on a white background is always legible.
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Don’t use small fonts. A text size smaller than 10 points is almost impos-
sible for visitors to read, unless they have extremely acute vision. If your
intended audience is getting on in years, the text shouldn’t be smaller
than 12 points.

When you’re designing your site, make sure you view it using the
smallest desktop size of your intended audience. As of this writing, 52
percent of Web site visitors are surfing the Net with a desktop size of
1024 x 768. Make sure your design flows logically and is easy to read.

If you’re using a newsletter style with multiple columns for your
Web page, make the columns different widths. Also, don’t exceed two
columns, especially if your audience uses a small desktop size. (See
Figure 4-6.) If you're using a horizontal menu, you can increase to three
columns.

Don’t use nonstandard font faces when designing your pages. Your
intended audience might not have the font installed on their machines,
which causes the browser to use the default system font. This might
cause usability issues and make the page difficult to read. When in doubt,
stick to the fab four: Arial, Georgia, Times New Roman, or Verdana.
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4+ Don’t use a busy background for your pages. The busyness makes text
hard to read. If your client insists on a tiling background (when a small
image is repeated on the page, which when the page loads looks like a
single image), choose a simple design and lower the opacity in an image-
editing application such as Fireworks or Photoshop.

4+ Use hyperlinked text to draw a viewer’s attention to pertinent content.
If you use this technique, make sure you don’t disable hyperlink decora-
tion with a cascading style sheet. Your goal is to make the hyperlink
easy to see when the page loads. If you don’t like underlined hyperlinks,
use the style sheet to modify the color of the hyperlink text.

4+ Use bold-faced text to direct the viewer’s eye to important information.

4+ If several authors write the Web site content, make sure the style and
voice is similar. A Web site should read like a book. Consistency is
important.

4 Make sure the terminology and spelling is consistent sitewide. For
example, don’t use Website (one word) in one section, and Web site
(two words) in another. At the risk of being redundant, consistency
is important.

4 Make sure the structure and the layout of the pages is consistent.
Pages might have to vary, depending on the content, but the look and
style needs to be consistent.

4+ If you’re using multimedia content such as movies and sound files,
make sure they’re all the same file format. For example, don’t use the
Windows Media Format for some of your movies and Apple’s QuickTime
for the rest. Choose a file format that the majority of your client’s
intended audience can view and stick with that standard.

Read the information provided by the client before adding it to the page. If,
in your opinion, the client is presenting too much information (also known
as stuffing 50 pounds of text into a 30-pound bag), ask the client to edit the
text and be more concise.

Including e-learning materials

If your client is creating a Web site that instructs end users on how to use a
particular application or accomplish a specific task, include material that
can accomplish this task. There are many methods of accomplishing this. In
fact, specific software packages are available to create content for e-learning
Web sites. The following is a list of some of the items currently used on
e-learning Web sites:

4+ Instructional video: Nothing gets the point across like video. If the site
is showing users how to master a software application, a video capture
of the application in action is the ideal teaching tool. In conjunction with
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the teacher’s audio instructions, video is a powerful e-learning tool. You Book |
can capture a video of an application using Camtasia or HyperCam soft- Chapter 4
ware. The video you post online can vary depending on the type of
Internet connection used by your client’s intended audience. You can Q
post streaming video using the Windows Media Format, Apple’s Quick- 3
Time format, or Flash video. 35
[ 1<)
4+ Flash interactive content: Flash is a wonderful tool for creating anima- S 3
tions. You can also use Flash to create content such as quizzes, interac- % e
tive learning exercises, and so on. If you're adept at ActionScript, you 5,

can get Flash to do some wonderful things, such as tally the score of a
quiz, or direct a user to a different part of the Flash movie based on the
response to a question.

4+ PDF documents: Adobe Acrobat is another wonderful tool that you can

use to create tutorials. Many people think that PDF documents can be
used to show only text and images. This is not true. In the hands of an
experienced Acrobat user, a PDF document can include multimedia con-
tent such as audio and video. Acrobat PDF documents can also be inter-
active. Acrobat has built-in actions that you can use to link to open other
documents, play video or audio, and so on. An Acrobat document can
also use JavaScript to perform tasks.

You include links to your e-learning materials in your HTML documents. You
can set the learning material to open in the same browser window or a new
window. You can embed e-learning material such as video in the document,
complete with a player. This is the preferred method, as some people rely on
the Back button to recall previously viewed content. When a document is
opened in a new window, this luxury is not available.

Using Personas to Develop Content

When you create a Web site for a client, part of your job is to find out who
the client’s intended audience is. After you find out who the client’s intended
audience is, you need to find out as much about the audience as possible.
Your client should be able to provide you with the majority of the information.
You might be able to find other information, such as demographics, online.
Armed with this information, you can tailor the content to the intended audi-
ence. In other words, the site you design connects with viewers on a per-
sonal level, a task that is easier said than done.

If your client’s goal is to connect with viewers on a personal level, you can
create one or more personas to define your client’s archetypical visitors. A
persona is a hypothetical person whose characteristics and demographics
fit your client’s intended audience to a tee and therefore has all of the infor-
mation you need to define the audience. When considering what content to
use on the site, you use the persona to guide you. In other words, you tailor
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your content to the persona, and your client’s intended audience will think
the content was written personally for them. Depending on the scope of your
client’s intended audience, you might have to create multiple personas. For
example, if the intended audience is young males between the ages of 24 and
35 with a college degree who live in the U.S. and make between $45,000 and
$75,000 per year, you can get by with one persona. However, if your intended
audience is male and female with varying degrees of education and varied
socioeconomic groups, you'll have to create multiple personas.

Defining your client’s customers

When creating personas, you have to rely on your client to provide the infor-
mation. After all, you are a Web designer, not a marketing guru. If your client
is not familiar with creating personas, here are a few guidelines:

4+ Create a one- or two-page description of each persona. Include informa-
tion such as gender, age, ethnicity, education, profession, income, and
SO on.

Include information about the habits and daily routine of each persona.
What are the hobbies and pastimes of each persona?

What are the habits of each persona?

+ 4+ 4+ ¢

What computer skills does the persona have?

Your client will probably end up with between three and six personas. If the
number gets larger than that, you’ll have a hard time tailoring content for
that diverse a group. The whole idea behind personas is focusing on the
type of individuals who will use your client’s product or service, not the gen-
eral public.

Delivering what they want

With multiple personas defined, your client can begin creating content for
the site. Of course, the content your client provides will be text. The authors
will create text that is appropriate for the age, gender, and education level of
the personas. You'll create a navigation menu and design that is concurrent
with the likes and computer skills of the personas defined by your client. If
you’re using multimedia elements, such as background music, the personas
defined by your client will guide you to the proper choice.

The content created for the Web site is also governed by the area in which the
personas live. If the personas reside locally, you’ll want to include information
about your client’s local events. If the personas live in all areas of the country
or world, you can include information about worldwide events pertaining to
the client’s business or service.
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Chapter 1:
Conceptualizing Vour Site

In This Chapter

v Deciding what types of pages you need
v Choosing the right delivery methods
v Creating printer-friendly materials

Book I, Chapter 3 covers developing content. This chapter discusses
how to present content to your visitors. You must keep some content
in a database; you store other content as plain HTML pages. And you can
consider several multimedia methods of delivery. Not every method is good
for every type of information. You must determine what types of pages you
need, how to deliver those pages to your viewers, and whether to include
printable pages.

Deciding What Types of Pages You Need

The types of pages are static Web pages (plain HTML pages) and dynamic
Web pages (pages that can react to site visitors; more on that in a bit).
Different situations require these different types of pages. Either type of
page can include multimedia elements. When determining what types of
pages you need, consider the following:

4 The amount of information you have and how you want to organize it:
Some sites have only a few pages with some pictures and a little text.
Other sites have massive amounts of information that needs a database
(or more than one database) to manage it all. Most sites fall somewhere
in between.

4+ How you want visitors to use your information: Do you want them to
passively read, or would you like them to interact with the content? Do
you want them to be able to download anything?

4+ Users’ expectations: To get an idea of what users want from your site,
look at similar sites to get an idea of what sorts of features and function-
ality they have in common. Visitors to your site will most likely have an
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idea of what is typical and expect that your site have similar features.
For instance, if you build a site that sells children’s stories, the target
audience will probably expect some downloadable coloring pages and
other free fun things for kids. If your site doesn’t have those types of fea-
tures, your audience might abandon your site for one that does.

4+ Layout considerations: Some sites have a unique home page layout and
then two or three subordinate page designs. Other sites have a consis-
tent layout for every page. Which method you choose depends on the
needs of your site. Having a unique home page layout helps unify a site
that has several sections that have different needs. For instance, for
sections of your site that primarily display text, you need a layout that
works for that type of information. The same site can include a catalog
section for products. The layout for that section is different because you
must display the products. The home page for a site like that works as a
jumping off point that unifies the two areas of the site. The home page
also is a good place to highlight information or drive traffic to a specific
feature of your site. A unique home page layout can effectively support
that functionality.

Other page layout considerations are whether the site will have charts
and graphs or tables, which need to be delivered as graphics or multi-
media elements. In some situations, the best way to handle this type of
information is to embed the chart/graph directly into the HTML docu-
ment. This works best if you can display it effectively along with any
supporting text on the monitor without having to scroll — even on moni-
tors with lower resolutions (800 x 600, for instance). If you need the
chart or graph to be larger, you can have it launch in a second browser
window. That way, it can use more space while keeping the supporting
text information easily available.

4+ Multimedia considerations: How do you want multimedia elements to
display? The considerations are the same for charts and graphs. Look at
the content and decide whether it will work best embedded in the page
or displayed in a second browser window. The second window can be
smaller, which allows visitors to see and use the original page. Figure 1-1
shows a Flash element launched in a smaller browser window.

Considering static Web pages

Static Web pages are plain HTML pages. They can include some JavaScript
and should include some CSS for formatting. This type of page is called
static because the elements in it don’t change unless the Webmaster makes
changes to it. Each time the page loads, it is pretty much the same. The con-
tent remains the same regardless of who views it.
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When a visitor tries to view a static Web page, a request to view the page is
sent to the server that holds the HTML document. The document and any
supporting files are delivered to the visitor’s browser. The HTML document
that is stored on the server is a whole document with all of its elements
included in it. The only external pieces are CSS, images, and some JavaScript.
The same HTML document is delivered every time, regardless of who is
trying to view it or what they have done previously.
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Static Web pages can include some JavaScript that can give the illusion of
dynamic content. An example of this is script that displays different images
in a specific place each time the page loads. If you've browsed a few sites,
you’ve probably seen this effect. You can use it to switch out CSS files, also.
Figure 1-2 shows an example of a Web page that has a bit of JavaScript ran-
domizing an image. This might appear to be changing content, but it really
isn’t. The JavaScript has a list of image files to choose from, and it randomly
chooses from that list each time the page loads.
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Freshening the content with dynamic Web pages

Dynamic Web pages are built when a visitor comes to your site. That might
sound a little strange, but it’s true. When a visitor tries to view a page that is
dynamic, requests for information are sent to the server. The server reacts
to the request and assembles the pieces of the page as requested and deliv-
ers them to the visitor’s browser as an HTML document.

The big difference between dynamic pages and static ones is that dynamic
ones can react to your visitors. You can include scripts in parts of your code
that help your site remember visitors when they return. The scripts assem-
ble customized pages based on those visitors. A good example of this is the
Amazon.com Web site. Each visitor’s experience is customized to that person
based on previous visits. This is accomplished by using a series of communi-
cations between the server and the user’s browser.

Dynamic pages allow users to send you information via forms that can be
stored in a database. And you can allow your visitors to request information
and perform searches on your site content.

Dynamic pages are made up of pieces of information and pieces of pages.
Where the code for a static page is included in only one document, dynamic
pages are made up of headers, footers, and include files. Each of these is a
mini-HTML document that isn’t complete on its own. But when assembled by
the server and delivered to a browser, they become complete. The content
in these pages is typically pulled from a database. It’s easy to spot pages that
are dynamic while you're browsing. A page with an .asp, . jsp, or .cfmfile
extension — rather than .htmor .html — is a dynamic page.

You can create dynamic pages using any of several technologies. You're
likely to hear about ASP, JSP (JavaServer Pages), and ColdFusion when you
start looking into dynamic Web sites. (You can find more information about
using ASP to create dynamic Web pages in Book VI, Chapter 2.) If you want a
page to really interact and react to your visitors, you need dynamic function-
ality. The pages can be the same for each visitor, and you don’t need to pull
out the big guns.

When talking about dynamic Web sites, you’ll hear certain terms, including
these:

4+ Front end: This is code that deals with how the information is
displayed — the CSS and HTML that is wrapped around the information
that is being delivered from the database.

4+ Back end: This refers to the database and supporting structures.

4 Middleware: This is the collection of code that communicates with
the server, the database, and the front-end code. It’s just what it sounds
like — it’s the middleman between the front and back.
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Each area — front, back, and middle — requires different skill sets to create.
If you'll be collecting personal information or allowing purchases on your
site, you need to take special care in building the middle- and back-end
pieces to avoid any problems.

Evaluating multimedia element choices

Multimedia is a broad term that includes video, sound, animations, and other
presentations. Multimedia is not a series of HTML pages that are navigated
in a linear fashion. Although the effect is similar to a presentation, it’s not
considered multimedia unless it’s actually a self-contained piece embedded
in a Web page.

Multimedia elements can be dynamic, depending on what type of multimedia
you use. For instance, Flash can communicate with databases and serve
dynamic content — so it’s dynamic multimedia. Flash can also collect infor-
mation from your visitors by using forms, and can then deliver the informa-
tion to your server. When you use Flash in this way, the Flash element is said
to be the front end. You can use Flash to create a form (shown in Figure 1-3)
that passes information to a database.

Customer Feadbacik " | —
Name
[ | |
Street

[ |
City

[ |
State Zip Code P

[ |

Phone Number eMail

You can deliver multimedia content in many different ways, and which way
you choose to use depends on many factors. The most important things

to consider are what the multimedia content is and what you're trying to
accomplish. Are you trying to let your visitors hear some music? You'll need
to look into formats that let you get the music to your visitors easily and well.
Figure 1-4 shows a Flash-based jukebox used to deliver MP3 files to users.

Book I
Chapter 1
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Figure 1-4:
A Flash
jukebox
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Making a decision about what types of multimedia to use (if any) is an
involved process. You must think about the pros and cons: Essentially,
you're weighing functionality against the technological constraints of your
audience and your own ability to build and maintain the piece. You have to
consider your individual situation on each project. To help you decide, con-
sider the following:

4+ Your current resources: Do you have software to create multimedia ele-
ments? Can you purchase the software? After you purchase software, do
you, or anyone on your team, know how to use the software well enough
to create your project? Is it feasible to call in a specialist if you don’t
have the software and skill set available to you?

4+ Target audience: You must know whether the site’s visitors appreciate
multimedia elements or find them annoying. Are you targeting individu-
als that have newer machines and good connections to the Web, or are
you trying to target a more general audience? Broader audiences gener-
ally mean that you should stay more conservative in your multimedia
methods and deliveries and pay special attention to file sizes and down-
load speeds.

4+ User preferences: Everyone benefits from different types of
experiences — differently. Some people get a lot out of charts. Others
prefer text. Some users appreciate graphics or video to help them under-
stand the content. Not all users are the same. Sometimes your best bet
is to make your information available through a variety of methods.
For example, post a video for those who appreciate visual and audio
information, but also include a text version for those who prefer written
text or aren’t able to use the video content.

In general, users appreciate your site more if you create navigation that
allows them to move freely through the content as much as possible.
The Web offers users the unique opportunity to experience your content
their own way. No two users will take the same path, and any user can
choose different paths on return visits.



<MBER
S

Deciding What Types of Pages You Need 63

The speed of multimedia evolution: Make sure that if you're trying to
target an audience that generally has older machines, you create multi-
media that uses older versions of browser plug-ins. This also helps you
make sure that the piece won’t require too much processor power. If you
use the latest and greatest in multimedia on your site, older machines
will have a difficult time with or won’t be able to display your multi-
media at all, resulting in a bad experience for visitors.

Number of versions of the project you can create: You must decide
whether the benefits of offering pieces with different specifications are
worth the extra time and effort required to build and maintain sites
that have more than one version of multimedia elements. You go
through the initial process of creating the project only once, but then
you have to export (publish) different versions of the project. The
process of creating the different versions can be time consuming
because creating each version is a process of trial and error, to a degree.
You can develop some good starting points (as far as settings to make),
but each project is a little different and the results are a little different.
You have to work at it until you get the right balance between quality
and performance.

To provide different versions, export versions with different plug-in and
compression settings. The basics of compression are the more you com-
press a file, the smaller it gets, the faster it downloads. The down side of
that is that you also lose quality in the file. Compression is always a
game of balancing quality and performance.

Server space: Multimedia files are typically larger than other files. Make
sure that the server you're storing them on has enough room. If you're
hosting your site remotely, make sure you have enough monthly band-
width to support the amount of traffic you expect. Each time users view
your files, they use up some of your bandwidth. Hosting plans typically
allow a certain amount of bandwidth per month. If you exceed the
amount of bandwidth, you can incur extra charges. Make sure you have
enough bandwidth to handle the amount of traffic you expect, and find
out how much it will cost if you go over.

If you opt for multiple versions of multimedia files, you have to upload
those different versions to the server. That uses up more server space.
You'll also have to provide ways to navigate to the alternate versions of
the multimedia elements. Each version needs an HTML document so
that it can play in visitors’ browsers. You want to make the user experi-
ence as seamless as possible. Plan navigation elements in advance, not
as an afterthought.

Book

Chapter 1
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Choosing the Right Delivery Method

A target audience using older machines or
slower connections doesn't mean that you
can't use multimedia elements. It does mean
that you have to consider how you can make
your content work for them. If you need to make
your multimedia more efficient, consider these
options:

v~ Use a photograph instead of video. You can
slowly move the photograph to give the
impression of a video element (this is called
the Ken Burns effect).

v~ Use vector graphics in your animations. If
you use Flash to create animated elements,
make sure you take advantage of vector
elements and their ability to reuse ele-
ments. See Book V, Chapters 1, 2, and 3 for
more information about using Flash.

v~ Download only parts of your multimedia as
they're needed. You can use Flash to down-
load only the pieces of your multimedia that

Making multimedia elements
available to all users

are needed. You can also plan your files so
that they play parts of the presentation
while more is still downloading (which is
called progressively downloading).

v~ Publish your files to an older version of the
player. For example, instead of using the
latest features of QuickTime, opt for fewer
bells and whistles and publish the file so that
older versions of the player can use it. This
also works in Flash; publish to Flash Player
version 6 or 7 to accommodate users that
might not have updated machines.

If you know that a larger number of your audi-
ence has updated machines and better con-
nections, feel free to create content that plays
best using the latest technologies. Another
option is to make multiple versions available. As
always, weigh the benefits against how much
work it will take to create and maintain multiple
versions.

Choosing the Right Delivery Method

You can create Web sites made up of all static pages, a few templates created
to work with dynamic information, or a combination of the two. You can use
multimedia elements throughout the site on either static or dynamic pages.
Figure 1-5 shows a page that has multimedia elements on a static page.

Knowing when static pages suit your purpose

Static HTML works well for information such as directions to your facility
and general contact information. If you intend to post a large number of con-
tact people, consider a dynamic solution.
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Choosing the Right Delivery Method
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Pages with content that doesn’t need to change very often are also good can-
didates for static HTML. Make sure that the content appears in only a couple
of places. Because the content is embedded directly in the HTML, you have
to update each file separately to make sure they’re consistent. If you use a
WYSIWYG (what you see is what you get) editor to create pages, you can use
a Find and Replace feature.

Using dynamic pages to manage
complex information

Manage large amounts of information that the Web team or visitors will need
to search using databases and dynamic pages. Sites with content that
changes often also are good candidates for dynamic pages.

Using a database and dynamic pages to deliver your content also makes con-
tent easier to repurpose. With static pages, the content is embedded directly
in the code. Dynamic sites hold all their content in databases; therefore,
more than one location can use the same content at the same time. You can
have more than one site using the database, or you can enable more than
one section of your site to display the same information. Because the infor-
mation is all coming from one source, it’s consistent. Static pages run the
risk of becoming out of synch with each other if information is updated on
one page but not another.

Book Il
Chapter 1
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Using Find and Replace in Dreamweaver

The Dreamweaver Find and Replace feature is
a very useful tool when updating pages on your
site. This tool allows you to simply locate
instances of a specific piece of text or code and
replace it with something else. (Book IlI,
Chapters 5 and 6 contain information about
using Dreamweaver.) To use the Find and
Replace feature in Dreamweaver, follow these
steps:

1. Inthe Code view window, select the piece
of text or code you want to find in another
place in the document.

2. Choose Edit->Find and Replace.

The Find and Replace dialog box opens. It
has your selected text and/or code in the
Find field.

You can decide to search just the selected
text, the current document, the whole site,
all open documents, selected files, or
a selected folder of the site. You have
the choice of doing a Find (Dreamweaver
searches for the term) or a Find and Replace
(Dreamweaver replaces the found term with
the term you enter in the Replace field).

3. For a Find and Replace, enter the text
and/or code that you'd like to replace the
current selection with in the Replace field.

4. Click the button to the right that represents
the function you'd like to perform.

Your choices are

Find Next: Moves the cursor to the next
instance of the term you're looking for.

Find All: Finds all instances of the term
you're looking for and displays a list in the
Results box, which launches automatically
when needed.

Replace: Moves the cursor to the next
instance of the term you're looking for,
deletes it, and replaces it with the term you
typed in the Replace field. Then it hops to
the next instance and awaits your next
instruction.

Replace All: Replaces all instances of the
Find term with the Replace term.

Close: Closes the dialog box when you're
done.

Warning: Before you do a Find and Replace All,
you should be very sure that you really want to
make the change. This is especially true if you
choose to do a Find and Replace that involves
files that aren’t open. You can’t Undo the
changes you make to those files.

Remember that global Find and Replace opera-
tions can sometimes create undesirable
results. In cases where the selected text to be
replaced occurs in locations that you hadn't
thought of, you can damage your content or
your code.

If you're unsure about the impact of a Find and
Replace action, use Find All first, and then indi-
vidually select the instances from the list that
you want to change.
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There are several choices for delivering multimedia elements on your site.
The most common ones are Flash, QuickTime, Windows Media Player, and
Shockwave. The right choice depends on the content you're delivering and
the target audience. Each option can deliver video, audio, and animations to
your users. We discuss things to consider when choosing what type of multi-
media to use in the next section.

Considering multimedia

Multimedia can be a good way to make very boring information more inter-
esting. You can use animations to establish information or clarify your point;
they can enforce your message and clarify your information. When deciding
whether to use multimedia on your site, however, you must consider the
time, your resources, and whether there will be a good return on the invest-
ment. Also, make sure that the content itself is better presented as multi-
media. Some content is not well suited for multimedia treatment. Think
about how using multimedia enhances your information; see the “Evaluating
multimedia element choices” section earlier in this chapter.

Handling Printable Materials

Sometimes you want to allow your visitors to print or download materials
from your site. You have different ways to handle this task.

For smaller sites, it’s fine to create PDFs from your printable documents,
post those PDFs to your server, and provide links to them. This method is
effective if you have only a few printables that don’t change very often. We
don’t recommend posting Word documents. They’re too easy to download
and change. PDFs allow you to control the content of the documents.

You can write CSS that instructs the browser how to display the page on-
screen and also instructs the browser/printer how to print the document.
CSS — which stands for Cascading Style Sheets — is generally thought of as
a tool to control your layout on the screen, but that is just one thing that CSS
can do. You can specify different media types for CSS to control. One of the
options is Print, which controls the way the page prints. For more about
working with CSS, see Book III, Chapter 3.

To create a style sheet for print, follow these steps:

1. Create a screen CSS file.
A screen CSS is the same thing as CSS without a media type specified.
2. Create a print CSS file.

Book

Chapter 1
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Make sure that the names of your selectors are the same in both files.
There will be different values for some of the selectors depending on the
intended use of the CSS, but they both need to have the same names to
apply styles to. Otherwise, your code can become very messy with code
that is intended for use by different style sheets.

3. Link to the CSS files and give them the correct media types, as follows:

<LINK href="myPrint.css" rel="stylesheet" type=text/css"
media="print">
<LINK href="myScreen.css" rel="stylesheet" type=text/css"
media="screen">

Using the media type tells the browser which style sheet to use for print-
ing and which one to use for displaying the page in a browser. There are
many different values that are recognized for media type. For your pur-
poses, you need to know only about print and screen.

In addition to common browsers and printers, some other types of
media that CSS can work with are

e Screen readers: This is software used by visually impaired users; it
reads the pages.

e PBraille devices: These are devices that translate the pages into
Braille.

e TTY & Handheld: This is for devices with limited display capabilities,
such as terminals or Web-enabled handheld devices.

e TV and projectors: Makes pages usable for television monitors or on-
screen projectors where scrolling and resolution may be issues.

Information and a more complete listing of media types are at the World
Wide Web Consortium (W3C) Web site. The W3C is an organization that
develops recommended standards for Web coding technologies.

http://www.w3.0rg/TR/CSS21/media.html
4. In the HTML, create the layers and name them.
More information about how to create HTML documents and apply
styles to elements is in Book III, Chapters 2 and 3.

To use the print and screen style sheets together in a document, follow
these steps:
1. Type the following three lines of code for the CSS for screen display:
body{color: #fff; background-color:#000;}
This creates a black page with white text

hl {color: #ccc; background-color:#999; }
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Creating printable style sheets

Printable style sheets are CSS that are created
for the purpose of controlling the layout of Web
pages when users print them from their
browsers. If the owners of the site have not
included instructions for printers, the user will
get everything that's on the page delivered the
way the printer decides to interpret it. A print-
able style sheet allows you to instruct the
printer to print your page the way you want it to
be printed. You can even instruct the printer to
ignore or replace areas of your page with more
printer friendly versions, such as the banner
graphics. You can create a special header that
is invisible in the browser but replaces the
banner when the visitor prints the page.

Printable style sheets are relatively easy to
develop and implement. From a user perspec-
tive, printable style sheets make it easier to
print a page. Visitors can choose File=>Print in
their browser and skip clicking a special button
and awaiting a new version of the page. There
are two good reasons to create printable style
sheets:

v~ Printable style sheets make things much
easier on your visitors. And they show con-
sideration for their ink cartridges. Those
are things that add to the overall good (or
bad, if you dont do them) impression that
visitors have of a site. Not all sites need
printable CSS because not all of them have
content that people will want to print.

v~ Creating printable style sheets means you
won't have to create or maintain separate
documents for your visitors to download
and print. Webmasters use various meth-
ods for producing printable versions of
their pages. Some use coding or scripts to
strip out the elements that aren’t printer
friendly (such as navigation). That process
requires a visitor to click a Print This Page
button that sends a request to the server to
create and deliver a page that has the
important content but strips things such as
navigation, advertisements, or graphics the
user won't want to print.

This makes the h1 headings display as gray on gray.

#banner {background-color: #009; color: #ccc;}

This code instructs the browser to display the area of the page marked

as a banner with a dark blue background with gray text.
2. In the HTML, include the following code:

<div id="banner">This is my banner area</div>

3. In the CSS document, include this code:
body{color: #000; background-color:#fff;}

This creates a white page with black text

hl {color: #000; background-color:#cccc; }

Book I
Chapter 1
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This makes the h1 headings display as black text over a light gray back-
ground.

#banner{display: none;}

\
) This last bit makes the banner area in the HTML document disappear.

This also works for elements that you want to display in the printed doc-
ument but not on the Web page. Just use the technique in reverse.

This method lets you make sure that the content on your site prints nicely
for your visitors. It also ensures that the content in the HTML document
matches what your visitor downloads. With PDFs, there is the possibility
that the content on your site won’t match what’s in your PDF. Depending on
what your content is, that might be all right — or it might not be.
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Chapter 2: Creating
Effective Layouts

In This Chapter

v~ Identifying and organizing page contents
v+ Including essential Web page elements
v+~ Emphasizing important information

1 Making pages usable and accessible

v Creating wire frames

Flis chapter helps you begin the process of designing the pages for your
Web site. Before you proceed with the page-level design process, you
must have a clear idea of what your pages need to include. (If you want help
defining your project, check out the information about this important step
in Book I, Chapter 3.) You also need a site map that shows how the pages
you’re designing relate to one another within the site.

Creating wire frames for page-level layouts is an important and helpful step
in the process of building a Web site. Wire frames are working sketches of
the page-level layouts for your site. The process of creating these sketches
gives you an opportunity to think about how the elements of your site (the
pages) work together regardless of details like specific colors and photos.

In addition to showing you how to create wire frames, this chapter gives you
basic design rules, tells you what essential elements to include, and advises
you how to fashion an accessible design.

Wire frames should not include finished art. The point of creating wire frames
is to make sure that the elements you want to include lay out on your pages
in a useful and aesthetically pleasing way. Figure 2-1 shows a sample wire
frame; notice that the sample represents page elements but not completed
artwork.
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Figure 2-1:
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In Book I, we discuss a few important steps that make your project go more
smoothly: listing goals, evaluating potential users, and so on. Here, we help
you decide what content you need to include. Planning a Web page layout
requires that you consider all the types of information the pages need to
accommodate. You might want to include tables, lists, headers, paragraphs,
images, and multimedia elements — just make a list of them all. Look at all
the content you've collected and determine the best way to present each
piece. Also, you can make a list of content that you want to add in the future
and include these elements in your list. The reason for this is that figuring
out now how you’ll handle everything saves time later.

Consider what would happen if you were building a house. If halfway
through the project you figure out that not all of the rooms are big enough,
you’re stuck with a lot more work when you try to rework what has already
been done to accommodate the new requirements. The same thing applies
to a Web site. If you know that in the future you would like to add some
graphs, for instance, figure out during this phase how you would like to
display them and where they will fit into the site. That way, when the time
comes, you can quickly add the new content instead of having to shoehorn
it in somewhere.
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Creating Order from Chaos: Consistency Is Your Friend
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Figure 2-2:
A site map
shows the
structure of
a Web site.

Always remember that consistency is your friend. Being creative doesn’t mean
that each page of a site becomes a freestanding document with its own design.
Apply creativity on a global scale with the entire site being treated as a whole
and consider both sides of your site in this. You must include both the front
end (the stuff your user sees) and the back end (all the files that make it work)
during this phase and the site-map-building phase. (See Figure 2-2 for a sample
site map.)

4 On the front end, consistency involves a cohesive and uniform layout
for all pages. Banner, global navigation, and main content areas need to
be located in the same places on every page. (See the later section,
“Including Things That Every Page Needs,” for more about the banner and
other necessary elements.) Using the Web site should not feel like a task
in itself; the site should be a transparent delivery system for your informa-
tion. If a layout is not working for all of your content, rethink your layout.

As with anything, there are a couple of exceptions to the “always be con-
sistent” rule:

¢ (Creating a home page that has a different layout: If you choose to do
this, all the elements should have a common look and feel to the rest
of the site. Navigation elements should have the same style through-
out the site so that users understand that they are used for naviga-
tion. The names on buttons, colors used, and style in general must
be consistent throughout the site.

% Pages to Include Flash slements
Home page - Ioga animation & news ticker

About / Manufacturing / Quality / Company Tour / Directions / Contact -

I “Text fader animatian - 2 animation layouts, Swap out text, image
on each to make unique to page

Presentation - Fash based Tour of company facilty
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74 Creating Order from Chaos: Consistency Is Your Friend

Figure 2-3:
Sample of a
Flash piece
launched
into a
secondary
browser
window
showing a
different
layout, but
consistent
style to

the rest of
the site.

e Launching multimedia elements into a separate, smaller window: If you
do this, make sure the content has a consistent look and feel with the
rest of the site. Figure 2-3 shows an example of launching a multi-
media element in a new window. Note how the elements in both win-
dows share a common look and feel. This signals to users that, while
different, these pieces are part of a whole.

4+ On the back end, consistency involves employing file organization.

The back end of your Web site is the collection of documents, images,
media, and other elements that make it all work. Any project, no matter
what the size, should have a planned file structure. Put images in a
folder together; group content documents in a logical way. Develop a
standard way of naming files, explain the naming convention to other
team members, and stick to it. This task might take you more time in the
beginning, but as the site grows, you’ll benefit from huge time savings in
maintenance. Sharing the work with others, if you need to, is also easier
if file organization is implemented and adhered to.

Whatever naming conventions you create, make sure that you and your
team members stick to them and especially make sure that your system

is logical, easy to follow, expandable, and Web legal (that is, use file
names that work on the Web). Avoid names like TMG001 . jpg and
pagetwo.html. These types of names end up causing confusion
because they are not descriptive. Maintenance can become difficult
when file names give no clue about what they are.

& 8le claudiasnell.com
{ « = |[ ¢ ||+ ] @ hup mww.claudiasnell.com/ ~(Q- Googl
[ SAXOTECHOn. 01— Edit AlexGrey Journey of t r, Alex Grey Spreadshirt ... Spreadshirt  Art.com - Po... Art Leader.

Claudia Snell

New Media Designer

series10

About
Work History Summary
Portfolio

Articles / Speaking
Contact E M xperimenting with

Photography - Flowers

Home
Projects /| Samples
For information about my’
articles published by the
Macromedia Edge online
newsletter, click here
Claudia Snell / 2005
To view samples of my
web site design work,
click here...

Free wallpaper for your
computer. click here...

LOADING 1007

To visit my other art site,
click here...
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Staying Web legal

The term Web legal has nothing to do with the ~ work at all. Names that are too long also can
law. It simply refers to file names that work on  cause trouble. In other words, avoid calling a
the Web. Page names with spaces and char- file "company "picnic" with lots
acters in them might cause problems or not of great food & drinks.jpg".

One common way of labeling folders for Web documents is to match them
to the major navigation areas. For example, if your global navigation
includes About Us, Our Products, and Services links, your file structure
can include folders named About, Products, and Services. All Web docu-
ments pertaining to those areas are then organized by how they logically
appear. In a similar fashion, include information on the type of graphic
(such as a button, icon, thumbnail, and so on) and sometimes the size
dimensions (for instance, 50 x 10) in a graphic file name. For example, you
can name the file for your About Us button about_but_50x20.gif.

\\J

Including Things That Every Page Needs

You want to include some elements on every page of your Web site. These
things should be located in the same place on each page (except in the cases
we mention earlier: alternate home page or multimedia layouts), and should
have the same look and feel on every page. It isn’t helpful to users of your
site, or to your organization, to express your creativity by changing things
on each page. First-time Web designers often make this mistake.

The short list of must-haves we include in this section might seem to you like
common sense. Surprisingly, though, many sites fail to include the most basic
page elements on every page. Don'’t let it happen to you. In Figure 2-4, all the
important page elements are represented. Note how the site’s name and
organization are clearly displayed. Navigation is obvious, as are highlighted
features. Including these items helps your users to understand your Web site.

Banner

Adding a banner (a headline graphic that identifies a site and establishes a
look and feel) to each page lets users know that they are on the same site,
even though they’ve navigated to different pages within it. For example, in
Figure 2-4, the graphics, logo, and links at the top of the page appear on
every page of the site that you navigate to. The banner conveys information
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Including Things That Every Page Needs

such as branding and the name of the organization and/or site name. It gives
a page a finished look and grounds the design. It’s also a good place to put
some contact information, a link to a site map, or a search function.

‘alaie)

E D D @ htep:/ fww

L;I] SAXDTECHOrL m Edit Alucmy Journey of 1., Alex Grey _ Spreadshirt ..
7

The Kreisau Project

oductions.com/k marc .htm =1Q- Google

_ Spreadshirt  Art.com - Po_ Art Leader. Welcome to .. tic Phrases.

L\
f&

The Kreisau Project
Blue Pumpkin Productions

Contact | Events & Performances | Home

About Kreisau
- ; About Marc & Susan Smith
Figure 2-8: | (0 e oo
1 Smith Marc P Smith
ThlS WEb Events & Performances Producer,
h Il Playwright/film writer/producer, Marc co-founded the award-winning Worcester
page has a In the Media (MA) Foothills Theatre Company in 1974 and served at the helm of this Equity
Contetills company for 25 years. Marc has had more than a dozen of his plays
the professionally produced in New York, Los Angeles, Waterford, CT (the O'Neill
Home Page Theater Center, which he also co-founded), Boston, Lenox, and Worcester,
necessary Special News & Events Hhssachisetis,
5 Marc served as chief writer of the American Forces Korea Network and then as
Stuﬁ, Storytelling: From Cave to broadcast specialist for the Public Information Office at Fort Jackson, S.C. Later,
. . Cyberspace: in New York City, he was post-production liaison and then film audition liaison for CBS Films, Inc. He
|nc|ud|ng Marc P. Smith is now has taught courses and/or guest-lectured in film and theatre at Clark University, College of the Holy
available as a speaker for Cross, Assumption, Bennington, Worcester State and Nichols Colleges.
_ programs at organizations
user and schools.
H more info...
frlendly Susan L. Smith
navigation Associate Producer, Director of PR and Marketing, co-founder
r

Co-founder of both Blue Pumpkin Productions (1998 - present) and Worcester
Foothills Theatre {1974-1999), Susan has had responsibility for all

a banner, communications and marketing efforts for both organizations. She has guest-
' lectured at Assumption College and serves as academic supervisor for interns in
Clark University's Master's degree programs in Pr Communication
and a page and Public Administration.
headline. 3

In the mid-1980s she was special projects ceordinator for Mechanics Hall in v
Worcester where she developed, marketed and implemented a new speakers

Page headline

The page headline sets user expectations of what they’ll find on the page. It
also helps users orient themselves on your site. If they’'re looking for infor-
mation about your products, for example, a page headline with the name or
type of product lets them know that they’re in the right place. In Figure 2-4,
the headline “About Marc & Susan Smith” lets users know that they can find
biographical information on that page.

Global navigation

Every site has a collection of major sections. Whether those sections are
made up of one page each or many, the global navigation is the way that
users access those areas. In the preceding Figure 2-4, notice that clicking one
of the links on the left side of the page takes you to one of the primary areas
of the site. This same global navigation feature appears in the same place on
every page of the site.
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Larger sites certainly need supplementary navigation, and so a larger site
structure can have multiple levels. For example, the user starts on the
home page, and clicks About Us from the global navigation, which takes
them to the main page of that section. On that page, the user finds some
basic information and a second navigational area that allows her to dig
deeper for more specific information: secondary navigation. You may even
have to provide subnavigation within those pages: tertiary navigation. If
you’re designing a site that requires supplementary navigation, make sure
you place that secondary (and tertiary if you need it) navigation in consis-
tent place(s) on each page. The secondary and tertiary navigation should
also share a common look and feel throughout the site.

Page title

The page title is not the same thing as the headline. The page title is informa-
tion that needs to be included in the head section of the HTML. You can find
information about how to create and implement these in Book III, Chapter 2.
This text shows up in the browser window and also serves as the link text in
a search engine, among other things. Make sure you include a page title on
each page of your site. In Figure 2-4, you see that the page title “The Kreisau
Project” appears at the top edge of the browser above the Web address field.

Page description and keywords

Other information that you should add to each page include page descrip-
tions and keywords. Descriptions and keywords are important to your site,
although it’s easy to overlook them because they aren’t visible on the actual

page.

The page description is just what it sounds like: a description of the page’s con-
tent; it’s what shows up in search engine listings. Page descriptions give the
users a quick summary of what your site is about. Keep the description short
but informative. Short is important because of space constraints in search
engine listings; only the first sentence or two will be visible. You can’t see the
page description in Figure 2-4, but here’s what it looks like in the HTML:

<meta name="Description" content="The Kreisau Project:
Production to result
in a book and a TV series telling the remarkable history
of Germany&#8217;s
von Moltke family and its family estate at Kreisau." />

Be considerate of your users’ needs. If your description isn’t accurate, users
will leave your site to find one that delivers what they need. Also, avoid mar-
keting rhetoric.
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78 Including Things That Every Page Needs

Keywords are the terms that you expect your users to search for your site
with. They are the words that your users think of to describe your product,
service, or organization. If your users would call your organization a daycare
or preschool, put that in the code even if the correct industry term is child
care center. Keywords are most effective if they reflect accurately the con-
tent of the page. If, for example, your keywords include puppies, but the page
is actually about tractors, the keywords are not effective because the Web
surfer is directed to a page they're not looking for. Search engines use a com-
bination of keywords, meta tags, content, and other factors to determine the
relevance and placement of a page in the listings and to generate useful links
to the information people need.

Here is an example of keywords:

<meta name="Keywords" content="kreisau, krzyzowa, vonmoltke,
von moltke, freya, germany, anti-nazi resistance, marc
smith, blue pumpkin productions " />

Here is some code you can use to implement some sample page information:

4+ Page Title: Claudia Snell:: New Media Designer
<title>Claudia Snell:: New Media Designer</title>

4+ Keywords: Web design, flash designers, Website, new media, video,
streaming, presentations, online demonstrations, video, worcester,
massachusetts

<meta name="Keywords" content="Claudia Snell, Web
Design, Web Development, Flash, Flash Developers,
Website, new media, video, streaming, e-learning,
presentations, online demonstrations, video,
worcester, massachusetts, claudia, bousquet, jason,
snell" />

4 Description: Claudia Snell is a new media designer based in
Worcester, MA.

<meta name="Description" content="Claudia Snell is a
new media designer based in Worcester, MA." />

Put the code for your page information in the head section of the HTML
code. See Book IIl, Chapter 2 for more information about the parts of an
HTML document. Figure 2-5 shows how the content is included in the code.
Notice that the description is in the form of a sentence, the keywords are
single words or phrases separated by commas, and the title is the name of
the site or page. In Figures 2-6 and 2-7, note how some of this information is
used by the browser and search engines.
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06006 Source of http:/ /www.jcnewmedia.com/

Figure 2-5:
This is how
meta tag
information
looks in a
block of
code.

<Dl version="1.8" encoding="is0-8855-1"7>

<IDOCTYPE htnl PUBLIC *-//W3C//DTD XHTHL 1.8 Transitional//EN" “"http://ww .3 .org/TR/xhtml1/DTD/xhtnli-transitional .dtd">

<html lns="http:/ /v .u3.org 1999/ xhtn ">
heads

<title=jozon and cloudia snell :: new media designers</titles

ameta http-equiy="Content-Type* content="text htnl; charset=iso-339-1" />
<link
aneta

et Deslgn Vel Develwument Flash,F lash Develupers Wehs\te new media,video streummg,e commerce, e-learning,

ousquet ,joson, snell” /=

<ieta nome="Description” contantoVPortfal e site of draon snell, motion grnpmts/v\den prnnutt\nn and Cloudia SnaH, rew nedia desigher.” />

netn nome="revisit-ofter" content="14 days" /=
aeta "ROBOTS" content="index,fol low' />

-mneta nane="copyright” content="2008-2084, joson and cloudia snell® />
<meta name="publisher” content="jason and cloudia snell” />

<ieta name="author" content="claudia snell" /=

<soript. language"JovaSeript® type="text/javescr ipt” sro
“link href="sitestyls.ces’ Tela"stylsshet® type="text/oes />
<heads

<bodyz
<table border="8" align="certer® cellpadding="8" cellspocing="a">

. Afunctions. Js"s</soripts

Figure 2-6:
The
browser
uses meta
tag
information
to display
content on-
screen.

Figure 2-7:
The page
title and
description
from the
meta tags of
the page
show up in
the search
engine
listings.

a8 Jjason and claudia snell =

new media designers

¢ || + | Bnttp:/ fwww.jcnewmedia.com/

Online Portfolios:
Jason Snell currently works at the Massachusetts College of
Pharmacy. Claudia Snell works as a contractor for large
carporations. While there are some ongoing projects and
occasional new projects posted here, this site is a portiolio that is
maintained for the purpose of obtaining long term contracts o
employment. Jason andjor Claudia are na longer accepting new
clients.

Jason Snell; Motion Graphics Designer
Jason is currently working at the Massachusetts College of
Pharmacy and Health Services in the Media Services
Department.

This site showcases a few samples of his work. To see the best
representation of his work, please contact Jason for his deme
reel.

= Request Demo
Claudia Snell; New Media Designer

For the most current information about Claudia visit
hitp:/Awww.claudiasnell.com

RV
(4

Contact us:
email: info@jcnewmedia.com
PO Box 60540, Worcester, MA 01606

Recent Projects:
For the most current info on Claudia visit
www.claudiasnell.com

Article in The Edge / April 2005
“Ready to Build Your First Flash Project?” by Claudia Snell.
The Edge is Macromedia's online publication.

Brimstock Music and Arts Festival/ 2005 Site design by
Claudia / Graphics by Jasan.

Ongoing Projects:
Blue Pumpkin Productions & The Kreisau Project
Web and multimedia design for Blue Pumpkin Productions.

Worcester Macromedia User Group.

Claudia Snell founderimanager. Assumption College IT Dept.

sponsors. Monthly meetings.

Saciety of Professional Communicators
Claudia Snell / webmaster since 2000.
Jason Snell web designer

jason and claudia snell :: new media designers

jason and claudia snell is a full service web, multimedia and video production studio based

in Central Massachusetts.
www.jcnewmedia.com/ - Bk - Cached ilar pages

Claudia Snell

For Jason's bio: http:/iwww.jcnewmedia.com. Meetings are free, all are welcome. Hope to
S ..

see you there! posted by claudia snell at 11:12 AM 0 comments
claudiasnell blogspot.com/ - 20k - Cached - Similar pages

79

Book Il

[x]
=
o
=
-
@
-
N

sjnodeq
annoay3 bunearn



80 Including Things That Every Page Needs

Note: Descriptions and keywords are just one way that search engines find
your site. You can also submit your site for inclusion into search engines.
There are services that you can pay for and also free submission tools like
the Open Directory Project at http: //dmoz . org. When you submit your
site, you are given an opportunity to include information, descriptions, and
keywords. When dealing with search engines, remember that they do not
update instantly. If you change your keywords or descriptions, expect for
some time to pass before the databases catch up.

The combined effect of submitting your site with alternate descriptions or
changing your site description can result in your listing being different from
your actual descriptions as they are shown on your site.

Page footer

You should put a footer at the bottom of every page, where the footer
belongs. Important elements to include in the footer are copyright informa-
tion, links to any legal or privacy policies you include on your site, contact
information for your organization, and so on. It’s also a good spot to put con-
tact information for your Webmaster, the date the page was last modified,
the global navigation mirrored as text links, and Web production credits. In
Figure 2-8, you can see the footer that appears on the Web page for The
Kreisau Project.

OO The Kreisau Project

E]  htep:/ fwww.bluepumpkinproductions.com/kreisau/index.html ~(Q- Google

Special News & Events
A three-city series of staged readings of "A Journey to Kreisau" was presented
Storytelling: From Cave to January 24 and 25 and February 14, 2005. Readings were in Worcester, Mass.

Figure 2-8:
Copyright
information,
the name of
the site
designer,
anda
Contact Us
link appear
in this
footer.

Cyberspace: (at Foothills Theatre); in Boston, at Boston Playwrights' Theatre; and at Smith
Marc P. Smith is now College, Northampton, Mass. Members of the von Moltke family were able to be in attendance at each of
ilable as a speaker for the readings and all participated in the Q and A sessions which followed the readings--Helmuth Caspar
programs at organizations von Moltke (Freya's elder son) came to Foothills Theatre; Veronica Jochum von Moltke (Freya's sister-in-
and schools. law) came to Boston Playwrights' Theatre; and Freya von Moltke herself attended the reading at Smith

more info... College.

Critical Comments on A Journey to Kreisau

"A Journay to Kraisau is an impressively authentic piece as it conveys the image of Helmuth James
von Moltke, a sovereign personality in the midst of Nazi terror, as well as of the Kreisau Circle of
friends who came together to make plans for a regenerated Germany" - Klemens von Klemperer (L.
Clark Seelye Professor of History, emeritus, Smith College and author: German Resistance
Against Hitler)

"Marc Smith brings to artistic life a little known episode of moral heroism during the savage era of
Nazism, an episode which deserves greater attention in the western world. He captures, with splendid
power, the determination, the moral clarity, the love, and the true patriotism of a dedicated group of
extraordinarily moral heroes at a time of unspeakable terror. I can only hope that Smith's bold and
memorable work finds the international audience it deserves."- Larry Lowenthal (Executive Director,
American Jewish Committee, New England Region).

“The quick tempo of the writing, the animated readings by the actors, and the interplay between
characters caught in the midst of desperate times make for a compelling experience.” - Michael Joyce
(German teacher, Westford Academy)

Contact Us | ©2005 Blue Pumpkin Producticns | Visit Blue Pumpkin Productions | site design: claudia snell

Footer
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Planning How to Emphasize Important Information
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A well-designed Web page draws the user’s attention to one key piece of
information without that element looking so far out of place that it looks
wrong. Planning for where and how you’ll emphasize an element on your
site saves you time later. You'll already know how to handle that special
announcement before you have to add it. A little planning now also prevents
strange or awkward-looking retrofitted elements, so keep these points in
mind:

4+ Emphasis is good, but your page can have too much of a good thing.
Good Web designers tend to break a page into three levels of emphasis.
There should be one major piece of information on the page, and the
second and third are lesser pieces of information. Convey the emphasis
to the visitor by using text size (larger equals more important) and text
position (higher and in the middle equals more important). You can also
use color to help convey emphasis.

When using color to show emphasis, be careful! Too many colors can
make a page look garish. Another consideration is that many people
might not be able to see the colors as you see them. For instance, a user
might be color blind or visually impaired, so make sure to incorporate
more than one cue to bring the visitor’s attention to your major point of
focus. We discuss usability and accessibility further in the next section.

4+ Be sparing in your use of special font treatments to create emphasis.
Keep the number of treatments to a minimum to avoid visual confusion
and amateurish-looking pages. Keep it simple. Plan areas for headings
and for content text for any special promotional items you need to
include on your site. Make sure that these elements match the look and
feel of your site. Don’t create elements that clash with the rest of the
site; it creates a bad impression for your site and organization and also
confuses visitors. Remember, no one will be standing there to explain
your design choices to your users. The site must convey its message
all by itself.

4 Remember that nothing is emphasized if everything is emphasized.
If too many things are fighting for attention, the site is difficult to use,
and visitors are confused by too many messages that demand equal
amounts of attention. This sort of thing can make users feel bombarded,
and they’ll miss out on the information you're working hard to make
available to them — or worse, they’ll leave your site and go to one that
doesn’t confuse or assault them.
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About fonts

When choosing fonts, each color and size of
text used counts as a separate font. For
instance, if you have Arial text but it's in three
different colors and five different sizes, count
that as eight different font treatments. In a case
like that, rethink your design and eliminate
some of the treatments. A good rule to live by
is to limit the number of fonts on a page to
three. Notice how the fonts in the top image

shown here compete for attention; this site
uses too many fonts, which creates a confus-
ing layout. The bottom image shows the actual
page, which uses only a limited number of
fonts; using fewer fonts helps bring emphasis
without confusing the visitors. For more infor-
mation about working with fonts, see Book I,
Chapter 4.
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Understanding the Basics of Usable
and Accessible Design
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If you spend any time around Web site design projects, usability and accessi-
bility are words that you hear a lot. Usability refers to how easily your visi-
tors can use your site, and accessibility refers to how well your site performs
on technologies other than browsers and/or for visitors with disabilities. As
often happens, these are two more buzzwords thrown into a presentation to
sound impressive. Unfortunately, in practice, these concepts are generally
misunderstood or overlooked.

Everyone involved in a Web project knows that people view Web pages using
a computer and browser. Often overlooked are the increasing numbers of
other devices, such as handhelds and cellphones, that are Web enabled. And
don’t forget about screen readers and screen magnifiers, which enable users
who are blind or have limited vision to use the Web.

From screen readers for blind users to handheld devices, people are visiting
sites in many different ways other than traditional browsers. You want your

site to be easy for them to use.

Common usability testing traps

Often, Web designers fall into a common trap.
They think, “I find my site easy to use, and I'm a
normal person, so the site is very usable.” Or
worse, they ask their friends or others that are
closely involved in the project to check the site.
Generally, these so-called testers don't give
accurate feedback. No one wants to hurt their
friends’ feelings, so they simply say that they like
the site. Also, people who are involved with the
project are too close to it to see its flaws; they
have a lot of inside information that helps them
understand the site. In most cases, your target
audience isn’t as intimately involved with your
content as you are, so your site might not make
as much sense to them as it does to the team
that created it.

Testing the usability of your site is an ongoing
process. You should look for feedback through-
out the process of planning and building your
site. Correcting usability issues along the way
is easier than having to rework things later.

Give testers a list of tasks like, “Find information
about Product X" or “Locate our company pro-
file.” Observe while the tester tries to accom-
plish these tasks. After the user completes the
tasks, ask her for feedback about whether she
found the tasks easy or hard. Also, ask her why
a task was hard and solicit comments that can
help you solve the issues. The point is to see
your site from other people’s points of view and
make it as easy for them to use the site as you
can. See Book Ill, Chapter 9 for more about
usability testing.
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8 4 Understanding the Basics of Usable and Accessible Design

Usability and accessibility are vital to the success of a site. If visitors can’t
understand or use your site, they’ll leave and not return. To prevent that
scenario — and to ensure usability — consider these points when planning
your site:

4 All clickable or otherwise interactive elements need to work, and
they all need to work as expected. This means that if a button reads
Click Here to Search the Site, clicking that button activates a search
function — or at least brings the user to a site search function. It should
not, for example, launch a photo gallery — or worse, do nothing at all.

4 A site should download quickly, and the content should be easy to get
to. In general, navigation of a site should be easy to figure out and easy
to remember. Visitors don’t like frustrating navigation or confusing
content structures. Try to keep everything within just one or two clicks
away.

4+ Make sure you plan ways for your site to react to human errors. Your
visitors sometimes make mistakes, especially if you have forms or other
types of interactivity. Try to make correcting an error easy for your visi-
tors. If making a mistake throws a visitor completely out of a transac-
tion, he won’t appreciate having to start all over again; he might,
instead, abandon the task and not come back.

4+ Your image counts. People do assess an organization by what its
site looks like. Try to remember that visitors might have only one
impression of an organization — its Web site. If it looks amateurish or
inappropriate, they’re less likely to trust the site. You could lose valu-
able visitors/customers to a competitor that has a better-looking site.

Accessibility shares many of the same considerations as usability but also
brings a few more items to keep in mind:

4+ Make sure that images, especially navigational ones, are properly
tagged for screen readers. This is a sample of an HTML image tag. For
example, a screen reader that detects the code that follows reads
“artwork sample” to the user. Using descriptive tags like this is vital for
visually impaired users. Without them, a page can become confusing or
tedious to visit, depending on how their reader deals with untagged
images.

<img src="images/graphic.jpg" alt="artwork sample"
width="250" height="184" />

4+ In addition to color coding, use a secondary method of emphasizing
information. Color coding is good for some people but not so good for
color blind and visually impaired people. Make sure you group content
by using positioning, headings, and other visual cues (icons), to sepa-
rate content.
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4+ Make sure that the colors you choose have enough contrast so that
people can read the text. We're surprised by how many sites sport gray
backgrounds with gray text — it might look cool, but for anyone over 35,
it might be hard to read.

4+ Make sure your site includes site maps, breadcrumbs, and other orien-
tation tools. Breadcrumbs refer to a list of links, generally displayed at
the top of a page, that shows the path to where the user is — think
Hansel and Gretel. Figure 2-9 shows an example of breadcrumbs.

Breadcrumb trail

2 ALA Claudia Snell:: New Media Designer

a = & + [ nnp: rwww jenewmadia.com elaudiajatout) about htm o =a.

es [ Speaking Professional Overview
Contact
X I have worked as a freelance new media designer and as a etk xact
Parsonal Artwork web/multimedia designer in large corparate environments, My Portfolio has

Home more details and links to live web site projects

Projects | Samples I'm currently an Online Producer at the Worcester Telegram & Gazette
For information about my
articles published by the
™ fia Edge online
nawsletter, click

Figure 2-9:

|0 view samples ut mv M-D

ThlS site design work,
breadcrumb | fomper fi nee Sle

trail shows
that the user
went from
the Home
page to the
About page.

1 was raised in Palmdale, CA (that's in the Mojave Desert for those who haven't been out there ) gDuring the late
'80's 1 moved to New England. I now live in Worcester, MA with my husband, Jaso L

1 began tinkering with web design in 1997, After some studying at Assumption College in Worcester, MA, 1 bagan a
career as a professional New Media Designer. Since that time [ have worked as a multimedia designer in an
agency, as a freelance web designer and as a contract web/multimedia designer in large corporate environments,

In addition to the desi ul’\ wcl’\t 1 wr (e paint, read, phatograph stuff, drink tons of coffes and eat lots of chacolate. 1
am ownad by a smal b, 1 continue 1o pursue my degres and professional
certificates in Graphic m t Assumption College. In my spare time I'm the
founder/manager of the

Macromadia Cartifled Flash MX 2004 Designor | 2005

We cover these important topics in more depth in Chapters 1 and 3 of this
minibook and also Book IIl, Chapter 9.

Creating a Layout Wire Frame

A wire frame is a page-level layout sketch — like a blueprint of the main
areas where you intend to put images, text, headings, links, and so on, on a
page; see Figure 2-10. You can create wire frames with traditional drawing
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Figure 2-10:
This wire
frameis a
sketch of a
site Claudia
is planning.

tools (pen, pencil, paper, or crayons, if that’s what you like) or with a graph-
ics program such as Photoshop, lllustrator, or Fireworks. Claudia generally
starts to work out her ideas on paper and then re-creates the wire frames in
IMustrator.

About Us | Manufacturing Services | Quality | Company Tour | Directions | Contact Us | Home

Histary

Space / Location
Career Opportunities
Management Overview

Sectors

Supply Chain Overview

eBusiness Image goes here
. Image goes here

Flash animated logo

Simulation of drop down menu

Image goes here

Use this area to call attention to Use this area to call attention to N;WSJ;FCKET ';ead”ne
a spot in the web site - a spot in the web site - EEmIAEsiie
like a link to the Flash tour like a link to the Flash tour ine two click for more....

NewsTicker Headline

story stuff goes here
line two click for more...

NewsTicker Headline
story stuff goes here
line two click for more...

The number of wire frames you need to create depends on the individual
needs of the site you're creating. Some sites work well with one layout for all
the pages, and other sites need multiple layouts. Remember, these are just
layouts at this point, not finished designs.

To create a layout wire frame using Photoshop CS2, just follow these steps:

1. Open Photoshop and choose Filec>New to create a new document.
The New dialog box opens. (See Figure 2-11.)
2. Fill in the following information and click OK.

e Name: Set the name of the file to mylnterfaceLayout (or something
else you like better). Because this becomes the name of the file,
create a name you’ll remember.

e Width: Set at 800 pixels.
¢ Height: Set at 600 pixels.

The current standard Web screen resolution is 800 x 600. You can
set this number to any size you like, but by starting with 800 x 600
pixels, you can see how your layout works at the standard Web size.



Figure 2-11:
The New
dialog box.
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Name NUntitled-1 | ¢ oK )
 Preset: | 1024 x 768 ) (" cancal )
Width ‘1024 | pixels % ] Save Preset..
Height ‘?68 | pixels i:] Delete Preset
Resolution ‘72 | pixels/inch I ]
Color Mode: | RGB Color 3] [ 8 bit =
: ! Image Size:

Background Contents: | White I

E] Advanced

Color Profile: | Don't Color Manage this Document |5 ]

Pixel Aspect Ratio ( Square | ]

2.25M

¢ Background contents: Set to white or any other background color.

(You can change this later if you change your mind.) This just starts
your work area off with a background color.

After you click OK, the dialog box disappears, and the new document
appears in its place.

3. In the new document (see Figure 2-12), create the main element areas
(banner, content, navigation, and so on):

a.

Click the Rectangle tool on the tool palette.

It is the third tool from the bottom in the second column. Your
cursor now looks like a plus sign.

Click and drag to create rectangles to represent all the areas of your
page — banner, navigation, content, and so on.

Each time you click and drag, a new layer is created.

On the Layers palette, double-click the name of the new layer and give
it a descriptive name.

If you don’t, you’ll end up with a bunch of layers with the names
Layer 1, Layer 2 (or Shape 1 if you've used the shape tool), and so
on. Unless you can remember what each layer number represents,
it’s hard to change your layout later.

Position the elements by selecting the layer you wish to move, clicking
the Move tool, and dragging each element.

Resize an element by selecting the layer, choosing Edit=> Transform=>
Scale, and then clicking and dragging in the main window.
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Move tool Rectangle tool
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Layers palette

f. Change the color of elements by double-clicking the layer thumbnail on
the Layers palette.

g. In the Color Picker dialog box that launches, choose a color and click OK.
4. In the main window, create place holder text. (See Figure 2-13.)

a. Select the Text tool.

b. Click a location in the main window and type some text.

c. Format the text by double-clicking the large T on the Layers palette and
making changes on the Options palette or on the Character palette.

You can move text the same way you moved the layout elements: by
dragging with the Move tool.

When you’re finished, your wire frame should be a layout grid that will
drive the graphic design and page development process.



Creating a Layout Wire Frame 8 9

Text tool
# Photoshpp File Edit Image Layer Select Filer View Window Help W E o W E &) FilolPM
[0 9 2 e s o 1 e o couren | P [ | S | ] L A .
— : T = E

B T I A e m—ﬂqnvg —

[=IE% T [ee s

LT LB e

#7| L [ [

el

zla] I

B

AT E

AN i

? ;{ E Type text with the text tool

n i Book Il

(= | i Chapter 2

ESIR

g )
§ 2

Figure 2-13: if ’Eé
Accessing i S 'm
the TeXt t00| S (] Do MM I ¥l a ?
and text =4
editing via 2
the Options
palette.




90  Book II: Site Design



Chapter 3: Organizing
Vour Content

In This Chapter

v~ Establishing and sharing file management conventions
+ Developing Web site content

+ Keeping best practices in mind

Book I, Chapter 2 helps you figure out what content to include on your
site. Although, by now, you might have collected much of it, your con-
tent will evolve as you develop it. Web site content actually continues to
develop throughout the life of the site. For this reason, planning and build-
ing a good organizational structure is very important, and that’s why we
devote this chapter to that topic. As you collect information, it’s tempting to
just dive right in to the artwork part of designing your site. Resist the temp-
tation. The following pointers can help you organize the content (and save
yourself some headaches in the process):

4+ Keep all site files in one set of folders. Typically, you have pictures,
text documents, and other things, such as PowerPoint files and Excel
spreadsheets. Some of these files will end up directly on your site and
others just provide information. In either case, keep the original files
together in a set of folders. Keep this set of folders in the local copy of
your site. A local copy refers to the version of the site that’s on your
computer hard drive. You work on these files and then publish them to
a Web server.

4+ Do first things first. It’s actually important to start with designing the
structure and maintenance of your site first. If you start with creating
artwork first, you're likely to design something that looks great but
doesn’t work for the purpose of the site.

4+ Keep site maintenance manageable. A good way to make sure the
maintenance doesn’t get done is to make it difficult for people to work
on the site. For instance, if you create content that needs to be updated
often, you’ll need to assign the editing to people who probably already
have other jobs. Or the task might fall to someone who doesn’t know
how to do it, which means that you need to train that person. So if you
don’t think through all aspects of the site upfront, you risk ending up
with a hard-to-manage site and overworked people.
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One small update shouldn’t be a big deal, but if you have several, they
can accumulate into a large project. It might be a good idea to look for
ways to automate part of the maintenance or create content that doesn’t
need to be updated as often. The decision of what is best depends on
your needs and what your resources are.

Remember that design includes the whole project, not just the pretty
graphics and layout. The whole project includes functionality, mainte-
nance, usability, graphics, layout, and expandability. You need to consider
all users of the site, from content owners to the people who maintain the
site to potential visitors. A beautiful-looking site that doesn’t work for the
intended purpose is a failed design. The life of such a design is not as long
as one that you've thought through and designed well.

The rest of this chapter elaborates on these ideas and also explores the
issues of file management, content placement, and best practices in terms of
what’s best for the site user.

Considering File Management

You might think of file management as boring and tedious, but it’s necessary.
Whether you're building a site that multiple people will maintain or you're
working alone, make sure you have a plan for managing files. As you work on
a Web project, you accumulate a lot of files — Word documents, Excel spread-
sheets, images, audio, HTML, sketches or notes on paper, and so on — and
developing a logical method of organizing these documents is essential to the
project. Part of the file management process includes keeping copies of origi-
nal files, for these (and other) reasons:

4+ Future reference: Suppose you need to reconstruct a page or section of

a Web site. If you back up your entire site periodically (which is a good
practice in case of a major problem with your Web servers), you can
easily backtrack and redo that part.

Repurposing content: In many cases, you can repurpose existing print
content, such as logos, fliers, product catalogs, and so on, to the Web
site. Naturally, you want to keep copies of all of those resources. With
these resources at hand, you can

e Pull up the original quickly and make changes.
e Keep track of the original content.
e Build a source of information for other parts of your project.

While, for the most part, the information stays the same from print to
Web, the layout changes. You might find that you need only parts of the
material on a particular page. For instance, if you have a presentation
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that has five slides with bullet points, you might want to condense the
information to three bullet points for the Web. Two months after you
launch your site, if you decide to freshen the content and give your visi-
tors even more information, you can refer back to the original document
and add those other bullet points.

4+ Revision of graphics: With most images, whether they’re photos or art,
you edit them, apply effects, or add them to other elements and use the
finished version of the images on the Web. If you crop and prepare your
photos and other graphics for use on your Web site without saving the
originals, you can’t revise the images as easily. Keeping a copy of the
originals ensures that you can reuse the graphics with the most flexibil-
ity. To keep a copy, just choose File>Save As and name the file some-
thing descriptive.

When revising a file, do a File>Save As and change the name immedi-
ately after opening the file so you don’t accidentally ruin your original.
This technique works no matter what software package you're using —
Fireworks, Photoshop, lllustrator. Saving the original with a name that’s
different from the names of the files in-progress and the finished file
ensures that you can go back to your starting point if you need to.

With graphics files, you typically have a working file and a final version. The
working file is the version that has all the editable pieces still intact. The
important thing to know here is that as you work in graphics software, you
generate a series of layers with pieces of your graphic on each layer. One
image, actually, is made up of multiple layers that you can edit. When you
generate the final copy of the graphic you'll use on your site, the resulting
file is flattened — in other words, the layers no longer exist in that file.
Because the layers don’t exist anymore, you can’t easily make changes to
the file, and some changes become impossible. In most cases, you have to
open the working copy and edit the layers.

Keeping copies of these working files — along with the other support and
content files — in the Production Files folder means that you don’t have to
reconstruct the project every time you want to make a change to the graph-
ics. (Book IV has more information about how to use graphics software.)
And keeping the Production Files folder within your local site means that
you can easily find the files you want to edit.

The final version of a graphics or multimedia file is the JPEG, GIF, or SWF file
(to name a few) that you use on your actual Web page. Put these files in your
Images folder with the other site graphics. Here’s an example of how you
take a working file to its final version: When you work with Flash, it gener-
ates an editable . f1a file — your working file. When you’re ready to publish
the Flash project to your live site, you save it as a . swt file — the file that a
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Figure 3-1:
The Save for
Web dialog
box where
you can turn
alayered
Photoshop
document
into an
optimized
Web
graphic.

browser with the Flash player plug-in can run. You store the . f1a file in your
Production Files folder so that you can edit it in the future if you need to,
and you save the . swf file in your Images folder to publish on the Web site.
Figure 3-1 shows the Save for Web dialog box in Photoshop; in this example,
a photograph is being optimized for use on a page. By choosing File>Save
for Web, you can prepare a graphic to use on your site by choosing a format,
optimizing the graphic for the Web, and even resizing it if you need to.
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Keeping It Tidy

You need to keep your production files somewhere, and if you’re working
alone, it’s all right to keep them within your local copy of the site. If you're
working on a team, you might want to find a place that all team members can
use, such as a shared network drive. That way, they can do what they need
to do and keep the site consistent. It also ensures that the live server doesn’t
become cluttered in the process. Regardless, whether you're using your
local copy of the site or a shared drive, the following points can help you
continue good file management after initially implementing it:
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Create a system for naming your files before you start building the
site. This applies whether you’re working alone or with a team. If you're
working as a team, make sure everyone on the team understands the
naming conventions and uses them correctly. Create a document
explaining the site structure and naming conventions and make sure
that everyone has access to it. This document of standards helps every-
one understand how to work on the site without creating a mess.

Write down maintenance procedures as you create them. Attempting
to figure out how you need to update something is frustrating, even for
seasoned Web professionals. The task of producing consistent results
becomes much more difficult when you make your teammates guess
how they should do things. The techniques of keeping documents and
notes aren’t only for large, complex sites with lots of people working on
them. It can save you, the one-man band, when you need to get some
work done on a site that you haven’t worked on in a while.

Don’t waste precious hosting space on production files. Production
files tend to be very large, so they take up a lot of space. Also, Web staff
can access anything on your Web server. Files can become inadvertently
available to people you don’t want having your files, and that can result
in unwanted changes (or worse). The best rule is to not post files unless
they need to be there.

Archive obsolete files. If you're no longer using a graphic on the live site
(the published version of the site), remove it from the Web server. It’s

all right to create an archive on your local or shared network drive, but
remove it from the live server. This is especially important for large,
complex sites and sites that have multiple people working on them.
Make sure that each member of the team knows that she is responsible
for archiving the files that she makes obsolete. This is also true for
whole sections of the site. If you intend to remove a file (or more) from
the site, remove it fully from the server. Make a backup of it so you can
recover it if you need to.

Create a flexible file structure that can handle your site now and into
the future. Most likely, you’ll want to add to your site at some point. Make
sure you structure your site in a way that makes that easy. Consider how
much of a particular type of content you intend to have. If you think you’ll
have a lot of multimedia elements, put them in a folder together. Start off
with subcategories within that folder. It might look and sound strange
when you initially launch your site to have a folder with other folders in it
for only a few multimedia files, but when you start adding files, you'll see a
great benefit in having planned ahead.
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Implementing Information Architecture

Figure 3-2:
The site
map
showing
major
sections of
a site.

Information architecture involves building the structure of your site from

a content standpoint — that is, deciding what information to put in each
section. Part of organizing and designing your site entails deciding how to
present the content. Upfront, you must determine how to treat images and
graphics (whether or not to use captions, for instance), how to handle text
and other content (presented in tables or bulleted lists?), and of course, how
to handle overall site organization (placing information where it’s easy to
find but not confusing or crowded).

Information architecture sounds complicated, and it can be for larger sites.
Generally, though, it’s just deciding what works best as a group. Organize con-
tent in groups, which become the sections of your site. For example, in the site
map in Figure 3-2, you can see that this site has sections named About Us, Our
Services, Our Products, Company Tour, Directions, and Contact Us.

About Us Our Services Our Products Company Tour Directions Contact Us

History Consuftation Product one Presentation
Our Offices: Design Product two uap

T
Jobs / Careers. Development Product three

[ [ * Pages ta include Flash elements

Presentation - Flash based Tour of company faciity

Note: This site has a three level drill dovwn, From the hame page to the despest level of content s only three dicks.
P o B T T T e e o B B i BT ot o e e i
i '

Those groups are then broken into smaller groups to become the page-level
content. In Figure 3-2, for example, you can see that the About Us section
includes a History page, an Our Offices page, and a Jobs/Careers page,
among others. Organize this information in a logical way, somewhat like you
would do if you were creating an outline.

If your information architecture plan for your site is successful, site visitors
(as well as your Web staff) can find what they’re looking for easily. If you've
done a poor job of planning the structure of your site, visitors can get
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lost and frustrated. For instance, it’s not a good idea to hide your contact
information in a section filled with games, where your users can’t find it.

And remember that someone has to maintain the site once it goes live.
Structuring the site in a way that makes sense also makes it easier to maintain.
If things are in odd places, you'll have a harder time finding what you need.

On the back end, make your folder structure consistent with your site map.
Keep the content for each section in its own folder, with subfolders (if
needed) that contain the page-level content. That way, everything is easy to
find when you need to make updates. The folder structure should match the
site navigation. This is not to say, though, that you must create a navigation
button for each folder in your structure. Some folders contain elements such
as documents, multimedia, style sheets, and graphics.

Developing section-level information architecture

As with your page-level information architecture, you’ll find that within your
sections there are main pages and subordinate pages. As you consider how to
structure your information, keep in mind that users don’t like having to click
through too many links. About three levels of information is a good amount.
This means that from the home page of a site, a user should have to click
through only two pages maximum to reach the deepest level of your content.

From the home page, you drive your traffic into your section content areas.
Make sure your section page and secondary pages reward your users with
useful information. Make sure it’s high-level, summary-type information so
that you can quickly fill the needs of visitors. The summary approach also
benefits visitors by letting them know that they’re headed down the right
path. For instance, on the home page, you can feature a teaser with some mar-
keting-type language about caring for house plants. Include a picture of a beau-
tiful plant with an enticing blurb about what the visitor can find in the House
Plants section of your Web site. End the blurb with a Click here to get
more information about caring for house plants (or similar) link.

The included link, naturally, takes the visitor to the House Plants section and
the promised information about caring for house plants. Also, from these
secondary pages, you can include links to deeper information about the
topic. With the house plant example, you’d link to main pages about specific
types of plants or groups of plants (such as cacti or ivy).

So, still using the example of the House Plants section with a page about cacti,
you can include general information about cacti and other succulents and add
links to a specialized page with specific information — such as a customized
aloe vera plant page. If you have a large amount of deeper information, you
can offer a bit more content on this page than the upper-level pages. You
might also choose to deliver the more detailed information as downloadable
documents so that users can download, print, and read at their leisure.
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Figure 3-3:
Page layout
becomes
much easier
when

you've
grouped
your content
first.

This method of structuring content produces what is called a drill-down.
Users drill down from the summary on the main page through successively
deeper information until they get to the level they need. This makes your
site useful to a wider variety of users and uses.

Arranging page-level information

The page layout phase of site design is easiest if you've organized your con-
tent first. You’ll know how much information you need to accommodate on
each page. When deciding how much information to include on a page,
remember that visitors get frustrated with pages that scroll excessively. If a
page becomes very long, take a second look at your content to see if you can
reorganize it. Or use the technique of breaking long lists into multiple lists.
Alphabetical order works well for many of them.

When planning how you’ll arrange content on a page, make sure that you
design your pages so that the main point of the page is obvious. Lack of focus
can create a confusing situation for your users. Lead them to what you want
them to see by placing the main idea toward the top of the page so it appears
within the browser window. In Figure 3-3, for instance, the main content goes
in the large space below the names Jason & Claudia Snell. Tertiary information
is best placed on the page below everything else. That way, if users don’t
scroll to the bottom of the page, they’re not missing the important stuff.

Photoshop File Edit Image Layer Select Filter View Window Help B > ) E= 4) Tue 921 AM 2
£ e by o At Sl Grv. O S Trarstom ot | (o]0 L 15 | ) (MR | | = ~

806 cNewSite.psd @ 66.7% (2000/2006, RGB/8)
ijo

,
*

of

Jasen & Claudia Snell
e e, e

Things we ke / friends and's

2000/2006 k-

[E=]~[]x g[S [#]D
N e TNV

[

=)
5]

p pl
more placenoider st

28
gE
g

* Link - what it is...
* Link - what it Is...




Avoiding Content Problems 99

Avoiding Content Problems

Other important things to remember about site structure and information
architecture follow:

4+ Make each page deliver real content. Web site visitors should find that

even pages that are at the higher levels — and therefore, made up of
more shallow, summary information — provide useful content. Shallow
and summary shouldn’t mean useless. Sometimes, useful information is
concise — such as, Click here to learn about cacti! Simplicity
is appropriate if you know your users will understand what they’ll get
when they click a link.

If you think your higher-level information needs a little explanation,
include a short paragraph to get users interested. There are no truly hard
rules with this other than you should think about what your users will
need in order to decide what they’re going to do after they find your site.

Avoid compiling lists of links. Sometimes, you can group a few links
effectively, but we can’t think of very many good reasons (other than
search results or possibly task lists for groups or students) that a visitor
to your site should click a link only to be confronted by another list of
links — or worse: a list of links that don’t include any explanations.

The worst site design mistake is a happy invitation to Click here for
information that sends users to a page that invites them to Click
here for more information, and so on, until users get tired of click-
ing and not finding what they want. Users will find a different site to visit
if they find that your site doesn’t have any actual information, just a
series of links to nothing.

In other words, make sure you allow your users to drill down to the level
of information they want. Keep the vague C1ick here links to a mini-
mum, and ideally, don’t use them. Try to use link text that tells the user
what they will get when they click it, include the link directly in your
content by making the relevant phrase into a link. This will invite your
users to follow the trail of information deeper into your topic.

Don’t include unfinished work on your site. Most people agree that
clicking a link and finding an Under Construction or Coming Soon
page is a waste of time. It’s all right to allude to features that you intend
to add to your site, if you like. This gets people excited about making
repeat visits to your site. However, we advise against including links on
your page to Under Construction pages or sections. If the content
isn’t ready to roll out, don’t include it in any navigational element.

Announce an upcoming new feature shortly before its launch.
Frequent users notice when an announcement is up for a prolonged
period. They also notice when you announce a new feature that doesn’t
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materialize. Sometimes, planned features just don’t work out — or they
aren’t ready as soon as you intend them to be. Don’t make promises that
you might not fulfill.

4+ Give your visitors the ability to customize their experience as much as
possible. Simply making sure they can flow through your information in
different ways makes your site more useful and interesting. Be creative
about how you help visitors flow through your site. Give them options
that allow them to choose their own path while also rewarding them
with useful content along the way.

4+ Avoid hiding your content under a pile of lists. Presenting users with
large lists of links with little or no explanation about what they get when
they click will not produce a good user experience. You'll want to guide
people through your information, gently, by including links to broader
content areas within your site’s navigational areas. Use links within your
text to guide people into deeper information.

4+ Use images and multimedia elements thoughtfully. Don’t include an
element just because you like it. Make sure it fits your content. If your
site is about cacti, find pictures of cacti. Include a chart of care statistics
or create a short, multimedia presentation about how to care for cacti.
Leave the pictures of kittens off the page about cacti. They might be
cute, but an image that is there for no other reason than that it’s cute
makes your page look amateurish.

Especially, use Flash and other multimedia with care. Plan and develop
each piece of multimedia, whether it’s a Flash presentation or a video,
making sure it conveys information in addition to being nice to look at. If
you expect your users to wait for media to download, make it worth
their time. (You can find more about developing and using multimedia
elements in Book V.)
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Call to action

You might hear the term call to action when
you start working with Web sites. This term
refers to the practice of including an overt
direction to your visitors: Click here or
Order now.

is sure to catch attention and get your users to
follow the link.

When you don't use a call to action, you're
leaving your visitors to decide what they'd like
to do next on their own. If your content is con-

A call to action is generally used along with
some explanation to visitors about why they
would want to follow your directions. You can
drive traffic very effectively using a call to
action.Click here for sale prices

fusing enough or your navigational elements
don'tlook like navigation (links that are hidden),
your users have no idea what they're expected
to do. They might leave the site in favor of a site
that helps them find what they need.




Chapter 4: Ensuring Uisual Appeal

In This Chapter

v+ Understanding colors on Web sites
1 Getting to know JPEGs and GIFs
v Choosing font families

v Buying stock images

+ Refreshing an existing site

A s you start to work on the visual aspects of your site — also known as
the look and feel — you have to make a few decisions. You have to
choose colors and imagery that support your message and convey a sense
of what your organization is about. In some cases, you might have to buy
images to use. You might also have to work with existing printed materials.
You have many details to tend to, but don’t let that overwhelm you. Within a
short period of time and with the help of this chapter, getting the artwork
under control will become second nature to you.

Colors on the Web

One of the first things you might encounter is a situation where an organiza-
tion already has printed materials and is looking to enhance its presence
with a Web site. The printed materials might have a look and feel already
established and most certainly have a logo and color scheme in place.

Color on the Web is different than color on paper. This might sound like an
obvious statement, but it actually isn’t. Color in printed materials is repre-
sented by a system called CMYK (cyan, magenta, yellow, and black). In
short, it refers to the colors of ink that are used when printing. Web pages
and Web graphics don’t use CMYK; they use a system called RGB (red,
green, blue), which is represented in HTML, CSS, and other Web scripts with
hexadecimal code. More on that later in this chapter. In order to understand
why it is important that the color systems are different, you need a bit of
information about how the color systems are different.
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Figure 4-1:
Color Picker
window
showing the
CMYK
settings.

CMVK color

CMYK is the color system used to produce printed materials. It refers to the
colors of ink that are used to print things. CMYK is what is called a subtrac-
tive color system. With a subtractive color system everything starts off white.
White is the color you get when all the colors are being reflected back to
your eye from a surface. Subtractive colors absorb, or subtract, some of the
color in the light, which creates the effect of colors. CMYK colors are repre-
sented by percentages of how much of each ink color are to be used. The
Photoshop Color Picker window shown in Figure 4-1 features the CMYK
settings.
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RGB color

Red, green, and blue are the primary colors of light. Because computer moni-
tors use light to display colors on-screen, the RGB system is what computers
use. RGB is an additive color system, which means that you add different
amounts of red, green, and blue to create colors. Black is the absence of light
and so is the absence of color in the RGB system. As you add different values
of the three primaries, you get different colors. RGB colors are represented
as numbers between 0 and 255 — one number for each R, G, and B. Zero
means that none of that color exists and 255 means that the maximum amount
of the color exists. So for example, 0, 0, 245 represents a very blue color (0
for the value of red, 0 for the value of green, and 245 for the value of blue).

Hexadecimal colors

Hexadecimal colors are the way browsers like to see color. When you’re
using HTML or CSS code to produce colors, you will, most likely, use hexa-
decimal colors to do it. You can use other methods of displaying colors
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Figure 4-2:
This is the
Photoshop
Color picker.

Colors on the Web ’03

(such as using color names), but hexadecimal is the preferred standard.
Hexadecimal (or hex) uses six digits or letters to display colors. These digits
are actually seen as three pairs of numbers; the first pair represents the
amount of red in the color, the second pair represents the amount of green
in the color, and the third pair (you guessed it right) represents the amount
of blue. You use hexadecimal colors for background colors, font (typeface)
colors, and link colors.

Computer monitors use light to display images, so RGB is what they’re using.
Hexadecimal is just a way to communicate with the browser about what
color you want a Web element to be.

To find out more about using hexadecimal in code, refer to Book IIl, Chap-
ters 2 and 3, which are the chapters that cover HTML and CSS.

Making nice with established color schemes

If you're going to design graphics for an organization that has a color
scheme already in place, you must have them supply the correct RGB or
hexadecimal values that correspond to the CMYK colors they’re already
using; otherwise, you might not get the colors right. We don’t recommend
“just using the eyedropper,” as some print designers might tell you to do.
The colors often shift or aren’t accurate when you use that method. A best
practice is to get the colors straight from the client so that you're sure
they’re what the client wants. In Figure 4-2, you can see the different color
systems available for you to work with in Photoshop.
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Figure 4-3:
The
Eyedropper
tool's great,
but make
sure the
designerin
charge

of the
corporate
identity
gives you
the right
RGB or hex
colors.

Despite

your best efforts, though, a subtle shift in colors is likely to occur.

You can’t perfectly match the colors of a brochure to the colors on the com-
puter screen. The reason for this is that the appearance of the colors on the
brochure change depending on the lighting conditions in the room, and
every computer monitor is a little different. If you hold the brochure up next
to the monitor and work at it, you might get them to match visually, but as

soon as

you go to a different monitor or change the lighting in the room,

they won’t match any more. In other words, if you're trying to match per-

fectly, d

on’t. You can get them close enough so they’ll be consistent, and

that should be the goal. The way to do that is to make sure you get the right
colors from the client. Figure 4-3 shows the Eyedropper tool in Photoshop.
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Use the eyedropper to match colors.

Web-safe colors

In addition to RGB and hexadecimal colors, you hear about Web safe or the

Web 216 palette. Web safe and Web 216 refer to the set of 216 colors that

display

reliably across the different platforms. The use of Web-safe colors



Figure 4-4:
The Web-
safe palette.
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was more important years ago when people didn’t have computers and mon-
itors that could handle millions of colors. A system was developed to make
sure that colors could be displayed correctly on both Mac and Windows
computers. Now that computers and monitors are much improved, it’s
becoming increasingly mainstream to disregard strict adherence to the Web-
safe, 216-color palette. Figures 4-4 and 4-5 illustrate the difference between a
Web-safe, 216-color palette (Figure 4-4) and a nonWeb-safe palette (Figure 4-5).
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Figure 4-5:
The Color
Picker
window
displaying
full color.
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While in many cases, you can pick colors without worrying too much about
strict adherence to the Web 216 (Web-safe, 216-color) palette, sometimes
you need to. One of those times is when you're making a graphic that needs
to sit next to an expanse of code-generated color — for instance, in a banner.
If you want to match the background color of the banner and the color in a
graphic sitting over the background color, you should use a Web-safe color.
That way, you can be sure there isn’t a slight color shift between the graphic
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and the background. Color shift is what happens when two colors that
should be the same are very slightly off. A color shift between a graphic and
the background can be slight to severe but is always distracting. See the
example in Figure 4-6 to see how this can produce undesirable results.

Figure 4-6:
A color shift
between

a graphic
and the
background
can be
slight to
severe but
is always
distracting.

This is the color shift between graphic and background.

Bandwidth

As you start to become familiar with graphics
for the Web and Web site design, you need
to learn about bandwidth. Bandwidth is the
amount of information that has to be sent to the
user's machine in order for her to see your
Web pages.

Each Web page is made up of several files
working together, including an HTML file,
graphics files, CSS files, and possibly some
script files or other data that is being trans-
ferred from a database. Each element that has
to be sent to the user’s machine takes up band-
width. Keep that in mind as you're designing
pages. Slow Web pages are a very serious
problem for a Web site.

As you work on your site, you might find that
you need to increase the download speed of
your pages. If you find yourself in that situation,
you should look at the following:

v Graphics: Have they been compressed
well, or could they be worked with?

v+ HTML: Is the code clean and well written, or
does ithave a lot of issues like nested tables
and unnecessary globs of old HTML?

+~ Back-end systems: Have your databases
and other support systems all been opti-
mized the best way, or has there been
sloppy design and coding in the building
and maintenance of your back end?

v+ Multimedia: Have the multimedia elements
been designed and developed so that they
download gracefully? Have the elements
been properly optimized?

Information about how to work with these ele-
ments to deliver the best quality while not ruin-
ing the download speed appears in Books IV
through VI.
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Another fix for the color shift (or dithering) is to create transparent images
that float over the background color. Book IV has instructions and examples
of how to create transparent images and other graphics tricks.

Getting Familiar with Graphics File Formats

There are two main graphics file formats in use on the Web. It’s true that
there are many other formats in use on the Web, but they’'re not as popular
as the big two: JPG (or JPEG) and GIF. A third, much-less popular format that
you might encounter is PNG.

Book Il
JPEG and GIF files are popular because they work well for most graphics that Chapter 4
a Web site needs, and they’re viewable by any browser that has graphics-
display capabilities. Users don’t need to make any special modifications or
change any settings.

The JPEG and GIF formats compress images, meaning they make image file
sizes smaller than they originally were. File size refers to the amount of
space an image takes up on the computer, not how large it is on your screen.
Changing the display size doesn’t necessarily change the file size unless
you’re actually resizing the image in a graphics program.
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File compression is important for Web graphics because the larger the file
sizes are, the longer it takes for them to download. So compressing files
helps them to download more quickly. On the Web, speed is everything.

While JPEG and GIF both compress graphics, they work in different ways.
Each has its purpose:

4+ JPEG Joint Photographic Experts Group: This format is named for the
organization that created it. JPEG is good at compressing pictures —
images with a lot of tonal changes in them, such as photographs, or
graphics with a lot of gradients in them. JPEGs aren’t good at compress-
ing graphics that have large areas of solid color. Graphics with large
areas of solid colors in JPEG format tend to get strange smudges (called
artifacts) on the image and can also make text hard to read. Figure 4-7
illustrates JPEG artifacts. The only way to eliminate JPEG artifacts is to
start over and recompress the original image with higher-quality set-
tings. The trade off is that the file size will be larger. The whole trick to
graphics compression is to balance quality with size; you want the per-
fect balance of the two. It’s different for each graphic, but you will
quickly learn how to compress graphics well.
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JPEG artifacts make text look messy.

Figure 4-7:

JPEG

artifacts

make words

hard to

read.
You can adjust the JPEG’s quality and download properties to get the
best quality with the smallest file size. You can set JPEGs to progressively
download, which means that the image begins to display as it's down-
loading. If you've seen an image that appears to be materializing in
waves, it’s probably a progressively downloading JPEG. Using this
method, you can make larger images start to appear quickly, which
helps your visitor know that something is coming. Otherwise, they might
be looking at a blank space for a few seconds.

4+ GIF (Graphics Interchange Format): GIFs are great for buttons and
other graphics with large areas of solid color and sharp lines — such as
graphics with text. Where JPEGs get artifacts and leave text looking
pretty bad at times, GIFs can deliver clean graphics at much smaller file
sizes. GIFs don’t get artifacts, so the text stays clean, even at small file
sizes. You might be wondering why everyone doesn’t use GIFs for all
their graphics. The reason is that GIFs also have limitations. They don’t
compress photos or other tonal images well. A photograph that has
been compressed as a GIF often gets what is called dithering. This is
when the image has too many colors for the GIF format to deal with, so it
starts shifting some of the colors to colors that are close but not the
same. Figure 4-8 shows an example of an image that doesn’t work well as
a GIF (the image on the right). Dithering can be mild, or it can be severe
to the point that gradients end up looking like bands of spray paint.
Figure 4-9 is an example of an image that works well as a GIF.
s }asa gif @ 66.7% (Index)

Figure 4-8:

The image
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using JPEG,
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Figure 4-9:
GIF images
do great
with solid
colors and
sharp lines.

Using Fonts Effectively on Web Sites 109

Look to Book IV, Chapter 1 for more information about these file formats.

Using Fonts Effectively on Web Sites

Figure 4-10:
Serif fonts
versus sans
serif fonts.

Web sites are different from other media in that you have to rely on the
users’ fonts to display the site content. Web sites draw from the fonts avail-
able on the Web site visitor’s machine. When you choose fonts for your Web
pages, you need to make sure you choose common ones that most users
have on their computers. Otherwise, the computer has to make a substitu-
tion, and the results of that can be very unexpected and not at all pleasant.
But you must plan for this scenario.

The font-family method of choosing fonts for your pages is a tried-and-true
practice. With this method, you instruct the browser to use one of a few dif-
ferent fonts. For example, if you specify that the font should be verdana,
Arial, Helvetica, sans-serif, the visitor's machine tries to use
Verdana first. If that is not available, it looks for Arial, and so on. If none of
the three named fonts are available, the visitor’s computer uses its own,
default, sans serif font. Serif fonts have little feet or tails attached to the char-
acter; sans serif fonts don’t. See Figure 4-10. (Book IV, Chapter 1 has more
information.) The result of using this font-family method is that you don’t
have exact control over the font for every single user, but you can establish
a look and feel with fonts that are similar. That way, your users can have
roughly the same experience. It’s a safe bet that no one will be able to tell
that your site has Verdana on one machine and Arial on another — unless
the person looking is a typography fan.
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Some elements, such as banners and logos, require that you absolutely use a
special font. In those cases, you must make a graphic that has the text in it
and place that on your page. Display text within graphics only sparingly for
these reasons:

4+ Text in graphics adds a lot to the information to download. Make sure
you deliver text as graphics only when it’s absolutely necessary — like
when it is part of your logo or corporate look and feel. Do not deliver
body copy as a graphic for the purpose of maintaining a particular
layout or font choice. Revise your layout so it works on the Web instead.
It will make the site work better for your client and the site’s visitors.

4+ Text within graphics requires a very large alt attribute for the image
(also called alt tags or alt text) for screen readers and other devices.
If people are trying to access your site via screen readers, they won’t be
able to read your content unless you include the large <alt> tag. (See
Book IIl, Chapter 2 for more information about alt tags.) Problems can
arise if the graphic is inline with other content. The screen reader will
read things in the order that they appear in the code. The content can
end up being read in a different sequential order than you would expect,
which is confusing for the visitor.

In general, though, the aesthetics of using a special font are overshadowed
by the poor user experience that is created by placing all your text in a
graphic.

As with many other aspects of Web design, always design for the medium
you’re using. Web sites aren’t the same as printed materials. Printed materi-
als allow for a lot more control over body copy than Web pages do. Make
sure you don’t make the mistake of choosing the pretty font over your visi-
tor’s ability to use the site.

To get the best results from the fonts you choose, just remember a few rules:

4+ Web is not print. Web pages are not printed brochures minus the trip to
the printer. Choose fonts that are available on the visitor’s machine.
Don’t try to use a special font that you bought. Users won’t have it, and
their systems will substitute the font they don’t have with one they do.

4+ Be a designer but not a control freak. You have a lot of control over the
way your pages look, but ultimately, the user can make many adjust-
ments and settings that can change the way his computer displays your
design. Fonts can be substituted, sizes can be changed, and CSS can be
overridden to help the visitor. It’s a fact of the Web. Embrace it; don’t try
to force it to act like print.
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4+ Make your site user friendly. Don’t embed your text in graphics unless
it is a logo, a masthead, or a special promotional graphic that really
needs a special font. When you do embed text, make sure you include
an alt text that has the same text in it — otherwise, some of your visitors
won’t know what the text in your graphic says.

4+ Use modern standards to build your site. Use CSS to make modifying
and updating your site easier and the user experience better for your
visitors. Make sure your code is compliant, well written, and clean. Not
everyone using the Web is using a traditional browser.

Implementing Stock Images and Other Elements

\\3

Sometimes, you need to use photos, audio files, or other materials that were
produced by someone else. When you do so, make sure that you respect the
copyrights of others. Stealing images or other materials from a Web site is
never okay and can cause large problems if the rightful owner finds out you
have been stealing. Everything is subject to copyright laws: multimedia,
audio and music, graphics, photos, text, fonts — everything. It’s never okay
to use things you have found on the Web without permission of the rightful
owner.

There are many places that sell stock photography, video footage, and music
or audio files. Make sure you understand what you’re purchasing before
you buy.

Different types of licenses are applied to materials available on the Web.
Keep these points in mind as you shop around:

4 Buy only from the person that actually has the right to sell the mate-
rial. When you’re using materials produced by someone else, you must
buy them from the person that actually has the right to sell them. We
recommend buying from reputable companies, which might cost you
more, but the quality of the materials and the knowledge that you're
getting legal materials is well worth it.

4 Make sure that the license for the materials you buy specifically
states that you can use them for the purpose you’re buying them for.
Sounds strange, but sometimes, for example, a license clears you to use
an image in printed materials but not on the Web — or the other way
around. Read the license carefully, and if you have questions, consult
your lawyer. Make sure that if a time frame is involved (you can use
the song on your site for one year, for instance), you adhere to the
restriction.
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4+ If you intend to modify the materials, make sure the license allows
modification. Some licenses state that you can’t create derivative
works — and so making a different item out of it would not be okay.

4+ When buying on behalf of a client, make sure that it’s okay for you
to do so. If it isn’t, your client will have to purchase the images. Some
clients prefer to do it that way anyway.
< While shopping for stock imagery, you're likely to run into stock photo jargon.
The following list highlights just some of the terms you might see. Make sure
you always read the licensing terms before using any stock materials.

4+ Royalty free: These materials will have specific rules that you will have
to abide by while using them. When you buy access to royalty-free mate-
rials, you're buying the right to use the materials for the specific pur-
pose stated in the license. You don’t own the copyright to the materials.
The copyright remains with the copyright holder (the originator or, in
some cases, a company that has purchased the rights).

4+ Terms of use: These are the rules that come along with royalty-free
materials. You must read the terms of use carefully and make sure that
the materials you're buying access to can be used for your intended pur-
pose. Remember, you don’t actually own the materials, just the right to
use them as specified in the terms of use.

4+ Educational use: Some materials might be marked as “for educational
use” or something similar. Again, read the documentation that accompa-
nies the materials because the copyright holders have the right to
create their own terms. In general, the term educational use — as applied
to any materials, including software — means just that: The materials
are to be used by educational institutions, students, and teachers for
projects relating to the institution or to educational pursuits. Copyright
owners restrict what types of projects are allowed. In general, educa-
tional use licenses are less expensive than commercial licensing.
Because of this, commercial use is probably prohibited.

4+ Rights managed or managed rights: These types of materials are
licensed on a use-by-use basis. The fees for these images vary based on
what the image will be used for, how long the image will be used (is it for
a short promotion or a longer one?), where it will be used (just in one
state or all over the world?), what medium it will be used in (print, Web,
video — all three?), and other factors.

4+ Comp or preview images: These are versions of the materials that you
can use temporarily in a project while you are in the design/approval
phase of the project. They are usually provided at a lower quality and
with a watermark (overlaid text or logo that makes them unusable).
They serve the important function of making sure everyone approves



\\J

113

Implementing Stock Images and Other Elements

of the materials before any money is spent obtaining licensing to use
them. It’s not all right to use preview or comp images in final projects.
Figure 4-11 shows a sample of what a watermark looks like. If a client
provides you with images that have similar marks, ask them where the
licensed copies are. Licensed copies don’t have a watermark.

Book I
Chapter 4

Figure 4-11:
Sample of
a water
marked
image.
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Consult your lawyer

Before you start creating Web sites profes-
sionally, we recommend consulting with a
lawyer concerning copyright and intellectual
property laws. A lawyer can help you to protect
your rights and help you understand how not to
infringe on someone else’s rights.

One common misconception with Web graphics
is that they are all free for the taking. While it
might be very easy to copy graphics from a Web
site, you can't legally use them in your work
without permission from the person who holds
the copyright. This and many other confusing

and seemingly contradictory rules can get you
in a lot of trouble. If you choose a lawyer that
specializes in copyright and intellectual prop-
erty, ask her to help you understand how to stay
on the right side of the law.

Another thing a lawyer can help you with is to
protect you in the event that a client supplies
you with graphics that are questionable in their
origins. Make sure you have a clause that
allows you the right to refuse graphics that can
get you in trouble so that you will be protected
if you need to be.
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Facelifting an Existing Site

Knowing a little bit about fonts, colors, and images — all of which are dis-
cussed in the previous sections of this chapter — can help you effectively
apply these elements to a project. A graphical makeover on a small- to
medium-sized site can be a quick and easy project if your site is constructed
well. If you haven’t already done some planning for your project, refer to
Book I, Chapter 1, which contains information that can help you get organ-
ized before you roll up your sleeves and get into the work of making changes
to a site.

Sometimes a site has good content but just needs a quick freshening up. If
you design your sites using HTML and CSS, you can easily modify the look
and feel. A facelift differs from a redesign in that a facelift requires only that
you change colors and graphics. Layouts, site structure, and content all stay
the same. When you need to redesign a site, you must examine the content,
code, layout, structure, and all components to determine what to change or
re-integrate into the new site. A redesign is a major project. A facelift — which
we discuss throughout the rest of this chapter — is just a little sprucing up.

Choosing a new color scheme

Make sure you choose colors that work with any established printed materi-
als your client is using and that convey the right message. For example, if
your site is for a toy store, choose bright, happy colors. If your site is about
a more serious subject, choose a conservative palette. As you are choosing
your colors, remember you will need a main color, a second complementary
color, and a third accent color. You can even choose two complementary
colors, but don’t try to use too many or your design will become confusing
to users. Choose your accent color carefully and use it sparingly, as shown
in Figure 4-12. You should use the accent color in small amounts to bring
attention to an area of the page. For example, you could use a bright accent
color in a thin line at the bottom edge of a banner to bring attention to the
main navigation area. Make sure you don’t overdo it, though. A little is great;
a lot will overpower the design.

Figuring out which graphics to replace

Make a list of all the graphics your site is currently using, taking note of the
file names, functions, and pixel dimensions. Look for banners, promotional
graphics, and navigational buttons. Make sure you haven’t left anything
out. Also, make a list of photos or other elements you will need to revamp.
The other elements will range from customized bullet points to multimedia
elements.



Figure 4-12:
Sample of
a banner
graphic/
main
navigation
bar with an
accent color
applied

to bring
attention to
the area.
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No golden rings, partridges, swans or leaping lords, Just 12 bands
wishing you a Merry Christmas.

Kirkpatrick Artist Management
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Decide how you will handle multimedia elements. If their look and feel is
very different from the Web site’s new look, you might want to revamp them
to match. During this process, take the time to clean up old or unused graph-
ics. Figure 4-13 shows a Web site that is considered for redesign; notice the
areas that need new or updated graphics. If you find files that aren’t being
used, don’t add them to your list. That way, when it comes time to make the
new graphics, you don’t waste time making new versions of these obsolete
graphics.

Creating a new prototype

Using Photoshop CS2 (or another graphics program of your choice), create a
design prototype. Remember to keep the same basic layout as your current
design. This is just a facelift, not a redesign. Everything will stay in the same
place. Only the graphics and colors will change. Experiment with your new
colors. The following steps get you started.

To create a template to work from:

1. Open your current Web site in a browser.

2. Take a screen shot of it.
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Figure 4-13:
Note the

graphics on
the page
and decide
whether to
replace
them. Make
sure you
look at all

the pages
on the site.

2 ALA Claudia Snell:: New Media Designer

a = &+ [ nnp: rwwn jenewmadia.com elaudiaj about ) about. htm o =a.

worked as a freelance new media designer and as a contract
uitimedia designer in large corporate environments, My Portfolio has
Home ' more Jetails and links to live web site projects

Projects | Samples A I'm curfently an Online Producer at the Worcester Telegram & Gazette

For information about my
articles published by the

Macromedia Edge onling

nawsletter, click here..

To view sampies ut mv &en
site design work,

Free Ih!||[|||)l‘r rm your
computer, cil

&d in Palmdale, C flat’s in the Mojave Desert for those who have ||I bee

ut there). \Du'lnl_l the late
and. 1 now live in Worcester, MA with my husband, 1

1 began tinkering with web design in 1997, After some studying at Assumption College in Worcester, MA, 1 bagan a
career as a professional New Media Designer. Since that time [ have worked as a multimedia designer in an
agency, as a freelance web designer and as a contract web/multimedia designer in large corporate environments,

hatograph stuff, drink tons of coffee and eat lots of chocolate. |
at. 1 continua 1o pursua my degree and professional
t Assumption College. Tn my spare time T'm the

In addition to the desi un wcnc Lwr (e paint, rea
am ownad by a smal

certificates in Graphic m
founder/manager of the

Macromadia Cartifled Flash MX 2004 Designor | 2005

On a Windows-based PC:

a. Press the Print Screen key.

b. Open Photoshop and choose Filec>New Document=>OK.
Photoshop defaults to the same size as your screen capture.

c. Place your cursor in the new document window and press Ctrl+V to
paste the screen capture into the new document.

On the Mac, use Grab:

a. Choose Capture~> Window.

b. From the dialog box, select Choose Windouw.

c. Click the browser window your current Web site is in.
d. Save the file.

e. Quit Grab.

f. In Photoshop, open the screen shot file.

b

Copy content areas of your page to use as place holders with the rec-
tangular Marquee tool. (See Figure 4-14.) Draw a box around a block
of text and then press Ctrl+J (Windows) or 3+J (Mac) to make a copy
of the block on a new layer but in the same place as the original.



Figure 4-14:
Use the
Rectangular
Marquee
tool to copy
content
areas of
your page.

Figure 4-15:
Use the
Rectangle
tool to draw
the
elements of
your page.
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4. Create page layout elements with the Rectangle tool. (See Figure 4-15.)
Draw Rectangles over the banner, navigation areas, and each content
block area, making sure you match the size of the elements.
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5. Apply the new color scheme to your page elements:

a. With the Move tool, select the layer that contains the rectangle you're
changing.

b. With the layer selected, double-click the layer — but not on the name or
icons.

The Layer Style palette opens; see Figure 4-16.

Layer Style
- — Blending Gptions ——————————————————————
tyles [— General Blending
Elending Options: Default Blznd Mode: | Normal ™) ( Cancel )
(1] Drop Shadow OPaClY; et 100 | ( New Style )
() inner Shadow
— Advanced Blendi ™ Preview

9
8 Outer Glow L — 1 LI
() inner Clow Channels o k W ¢ W &
() Bevet and rmboss Knackout: (Rene 9 .
jend Interiar Effects as Grou

—— ) Texture

Figure 4-16: || cooouir
Select the : " S
Iayer and - This Layer. ] 255
launch the e = =
|ayel’ Style. ‘._—é
c. Select the Color Overlay check box at the lower left of the palette.
The Color Overlay dialog box appears.
d. Click the colored rectangle next to the Blend Mode menu.
The Color picker appears.
e. Click in the window to select a color — drag the arrows next to the rain-
bow-colored window to select different colors; see Figure 4-17.
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f. Click OK.
g. Adjust the Opacity or Blend mode, if desired.

Opacity affects how transparent the color is. 100% is completely
opaque; 0% is completely transparent. Blend modes affect how the
element reacts to other layers and elements. Experiment with Blend
modes to achieve different looks.

6. Create a new banner, buttons, and other functional graphics.

a. In your old Web site, rename your Images folder by adding old to the
name. (For example, change the name of the Images folder to
ImagesOld, or something similar.)

By doing this, you have copies of the old images to refer to or revert
to if you need them.

b. Create a new Images folder with the same name as the original.

This is where your new graphics go. Book IV, Chapter 3 covers
making the graphics you need in a project like this.

As you work, make sure you create graphics that are the same size as
your existing ones. If you change sizes, you need to adjust your existing
layout accordingly.

Name the new graphics the same names as the old graphics and place
them in the new Images folder. If you don’t, the graphics won’t appear
on your pages because the HTML code will be trying to place graphics
with the old name and location information. It is important to replace
those old name and location graphics with new ones that are named
exactly the same thing and are in the same folder where the original
graphics were. If you don’t, you’ll have to manually change the file
names and locations in your HTML files.

Applying the new colors to your CSS file

In previous steps, you decide what color to use for the banner area, and
what color to use for the elements on your pages, such as headlines, banner
area, footer — any areas that can be colored through the use of code in the
style sheet. You need to sort out what color goes where and apply those
changes in the style sheet. To do so, follow these steps:

1. Look in your HTML document and make note of class and ID selector
names.
Look for code that looks like this:
<div id="banner"><hl>My banner text </hl></div>
or

<p class="footer">my footer content here</p>

Book Il
Chapter 4
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2. Open the CSS file and apply the hexadecimal colors to the correspond-
ing classes and IDs.

The corresponding CSS will look like this:

#banner hl{color:#000000; font-weight: bold;}
or

.footer{font-size: small; color: #000000;}

The #000000 is the hexadecimal color; this code would make the text
black. Yours might be a different hexadecimal color.

3. Change the hexadecimal color value in the #banner h1 set, and all
instances of an h1 within a <div> tag with the ID selector of banner
are updated.

You don’t have to open, change, and save each HTML document.

4. Follow the same procedure of changing values for all attributes you
need to affect in order to create your new look and feel.

You can change colors, font sizes, weights — anything you like. If you
change padding, margins, or positioning, your layouts will change. Make
sure you test carefully when you make changes that affect the layout.
Also, be aware that if you make drastic changes in font weights or sizes,
your layout might be affected.

For more information about CSS and HTML, please refer to Book III,
Chapters 2 and 3.

After you make all your changes and test all your pages in a browser to
make sure everything looks the way you want it to, it’s time to publish
your new site.

5. Publish (also referred to as posf) the new graphics files and the CSS
file to your Web server.

If you didn’t add or change the HTML, you don’t need to update those
files. Please refer to Book IIl, Chapter 10 for more about File Transfer
Protocol (FTP), the method by which Web pages and sites are published
to a Web server.
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Chapter 1: Pulling Together
Tools and Matevrials

In This Chapter

v Understanding why you need all this stuff
v+ Choosing hardware
v Carving out a workspace

v~ Selecting graphics, multimedia, Web design, and browsing software

A s part of the decision-making process, you need to consider the future
along with the current needs. Your hardware and software needs to
grow with the needs of the sites you're building and with your growing skill
set. Buying hardware or software based on current needs and skills alone
can result in your gear becoming obsolete more quickly. You can also acci-
dentally limit your personal growth by opting for less-robust software or
hardware. For some designers, the issue of outgrowing software and hard-
ware can be a problem; for others, it might not be. If you're looking to build
a simple, functional Web site and don’t need to build it beyond the basics,
you might not need to worry about becoming more ambitious with your
Web site’s features. As you work on more and more sites, though, your skills
will grow along with your creativity. You will want to explore and learn more
as you go. Nonprofessional-grade software and hardware — perhaps the
perfect match for you when you’re starting out — can become very limiting
when you get a little experience under your belt. This chapter shows you
the hardware, software, and accessories that will grow with you as your
skills and demands change.

Matching the Tools to Your Needs

Before you get to the business of building Web sites, make sure you have the
hardware and software and other tools that you need. Start out by assessing
your needs so that you can make informed decisions about whether you
need to buy additional equipment or software.
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You have many choices when you're setting up your Web production envi-
ronment. At the bare minimum, you need the following:

4+ Computer, monitor, and other hardware: If you're planning on having
a hands-on part in designing and building the site, you’ll need to make
sure you have a computer to use. This can be your current computer, as
long as the computer’s specifications meet the needs of the software you
decide to use.

4+ Workspace: At first, you might get by with a workstation set up in the
guest bedroom (or your own). Eventually, though, as you take on more
projects and get more clients and have more work to do (good for you),
you will need more space (and plenty of it) dedicated to Web design.

4+ Web design and other software: You might need to buy additional soft-
ware in order to build Web sites. As with the hardware, the decision of
what to buy is based on your particular needs. If you're in an environ-
ment that requires you to use a specific piece of software, make sure you
have that software. If you don’t have any required programs, you’ll need
to decide what software you’ll buy, based on what you're going to do
yourself and what sorts of elements the sites you're building will have.

4+ Equipment for the whole team: Remember, it’'s common to have multi-
ple people working on a site. If you have a team working on the site,
make sure everyone has the hardware and software needed to do the
work. Adding special features to your site, like multimedia or video, also
means that you’ll have to get equipment and software to support those
features.

The rest of this chapter explores these tools in more detail. More impor-
tantly, it helps you decide which tools and equipment are right for your
projects and situation.

No matter what sort of equipment you decide you need, don’t forget that
there is going to be a period of learning. Even the most basic software, and
sometimes hardware, requires a little time to get used to. The more compli-
cated the software and hardware, the more time you need to master it.
Professional software has more flexibility, along with a steeper learning
curve. The good news is that it’s all “learnable” — just give yourself time,
be patient, and keep working. You'll be surprised at how quickly you can
learn how to build Web sites if you stick to it.

Hauling Out the Hardware

Obviously, you need a computer to build Web sites, and other hardware can
make things much easier for you as you work. This section suggests a few
things for you to consider — but is by no means a complete list.
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A computer

You do need a computer. As soon as you start talking about building a Web
site, you start to get advice from everyone about what type of a computer to
buy. You’ll hear arguments about PCs versus Macintosh computers. Some
people believe that if you're going to do design work, you must have a
Macintosh. Other people say that if you're going to do Web design, you have
to use a PC because “everyone” uses PCs. These opinions are just that —
opinions. The fact is that you can outfit either a PC or a Mac computer with
professional-grade graphic and Web design software. Both types of comput-
ers are just fine to do Web design work. The choice for you comes down to
what you want to use. If you have a computer that can handle your graphics
software already, use that. In general, graphics and Web design software
requires between 256MB of RAM and 320MB of RAM.

Many professional Web designers actually work on both Macintosh and PC
computers. Working cross-platform helps the designer to ensure that the site
and graphics look good on both types of machines. There are differences
between the two in how their browsers render Web pages. And PCs tend to
display colors a little darker than Macs. As a Web designer, you don’t have
any control over what machines and browsers your visitors use and what
their personal settings are. That’s why it’s so important that you test your
site on a variety of machines before going live to make sure everything works
and looks right. If you don’t have both types of machine, find a way to check
Web pages on both platforms to ensure things are working right and looking
good.

When you look into buying a machine or deciding to use a current machine
for production, assess the software you intend to use. Check the specifica-
tions that the software needs (RAM, operating system, available hard drive
space, processor type, graphics card requirements, and so on). All legitimate
software comes with a list of specifications for you to look at. You need to
make sure your machine at least meets those requirements. When making
the decision, make a list of all the software you intend to use, figure out what
each package needs, and then consider your working style. If you like to
have many things going on all at once — such as e-mail, graphics, and Web
design software — consider that and buy a machine that can handle the
workload. If you’re more focused on completing one thing at a time, you
might not have to consider buying a more powerful machine. In general, a
slightly better-than-average machine is probably all right.

Computer monitor

As with all equipment, a better-quality monitor can help you when you work.
First rule: You must have a monitor that displays colors properly. While users
with a huge variety of computer and monitor configurations can and will
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Figure 1-1:
A dual
monitor
setup can
allow you to
work more
comfortably.

visit your site, you should make sure you’'re working with a monitor that is
accurate. If you have an older or less-reliable monitor, consider getting a
newer or better one. It is also a good idea to make sure you calibrate (adjust)
your monitor regularly.

Your monitor and/or system will likely include tools to help you, or you can
buy calibration tools to get a more accurate adjustment. One tool you might
find useful is one of the Spyder series calibrators from ColorVision, (www .
colorvision.com). These calibrators analyze your monitor’s colors and
adjust its accuracy. Many professional designers and photographers use
Spyder calibration devices to ensure accurate color.

Another thing you might want to consider is setting up two monitors on your
computer. (Check first to make sure your computer supports a dual monitor
setup or that you can upgrade it to allow for a dual monitor in the future.) A
two-monitor setup gives you twice the screen space. Graphic and Web design
software tend to have a lot of palettes and work areas. Dual monitors allow
you to spread things out a bit.

The two monitors work as one large one unless you set them up to mirror —
meaning that the displays are identical. Figure 1-1 shows an example of a
dual monitor workspace setup. This example shows Flash being used with
two monitors. Monitor one (on the left) accommodates the stage, timeline,
and palettes, while monitor two displays the ActionScript window, Flash
help, and other code-helpers. This setup greatly increases productivity. Note
how palettes can be moved out of the way while you work. This setup is not
necessary, but it does improve efficiency.

Backups and storage

As you start to work with graphics, you quickly find that you need a way to
store all the large files that you generate. This is particularly important if
you’re going to work on a large site or on multiple sites. The hard drive of
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your computer starts to clutter up with pictures, Photoshop documents, and
old versions of pages. The answer to the clutter is to have a plan for han-
dling the files in the short term and a plan for storing the files on a more
long-term basis.

If you need extra space for handling files, consider an external hard drive.
Shop around; you can get hundreds of spare gigabytes for a good price. If
you’re planning to do work for clients, consider buying different types of
readers, such as a Zip drive and/or a floppy disk drive. While these formats
aren’t as popular as they used to be, plenty of people still use them. It can be
a great convenience to your customers if you're equipped to handle a wider
variety of media. If you’re working with video, your storage needs are much
more robust.

In the long run, a good way to store Web graphics files is on either CD (capa-
ble of storing 650MB) or DVD (capable of storing as much as 10GB). Make
sure your computer can create CDs or DVDs and you have any necessary
software. Find a good solution before you accumulate a lot of files. And back
up files so that you can have enough room on your machine to work on
newer projects. Plus, backing up older files enables you to recover them if
you need to.

Make a schedule or routine for yourself for making backups. When it’s time,
make your discs and then label them well. Be clear about what’s on the disc
and when you made it. That way, when you need to find something, you
won’t have to dig through lots of discs trying to find a digital needle in a
haystack. A good technique is to burn the digital files to discs and put the
discs in a folder along with any hard copies of documents pertaining to the
project (signed contracts, brochures, and other materials). That way, you
can locate all the materials related to one project very quickly if you need to
revisit older projects.

Printers and scanners

It might seem odd to need a printer if you're doing Web design work, but
you’ll find that it’s very handy. Part of the process of designing sites involves
making presentations and outlining the plans, and can also include creating
and signing contracts. If you're creating a Web design studio, make sure you
can copy and print documents.

The other important thing you’ll need is a scanner. It’s common for photos
or other documents to be available only in a physical form. If you don’t have
a way to scan those items, you’ll have a difficult time using them on your
site. If you expect to scan a relatively small number of images for use on Web
pages only, you can use a common flatbed scanner. If you intend to scan
large numbers of images and want to use them for print projects, you'll need
a more professional scanner. Make sure you consider what type of work you
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will do and match the equipment to the task. Note: If you do choose to scan
client materials, make sure you build the time it takes to scan those images

into your proposal with an option for them to opt out and scan and deliver

them to you in a suitable format. (Specify the format.)

Cameras and camcorders

Whether you’re shopping for a still camera or a video camera, make sure you
get quality gear that can produce professional results and allows for future
needs. The benefit is that you get equipment that’s versatile and expandable
while remaining affordable.

When you start looking for equipment, talk to professionals that are already
working. They can give you advice on what they’re using and what they like
or dislike about what they use. Also, check out message boards and con-
sumer feedback sites. When you’re reading message boards, look for com-
ments that include information about what the poster is doing with the
equipment and what his experience level is. Look for people who are experi-
enced and doing similar work to what you’re looking to do. Also, make sure
you read from several sources; that way, you can get a broad overview of
what people are saying. The only thing to keep in mind is that you ultimately
don’t know any of the people posting. Reading many comments from differ-
ent sources can help you get a more-accurate picture.

Marketing materials generally promise professional results, but not all equip-
ment actually produces truly professional quality. Many times, the automatic
features actually produce undesirable results. The more the camera controls
itself, the less you can use your judgment. In situations the camera isn’t pro-
grammed to handle, the automatic modes can become confused and pro-
duce poor-quality video. Make sure that whatever you buy for a camera or a
camcorder, it allows you to take complete, manual control if you need to.
The reason that this is important is that you need to compress pictures and
videos before using them on a Web site. You need to start with the highest-
quality source material you can get. That way, you’ll have high-quality Web
productions. If your fully automatic camera makes some bad decisions for
you, you might be left with video or images that aren’t good enough to use.

Digital still cameras

If you need to take photos for your clients, make sure you have a good-quality
camera. Buy a camera that allows you to take professional-quality images.
The better the images are to start, the more flexible they are as you work. It’s
also common for clients to want to multipurpose photos. Your camera needs
to be able to take good enough pictures that you can use them in other proj-
ects, such as printed materials. Research well before buying and try to stick
with prosumer or professional gear. Prosumer (PROfessional + conSUMER =
prosumer), in this context, refers to equipment that is considered to be of a
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higher quality than consumer-grade, lower-end equipment — these products
straddle the fence between hobbyist and professional. In general, you want
to look for a digital SLR camera that can take pictures that are at least 5 or 6
megapixels.

Video cameras

Although consumer-grade video cameras have improved, they really aren’t
made for professional production. The better the quality of your equipment,
the better the quality of your video — and it really shows in the final prod-
uct. A higher-quality camera has features that will help you produce better-
quality video under a wider variety of situations. Make sure you get
information from actual users and not from marketing materials.

If you're looking at doing video, consider how you’re going to get the video
into your computer for editing and preparing it for the Web. You can connect
the camera itself to the computer, but it’s not necessarily the best way. Each
time you use the camera for taping or for getting the video into the com-
puter, you're producing wear and tear on the camera. If you plan to do a lot
of video, you might want to consider buying a VTR (also called a deck) to do
the job of getting the footage onto your computer. A VIR is a device that can
play back the tapes from your camera — a VCR is a VHS deck. There are many
available; look for one that can handle your needs. Check the format(s) your
camera uses to make sure the deck works with it.

Accessories

Consider the accessories when you're deciding your budget for purchasing
camera equipment. The extras can add up quickly. In addition to actual cam-
eras and camcorders, you might want to consider these add-ons:

4+ A camera bag for storing and transporting the equipment.

4+ Cleaning equipment and supplies to keep everything in good, working
order.

4+ Tapes for video cameras.

4+ Audio equipment for capturing better sound. Your video camera will
come with some type of microphone but not of great quality. It is gener-
ally a good idea to buy extra microphone(s) to improve the quality of
your productions.

4+ Lights for improving shooting conditions when available light is not
good. There are a wide range of lights available for still and video cam-
eras ranging from on-camera lights and flashes to whole lighting kits.
What you need depends on what type of work you are doing.

4+ A tripod that fits your camera (or camcorder). Make sure you have one
that fits your intended use and supports the weight of your equipment.
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4+ Storage cards and a card reader. Card readers are devices that attach
directly to your computer and allow you to download your pictures
easily by removing the card from your camera and inserting it into the
reader. From there, you can download your pictures as you would if
you had your camera connected to the computer. This can protect
your camera from being damaged while waiting to download pictures.
Generally speaking, you want at least two or three 512MB storage cards
so you don’t run out of space. Larger cards are available, but keep in
mind that if you have a 1GB card and you fill it, you will have to unload
all those pictures. It can be more efficient to have two smaller cards so
you can be unloading pictures from one and shooting on the other at the
same time.

Graphics tablet

Some designers find a graphics tablet useful. A graphics tablet is a flat device
ranging in size from that of an average mouse pad to about 12 inches by 19
inches. Designers use a penlike device, called a stylus, to draw, paint, or write
on the tablet. The tablet/stylus is pressure sensitive and generally includes a
couple of buttons to substitute for the mouse buttons. The pressure sensitiv-
ity works with graphics software to produce more real-looking graphic effects.
Whereas a mouse has a more-uniform response to your hand, a stylus or
tablet senses how hard you press and produces stronger or thicker lines the
harder you press. You can also set the tablet to affect opacity. The settings
are up to the user and you can change them to suit your needs.

Actually, a tablet and stylus can completely replace your mouse if you prefer
it, but not all designers use tablets. Whether to use one depends on your
personal tastes and what you're trying to do.

Setting Up Your Web Design Studio

If you're working on a corporate Web site for your employer, you already
have a workspace. If you plan to create Web sites for clients, you need to
create your workspace. Some resources to have in your Web design work-
space include these:

4+ A comfortable desk and chair: Building Web sites takes a lot of time.
Make sure your chair is comfortable for you to sit in for a long time. It’s
true that you can work with a hard folding chair and a little table, but
you’ll be more productive if you make a space that is comfortable and
has enough room for you to sit and work for prolonged periods.

4+ Bookshelves: Web and multimedia production involves a lot of details.
As you progress, you’ll accumulate reference books, inspirational art
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books, trade magazines, and other books and materials. If you’ve got a
bookcase near your desk, it’s easier for you to get to those materials
while you work.

4+ Enough desk area to accommodate all of your equipment: It’s a good
idea to have a little extra room for future growth. At least have some
idea of how you can rearrange your workspace to accommodate more
equipment if need be. If you choose to set your computer up with two
monitors, you’ll need enough space to have the monitors side by side
so you can use them both comfortably.

4+ Space to do paperwork: Building Web sites also requires some paper-
work. You'll find it’s a good idea to have enough space to work on pro-
posals, design prototypes, and other paper documents that help you
stay on track.

4+ Peace and quiet: Your workspace needs to be quiet. You’ll need a place
that lets you focus your attention on all the details involved. If you set up
in a major traffic area in your house, you might find it hard to be produc-
tive, especially when you have to work through a problem. Professional
Web design does require an inquisitive nature and a place that supports
reading and problem solving.

Desperately Seeking Software
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Throughout this book, we cover many different types of software, but this
section gives you a quick-and-dirty list of what you should consider. Soft-
ware is referred to as industry standard when it’s the preferred package for a
particular function amongst professionals. If you’re concerned about build-
ing a resume, use industry-standard software whenever possible. It can give
you a skill set that is valuable to the widest number of employers. If you
don’t intend to pursue a career or to work with other professionals,
industry-standard software is less of an issue for you.

When you’re looking for Web and graphic design software, check out bun-
dled packages. Adobe has packages that include everything you need —
graphics, Web, and multimedia software. Buying a bundle can save you a
bundle of money because the price of the bundle ends up being less than the
prices of buying each piece of software individually. On the other hand, if
you choose to use software from different companies, the bundled software
might not work for you.

Note: The software discussed in this section is available for both PC and
Macintosh computers, unless otherwise specified.
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Researching software before you buy

Much of the professional-grade software we overview in this section doesn’t
come cheap. Before you plunk down your hard-earned cash for a piece of
software, do a little research on it. You have several avenues to find out
about software, including

4+ Trial versions: Trial versions of software allow you to test-drive a pack-
age before you buy it. Often, some features are disabled because the
purpose of the software is to let you try it, not to give you free access to
it. Trial software generally has a time limit (two weeks or a month), after
which the software ceases to function. If you’re unsure about whether a
piece of software will do what you want it to, look for a trial version.

4+ People you know: Ask around to see if anyone you know is using the
software. That way, you can get some firsthand advice about what the
software can do for you.

4+ User groups: Research on the Internet to see if any Web design or software-
specific user groups are in your area. A couple of hours at a meeting
can get you a lot more information than you could find on your own in
several hours of surfing the Web.

4+ Developers’ sites: When you read about software, make sure you read
Developer or Community sections of the Web sites in addition to the
marketing sections of the sites. It seems that all software boasts of being
full featured, professional grade, and easy to learn/use — make sure that
their idea of what those things mean match with the reality of your needs
before you make the leap. Communities and developer sites can give you
a much clearer picture of what it’s like to work with the software on a
daily basis.

Something that’s easy to use for a seasoned professional can be a bit
more daunting for individuals just starting out. Don’t let that stop you;
just be aware that the easier the software, the fewer the features, the
quicker you outgrow it.

Graphics software

This category includes software for manipulating photos, drawing illustra-
tions, and creating layouts. You can’t build Web sites without them.

Note: Adobe and Macromedia are now the same company. Adobe purchased
Macromedia in 2006.



Figure 1-2:
Adobe
Photoshop
interface.

Adobe Photoshop

Photoshop is the industry standard for creating graphics and manipulating
photos. It’s an extremely powerful program with a wide range of uses.
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Designers who work with Web, video, multimedia, and print all use Photo-

shop, as do photographers. Figure 1-2 shows the Photoshop interface in its

default layout. Chapters 4 and 7 of this minibook cover using Photoshop in

Web site design.

A “lite” version of Photoshop is available, called Elements. Elements consists

of the most popular and most used features of Photoshop but leaves out
many of the professional tools. If your needs are for just basic photograph

manipulation and simple graphics creation, Elements might work for you. If
you plan to work as a professional designer, you'll want to learn and use the
full version of Photoshop.

Photoshop comes with ImageReady integrated. As with many of the graphics
packages, with the combination of tools in Photoshop and ImageReady, you

can create buttons, banners, and GIF animations.

You can purchase Photoshop alone or as part of one of the Adobe software

bundles. The choice of how to purchase depends on your needs.
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Macromedia Fireworks

Fireworks (shown in Figure 1-3) is another program that is widely used in
professional environments to create graphics and manipulate photos. It also
has some useful features, such as batch processing of images and good Web
compression tools.

As with Photoshop, you can create layouts and slice them for use as Web
graphics — see Chapter 7 of this minibook for details about how to use
Photoshop to make a Web page layout and prepare it to be a Web page.
Fireworks also has good tools for making rollovers (graphics that change
when users place their cursors over them — such as with buttons that
appear to light up), and other effects.

Fireworks was created specifically for use as a Web graphics software pack-
age, so its tools are specialized for Web designers’ use. The focus is on creat-
ing great-looking, well-optimized graphics. Fireworks comes alone or
bundled in the Studio 8 package from Adobe/Macromedia and integrates
well with Dreamweaver and Flash.
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Figure 1-4:
A vector
image
created in
Adobe
Illustrator.
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Adobe Illustrator

Illustrator is the industry standard for creating vector images. Vector images
tend to look more like line drawings. Illustrator is particularly useful for cre-
ating logos. To design a proper logo, you need to create artwork that can
scale to any size. Vector artwork does scale without losing quality, so you’ll
want to create all logos as vector artwork. Figure 1-4 shows an example of
the type of art you can create in Illustrator.
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Macromedia FreeHand

Macromedia FreeHand is a popular, vector art package. Many professional
designers use FreeHand to create logos and other artwork — like layout pro-
totypes. As with Photoshop and Fireworks, you can use both FreeHand and
Illustrator to create artwork that you can use in Flash or other programs.
Figure 1-5 shows the workspace in FreeHand.
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Combining the best tools from
multiple graphics programs
It's common to use more than one piece of soft-
ware to create graphics and multimedia ele-
ments. It's not necessary, but you might find
that each piece of software is particularly good
at some things but not everything. For instance,
Adobe/Macromedia Flash is excellent for cre-
ating multimedia. It has a fine toolset for creat-
ing graphics, too, but FreeHand and lllustrator
are much more powerful in that respect. You

might find that it works better for you to create
the graphics in FreeHand or lllustrator and then
import them into Flash. If you're using bit-
mapped images, you need to use something
like Photoshop or Fireworks to do the job —
then import the resulting graphics into Flash.
See Chapter 4 of this minibook for an explana-
tion of vector and bhitmapped art.

Figure 1-5:
Getting
started in
Macro-
media
FreeHand.
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Multimedia software

You use multimedia software to create animations, presentations, and other
multimedia elements on your site. If you plan to work with video, you need
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video editing software. What follows isn’t a complete list of all the software
available, but it can give you some ideas of where to start.

Macromedia Flash

Flash (shown in Figure 1-6) is the industry standard for creating multimedia
interfaces, animations, games, and other multimedia elements for Web
pages and CDs. Flash features a design environment where you can create
graphics, a timeline for making animations, and a scripting language (called
ActionScript) that allows developers to create applications or interfaces for
applications. For information about incorporating Flash elements into Web
pages, see Book V.
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Q&N\BEH When you use Flash elements on your site, visitors need the Flash Player
& installed on their machine in order to see Flash content — but most users do

have Flash Player. When you create Flash content, it’s a good idea to include
either a link to the Adobe site where visitors can get the player (www.adobe.
com/downloads). Another option for handling visitors that don’t have the
player is to include alternate content in the HTML document that instructs
people what to do. Flash also has settings within the publishing settings that
can put code into your project that checks the visitor’s machine and gives
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instructions to the visitor if the player isn’t the right version. After you get
more comfortable with code, you can also create your own detection script.

For information about or trial versions of Adobe or Macromedia software,
you can visit the Adobe Web site at www . adobe . com.

Toon Boom Studio and Toon Boom Studio Express

Toon Boom Studio is the professional version and Toon Boom Studio Express
is the “lite” version of the software. You can use both to create animations for
use in Flash. If you plan on doing a lot of animations — especially if you expect
to have a lot of character animation in your work — you might want to check
out one of these packages. They specialize in animation and have tools that
are intended for that purpose. Trial versions are available on the Web site,
so you can try it out before you buy it.

For information about Toon Boom Studio or Toon Boom Studio Express soft-
ware, you can visit the Web site at www. toonboom. com.

Electric Rain Swift 3D

Swift 3D specializes in creating 3D art and animations for Flash. Electric Rain
offers two different versions of Swift 3D, a full-blown program and a plug-in
for Flash. Which one works best depends on the type of projects you intend
to create.

You can find additional information about Electric Rain products at www .
erain.com.

Apple Final Cut Pro and Final Cut Express HD

For Macintosh computers only. Final Cut Pro (shown in Figure 1-7), sold
alone or as part of the Final Cut Pro Studio, is a professional, nonlinear,
video editing software package. Final Cut Pro has more features than Final
Cut Express HD, but depending on your needs, you might find that Final Cut
Express HD is enough. Most Web video projects don’t require the more
robust features that are available in the Pro version. Before you decide
which works best for you, you’ll have to determine what your plans are.

If you do decide to start with Final Cut Express HD and then later move up to
Final Cut Pro, you'll find that it’s an easy transition because the interfaces of
the two are so similar. You'll just have to learn the additional features. Which-
ever one you choose, you'll also have to figure out if you want to put motion
graphics (animations) in your videos. If you do, you need to make sure you
have additional software to create the animations — such as Adobe After
Effects, Apple Motion, or LiveType.
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Figure 1-7:
Introducing
Final Cut
Pro.

For more information about the Final Cut products and other software by
Apple that can help you with your video projects, go to www.apple.com.

Adobe Premiere Pro

Available for Windows only. Adobe software’s professional, nonlinear, video
editing software provides the tools that you need to edit and prepare video.
Like the Final Cut products, you need additional software if you want to do
fancy, motion graphics in your videos. Premiere is available bundled with
other software. Visit www . adobe . com/products for more information
about Premiere Pro.

There are many other video editing software options but many of them are
more robust than you need to create Web video — and have price tags to
match. If you find that Final Cut Pro, Final Cut Express HD, or Premiere Pro
doesn’t have the features you need, you might want to look at Avid (www .
avid.com) software.

Web design software

Your Web design studio needs some type of Web design software. You can
create pages in a plain, text editor or you can buy what is called a WYSIWYG
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Figure 1-8:
Take a
look at
Dream-
weaver 8.

(what you see is what you get) Web page editor. WYSIWYG page editors
include both the coding environment and a designer mode that shows you
what your page will look like. Your other option is to use software that isn’t
quite full WYSIWYG but is more robust than a text editor (such as BBEdit).
Here are some tips on what type of Web design software might work for you:

4+ WYSIWYG software:

e Macromedia Dreamweaver: Dreamweaver, considered to be the
industry standard for Web design, works with Contribute and other
Macromedia products — Flash, Fireworks, and Adobe Photoshop
(via the Edit With command). It comes alone or as part of a package.
The Dreamweaver 8 user interface is shown in Figure 1-8. We cover
Dreamweaver in Chapters 5 and 6 of this minibook.

e Adobe GolLive: This Web editing software has many of the same fea-
tures as Dreamweaver, and many professionals use it. Adobe GoLive
is available alone or as part of the Creative Suite Premium bundle.

You can find more information about Dreamweaver and GoLive at
www . adobe . com.
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® Microsoft FrontPage: Microsoft’s professional Web design and mainte-
nance software features a full set of tools for creating and maintain-
ing sites for individual users and for larger Web teams.

All three WYSIWYG software packages have features that help keep
teams on track. Dreamweaver is the most widely used and integrates
with Contribute (which is Macromedia’s software for nontechnical Web
editors). GoLive’s interface looks familiar to those Web team members
who already use other Adobe products. Choose Microsoft FrontPage if
you and your team are more familiar with Office products — and already
have the software. Microsoft FrontPage is no longer being made but is
still being used by some design/development teams.

4+ Bare Bones Software BBEdit: BBEdit is a widely used HTML and text
editor (which means that it’s good for all sorts of tasks — CSS and Java-
Script included). It’s available for Macintosh computers only. BBEdit is
good for individuals who are more comfortable with a code-only envi-
ronment. Some of its features and functions are similar to those of the
more robust WYSIWYG editors, but as the name implies, it really is a
pretty bare-bones package. Some developers prefer the stripped-back
interface and the reduced toolset for its less-cluttered environment.

Ideally, you’ll learn HTML and CSS well enough to be able to create
pages in any environment.

4+ HomeSite: This is Macromedia software’s HTML/text editor for PC com-
puters only. Like BBEdit, the tool is geared toward people who are more
comfortable with code than a visual approach to Web site design. Home-
Site is a very good package for creating Web page code — HTML, CSS,
JavaScript, and others.

The choice of what software you use is really up to you. If you're going to
make a career out of creating Web pages, learn HTML and CSS along the way.
That will ensure that you're able to handle real-world Web page creation and
maintenance. Remember, the more the software does for you, the more you
have to trust a machine to figure things out for you. Software is good, but it’s
still no match for human judgment.

Browser software

You need to have copies of the most popular browsers available on your
machine. Ideally, you have copies available on both platforms. At least make
sure that you have access to a way to view your pages on both Mac and PC.
Some of the most popular Web browsers that you need to make sure you
have are Firefox, Safari, Internet Explorer, and Netscape. You might also need
to look at your site in AOL.
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Look at your pages in all the most popular browsers because they don’t
interpret code in exactly the same way. Additionally, pages can look different
in PC and Mac versions of a browser. Each browser and platform has quirks
that you have to work with. The process of building pages does require a
cycle of build, test, adjust, test, and so on until you get acceptable results in
the targeted browsers.

The list of browsers and versions that are in common use changes often. Some
browsers are no longer in common use or are no longer being supported —
such as Internet Explorer for the Mac. You probably don’t need to worry
about checking your pages in old or outdated browsers. The exception to
this is cases where the client or audience will be using older technologies.
Make sure you talk with your client about the technological needs of the site
before you start building. If you don’t, it isn’t possible for you to know what
to build.



Chapter 2: Making a
Web Page with HTML

In This Chapter

v Getting started on coding your Web page

v+ Adding body content
v Creating bullet lists, numbered lists, and tables
v Introducing style

1+ Developing good coding practices

Fis chapter helps you understand the basics of HyperText Markup
Language (HTML). HTML is the underlying code that makes all Web
pages work in a browser. In this chapter, we deconstruct an HTML docu-
ment and show some basics of how to create a Web page.

This chapter focuses on the most basic Web page layout, but there are many
technologies that can be added to a site — and the code — to create much
more complicated pages. HTML isn’t able to use information from a data-
base or to create any multimedia effects on its own. For that, you need other
scripting and programming languages (covered in Book VI) and plug-ins,
such as Flash or QuickTime (covered in Book V).

Getting Acquainted with the Basic
Parts of an HTML Document

The essential parts of an HTML document are pretty simple. Each HTML
page consists of a head and a body that are contained in tags. In fact, all ele-
ments on an HTML page must be contained in tags. The absolute minimum
tags needed are the HTML <head> and <body> tags, as shown here:

<html>
<head>Your header information goes here.</head>
<body>The content of your page goes here.</body>
</html>

Note that most tags travel in pairs. Each element has an opening tag (<html>,
<head>, <body>) and a closing tag (</body>, </head>, </body>). The
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Figure 2-1:
A sample of
a Web page
and its
underlying
code.

opening and closing of tags lets the browser know where each part of your
document begins and ends. All tags in HTML should be closed; in the current
version of HTML, or XHTML, they must be closed. Some tags are container
tags — that is, one opening tag is followed by some content, which is then
followed by the closing tag, as in the preceding example. Other tags, such as
a break (<br />), are single tags. Notice how the single tag also has a / to
close itself.

If you’d like to have a look at the HTML of any page, you can view the source
code in your browser. It’s a good way to see how others are creating their
pages. Be aware though, that browsers are very forgiving of bad coding prac-
tices. Many older sites and sites created by less-skilled developers might not
have standard code. Make sure you verify that a technique is a good one
before you put it to use on your own site. To view the source code of a page
in Internet Explorer, for example, you can either right-click in your browser
window and select View Source, or choose Views>Source on your browser
menu bar. (You can also view source code with other browsers. The location
of View Source might be different but will be found under a similar view-type
menu.) Figure 2-1 shows an example of the HTML code and the page it
produces.

Starting Your HTML Document Right

Throughout this chapter, we work through an HTML document from top to
bottom and explain the parts. This will help you develop good, solid code
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Picking up pointers from reliable sources

Elsewhere in the chapter, we recommend that you
look at what others are doing when you're begin-
ning to write code. We also recommend that
you supplement what you’re learning with infor-
mation from the World Wide Web Consortium
(W3C). The W3C is the organization that cre-
ates the recommendations and standards for
properly coded Web sites. Consulting the W3C

site (www . w3 . org) can help you ensure that
you are picking up the best habits while avoid-
ing bad ones.

As you develop as a Web designer, make regu-
lar visits to the W3C site to make sure you stay
up to date with the current standards. A very
important part of being a competent Web
designer is keeping your skills current.

when you start to work on your site. By good, solid code, we mean code that
is consistent with Web standards, is free of typos and other errors, and also
is well commented. This section explains the document type definition (DTD)
and the head and body tags. Each site you create will always have at least
these three elements.

As you start to build your HTML document, you might notice when you pre-
view it that it is pretty ugly. The default look of headings and paragraphs can
be very unattractive. Don’t try to make it look good at this point. The CSS
(Cascading Style Sheets) file you create will take care of all the visual aspects
of your page. Cascading Style Sheets are a type of coding that controls layout.
CSS are the instructions for the browser about how to display different ele-
ments of your HTML document. CSS can control how much space is between
the elements on the page, what colors things are, and how large the text
appears. Some very old methods of making HTML look good (such as using
the <font> tags) should not be used anymore. They create code that is diffi-
cult to edit and maintain. The old methods are also not as compliant with
modern browsers and devices. Remember, a well-coded HTML document is a
pretty bland and ugly thing.

The document type definition

The first thing your page needs is the opening document type definition
(DTD) and HTML tags. These tags tell the browser what type of HTML docu-
ment you are sending it. There have been several versions of HTML, and
telling the browser which version you’re using helps the browser display it
correctly. This example is from a page that is using XHTML 1.0 Transitional,
a modified version of HTML 4.01:

<!DOCTYPE html PUBLIC "-//W3C//DTD XHTML 1.0 Transitional//EN" "http://www.w3.
org/TR/xhtmll/DTD/xhtmll-transitional.dtd">
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While you're learning about HTML, you're prob-
ably going to hear about XHTML (eXtensible
HyperText Markup Language), too. XHTML is, in
the simplest terms, the next generation of HTML.
It's very similar to HTML with some very subtle
butimportant differences. These differences are
currently in place and will be enhanced in future
versions of XHTML to help documents work with
XML (eXtensible Markup Language) better. The
technical aspects of the differences are beyond
the scope of this book, although the World Wide
Web Consortium (www . w3 . org) has informa-
tion for the curious.

Older versions of HTML allowed tags to be left
unclosed. The current standard is to close all
tags and to use XHTML. One of the differences
is that XHTML needs all tags to be closed. This
is because HTML “sees” the tags as markup;
XHTML “sees” them as containers holding dis-
tinct types of content within your document.
XHTML needs to know where each piece starts
and ends. This all becomes important when you
want to develop content that works well within

HTML versus XHTML

many different systems and on different devices.
XHTML is designed to be more compatible with
XML (which is a widely used standard for stor-
ing and delivering content across different sys-
tems and devices). Older versions of HTML
were not designed to work the same way and
so are more forgiving of less consistent coding
practices.

In HTML you would code a paragraph this way:

<p>This is a very short
paragraph

<p>Here is another very short
paragraph

Closing the tags would be optional.
In XHMTL, it would be like this:

<p>This is a very short
paragraph</p>

<p>Here is another very short
paragraph</p>

In XHTML, all tags need to be closed; in HTML,
itis a nice thing to do but not required.

This code also tells the browser that this page is in English (note the EN) and
more information about how to display your page.

The head tag and what goes in it

The head of the HTML document is where information called meta data
(information about the document) is contained. Tags associated with meta
data are mefa tags. The purpose of meta tags and the information they con-

tain is to

4+ Inform the browser about what type of document it is receiving.

<meta http-equiv="Content-Type" content="text/html; charset=IS0-8859-1" />

4+ Give information to the search engines.

<meta name="Keywords" content="Claudia Snell, Web Designer, massachusetts "

/>

<meta name="Description" content="Claudia Snell is a new media designer

based in Worcester, MA.

"/
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4+ Provide a title for the page. This page title is displayed in the title area of
the browser and also in most search engine results lists.

<title>Claudia Snell:: New Media Designer</title>

4+ Link associated files like CSS and JavaScript files.

<link rel="stylesheet" href="css/sitestyle.css" type="text/css" />
<script language="JavaScript" type="text/javascript" src="functions.js">
</script>

4+ Provide information about when the page was published and by whom.

<meta name="copyright" content="2000 - 2005, claudia snell" />
<meta name="publisher" content="claudia snell" />
<meta name="author" content="claudia snell" />

Note that all the samples of code in the preceding list are closed either with
a closing tag or with a / at the end of the code. A good way to tell if a tag is a
container tag is to determine whether it “contains” anything. The <head>
tags encapsulate all the header information, so they are container tags. The
meta tags merely convey a piece of information and so are not containers.

There are several more meta tags available, and header information can also
contain other types of information, like CSS styles and JavaScript. To see
examples of these in CSS, check out Book IIl, Chapter 3; Book VI, Chapter 1
covers JavaScript.

So, to have a look at how the code examined so far works together to create
the beginning of your HTML document, examine this code:

<!DOCTYPE html PUBLIC "-//W3C//DTD XHTML 1.0
Transitional//EN" "http://www.w3.org/TR/xhtmll/DTD/xhtmll-

transitional.dtd">

<head>

<title>Claudia Snell:: New Media Designer</title>

<meta http-equiv="Content-Type" content="text/html; charset=
IS0-8859-1" />

<meta name="Keywords" content="Claudia Snell, web design,
worcester, massachusetts" />

<meta name="Description" content="Claudia Snell is a new media
designer based in Worcester, MA." />

<meta name="copyright" content="2000 - 2005, claudia snell" />

<meta name="publisher" content="claudia snell" />

<meta name="author" content="claudia snell" />

<link rel="stylesheet" href="css/sitestyle.css"
type="text/css" />

<script language="JavaScript" type="text/javascript" src=
"functions.js"></script>

</head>
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Figure 2-2:
Head tag

This code communicates important information like the name of the site, the
author and publisher of the content, a description of the site content, and
what version of HTML/XHTML the page is using. This information is used by
the browser, search engines, and the site’s visitors. The code will also make
sure that all the correct CSS and JavaScript needed to make the page work is
loaded. Figures 2-2 and 2-3 show how the search engine and browser use the
head tag information to help your visitors find and use your Web site.
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Figure 2-3:
Head tag
information
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browser.
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Now for some body!

The main part of a page is the body. This is where all the visible content of a
page goes. All the graphics, images, banners, headings, and paragraphs of
text must be contained between the <body> and </body> tags.

Before you start coding, organize the content as an outline with a main topic
heading and then supporting subheadings under each. While there are sev-
eral layers of headings available, we recommend that you stick with three
levels or less. If a subheading has enough supporting information to require
<h4> and above, it might be a good candidate for being its own page.
Remember, people like short, easy-to-access information on a Web page.
The cleaner your outline, the cleaner your page, and the better the experi-
ence for site visitors.

Adding headings

Headings on your page belong between heading tags. These are container
tags that should be used in order of your content structure — <h1>, <h2>,
<h3>, and so on. The <h1> tag is for the main heading of your page, <h2> is
for subheadings, and <h3> is for subheadings under the <h2> subheadings.

<!DOCTYPE html PUBLIC "-//W3C//DTD XHTML 1.0 Transitional//
EN" "http://www.w3.org/TR/xhtmll/DTD/xhtmll-transitional.
dtd">

<head>

<title>Claudia Snell:: New Media Designer</title>

<meta http-equiv="Content-Type" content="text/html; charset=
IS0-8859-1" />

<meta name="Keywords" content="Claudia Snell, web design,
worcester, massachusetts" />

<meta name="Description" content="Claudia Snell is a new media
designer based in Worcester, MA." />

<meta name="copyright" content="2000 - 2005, claudia snell" />

<meta name="publisher" content="claudia snell" />

<meta name="author" content="claudia snell" />

<link rel="stylesheet" href="css/sitestyle.css" type="text/
css" />

<script language="JavaScript" type="text/javascript" src=
"functions.js"></script>

</head>

<body>

<hl>Main Heading Of the Page</hl>

<p>An opening paragraph is sometimes nice</p>

<h2>A subheading</h2>

<h3>A subheading of the above h2</h3>

<p>This is a good place for a paragraph</p>

</body>

</html>
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\\3

If you'd like to see what this code looks like as an actual Web page, you

can copy it directly into a plain text document. Save the document with an
.html file extension instead of . txt. Open the document in a browser. It
won’t be very nice looking, but you will be able to see what parts of this
code are visible on the page, which parts are in the title bar, and which parts
are invisible. You will also be able to see what the different heading types
look like by default (before styling). You’ll most likely want to apply CSS to
make them look better.

Also, notice the closing tags on these container tags. If you don’t close the
heading or paragraph tags, the browser doesn’t know that section has ended.
It will treat the rest of the document as if it is part of that section. Imagine an
entire page displayed as a main heading!

Coding paragraphs

As you might have noticed in the preceding code example, the container
tags for paragraphs are <p> and </p>, and you use them to separate text
into paragraphs. Each paragraph must have its own set of paragraph tags.
As you look at HTML of other sites, you might notice that they do not use
the <p> tags, they use <br> tags instead — sometimes several of them — to
create the visual effect of having paragraphs. This is an incorrect use of the
break tag and should never be done. The break tag should be used only when
you need a hard break, like in a very long bullet. The reason using multiple
<br> tags is incorrect is that when you apply style sheets, you can get
inconsistencies in your design because the style sheet will apply attributes
to things like paragraphs. The <br> tags will not get the same attributes
unless you clutter up your CSS with code to make them the same. Also,
coding your site properly will make your content more compatible with
other technologies, such as screen readers and handheld devices.

The anatomy of a whole page

Headings and paragraphs aren’t always enough. Sometimes you need lists
and tabular data on your pages, too. When deciding how to present your
data, consider your other options. If the text fits into short bullets, present
it that way. Bulleted lists work very well on the Web where your audience
will be looking for quick, easy-to-access information. Tables should be used
whenever your information needs that type of structure, like contact lists or
price lists. These are scenarios when columns and rows really are best.

Using bulleted and numbered lists

Bulleted lists and numbered lists help your visitors get the point quickly.
The code for lists — bulleted or numbered — is fairly simple. You can put
the heading for a list in either a paragraph tag or in a heading tag, whichever
suits the situation best. Take a look at the following HTML, which creates a
simple bullet list:
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<p>My list of fruit</p>
<ul>
<li>apples</1i>
<li>bananas</1i>
<li>oranges</1li>
</ul>

Note that the paragraph tag is closed before the list tags begin. The <ul> tag
in the set means unordered list and the <11i> is for list item. To turn this list
into a numbered list, use <ol1> (for ordered list) in place of the <ul> tag —
and don’t forget to close it with the </01> tag.

Sometimes a list has nested sub-items in it. The code to make that happen
looks like this:

<p>My list of fruit</p>
<ul>
<li>apples
<ul><li>red</1i>
<li>green</1li>
<li>yellow</1li>
</ul>
</1i>
<li>bananas</1i>
<li>oranges</1i>
</ul>

In this example, the sub-items in the apple item are part of a second
unordered list. Notice how the sub-items list begins and is closed between
the <1i> and </1i> of the apple item. The browser displays them as
indented items under apple in the main list.

Building tables for your site

Another situation you will likely encounter is a need for tabular data. Tables
usually turn up in the form of contact lists on sites but are very common
with many types of data, such as price lists or comparison charts. In the old
days of Web design, tables were used to control layout of the page, and many
sites are still built this way. There are some instances where it is necessary
to use some form of layout tables.

If you're using layout tables, avoid nesting tables excessively. Nesting refers
to the practice of creating a table within a table, within a table, and so on.
Building a page with nested tables creates these problems:

4+ The pages load slowly. If the tables have significant nesting, the browser
has a lot more information to interpret and display, and the page loads
can be slowed considerably.
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4+ The information is less accessible. Nested tables can make a Web page
difficult to view by people who are using devices without traditional
browsers — such as PDAs or Web-enabled phones — to visit your site.
And they can make your Web page nearly impossible to use by people
using screen readers.

4+ Pages are difficult to maintain and update. Excessively nested tables
create a confusing pile of code that is easy to break, hard to repair, and
even more difficult to edit, expand, and modify. Edits that should take
seconds can end up taking hours.

4+ Pages are difficult to reuse when it’s time to redesign. With rigid table
structures in place, it becomes impossible to implement new layouts.
Your “new” design will amount to just changing out a few graphics — as
long as the new graphics are the same size and shape as the originals.

When you're creating HTML documents, think about how the structure of

the code will affect the site’s visitors and maintenance of the site. Spending a
little time considering the code saves a lot of time when you or your team
needs to update or add to your site. Figure 2-4 shows an example of code that
has been built with nested tables. Figure 2-5 is an example of the same infor-
mation built with CSS. The use of CSS allows the designer to create the layout
with much less code. The content of the page is easier to identify, and edits
are easier because you need to apply only a few HTML tags as opposed to
trying to figure out a complex table and inserting or deleting content from it.

Tables can also be difficult for smaller devices to handle. They don’t have as
much screen space, so it can be difficult to display content that is in nested
tables — especially those that have specific widths included in the code. Try
to picture an 800-pixel-wide table trying to be displayed on a handheld device.
When you examine the code, it becomes easy to see which page would be
easier to maintain or expand.

A table (properly coded, of course) is sometimes appropriate and necessary.
Make sure you keep your table structure as simple as possible. Don’t put
tables inside the cells of another table unless you must.

The code to create a basic table with three rows and two columns is

<table>
<tr>
<th colspan="2" scope="col">Table Heading</th>
</tr>
<tr>
<td>Content goes here</td><td>And here</td>
</tr>
<tr>
<td>Content goes here</td><td>And here</td>
</tr>
</table>



Figure 2-4:
Example of
nested table
code within
a page.
Note how
the sea of
<td>s and
<tr>s makes
the code
difficult to
decipher.
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@ Source of nestedTables.html|

[<?aml wersion="1.8" encoding="150-8859-1"7= -~
|<!DOCTYPE html PUBLIC "-//M3C//DTD XHTML 1.8 Transitional/ZEN" "httpe//uww w3 org/ TR/ xhtnl1/DTD/xhtwl1-transitional .dtd">
kL xmlns="http:/ /i i3 .0rg/1999/xhtn ">

|<heac>

|t1t Le=Cloudia Snell:: New Medio Designer</titles

|meta http-equiv="Cohtent-Type" contert="text/html; charset=150-8859-1" /=

“Keywords® content="Claudia Snell, web design, worcester, nossachuestts" />

escription” content="Cloudia Snell is o new medio designer based in Worcester, MA." />

opyright* content="2808 - 2095, claudia snell® />

ublizsher" content="claudia snell" /=

lneta nane="outhor" contents"cloudia snell" /=

l<link rel="styleshest" href="oss/sitestyle.css’ type="bext/oss’ /»

[seript Language="Javegcript” type="text/javascript” sre="functions.js"s</seripts

< head=

[body=<table width="180%" border="a" cellspacing="8" cellpadding="8">

>

<te<table width="108%" border="8" cellspacing="8" cellpodding="a">

<trs
<bifctoble Widbh="100%" horder="B" cellspacing="a" cellpadding="g"s
<hrs
bel-<tablesctroctos
<@ href="about/chout htn" >About </« b dro/tbracbra<teben href="Portfolio/Portfolio.htn">Partfoliow/as < toea/trastr>
bl Fef="extro extrn. Rtn' Shrticles / Speakinge s/ tdmc/trocdrs
<l href ="about./contact hbn"=Contact </ s k< bra<tr<tdsm href="Portfolio/gal Lery .htn">Personal Arthork</ase/t</trectrs
el href =" index hitw | " >Home-o/ o< o</ brcbrcdtoks
</tr</table=
|</tablestoble width="1BA%" border="a" cellspocing="8" cellpadding="g">
<rs
<bels-<tob lescbrochonh3=Published Articles <hise/tdeeibractes S
<be-poThe Edge, Macramediasbr />
Mugust 285: <a href="http:/ /wm REE /index bt d=BUIE"
[target="_blank">50 £o Articlec/Omc/pee tie/ trodtrs
|bds> <psThe Edge, Macromedio<r />
Moy 2085: <@ href="http://wm index.html " target="_blank":Bo to
jarticle</ar</prc/tdo/trmatrs
|t <p>The Edge, Macromedin<dr />
April 2865: - href="http://wm .nocronedio.con/nevs Letters /edge/apri L2665,/ index hkn| #sect lonIndex=4danp strack ingid=AYKT" target="_blonk">Go
lbo article</ose/psc/tobe/tradtrs
b href="extro/extra.htn">More listed here...</oe</p=
<3N Desigh POrtfolioe/his
<p=For sauples of my ueb site design work <o href="Portfolin/Portfolin.htn"sclick herec/sc/psc/bc/trodtrsctds
<h3sty Bloge/hi
<peStuff, tips, tricks and other things that are (hopefully) helpful =m href="http://claudiasnell.blogspot.com/">click here...</as=</p>
<h3:Free Wallpaper <h3>
<poFree uallpaper for YOUY COMPUEEY <0 KTef="extro/fLRSEUFT hEn">Click here<)ts/oc/tos
</trs
[<table>
|/t steestas

</tr>
[«/tables<table width="1B%" border="a" cellspacing="8" cellpadding="8"s
>
<td=<h2>Claudia Snell: Portfolio Jite </h2=
<p>I an 0 new medio designer bosed (n Morcester, M. Currently 1 work o an Online Producer ot the Worcester Telegrom Somp; Gozette.</pe

<peMy career includes extensive contract ond freelonce wark. This site is wy portfolio and shoucase for sowe of my personal projects. </ps

Notice in this code that the first row of cells has a <th> tag. This represents
table heading. The other tags in this table are <tr> for table row and <td>
for table data. You might also notice that the <th> row has colspan and
scope. Those two pieces of information, respectively, tell the browser that
the first row is two columns wide (as in “column span”) and that the table
heading is for the columns instead of the rows. If the headings were in the
first column, the scope would be "row".

Coding a whole Web page

The following block of code — which is the code for a whole HTML docu-
ment that is ready to work with the CSS document in Book III, Chapter 3 —
shows just the basic structure of an HTML document; the content has been
minimized to make it easier to see the code we want to focus on. If you type
this code directly into your HTML editor, you will see a very plain document.
By adding CSS, the page will become a well-designed and well-coded page.
Add this code to the code in the “The head tag and what goes in it” section
for the head elements, and you’ve got a whole page.

Note: The begin header area in this code refers to the top/banner por-
tion of the visible page — not the head information discussed earlier in this
chapter.

Book

[x}
=
o
=
-
@
-
N

TINLLH yiim
afied qapp e Bubjey



15 4 Starting Your HTML Document Right

Figure 2-5:
Example of
the same
page but
coded with
HTML and
CSS.
Cleaner,
easier,
friendlier
to all.

@ Source of bookSampleCode.htm|

ol version="1.8" encoding="T30-5855-1" 7> =
<!DOCTYPE html PUBLIC "-//M3C//DTD *HTML 1.8 Transitional//EN" "http://www w3 .org/TR/xhtnl1/DTD/xhtml1-transitional.dbd">
<html X Lns="http:/ i W3 .0r0/1999/<htnL "=
<heads
<bitlesCloudia Snell:: New Hedia Designer</titles
<meta http-equiv="Content-Type" content="text/htm|; charset=190-9858-1" />
et name="Keywords" content="Claudia Snell, web desion, worcester, nassachuestts’ />
et name="Description” content="Claudia Srell is 0 rew medin desigher bosed in Worcester, Ma.' />
-meta nane="copyright” content="208@ - 2065, claudia snell” /»
<meta name="publisher" content="claudia snell” /=
<meta name="quthor” content="claudia snell” /=
<link rel="styleshest” href-"cas/sitestyle.css’ type="text/css’ /»
<seript longuage="Javascript! type="text/jovascript' sre="functions.js's</seripts
</heads
<body=
<div id="header">

iy Ld="bonner”> <ing src-"inages/mybanner_2.01f" alt="cloudia snell, new nedia designer, Portfolin site width="191" height="61" /> </div>
</divs
<l—end header-—>
div id="navBar">

iy Lo="nninNo >

oLt fabout .t sAbout</as-</ Lis
rtfolio/Portfolio.htn'>Portfolioe/assli=
tro/extra.itnt>Articles / Speakingefos</1i>
ot fcontact bt sContoct o/ o</ 11>

rtfolio/gal lery.htn"sPersonal Artwork<fos</lix
i htnl " sHone</axs/ Lix

<l—end navBar div —>
div id="hilights">
<3:Published Articles </hi=
<The Edge, Macromedicdr /=
hugust 2665 < href="htbpz//wm i Letters/ed indesc.html i ingid=BuIE"
target="_blank">Bo to article</oo/p
<p=The Edge, Macromediodr />

Moy 2865 < href="http:/fww letters/edg 5/ index .hitm| 7sect LonInd trockingid=BIDD" target="_blank"s5o to
article<ios</ps
<p=The Edge, Macronediodr />
Aoril 26851 <3 href="httpz/ 9/apr1 12085, index tnl ingid=ATKT" target="_blank"-Ga

to article</os</ps
- href="extra/extra.htn"sHore listed here...</os<ps
<h3eb Design Portfolicehis
peFor sonples of my web site desion work = href="Fortfolio/Portfolio.htn">click hers</a<p>
<h3sty Bloge/hd>
<StufT, tips, tricks and other things that are (hopefully) helpful -m href="http://cloudiasnel L.blogspot.con/"solick here...</os</ps
i3-Free Hollpaper <3
<peFree wollpaper for your computer «m href="sxtra/funstuff .ntn">click heres/os</pe
<fdiv=
<l—-end headlines —-
iy id="content"s

aliv closs="feature"> <img src="inages/icunnod sna.ipg" alt="artvork somple" width="250" height="184" />

<!DOCTYPE html PUBLIC "-//W3C//DTD XHTML 1.0
Transitional//EN" "http://www.w3.org/TR/xhtmll/DTD/xhtmll-
transitional.dtd">

<head>

<title>Claudia Snell:: New Media Designer</title>

<meta http-equiv="Content-Type" content="text/html; charset=
IS0-8859-1" />

<meta name="Keywords" content="Claudia Snell, web design,
worcester, massachusetts" />

<meta name="Description" content="Claudia Snell is a new
media designer based in Worcester, MA." />

<meta name="copyright" content="2000 - 2005, claudia snell"
/>

<meta name="publisher" content="claudia snell" />

<meta name="author" content="claudia snell" />

<link rel="stylesheet" href="css/sitestyle.css" type=
"text/css" />

<script language="JavaScript" type="text/javascript" src=
"functions.js"></script>

</head>

<body>

<!-- begin header area -->

<div id="header">
<div id="banner">

<hl>Welcome to the site</hl>
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</div>
</div>
<!--end header / begin left nav bar-->
<div id="navBar">
<div id="mainNav">
<ul>
<1li> <a href="#">About</a> </1i>
<li> <a href="#">Products</a> </1i>
<li> <a href="#">Contact</a> </1li>
<1li> <a href="#">Home</a> </1i>
</ul>
</div>
</div>
<!--add hilights here if you have them -->
<div id="hilights">
<h3>Come to our open house</h3>
<p>Come visit us on April 1 for our first <a href="#">open
house</a></p>
<h3>Come to our other event</h3>
<p>Come visit us on April 2 for our <a href="#">other
event</a></p>
<h3>Check out our latest project</h3>
<p>Click here to see our <a href="#">latest project</a></p>
</div>
<!--end left nav bar / begin main content area -->
<div id="content">
<div class="main">
<h2>Claudia Snell: Portfolio Site </h2>

Book I

Chapter 2

<p>This is my web site. This is a good place for some §
opening text</p> =
</div> Eg
<div class="subtopic"> ;m
<h2>Another topic</h2> -15
<p>Here is a sub topic on my page</p> E:
</div> 3
</div> @

<div class="subtopic">
<h2>Another topic</h2>
<p>Here 1s a sub topic on my page</p>
</div>
</div>
<!--end main content area / begin footer -->
<div id="footer">&copy; 2006 Claudia Snell | contact me
other important footer information here </div>
<br />
</body>
</html>

The page that is generated by the preceding code is not very pretty to
look at. (See Figure 2-6.) Still, it is all ready to work with a CSS file to be
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Figure 2-6:
The HTML
page
generated
by the code
sample
above. CSS
will be used
to make this
page look
good.

a well-designed Web page. Note in the head tag portion there is a line of code
that links this HTML document to the CSS file:

<link rel="stylesheet" href="css/sitestyle.css" type="text/css" />

Claudia 5neil - New Media Dasigner

W& [+ || 2 file:s/ fusers/claudia/Deskiop  Back2 (005942 0302 /bookSampleCode2. hem =q

Welcome to the site

* About

= Products

+ Conlact

= Home
Come to our open house
Come visit us on April 1 for our first open house
Claudia Snell: Portfolio Site
This s my weh site. This is a good place for some opening text
Another topic
Hera is a sub lopic on my page
Another topic
Here is a sub lopic on my page

© 2006 Claudia Snell | contact me | other important footer information here

Controlling layouts with CSS

The old style of building Web sites used a series of tables and nested tables
to create rigid grids that held all the pieces of a page together. Remember,
the original purpose of the Web was not to support great design, it was to
convey information quickly.

The method of using tables to control layout was a misuse of the code to
produce a visual effect. It used to be the best solution, but that was before
CSS (Cascading Style Sheets) were developed. Another issue that slowed
progress in the implementation of better techniques was browser support. In
the early days of CSS-driven designs, the browsers didn’t support them prop-
erly. Pages would sometimes have serious issues. Those times are gone now.
CSS has been developed beyond a few font-formatting tricks and the major
browsers now have good support for CSS 1 and 2.
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The World Wide Web Consortium Web site (www.w3 . org/) is a good place to
go for information about CSS. CSS guru, Eric Meyer, has a Web site (http://
meyerweb.com/eric/css/) that is also a good reference. If you're curious
to see what others are doing with CSS, check out the CSS Zen Garden at
www . csszengarden. com. All the designs are created using identical HTML
with only the CSS and graphics files changing. The variety of layouts and
design possibilities are amazing.

\\3

Book IIl, Chapter 3 shows you how to create a CSS document and make it
work with your HTML document.

Helpful Development Practices

Here are some techniques that can help you as you work on your Web site
projects:

4+ Use comments in your code. Comments are notes to yourself and other
people who might have to work with your files. Whether you're working
alone or in a group, commenting your code is an important habit to
develop. Common things to include in comments are when the code was
added to the document, what the piece of code does, who added it, and
so on. Make sure your comments are clear and concise to avoid confu-
sion and frustration. Remember, though, that some comments will be
visible via View Source, so don’t type things you don’t want the general
public to read.

You can comment your code whether you're writing HTML, CSS, Action-
Script, JavaScript, or any other code. Scripting, markup, and program-
ming languages have their own format for how to create comments.
HTML comments are contained between <! -- and -->. Everything
between the comment tags will be visible only to people who are editing
the HTML document and to those who view source on your pages. CSS
comments look like this: /* comment goes here */.

4+ Use version control. Make sure you have something in place to prevent
members of the team from overwriting each other’s work. Even if you're
working solo, it is easy to accidentally overwrite a file. Make sure you
have backups so you can recover the work if something does happen.
Explore your software for version control options. For instance, Dream-
weaver has some tools to help. Power users like tools like Visual Studio
Visual SourceSafe 6.0.

In general, version control tools warn or prevent other members of your
team from opening and working on files that are already open and being

edited. They all work a little differently and some are more effective than
others — that is, they prevent more than one person from opening and
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working on a file instead of just issuing a warning that someone else is
working on the file but letting a second person work on it anyway.

Other version and source control features include warning a user when
she is trying to post an older version of a file to the server when the file
that is currently on the server is newer and presumably has been posted
by someone else very recently. Another way to make sure files don’t get
overwritten is to limit the number of people who have the power to pub-
lish files to the site. The designated person acts as a gatekeeper, making
sure that members of the team are not overwriting each other’s work.

Remember to also keep track of original versions of the photos associ-
ated with your site in case you need them later.

4+ Keep communication open. There cannot be enough communication
between members of a Web team. The nature of the work makes it easy
for members to run to their respective corners and hibernate until
they’re done with their piece. Typically, details of what each person is
working on morphs, as planned techniques do not always work when
they’re put into practice. Communication is especially important when
this happens.

For example, if your team decides to use HTML to deliver a company
tour and then later discovers that Flash would be a better method, tell
all team members about the change of plans. If someone else is develop-
ing the content for an HTML page and doesn’t realize that you’ve changed
direction, the time spent on content development has been wasted. In
fact, the team needs extra time to develop the new content.

4+ Organize your supporting files. As you work on a site, you’ll accumu-
late several files that aren’t actual parts of the site. You will almost
immediately start generating Word documents, Photoshop or Fireworks
files, lllustrator files, Flash files, and a host of other files. Make a folder
called something like Production Files to keep track of all these files. You
should keep this folder with the site folder, but don’t post it to your live
site. You need to use these files when and if you need to revise your
graphics or multimedia elements or if you need to refer back to original
content documents. When you launch your site, burn a backup CD or
DVD with the site and production files on it. Periodically make new
backups.

4 Make all source documents available to everyone who will need to
edit site elements. Ensure that everyone on the team can edit or create
new graphics as needed without having to try to completely re-create
the original source files.



Chapter 3: Creating a Web Page
Layout with HTML and CSS

In This Chapter

v Considering the benefits of using CSS

v Learning some simple CSS

v Using cool style tricks

In Book III, Chapter 2 you explore a basic HTML document and find some
basics about creating an HTML page. This chapter shows you how to
create the accompanying Cascading Style Sheet (CSS) file. CSS is a simple
language that is a flexible and powerful way to control the layouts of your
Web pages. As your site grows, you will see huge benefits in ease of mainte-
nance and the ability to repurpose or redesign sections of your site very
quickly.

Introducing CSS

Before we jump into the mechanics of creating a Web page layout with
HTML and CSS — what this chapter is all about — we first want to show you
some reasons why using CSS is a good thing. Next, we tell you how you can
use the View Source feature of a Web browser to examine other developers’
code — it’s a valuable way to see how things are done right (or wrong, as
the case may be). We also quickly cover in this section how easy it is to use
CSS with other tools, such as Dreamweaver.

Understanding why CSS can
help your site — and you

We include many code examples in this chapter and the preceding one that
show the old-fashioned HTML way of doing things — as compared to the
new-fashioned CSS way. In some cases, such as with the borders and
padding, the benefits of CSS are very clear. For example, you can apply bor-
ders to many different types of elements, such as paragraphs and bullets.
You can also control the color, width, and style of borders with CSS. You can
even specify that the borders appear only on some sides, such as the bottom
and left, but not on others. HTML only allows for borders on tables, and
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those borders are either all the way around or none at all. In other cases, it
might not be as clear to you until after you start to work with your site. But
know that when you design your site with CSS, you’re making things much
easier for yourself. When using CSS, you can

4+ Easily make changes to the presentation of your content. Imagine
having to find all the font tags and change them all in an extensive Web
site. Simple Find and Replace often doesn’t work because of the incon-
sistent way the tags are coded. It’s possible to have hundreds of varia-
tions of the font tags that all look the same on the Web page but are
coded differently, which makes Find and Replace utilities useless.

4+ Easily discern the original meaning of your content. When working
with older, “anything that makes it look good” type techniques, you
often cannot tell what the different parts of the page content are visually
looking at it. Old-style HTML allows for using tags improperly, like apply-
ing properties to a font tag that makes a paragraph tag display as though
it is a heading. Not easy to fix. If you manage to strip out the old font
tags, you also strip out the visual cues that can help you to recode the
page properly.

For example, if you set up your page as a block of content with <br> tags
to separate it visually into paragraphs and <font> tags to make headings
look different, it would be difficult to figure out what was what if the tags
were disrupted or deleted. Also, users can create their own style sheets.
The ability to create these style sheets is particularly important for
people who are visually impaired, who develop their custom style sheets
with the assumption that your paragraphs will be marked up as para-
graphs and headings will be headings. If your site is not coded properly,
it can make your site much more difficult for these individuals to use
because their style sheets won’t work as they expect them to.

4+ Make your site friendly to all who visit — no matter where they are or
what their situation. Another reason to use CSS and HTML properly is
that an increasing number of people are using the Web, and many of
those people aren’t using a computer to do it — they’re using hand-
helds, phones, and other devices. In addition, some of your visitors
don’t have perfect vision and hearing, and many don’t have a fancy com-
puter with great speakers. The point is that the Web is more accessible
than ever, and you have to be mindful of the wide variety of situations
and visitors — and code your pages so that your visitors can easily use
your site.

Again, some users will have customized style sheets so they can use the
Internet. One reason a person would have a customized style sheet is to
make font sizes larger or to specify how a screen reader will aurally signal
different parts of a document to compensate for visual impairments.
Information about aural style sheets can be found on the World Wide
Web Consortium site at www.w3 .org/TR/REC-CSS2/aural .html.
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We spend time in this chapter showing how true the preceding bullets are,
but first, we want to give you some quick notes about the View Source tech-
nique and integrating CSS with other tools.

Checking the source

To get a look at the CSS of a page, use the View Source technique. To view
the source code of a page in Internet Explorer, for example, you can either
right-click in your browser window and select View Source, or choose Views>
Source on your browser menu bar. (You can also view source with other
browsers. The location of view source might be different but is found under
a similar view-type menu.) Look for a line of code in the <head> section of
the page that refers to the CSS file or the actual CSS in the head of the file. If
you find a reference to the CSS file, you can use your browser to view the file
(more about that in a minute). CSS can also be applied within the document
itself, but that method defeats one of the main strengths of CSS — the
reusability of code that is kept in only one place.

You'll find it helpful to save the HTML code so you can play with it on your

own. When you view the source, look for signs of CSS. Inline and embedded

styles are easy to see. You can also get a look at external style sheets by

looking for the path to the file in the head tag. Assuming the URL of the

Web site is http://www.examplesite.com, the URL of the CSS would be
http://www.examplesite.com/css/sitestyles.css. By typing the Book IlI
URL of the CSS into your browser window, you can view the CSS: Chapter 3

<link rel="stylesheet" href="css/sitestyle.css" type="text/css" />

Save a copy of the CSS and HTML files so you can play with them and see
how they interact. To see a lot of examples of the power of using CSS to
control your visual display of a page, visit The CSS Zen Garden at www .
csszengarden. com. The CSS Zen Garden is a project created by Dave Shea
for the purpose of encouraging and supporting the use of CSS design. There
are a series of page designs that are all very different in appearance, but they
all share the same HTML code; only the CSS changes from design to design.
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WBER As we mention in Book IIl, Chapter 2, you can learn by example. Look at what
others are doing and use View Source to see how they are doing it. To check
the CSS of a site, look for the link to the CSS file that you can use to down-
load the site’s CSS file.

For example, Claudia’s site’s URL is

www . jcnewmedia . com
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If you go to that site and choose View=>Source from Internet Explorer’s
menu, a file with the HTML for her site appears. About 16 lines from the

top, you see the path to her CSS file:

<link rel="stylesheet" href="sitestyle.css" type="text/css" />

To access the CSS file, type this into your browser’s address bar:

www . jcnewmedia.com/sitestyle.css

The CSS file opens, and you can view it or save a copy for reference.

Using CSS with other tools

As you begin to work with HTML and CSS, you will notice that there are many
tools available to help you. Dreamweaver has excellent HTML and CSS sup-
port and many tools to help you along the way. Figure 3-1 shows an example
of a handy Dreamweaver tool — a Color picker that pops up automatically
when you need it. If you type color: into a CSS document in Dreamweaver,
the Color picker pops up to help you. That way, you don’t have to memorize
all the hexadecimal color values possible — you can simply click the color

that you like.

al

color: *CORERR;
text-decoration: none; *

aslirki
color: #eaB;
text-decoration: none: -

arvisited]
alor sFFERER;
text-decoration: none; *

athaver{

color: *aoERRG;
text-decoration: underling *

i verdana,Arial,sans-seri f;
120%;

e #330099 [+]
]

Figure 3-1:
Dream-
weaver
helps you
find the
correct
hexadecimal
value for
acolor.

o
list-stule-tupe: square: F

Label
font-fami ly: Arial,sons-serif;
font-size: 106
font-weight: bold;
color: #a34dss; b

Sheader{

®@0 6 siteStyle.css™
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Pl._;fcuda split || 3] Design | Title: @ CE B
3 padding: Gpx;

ol - background-aalar 4111+

[Rttom: #333 fpx solid; font-size: small::
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Hexadecimal colors

HTML and CSS “see” colors in special code
called hexadecimal code. It's a series of six
numbers and/or letters that represent the
amounts of red, green, and blue that are pres-
entin a color. Red, green, and blue (or RGB) are
the primary colors for light — and because
colors are displayed by using light, RGB are the
primary colors of computers, too.

As you look at a Web page’s code, you might
see code that looks like this: #000000 or
#993366 —these are hexadecimal values for
colors. When the browser reads the code
#000000, it reads 00 for the value of red, 00
for the value of green, and 00 for the value of
blue, and thus generates the color black. Or
when the browser reads the code #993366,
it reads 99 for the value of red, 33 for the value
of green, and 66 for the value of blue, and gen-
erates a reddish purple color.

You might be wondering, how can | keep track
of which numbers stand for which colors?
Don’t worry; many charts are available (one
site that has a chart is W3Schools at www .
w3schools.com/html/html_colors.
asp), and virtually all Web design or graphics
software has a color-picker tool that gives you
hexadecimal values. (See the “Using CSS with

Ways of Working with CSS

other tools” section in this chapter for an
example.)

In CSS, you can use shorthand to represent
Web-safe hexadecimal colors. To do so, you
take the first number of each pair and use the
three-digit shorthand equivalent of the whole
six-digit hexadecimal color. So the shorthand
for #993366, for example, is #936. The
browser assumes that the other three numbers
are 9, 3, and 6 (no commas or spaces in the
code itself, just #936). But the shorthand
works only on hexadecimal colors that have
pairs for the values of red, blue, and green.
NonWeb-safe colors often do not. For instance,
the code #efefef represents a nonWeb-safe
gray. That particular code doesn't have a valid
shorthand because by typing #eee you would
be telling the browser that the color is
#eeeeee, Which is not the same at all.

Hexadecimal values work in both HTML and
CSS. They also work on all elements that can
take a color value.

If you want to know more, check out HTML 4
for Dummies, 5th edition, by Ed Tittel and Mary
Burmeister (Wiley Publishing, ISBN 0-7645-
8917-2); it includes a super-size Cheat Sheet
with a handy hexadecimal color chart.

There are three ways that CSS can be implemented on your pages:

4 Inline: /nline CSS refers to styles that are directly in the content. This

method is the least desirable type because it affects only the content the

styles are directly associated with.

4+ Embedded in the head of the HTML document: These styles offer more

flexibility because they can be applied to many elements in the docu-

ment, such as all the paragraphs. These styles will not, however, affect

parts of other documents.

Book Il
Chapter 3
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4+ External: To have styles that affect all the pages of a site, you need to
create an external CSS file and create a link to that file in the head section
of your HTML documents. This third way enables you to take advantage
of the quick site-wide layout control discussed earlier in this chapter.

Note: These methods can be used alone or in combination with each other. If
you do use more than one method, you must know about the Cascade. The
Cascade refers to the fact that the style that is closest to an element is the
one that takes precedence. For example, say you have styles set up for para-
graphs in your external CSS file, and you decide that you need a special
treatment for paragraphs on one page of your site. You can set up those
styles in the header. The CSS in the header will take precedence over the CSS
in the external CSS file because it is closer to the paragraphs of that page. If
you then decide that one paragraph in that same document needs a third
treatment, you apply inline CSS to just that paragraph. That paragraph —
and only that one — will be styled by the inline style.

Inline styles

Inline styles are coded directly into the body of your document. For example,
take a look at the following HTML for a paragraph:

<p style="color:#000000;>This would be black text</p>

While these are pretty quick to add on the fly, we don’t recommend this
technique. In essence, you're trading an old style of coding that created
hard-to-maintain sites for a new flavor of the same thing. For example, in the
code that follows, you can see that this style is applied directly within the
<p> tag and will affect only this one instance of a paragraph. No other para-
graphs will take on the attributes unless you apply the same style attributes
to them.

<p><font color="#000000">This would be black text</font></p>

The problem with coding this way is that if you decide you want to change
the color of your text on your site — or anything else coded with inline
styles — you have to find all the places that you used these inline styling
techniques and change them. It also makes for a lot of clutter that isn’t
necessary.

Styles embedded in the head of the document

When you embed styles, you create your CSS styles in the head portion of
your HTML document and refer to them in the HTML, like this:
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<head>

<title>Claudia Snell:: New Media Designer</title>
<style type="text/css">

<!--

p {color: #990099}

-—>

</style>

</head><body><p>This text would be purple</p></body>
</html>

The advantage to using this technique is that you can have some specialized
styles embedded in just one HTML document. This can come in handy if you
want a special page for an event or some other reason.

Use this technique to implement styles for that HTML document only. The
other pages of your site aren’t affected by styles that are embedded this way
or created inline. If you're creating styles that you intend to use throughout
your site (which is most often the case), don’t use this technique to do it.
You’ll end up with a site that is a pain in the neck to update because you’ll
have to open each document and edit each embedded style individually —
unless you feel brave and want to use the Find and Replace feature of your
software.

External style sheets

Using an external style sheet is generally the preferred method — especially
if you want to implement your styles across the whole site. All the CSS are
created in an external file, or files if you have a more complex site. The files
are linked to the HTML document in the head portion of the HTML, like this:

<head>

<link rel="stylesheet" href="css/sitestyle.css" type="text/
css" />

</head>

This code links the CSS file to the HTML document. Notice that the external
style sheet’s file extension is . css. When a visitor goes to your site, the CSS
is loaded along with the HTML, and the page looks great. The major advan-
tage to this technique is that if you decide you want to change anything
about your design or layout, you can make a site-wide change simply by
changing the styles in the CSS file. There is no need to open the HTML files
to edit them. Of course, you’ll want to preview your pages before publishing
them, but that’s the rule for all Web pages.

It is also possible to create more than one style sheet and link them to the
same HTML document like this:

Book llI
Chapter 3
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<head>
<link rel="stylesheet" href="css/sitestyle.css" type="text/
css" />

<link rel="stylesheet" href="css/photogallery.css" type=
"text/css" />

</head>

The benefit of doing this is that your site can have a unified look and feel,
but you can also implement some specialized styles throughout just one
section — for instance, you can implement a color-coding scheme by using
this technique.

The Cascade (which is the name for how the priority of styles work together)
is a strange but useful friend. The most basic explanation of how it works is
that whichever style declaration is closest to an element is the one that will
take effect. Sort of . . . in some cases, styles interact in unexpected ways. Be
on the lookout for multiple styles applied to the same type of element or
styles that will affect positioning of elements in relation to each other, such
as margins and paddings. If you place a margin on a paragraph and a padding
on a table, the two will interact when you put a paragraph in a table. You
may need to adjust your styles when things don’t look the way you expect.
Don’t get discouraged; the best way to master CSS is to get in there and work
with it.

Commenting your code

Each type of coding has its own language style or syntax (it’s like grammar
for computers). You must use proper syntax when creating any code. If you
don’t, the code won’t work — or it might do unexpected things. Even com-
ments have proper markup and/or syntax. If you don’t create code com-
ments correctly, the browser may see it as content or code and treat it as
such instead of keeping it hidden the way it should. (See Book III, Chapter 2
for information about using comments in general.) In CSS, comments look
like this:

/*Banner and header styles - creates background color and
places images*/

#banner (width: 100%; background-color: #000;}

#banner p{color: #fff;}

#header{border-bottom: 1px #333 solid;}

/*End banner and header styles*/

Note how the comments are between a /* and * /, which signals to the
browser that the information contained is a comment and is to be ignored.
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Keep your style sheet clean and easy to understand by

4 Grouping styles that work together. In the previous example, the
#banner style establishes the width and background color of the
banner area, and the #banner p style specifies that paragraphs within
the banner area will be white. Grouping styles that work together this
way in your CSS file is a good thing; that way, seeing all the pieces is
easier.

4+ Placing a comment at the beginning of a group of styles stating what
the styles are affecting and what they’re doing. Keep it short, but make
sure it’s informative enough so that others (or yourself in six months)
will understand it.

4 Including a comment at the end of the group. By doing this, you keep
the styles organized and reduce confusion about where one set begins

and one ends.

Creating a CSS Document

It’s time to start creating your first CSS document. A CSS document is the file
where the styles you create are kept. The term CSS can refer to this file or
to the actual styles. It can be confusing, but as you get more comfortable Beekii
with the way everything works, you’ll also get used to the lingo of Web Chapter 3
design. For the sake of simplicity, we work with the HTML that we create in
Book III, Chapter 2 to create a simple design that helps you get your footing
as you set off into the Web design wilderness. While the actual styles work
as inline, embedded, or external style sheets (which we explain in the pre-
ceding section), the examples given here refer to styles that are external.

CSS styles are made up of three parts:
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4+ Selector: Specifies what the style will affect.

4+ Property: Indicates what exactly will be affected (font, color, background,
and so on).

4+ Value of the property: Indicates how the property will be affected (fonts
will be black and bold for instance).

The other thing to notice is that there are different types of selectors or
ways of attaching styles to parts of your HTML content. Some affect HTML
tags directly (<p>, <table>, <body>). Other styles create classes or IDs.
Classes and ID’s are a bit more complicated and are explained later in the
chapter.
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Setting default selectors

As you get started, there are going to be some common elements that you
want to create styles for to ensure a unified site style. Default paragraph,
link, and heading styles are examples of these. These are all styles that will
affect HTML tags directly; they are your most general default values for
things like colors and fonts. Those types of styles are important, and we
explore those in the next section.

You can start your CSS document by listing the default selectors you want to
create. This helps you get started and ensures that you won’t forget some-
thing very basic as you get into developing your CSS file:

body {}
p{}
hi{}
h2{}
h3{}
ul{}
1i{}

These are some, but not all of the basic elements you will want to make sure
you create styles for.

At this point, it’s easy to begin to write your base styles, the styles for things
like paragraphs, links, tables, headings, and other common elements that
will appear on your site. These will serve as the basic default values for each
element but can be changed by creating custom styles. We cover this in
more depth later in this chapter. For right now, we focus on the basic parts
of a CSS style. The syntax (or grammar) for writing CSS is

selector {property: value;
property: value;
property: value;}

A style can have several property:value pairs, or just one. A style can
also have several selectors. For example, the style that follows has four
selectors, all of which happen to be headers:

hl, h2, h3, h4 {font-weight: bold; color: #990000;}

So, here’s an example of a style with one selector and five property:value
pairs:

body {
font-family: Verdana,Arial, sans-serif;
color: #000000;
margin: O0px;
padding: 0px;
background-color:#ffffff; }
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The preceding example does the following:

4 Uses the default font of Verdana with Arial or sans serif as alternatives in
case Verdana is not available on the user’s machine.

4+ Specifies that the default color of text is black (#000000).

4+ Specifies that the HTML document should entirely fill the browser
window with no margin (0px) or padding (0px) — spacing — between
the edge of the browser window and the content of the page.

4+ Creates a default background color of white for the whole site (#££££££).

Setting class and 1D selectors

The other types of styles are class and ID selectors. Class selectors can be
applied to any element in your HTML document. ID selectors can be applied
to only one element on a page. There are also differences in how these types
of styles are applied.

Class selectors

Class selectors are enhancements to your default styles. You create them if
you want to have more than one style of paragraph. For instance, suppose
you set your default paragraph to be a straight, black, Verdana type with a
margin of 5 pixels, but you also want to have a special paragraph type to
emphasize a point. You would create the following styles:

p {color:#000000; font-family: Verdana, Arial, sans-serif;}
.special {color: #ffffff; background-color: #333333}

The first line, as you might already realize, establishes your defaults for para-
graphs on your Web page. In the second line, . special is a class selector.
This line tells the Web browser that when you assign the special class to a
paragraph, the font of that paragraph should be white (#£££££f), and the
background for that paragraph should be dark gray (#333333). As you

look at it, notice that the selector starts with a period this time. This is
important. This is the proper grammar for this is a class selector. You'll see
that ID selectors have their own syntax (or grammar). You must use this
syntax correctly and apply the styles according to that syntax, or they will
not work properly.

In your HTML, you would use the following code to create a paragraph with
the default styles:

<p>A regular paragraph would look like this</p>
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And you would use this code to create a paragraph with the class styles you
set up in your CSS:

<p class="special">A special paragraph would look like this</p>

In this example, the . special class can be applied to any element, such as
a bullet in a list, a table cell, a paragraph, or any other element. You can also
create the special class for use just with paragraphs like this:

p.special{color: #ffffff; background-color: #333333}

You might notice that the preceding example has no font-family property.
You don’t need to specify a new property unless you want to use a value that
is different from the default. A good practice is to declare your font values in
either the body selector or the p selector of your CSS. Then the fonts will be
the same throughout your document, unless you indicate otherwise. If you
decide you’d like to use a different font on a particular element, create a
class and declare a new value for the property. When you apply the class to
an element in your HTML document, it ignores the default setting you have
made in the body selector in favor of the class values.

The general rule is that the property:value pair closest to the element
wins, sort of. The more specific styles take precedence over less specific
ones. So, a general paragraph selector will lose out to a more specific Class
selector, which in turn will lose out to an ID selector.

In cases where nothing has been declared, the next value is used. So, using
our example, the special paragraph would change its font color to white,
its background color to dark gray, but would keep the font-family as speci-
fied in the <p> tag because no new font-family was declared. There are also
other things that can affect how styles interact, but discussing those are
beyond the scope of this chapter. You can find more information at the
World Wide Web Consortium Web site at www.w3 .org/Style/CSS.

Notice that, in these example styles, the class selector looks a little different
than the tag selector — in this case, we're using the HTML tag itself to select
content for styling. So, if you use a tag selector of p, then all paragraphs will
pick up the style. You don’t need to apply any extra code (other than the
proper paragraph tags) in the HTML document, unlike the class and ID selec-
tors, which require that you add some extra code so the browser knows
where to apply the style.

So, to refresh where we are, with tag selectors, you just start with the tag.
Class selectors start with a . (period) — this is an important thing to
remember. The syntax rules of CSS must be followed carefully or the CSS
won'’t take affect for the particular selector or property that is incorrect.
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1D selectors

An ID selector is the third way that styles can be applied to content on your
site. In general, you use these as a group of styles that affect several pieces
of your content that work together — such as navigation or sidebar content.
There can only be one instance of an ID tag per HTML document. ID tags are
good for creating content groups with accompanying CSS that all work as a
unit. An example of this in action is a CSS menu. By using HTML bulleted
lists and a group of ID selectors, a designer can create a CSS menu that is
easy to update, works well for all users, and is easy on the download times.

When you look at the code of an HTML document that works with CSS, you
might see code that looks like this:

<div id="navBar">
<div id="mainNav">
<ul>
<1li> <a href="#">About</a> </1i>
<li> <a href="#">Products</a> </1li>
<li> <a href="#">Contact</a> </1li>
<1li> <a href="#">Home</a> </1i>
</ul>
</div>
</div>

The "mainNav" and "navBar" sections of this HTML example use an ID
selector for its style information — it’s marked in HTML with the <div> tag,
which encapsulates the content to be included in the style in the code. In
this sample, two sets of ID selectors are used together to create the effect of
rollover buttons (buttons on a Web site that change appearance when you
place your cursor over them), but without using JavaScript or graphics (the
usual way of creating this effect). The ID selector information for this partic-
ular example looks like this:

#navBar ul a:1link, #navBar ul a:visited {display: block;}
#navBar ul {list-style: none; margin: 0; padding: 0;}

#navBar{
float: left;
width: 20%;

height:450px;

margin: O0px;

padding: Opx;

background-color: #eeeeee;
border-right: 1px solid #cccccc;
border-bottom: 1lpx solid #cccccc; 1}

#mainNav{
position: relative;
margin: 0px;
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padding: 0Opx;

border-bottom: 1lpx solid #cccccc;
font-size: 90%;

color:#000000; 3}

#mainNav h3{
padding: 10px Opx 2px 10px; }

#mainNav a {
display: block;
border-top: 1lpx solid #ccccec;
padding: 2px Opx 2px 10px; }

#mainNav a:hover({
background-color: #dddddd; }

The preceding code, when applied to a bulleted list, will create a menu bar
that interacts with users when they roll their cursor over the “button” areas.
The visual cue of this effect helps users understand that they have their
cursor over a link. These styles

Set the display of the list items to “block.”

Remove the bullets and set the margins and paddings of the list items
to 0.

Specify the position, color, borders, and size of the navigation bar itself.

Set the borders and display attributes of the links themselves.

The last style sets the color of the background of the links when the user’s
cursor is over it.

Note the new syntax introduced here. ID selectors are indicated by starting
with a #. Also notice that ID selectors are implemented in the HTML with
<div id="selectorname"> content </div>. There is no need to apply
styles to each element between the <div> tags. Everything contained between
the <div> tags is seen as part of the whole. The browser understands that
an <h3> heading occurring within the <div id="selectorname"> </div>
tags is to be styled according to the #mainNav h3 properties and values set
in the style sheet. Again, if no style is set for an element, the default values
are used.

In Figures 3-2 and 3-3, you can see that the difference between a basic HTML
bulleted list and one with CSS can be very dramatic.



Figure 3-2:
An HTML
bulleted list
without
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Figure 3-3:
CSS styles
convert the
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bulleted list
to a menu
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rollovers.
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Special Effects with CSS

There are a few tricks that you can do with CSS that you can’t do with HTML.
You can create custom rollover effects like the ones we show you in the ID
selector example (see the preceding section), and you can set custom looks
for links on your page. Everyone has seen the default, brightly colored,
underlined links of HTML. CSS allows you to style those links in a more
aesthetically pleasing way.

Styling your links

You can set a specific color for everything that has an <a> tag (links are cre-
ated in HTML by using <a href="http://www.linkgoeshere.html">),
like so:

af
color: #CCO0000;
text-decoration: none; }

This style automatically works on all link tags in your HTML document
because it uses a tag selector.

Or ... you can spice up the way your links look by creating styles for the dif-
ferent states, which are link, visited link, hover, and active. We go into more
detail about these next:

4 Visited: A link is considered visited when the user has clicked it. The
CSS selector for this is a: 1ink.

4 Hover: A link is in the hover state when the user’s cursor moves over it.
The CSS selector for this is a:hover.

4 Active: A link is active at the moment it is clicked. The CSS selector for
thisis a:active.

Here is what the CSS code for these settings looks like:

a:link{
color: #c00;
text-decoration: none; }

a:visited({
color:#FF6600;
text-decoration: none; }

a:hover({
color: #990000;
text-decoration: underline; }
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a:active({
color: #990000;
text-decoration: underline; }

As with other selectors, you can also nest these together:
a:hover, a:active{color:#990000; text-decoration: underline;}

Note also that you can have more than one set of these selectors. You can
create a default set and then create others for use in different areas of your
page, such as the footer:

#footer(
clear: both;
border: 1px solid #cccccec;
font-size: 75%;
color: #ffcc66;
background-color:#000000; }

#footer a:link{color:#ffcc66; }
#footer a:visited{color:#f£0000; }
#footer a:hover{color:#ffffcc; }
#footer a:active{color:#FF6666; }

Cool headlines

Another interesting thing you can do with CSS is add some style to your
heading tags.

h2{font-weight: bold;
color:#333333;

border-bottom: #333 1px solid;
font-size: small;}

Figure 3-4 shows how this code affects the <h2> tags in the HTML document.
Note how the underline extends beyond the end of the text, making the
heading a nice, page-separating device. Traditional HTML underlining is
constrained to the length of the text, but CSS styles stretch across, making
them more attractive and useful as page dividers.

Custom padding and margins

In CSS, you can set custom padding and margins. With plain HTML, you can
set a padding value, but it’s the same on all four sides. Same goes for mar-
gins. With CSS, you can set top, right, bottom, and left independently — you
can have four completely different values! The flexibility this allows is a
tremendous help to designers and makes spacer graphics a thing of the past.
The old, spacer graphic technique was to use transparent .gif files or

Book llI
Chapter 3

SSJ Pue JNLH
y3im Jnokeq abed
qaj e buneaiy



176 Special Effects with CSS

Figure 3-4:
These h2
headlines
are styled
with an
underline.

nested tables with tiny spacer cells in them to try to get nice layouts. These
techniques create very messy, hard-to-maintain code. And it’s a nightmare
for anyone trying to visit your Web site with devices other than browsers.
(Screen readers for blind users become confused in the sea of weird table
structures and unnecessary .gif files.)
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Figure 3-5 shows the CSS box model, which is the way that browsers and
other devices actually see your content. Padding settings affect the space
between the content and the “box” that contains it. Margin settings affect the
actual space around the content. For more on padding and margins and how
to use them effectively, visit the W3Schools CSS tutorials and reference at
www.w3schools.com/css.

Custom borders

Just like padding and margins, in HTML you either have a border all the way
around something or you don’t. Also, you're limited to what you can apply a
border to.

CSS allows you to put a border in just the place you want it. If you want just
a top border, set border-top values, and you’ll have only a top border. You
can also apply borders to many more types of elements, such as heading
tags and paragraphs. CSS borders also have more values to choose from.
Designers can choose colors, positioning, thickness . . . and some browsers
support type (solid lines, dotted lines, double lines, and so on).



Special Effects with CSS 177

Figure 3-5:
The box
model
showing
padding and
margins.
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Figure 3-5 shows where the borders will be placed in relation to the margins
and padding. Keep this in mind because it can affect your layout by placing
borders in ways that you didn’t intend — too close to the content for
instance.
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Chapter b: Introducing Web
and Graphics Software

In This Chapter

v Getting your graphics software

+ Looking at Web-design software

v~ Taking a tour of Photoshop

v Getting to know the tools of the trade

M any tools are available to help you with the hands-on tasks of Web
site design and maintenance. Eventually, choosing the right tools can
be a matter of personal preference, but we do know of a few must-have tools
for every Web designer. This chapter gives you a brief overview of these
must-have tools plus a quick-and-dirty tour of Photoshop CS2.

Choosing Graphics Software

So many graphics software packages are available and so many manufactur-
ers tout that their product can do everything and anything that you might
be confused when choosing graphics programs. First, figure out what kind of
work you want to do and then buy industry-standard software for that work.
If you plan on creating lots of vector graphics, for instance, look for software
that specializes in that; if you plan to work with photos, look for software
that has tools for that. By sticking to industry-standard software, you can
ensure better compatibility with other designers, better resources, better
employability as a designer, better toolsets, and with practice, better overall
quality of work.

Adobe Photoshop

The industry-standard software for working with bitmapped graphics is
Adobe Photoshop. Photoshop offers a powerful set of tools that allows you
to create and work with any graphics you need for your site, from concept
to completion.
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Bitmap versus vector images, part 1

The trick to successful graphics creation is
understanding the strengths and weaknesses
of the different formats and types of graphics.
Bitmapped images are made up of pixels (tiny
dots of color) laid out on a grid (or mapped).
Think of a bitmap as a screen equivalent of a
printed image — lots of dots that, together,
make a picture.

Computer monitors display images at 72 or 96
dots per inch (dpi). Sometimes, this is referred
to as ppi (for pixels per inch). When you pre-
pare graphics for a Web page, make sure you
save them with 72 dpi. By doing so, you make
the file sizes smaller without making the image
on-screen look worse.

Printers work with 150-300 dpi. This is why 72-
dpi images don’t look great when you print
them. While it might be tempting to use higher
resolutions to make your images look better, it

doesn't work that way. Always remember that
larger files download slower, which is bad for
your users.

Bitmapped images resize smaller fairly well. So
an image that is 400px by 600px (“pixels” is
abbreviated as px) downsizes to 200px by 300px
fairly well. But scaling images up is another
story. When making an image larger, the dimen-
sions are made larger, but the amount of infor-
mation stays the same. The computer has to
make its best guess as to what color the addi-
tional dots that are needed to enlarge the pic-
ture should be. This is called interpolation and
creates very jagged-looking images. If you've
tried to scale up an image and noticed little
stairs appearing along the edges of elements in
the image, you have seen the effect of trying to
scale up. This figure shows a bitmap image that
has been scaled up.
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People in many different aspects of working with photos and graphics all use
Photoshop. Photographers, designers, editors, and video professionals all
use it because of its superior tools and vast number of uses. With Photoshop,
you can create all original graphics, draw artwork, adjust or manipulate
photos, apply effects, resize, optimize — virtually anything you might want
to do with images is possible with Photoshop. Figure 4-1 gives you a peek at
the Photoshop interface. The “Touring Photoshop CS2” section, later in this
chapter, introduces you to the Photoshop interface and some of the pro-
gram’s features.
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Adobe lllustrator

The industry standard for creating vector graphics is Adobe Illustrator. Like
Photoshop, this tool has a very powerful set of tools but specializes in creat-
ing vector images. If you plan on creating logos or line art, this is an impor-
tant piece of software to have. It’s also useful to own if you want to do Flash
design. Flash works well with vectors — all the drawing tools in Flash are
vector based. By adding Illustrator to your set of tools, you can create Flash-
friendly illustrations and other artwork. Figure 4-2 gives you a look at the
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Adobe Illustrator interface. Notice how it is very similar to the Photoshop
interface. Another benefit of sticking with industry standards and especially
products from Adobe is that their interfaces share similar features. They
also work together to help users get the job done more efficiently. More
about integrated workflows is discussed throughout this book.

Other professional-grade graphics software

Other graphics software that you might encounter includes: Adobe
Fireworks, Adobe FreeHand, and Adobe Flash. (Fireworks, FreeHand, and
Flash are formerly Macromedia products. Adobe and Macromedia have
merged.) The Adobe products have similar features, enabling designers to
move easily from one product to another. There are also a few professionals
who use Corel products: Painter, Paint Shop Pro, and Corel DRAW.

Bitmap versus vector images, part 2

Vector images are made up of mathematical
statements that define individual objects that are
made up of points, lines, and fills. Think geome-
try class. Because they're created by math, they
scale up and down very well. They're also rel-
atively easy to edit because the elements are
separate objects as opposed to a series of self-
contained dots. Designers can select an ele-
ment, move points, and change properties of
the lines and fills very easily.

Vector art works well for logos and other line
art. Due to the nature of how they're created,
they have very clean lines. The downside is that
they don't do well with pictures and other types
of images that require lots of tonal changes and
soft transitions between those tones.

You will need to convert (or rasterize) vector
graphics into bitmaps before using them on a
Web page — with the exception of vector art
created in Flash. The Flash player supports
vector graphics where browsers don’t. Some
plug-ins that are available can support vectors,
but not many people download and install them.
The main strength of vector art is that you can

have very clean logos and line art that can be
scaled to any size you need.

If someone sends you a graphic file, you can tell
if it's a vector or bitmap by examining the pieces
in your graphics software. Depending on the
software you use and the software the graphic
was created in, you may get a warning that
shapes will be rasterized. This message is telling
you that there are vector-based shapes in the
graphic that the software is having trouble deal-
ing with and so the software will convert the
shape into a bitmap. Another way you can tell
the difference between vector and bitmap is by
selecting the objects within the graphic. If a
series of lines, curves, and dots appears all
around the edge of the object, you've got a
vector. If however, you get a box that contains
the object or no lines at all, you've got a bitmap.

Note: Simply opening a graphic in a vector
graphics program, like Adobe lllustrator, and
then saving it as an lllustrator file does not
make the graphic a vector. Remember, a vector
is a math-based graphic — think geometry
class, lines, curves, and points.
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Considering Web-Design Software

While you can code Web pages entirely in Notepad (and some folks do it), we
advise you to look at the Web-design software packages that are available.
Some Web developers will tell you that these packages are bloated, and they
write bad code. While there might be some truth to this, it’s mostly just
coder snobbery. You should choose tools that work best for you. The bloat
they’re referring to is actually a set of helpers and features that, if used prop-
erly, can help you be a better Web designer.

You shouldn’t, however, substitute software helpers for learning HTML
(HyperText Markup Language), CSS (Cascading Style Sheets), and the other
technologies you intend to use. If you don’t learn how it all really works
under the hood, you can’t fix problems beyond the software’s capabilities.
You also won’t be able to clean up the mistakes that WYSIWYG (what you
see is what you get, or WHIZ-ee-wig) editors often make — such as leaving
tags behind after you’'ve deleted the content.

In actuality, most people can’t tell the difference between pages hand coded
in Notepad and those hand coded with Dreamweaver. In fact, Dreamweaver
has many tools that can help you write better code than someone with a
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stripped-back text editor. For instance, you can set up Dreamweaver to high-
light coding errors in bright yellow. Someone using a text editor isn’t alerted
to simple typos in the code, a problem that can result in a really messed-up-
looking page. Dreamweaver shows you exactly where your mistake is, and
tells you what the mistake is — with a plain text editor you're left to find and
figure it out for yourself. See Chapters 5, 6, and 7 of this minibook for more
about using Dreamweaver for your Web-design projects.

While Adobe Dreamweaver is the industry standard and is most commonly
used by professionals, a couple of other, common, professional-grade,
Web-design software packages are available, including Adobe GoLive and
Microsoft FrontPage. If Dreamweaver doesn’t suit your personal tastes, one
of the other two major packages might. The choice does become a matter of
personal needs and tastes. If your whole team is using FrontPage, you should
try to use FrontPage also so that you have more compatibility with your
team. If you’re working alone and feel more comfortable in GoLive, don’t
force yourself to use something else just to prove a point.

Some Web-design software packages are in-between the range of Notepad
and Dreamweaver. You might encounter BBEdit for the Mac or HomeSite for
Windows. These resemble stripped-back versions of the more full-featured
packages. And some programmers prefer hardcore development environ-
ments, such as Visual Studio. Some designers prefer these; some don’t.
Again, the most important point is to learn HTML, CSS, and the other coding/
scripting technologies you intend to use on a regular basis and pick your
tool based on what you need and want it to do. You can develop quality Web
pages in any of the packages mentioned.

Deciding on Multimedia Software

If you plan to include video, audio, presentations, and slide shows on your
site, you need to consider what multimedia software you want to use. What
you choose depends on what you want to do and who your target audience
is. For instance, if you want to do a lot of animations, Toon Boom Studio
(www . toonboom. com) specializes in animation and is probably a good
choice for your work. To decide what works best for your situation, take a
look at this list that briefly describes the most common multimedia pro-
grams available (visit the listed URLs for more information) and then pick
the solution that best fits your needs:

4+ Apple QuickTime and QuickTimePro: QuickTime is available for both
the Mac and PC. The player is free but the Pro version of the software
that allows you to create multimedia is, at the time of this writing,
$29.99. QuickTime Pro allows you to import and edit video, capture
(record) audio, create slide shows, and do other similar types of
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projects. This tool is relatively easy to use but also doesn’t have the
more robust features of the more expensive and more sophisticated soft-
ware. To find out more, visit www . apple.com/quicktime/download.

4 Microsoft Windows Media: Microsoft has a player — Windows Media
Player — and a version for creating projects — Windows Media Encoder.
Windows Media Encoder can be used to capture audio or video. Windows
Media Encoder is available for the PC; go to www.microsoft.com/
windows/windowsmedia/default .mspx for more information.

4+ Adobe Flash: Flash also has a “player version” and a “developer soft-
ware” version. Adobe Flash is used to create animations and Web inter-
faces (Web sites). Flash can compress and play back video. You cannot
capture or edit audio or video with Flash. You also cannot edit video
with Flash. Flash is available for both the Mac and PC. Check out Book V
for more about Flash.

A lot of software programs have the capability to create multimedia files.
Some software manufacturers claim that their products can create Flash; the
reality is that these products can create . swf files (the files that play in the
Flash plug-in in the browser), but there’s only one, true Flash program. If you
want all the functionality of Flash, you need to get the Adobe Flash software
and create your . swf files with that.

Just because a piece of software can do something doesn’t mean that it does
it well. PowerPoint and Word can create Web pages and Web presentations,
but they don’t do it overly well. Using PowerPoint and Word to create a
presentation is a good idea; when you want to put your presentation online,
however, you'll need to convert it to a more Web-friendly format using spe-
cialized software.

Touring Photoshop CS2

Before you dive right into Photoshop, it might be helpful to get familiar with
the basic features. This quick tour can help you get acquainted quickly.

The Welcome Screen

The Welcome Screen is the first window that opens when you launch
Photoshop (unless you disable the Show this Dialog at Startup check box).
The Welcome Screen has links to helpful tutorials, tips and tricks from
Photoshop experts, and other things that can help you get started. After
you’re comfortable with Photoshop, you might want to disable the Show this
Dialog at Startup check box so that the Welcome Screen goes away. You can
always get it back by choosing Help>Welcome Screen. Figure 4-3 shows the
Welcome Screen.
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Welcome Screen

Adobe‘Photoshop-cs2

What's New in Photoshop
New Features At A Glance
New Feature Highlights

See it in Action (video clips)

Tutorials

Figure 4-3: Learn the Basics

The AdObE Advanced Techniques (Online)

PhOtOShOp . Working With What's New

Welcome  |/aY

Screen. # show this dialog at startup @
The default workspace

When you click the Close button on the Welcome Screen (or first thing, if
you've disabled the Show this Dialog at Startup check box), the default
workspace appears. (Refer to Figure 4-1.) The most commonly used palettes
are laid out on the screen, including the toolbox, Navigator, color sliders,
swatches, styles, history, actions, and layers.

You can customize the workspace to your needs. So if you find that you like
a particular layout of palettes or you find that you use some more than
others, you can set up your own screen layout and save it. This feature can
be very handy because it saves you time rearranging the screen if you have
different preferences for different tasks.

To create a new workspace:
1. Arrange the screen the way you like it and then choose

Window=>Workspace~>Save Workspace.

2. In the Save Workspace dialog box that appears, give your workspace a
name and choose any of the three options that you would like to save
(palette locations, keyboard shortcuts, menus, and so on).

You can have custom settings for each of these or only some of them if
you like.

3. Click Save.

To use the workspace you've saved, choose Window=