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BEST PRACTICES: Nonprofit Web SitgD
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Web site design. The tips you find here can help a you design your first Web
site or evaluate an existing site. These 20 pages by no means cover every
facet of design, but they do hit the high points. Think of this as a juragfing
place for learning more, which you can do through my hyperlinks or your own
online searches.
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retool their Web sites to take advantage of new trends and technologies.

Often, nonprofits are so relieved to have a site that they stop there. They may
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been up for a while.

Communications and technology are moving fast, so frequent evaluation is a
must if you want to protect your original Web site investment. Keeping your

site in great shape is one of your highest communications priorities. And you
need to do more than analyze Web statistics; you have to examine your site
fromtoptobottont 6 A G KAY G(KS O2yGSEG 2F & 2dzNJ
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The practices in this eBook have been gleaned from my own experience and
from longtime Web site design gurus likencent Flanderand Jakob Nielsen

as well as other experts. These people generously share their knowledge free
on the Web, as well as in printed books. We are all in their debt!

Gayle Thorsen
Nonprofit Communications Consultant
impactmax.wordpress.com
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Web site design, social media, and

nonprofit communications on my
blog: impactmax.wordpress.com

This work is licensed under the Creative Commons AttribelloncommercialShare
Alike 3.0 United States License. To view a copy of this license,
visit http://creativecommons.org/licenses/byc-sa/3.0/us/

Understand your field of competition
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Identify four of your most important competitors, and create a
comparison grid to record the results of your study. Keep notes
especially about things the other Web siteslukiter than yours.
The kinds of thinggou're looking to compare are:

T

Design, usability, and brand How attractive, easy to use, and-up
to-date is the site? Does it embody many of the best practices on
the following pages? Does the site convey unique, consistent,
appropriate branding?

Information resources Are information resources simple to find,
well categorized, and easy to understand? Are webinars or work-
shops offered to share knowledge?

Interactivity and social media What ways can visitors interact
with the site, and with each other? Does it offer an enewsletter?
Are there links to social and Web 2.0 media?

Storytellingt How good is the organization at telling its story in
terms ofhuman impac? (not data or processes) Does it feature
the voices and stories of its beneficiaries? Other testimonials?


http://webpagesthatsuck.com
http://useit.com
http://impactmax.wordpress.com/
http://creativecommons.org/licenses/by-nc-sa/3.0/us/
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The most basic questions you need to answer for your site are:

1 Whatis its purpose?

 Who are its priority audiences?

1 What content are those audiences interested in that this
site can provide?

AsVincent Flanderemphasizes, people visit Web sites to solve a prob-
lem or get something they needinformation, entertainment, a sense

of community, or the chance to donate or buy. So, if you think your
Web site is about getting your message out, explaining your mission,
or highlighting your work, turn your thinking around and consider the
dza SN a @A S g Liaponyannt Warketing 10T qeStiohvhat
problems does this site/page solve for the users you want to attract?
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to your site, do this little exercise.
1 Identify the three groups of users you most need to attract to the
site.
1 For each group, brainstorm questions they may have that they
would want your site to answer. Then brainstorm actions they
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{1 Prioritize the top questions and actions; they constitute the core of
your content.Kivi Leroux Millesuggests that you organize your
site around them. At the very least make sure paths to those
answers and actions are on your homepage.

Communicate in a few seconds what you do
YR gKe Al0Qa AYLRZ]

Yourhomepageis a crucial introduction to your organization. Within a
few seconds, a firdime user should understand the purpose and use-
fulness of your site. Your homepage should show how the site can
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and demonstrate your positive impact on society.

9 Your homepage (and all other pages) shda&t very quickly
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1 Yourmission statement YR G KS g2NR agSt 02YS
on your homepage.

9 Strive forsimplicity and clarityin design. Your homepage should
be attractive and engaging, but uncluttered.

9 Putyourlogoat the top of the homepage and on every page on
your site. It should always be linked to your homepage.

9 A onesentencetagline on your homepage should explain what
you do and how you differ from others doing the same.

9 AnAbout Uslink should be clearly available for users who want to
know more about you.
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There should be a compelling, lopdlotograph(not a stock shot)
that echoes your tagline on your homepage. The photo should
have alt text and a messageh caption.

Contents aréhierarchicallyarranged to match an F eyaovement
pattern. Jakob Nielseshows how readers tend to scan Web sites
by moving left to right across the top of the page, then left to right
slightly below the top of the page, then vertically top to bottom on
the left side of the page in a pattern resembling an F. Think about
that pattern when placing your most important content.

Linkson your homepage should quickly show readers what actions
they can take on the site. Make it easy for them to find the
answers to their questions.

Shareexamplesof your most interesting, recent site content.
There should be a place to glimpse your latest news.

There should be a place where people can sign up for gimaiil
newsletter. If applicable, also includedmnate button.

Make strategic use deywords(see page 16) to make your home-
page more attractive to search engines.

Let users know about your othepcial medigpresences without
distracting them with too many badges and widgets.

If you offer aniitranet, make sigsin easy to find and easy to use
(no more than one click).
gAGK | aSI NOK

Offer asite search optiort 02E

wide, on every page.
Put essentiatontact informationon every page.
If you are publishing your Web site undeCeeative Commons

license (please do consider this), include a link to that CC license
type.
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To encourageepeat visite

Bring visitors back
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ability to continually provide new content. If the images and copy on
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Yourcontent should be rich, interactive, useful, and frequently
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content in attracting return visitors (and search engines).

Your content must baccurate Avoid hyperbole. Trustworthy sites
stay professional, tell the truth, and address teeds of users
Selfpromotion is a turrofft users know advertising when they
aSS Al IyR KIGQa y20 sKe GKSe

Use propeilgrammar, punctuation, and spellingJseeKstremeto
spell check your site for free. Proofread, proofread, proofread.

Graphicsshould be high quality. Photos must have crisp focus;
good contrast and composition; and should tell stories, feature
human faces, and support your written content and key messages.
They should also be small files that load quickly.

Produce arenewsletterthat drives traffic to new site content.
Archive past enewsletter issues, as well as past print publications.
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Keep contentd | O G A & yiders &rrfvé at your site with a goal in
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to get to the content that achieves their immediate goal. Your con-
tent should quickly allow them to learn more, find other resources,
share something, become involved in something, give something,
etc. (Track the frequency of actions that users take over time, e.g.,
email sigrups, downloads, submissions, polls, click thrus, etc. as a
LI NI 2F @2dz2NJ aAGSQa whL S@Ifdz

UseOutbound linkssparingly, and accurately label them so users
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browser window, but simply take the user to a new page. (They

Oy FAYR GKSANI gl e& ol Ol dzaiy3a i
bound links lead to aappropriate landing pagé LT &2 dzQNX
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Yourpage andink order (going from page A to page B to page C,
or from link 1 to link 2) should reflect thexperience and needs of

your reader Think of the questions they will want answered first,

second, third.

Scan regularly fadead links Use the free tooDeadLinks.com

Keepnavigation simple and consistent, with section titles that are
clear and that use familiar terms. Poor navigation frustrates users.
Flanders suggests all Web navigation must answer these ques-
tions: Where am 1? Where have | been? Where can | go next?

2 KSNB QA (i KQUsdr oYy fott ems8 & Kse is a must be-
fore you ever finalize your site.

Your site should look the same and navigate the samaifferent
browsers(do this check early in the design process). It should func-
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plug-ins to access your content.

Spice up written contentvith tables, graphics, check lists, polls,
g2N] aKSSiaod . dzi R2y Qi 20SNR2®

Create short, scannable pages

The vast majority of Web users skim pages, reading only about 20% of

GKS g2NRa® al 1S AG Slae
bA St aSy Ohas showrtBakchidbable, concise, and objective
language improves usabilithy 159%.

9 Layer informationto appeal to users who want short bites as well
as those who want longer meals. For example, include a one
sentence summary, with links to a FAQ dsrechure with more
information, and, if warranted, a longer Word document. Most
users will scan, but there will always be those who value
comprehensive data, so provide it for them.

9 Useclear, simple, short titles and subheadPay special attention
to the first two words of titles, subheads, and paragraphs. These
are all users will read before deciding whether to move on. Get the
meatupfront R2y Qi 61 4GS &L} OS 6AiGK

1 The most important information should be in tfiest paragraph
on each page. Paragraphs should be no more than about 4
sentences long and contain only one idea.

9 UsePDF iconsdfr cover thumbnails) to identify your PDF files.

9 Keep your pages under 50k in total size so theylodtl quickly.
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Write for the Web
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for print and writing for theWeh

Linear vs.nonlinear
Author-driven vs.readerdriven
Storytellingvs.ruthless pursuit of actionable content
Anecdotal examplevs.comprehensive data
Sentencews.fragments
Write objectively, inanonsefJNB Y2 G A2yl f adGeft So
reader to separate fluff from facts.

Edit out alljargon and internet buzzwordsThey will keep people
from reading your copy.

Write body copy in amverted pyramidstylet start with the
important conclusion.

Usenumbersinstead of written numerals. People understand
them more quickly.

Avoid repeating the same words titles, subheads, and body text
on the same page.

Keepsentence structuresimple and in the active voice. Use
positive rather than negative statements.

Cut your writing in halftompared to conventional writing for
print. Nielsen finds that removing half of a Web site's words will
double the amount of information users get.

Avoid cute or cleveheadlines and subheads in favor of plain, easy
to understand copy.

Includealt text (alternative text) descriptions for all your photos,
as well as creating escreen captions that convey key messages.

Usecommon fonts and very few colors and styles of type. Avoid
using all caps, underline (OK for hyperlinks), or multiple colors in
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Keep body coptype largeenough to be easily read by older users.
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background to make even body copy easy to read. (Flanders warns
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Keep body copjustified left, ragged right Occasionally you can
center headlines, but not body copy.
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