
A R E  Y O U R  I S  
L A Y O U T S  &  
A U D I O  S T O R I E S
P R O P E R L Y  
S U B M I T T E D ?



T H I S  W E E K  I N  L A B

Meet with your TA
Work on your website
Get feedback from your labmates
Learn about the final project (!)



O N L I N E ,  S O C I A L  &  M O B I L E

J 2 0 2
W E E K  1 1



A L T E R N A T E  T I T L E :
H O W  N O T  T O  B E C O M E
G E O R G E  H U T C H I N S



T H E  W E B  A S  A  M E D I U M

• fastest growth in history

• online

• social

• mobile

• then vs. now



5  I M P L I C A T I O N S  F O R  N E W S

• content at a cost

• new forms of storytelling

• power of crowds

• dialogue vs. monologue

• objectivity vs. 
transparency



5  I M P L I C A T I O N S  F O R  
M A R K E T I N G

• ad mix puzzle

• consumers talking back

• social engagement

• content marketing

• paid “free media”



5  I M P L I C A T I O N S  F O R  A L L
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5  I M P L I C A T I O N S  F O R  A L L

• net neutrality 

• intellectual property

• privacy

• info credibility

• attention economy 



H O W  T O  B U I L D  A  S I T E

• discovery  & research

• architecture

• navigation

• content 

• design

• usability



S T E P  1 :  D I S C O V E R Y  &  R E S E A R C H

• who is your intended audience? 

• who is actually viewing your site? 

• what does your audience want 
or need to know? 

• inventory of existing web 
presence

• what is working and what is not?



S T E P  2 :  W E B  A R C H I T E C T U R E

• consider audience

• consider goals

• by audience: Gap

• by info: Journal Sentinel

• hybrid: UW



S T E P  3 :  N A V I G A T I O N

• clarity

• consistency

• lead user

• e.g. breadcrumb trail

• text-based and graphic-
based



S T E P  2 :  N A V I G A T I O N

• form vs. function

• balance between:

• nav that draws target 
audience in and through

• usability

• rollovers

• Good: Crate and Barrel

• Bad: MOMA Workspheres



S T E P  4 :  C O N T E N T

• text

• images

• audio

• video

• interactivity

• content-rich

• aggregation vs. curation



S T E P  5 :  D E S I G N  ( O V E R A L L )

• unifying theme – KISS principle

• color + text + images + movement + CRAP

• brand ID on each page

• Good: Apple

• Bad: Visual Arts League

• CSS is the basis of great design



S T E P  5 :  D E S I G N  ( G R I D )



S T E P  5 :  D E S I G N  ( N O N ) C R A P



S T E P  5 :  D E S I G N  ( C O L O R )

• colors attract audience

• colors reflect goals

• text over color is 
readable

• Adobe Color

• Good: Air Force

• Bad: 24-carat design



S T E P  5 :  D E S I G N  ( T E X T )

• limit to 2-3 Web-safe fonts

• avoid multiple emphases

• avoid ital

• avoid long reverses

• short blocks: 350 px

• Good: KidsHealth

• Bad: Yvette’s Bridal



S T E P  6 :  U S A B I L I T Y

• fast loading

• lists of 9 or less

• multiple platforms, 
multiple browsers

• png vs. gif vs. jpeg

• HTML5



S T E P  6 :  U S A B I L I T Y

• use alternate tags for 
images

• avoid forced returns

• flowing medium

• interactivity

• accessibility



T H E  F U T U R E  O F  D I G I T A L  I S  . . .

visual



W H Y ?

• “the dawn of the 
imagesphere”

• snapchat

• instagram

• twitter

• facebook



T H E  F U T U R E  I S  A L S O  . . .

data



I N T E R N E T  O F  T H I N G S

• devices

• apps

• privacy

• security

• innovation

• design



B R A N D I N G  S O C I A L  M E D I A  V O I C E



J O U R N A L I S T S ’ S O C I A L  M E D I A  V O I C E



B E  C A R E F U L



O N L I N E ,  S O C I A L  &  M O B I L E
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