Transforming your Website into a
Business-Critical Resource

LYNDA RATHBONE

» 1
PUBLISHED BY a P I( P |\ ASSOCIATION WITH Ins‘de

GGGGG »



Transforming your Website into a Business-Critical Resource

is published by Ark Group
«»
»
arkg

UK/EUROPE OFFICE

Ark Group Ltd

Paulton House

8 Shepherdess Walk
London N1 7LB

United Kingdom

Tel +44 (0)20 7566 8276
Fax +44 (0)20 7324 2373
publishing@ark-group.com

NORTH AMERICA OFFICE
Ark Group USA

4408 N. Rockwood Drive
Suite 150

Peoria IL 61614

Tel +1 309 495 2853

Fax +1 309 495 2858
info@ark-groupusa.com

ASIA/PACIFIC OFFICE
Ark Group Australia Pty Ltd
Main Level

83 Walker Street

North Sydney NSW
Australia 2060

Tel +61 1300 550 662

Fax +61 1300 550 663
aga@arkgroupasia.com

Assistant editor
Stephanie Ramasamy
sramasamy@ark-group.com

Design and layout manager
Danielle Filardi
dfilardi@ark-group.com

Managing director
Jennifer Guy
jguy@ark-group.com

UK/Europe marketing enquiries
Robyn Macé
rmace@ark-group.com

US marketing enquiries
Daniel Smallwood
dsmallwood@ark-group.com

Asia/Pacific marketing enquiries
Steve Oesterreich
aga@arkgroupasia.com

ISBN: 978-1-906355-79-1

Copyright

The copyright of all material appearing within

this publication is reserved by the author and

Ark Conferences 2010. It may not be reproduced,
duplicated or copied by any means without the
prior written consent of the publisher.



Transforming your Website into a
Business-Critical Resource

BY LYNDA RATHBONE

nnnnn






Contents

EXECUTIVE SUMMIGIY .ottt e e e e e e e e e e e e eeeeeeeeeeeneees 1
ADBOUT the QUINOT.....coiiiiiiiiii e e e e e ee e e e et IX
ACKNOWIEAGEMENTS .coeiiiiiiiiiiiiii e e e e e e e e e e e eaaeaees Xl

Chapter 1: Defining today’s website

The first port of Call....oooiii e
It has a side and back dOOr .....uiiiiii e 3
A saNdbOX 10 Ty NEW IdEAS ..o 4
Chapter 2: Target audiences and users — They’re changing faster than you ........................ 5
User-sophisication [EVElS.........oiiiiiii i 5
Online cUBURAl ChANGES . ..ot 6
The MEGANICRE ...ttt 8
Take a walk down the path ... 10
User groups, communities and blogs.........cccviiiiiiiiiiii e 13
Chapter 3: Findability — Improving your website ............ccooiiiiiiiiiiiiieiiiiiiiiiiiccceeeeeeeeeeiie 15

Findability — One of the keys to website success
The Four Square Media findability methodology

Findability versus usability ........ooiiiiiii e
Chapter 4: An online strategy — Critical for SUCCESS .........viiriiiiiiiiiiiiiiiiiiiieeeeei, 21
Going beyond the WebSIte .. ....iiiiiiiiiii e 21
Obtaining organisaional buy iN.........cooiiiiiiiicii e 21
Governance and stakeholder management.............oocoiiiiiiiiiiiii 22
Website aftercare (resourcing and business impact) ..........ccoooviiiiiiiiiiiiiiiiee 23
Phasing and planning of the online and website strategy..............ccoooiiiiiiiiiiiiec e 24
K.LS.S (keep it simple, STUPIA) ..ovviiiiiiiii e 25

Chapter 5: Navigating, structuring and formatting your content
Poor navigation and disorganised content — What not 10 do .......oooiiiiiiiiiiiii
WEDSHE STTUCTUE. ...

Content = KNOWIEBAGE. .. .cciiiiiieii e



Contents

Make the most of your content and your GSSErs ......c..uvieiiiiiiiiiiiiiee e 33
Content management and CMS ... 40
Preparing for @ CMS ... oo 42
DYNAMIC CONTENT .ttt ettt e e 47
Personalisation and cUSTOMISAHON ......ooiiiiiiiiiii et 47
Reachability and extensibility ..........ooiiiiiiii 49
Reusability — Author once and publish to multiple locations..........ccccciiiiiiiiiiiiii 51
User-generated COMTENT ........iiiiiiiiiiiiii et e e 52
Authoring and writing for the web ... 53
Chapter 6: Design — You can put lipstick on a pig, but it’s still a pig........ooooeiiiiiiiin. 55
Never do your website design first...........oooiiiiiiiii 55
Keeping it user and content-led.........cc.oiiiiiiiiiiii e 56
Brand identity and fighting with the marketing department ............ccccooiiiiiiiiiii 57
Visual cues, buttons and SIGNPOSES .........iiiiiiiiiiiiiiii e 58
Website Style QUIES ...oueiiiiii i 59
Persuasion design — The horse is drinking .......cocuoiiiiiiiiii i 60
Chapter 7: User-led searching, taxonomy and metadata ...........ccoooviiiiiiiniiiiiiiiiinnneeiiiinnn. 65

Search engines — Local and external.......................cccoei

Taxonomy, metadata and topic mapping
LT o1l sy TeT o o] aTe TSSO
The role of metadata

Chapter 8: Resourcing to support your website ..........cccccooiiiiiiiiiiiiiiiii e, 77
Assessing the impact of your site on your organisation and resource planning......................... 77
BUSINESS-PrOCESS FEABSIGN. .. iieiiiiiiieeiiiit ettt ettt e e e e e 78

Chapter 9: Evaluating your website and measuring SUCCESS ............ceeeeeeeiininiiiiiiiiieeeeeeennn. 81
Return and value on investment (ROI and VOI) .....oiiiiiiiiiic e, 81

Metrics: Google Analytics and website statistics, content metrics, keyword metrics and

scorecards and dashboards ..........c..oiiiiiiiii e
Case study: Vodafone Global Enterprise (VGE)
USODITIY TESTING .ttt

Voice of the customer — User and focus groups, peer and industry groups and best practices

AN GWAETS ¢ttt ettt et e et e e et e e e e 87
Chapter 10: Thinking outside the website — What's next? ..............cccciiiiiiiiiiiiiiiie, 89
The IMPact of GOOGIE ... it 90
The power of the PEOPIE «...iiiiiiiiiiiii e 90
Devices and keeping up with how people access the web ... 21
Case study 1: Save the Children — Using findability in your organisation .............cccccc....... 93



Transforming your Website into a Business-Critical Resource






Executive summary

DO YOU know what your users’ experiences
are like on your website? Are you making
it easy for them to do business with you
online2 Are you giving them a quality
website experience that represents your
company and your brand2 Most importantly,
are they finding what they are looking for2
As websites are now the first port of
call for any target audience seeking
information from your organisation, you
must ensure it's an easy-fo-use tool and that
it represents your organisation. This report
is essential reading for web and marketing
teams, senior management, and anyone
else interested in transforming their site into
a best-practice business resource. Whether
your site is a public internet site, a customer-
specific extranet or an employee-focused
intranet, this report focuses on improving
your site through a user-experience
approach. It aims to guide the reader
step by step through a website revamp
— from conception, to practice and to
implementation and maintenance. It features
real-world examples, success stories, project
failures and case studies from a wide variety
of organisations to learn from. Examples and

case studies include:

B The Chartered Institute of Personnel
and Development;

B The Society of Chiropodists
and Podiatrists;

B Save the Children UK;

Vodafone Global Enterprise;

B Diabetes UK;

The Carbon Trust;

Cable & Wireless;
AccountingWeb;

Office Angels;

MORE TH>N Premier; and
BSkyB.

Chapter 1 defines an effective website and
explains why now is the time to update or
re-launch it. No longer is it simply good
enough to publish a brochureware site,
and then hope for the best. New tools and
technologies are available and it’s time to
evolve your web presence into a critical
business resource for your company.

Chapter 2 focuses on your target
audiences, ensuring you are defining your
audiences correctly and that you understand
their needs and requirements. Your users are
becoming more sophisticated as they move
through the online world and demand more
from their online experience — this chapter
makes sure you can deliver.

Chapter 3 introduces one of the most
important concepts of good user experience
on a website — findability — or how users
seek, find and act on information in their
user journey. This chapter explains the
meaning of website findability, infroduces
the findability methodology and provides
tools to make findability work for your site
and your users. Towards the end of this
report features a findability case study
to show how certain tools and a
methodology have transformed the site of

a large charity organisation.
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Chapter 4 explains how to develop an
online strategy for your organisation. This
strategy should encompass more than a
website strategy and look holistically, across
your company, at its online use.

Armed with improved knowledge of your
users, Chapter 5 takes the reader into the
world of online content. Easy to get wrong,
this chapter steers you in the right direction by
discussing best-practice website navigation,
how to use information architecture and
wireframes for a user-led site structure, the
importance of content formatting and making
your content assets (.pdf files, audio, video
and more) work for you. This chapter discusses
the relevance of knowledge management,
metadata and confent wrapping, the use of
dynamic content, personalised and customised
content, reachability and portable content for
hand-held devices. It also provides guidance
on buying and using content management
systems (CMSs).

Chapter 6 examines what makes good
website design. It explains how to strike the
right balance between visual and information-
led design, and features expert commentary.

Chapter 7 discusses the topics of
search, metadata and taxonomy, offering
tips and tools to make your content more
findable, both from an external and local-
search engine.

Chapter 8 examines website aftercare in
the form of business-process redesign and the
potential impact the updated or re-launched
website could have on the business.

Just as important as revamping your
website is understanding how to measure
its success — or failure. Chapter 9 discusses
ways to evaluate your website by creating
a variety of metrics for use in the business,
to both showcase your successes and justify
budget spend.

And finally, no report would be complete

without analysing how certain trends are

shaping the future of websites. Chapter
10 analyses what's in store for websites,
particularly with respect to the power that
Google possesses online, where this giant is
heading and why you should care, as well as
the power of the people and social media, the
impact of device and hand-held technologies
on websites and planning to extend your site
to these platforms.

A list of useful website resources can be
found in the appendix of this report to use
online alongside this report.
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