
        
            
        
    
Website Owner’s Manual

      Paul Boag 

 

 

[image: ]

      

Copyright
      

      For online information and ordering of this and other Manning books, please visit www.manning.com. The publisher offers discounts on this book when ordered in quantity. For more information, please contact
      

                     Special Sales Department
               Manning Publications Co.
               Sound View Court 3B
               fax: (609) 877-8256
               Greenwich, CT 06830
               Email: orders@manning.com

      ©2010 by Manning Publications Co. All rights reserved.

      No part of this publication may be reproduced, stored in a retrieval system, or transmitted, in any form or by means electronic,
         mechanical, photocopying, or otherwise, without prior written permission of the publisher.
      

      Many of the designations used by manufacturers and sellers to distinguish their products are claimed as trademarks. Where
         those designations appear in the book, and Manning Publications was aware of a trademark claim, the designations have been
         printed in initial caps or all caps.
      

      Recognizing the importance of preserving what has been written, it is Manning’s policy to have the books we publish printed
         on acid-free paper, and we exert our best efforts to that end. Recognizing also our responsibility to conserve the resources
         of our planet, Manning books are printed on paper that is at least 15 percent recycled and processed without the use of elemental
         chlorine.
      

      
         








	
                     [image: ]

                  
                  	Manning Publications Co.
Sound View Court 3B
Greenwich, CT 06830


                  	
                     Development Editor: Sebastian Stirling
Copyeditor: Tiffany Taylor
Designer: Leslie Haimes
Illustrator: Eamon Dougherty


                     
               



© 2010

      Printed in the United States of America

      1 2 3 4 5 6 7 8 9 10 – MAL – 14 13 12 11 10 09

      



Dedication
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Foreword
      

      In all of human history, there has never been a more exciting time to be alive than right now. I believe that we’re on the
         cusp of a revolution that is more important and powerful than anything the world has ever seen.
      

      Ubiquitous broadband, advanced browsers, cheap computing, and trust in online payments now allow us to launch our ideas cheaply,
         quickly, and effectively to a global audience.
      

      On top of all that is the augmenting power of online social networks. We’ve witnessed the power of Facebook and Twitter to
         increase traffic to sites in unprecedented ways. These new tools are giving Google a run for its money in becoming the primary
         referral source for all websites. Who would’ve imagined?
      

      The simple fact that you’re reading this book means you’re part of a very fortunate group of people who are uniquely placed
         to take advantage of this revolution. You’re rich enough to own a computer. You’re smart enough to understand HTML. You’re
         lucky enough to be in your prime at this moment in history. If anyone has the opportunity to kick some serious ass and change
         the world, it’s you.
      

      The Internet is going to change the course of human history, and you’ll be leading that charge. It’s simply mind blowing.

      Unfortunately, however, we still have a long way to go. It’s hard to make an amazing website. For every great site, 99 other
         sites fail abysmally in their goals. There are a hundred different ways to fail with a website: poor copy, stale content,
         unintuitive user interfaces, bad color choices, lack of direction, inferior design, and more.
      

      Wouldn’t it be great if a straightforward manual was available for website owners? Guess what? You’re holding it!

      I’m glad that Paul has taken the time to compile his 10 years of experience in designing and building websites into this valuable
         book. It’s the smartest money you’ve spent this year, and I guarantee you that it will revolutionize the way you approach
         your website.
      

      See you in the history books!

      RYAN CARSON
FOUNDER, CARSONIFIED.COM

       

      

Preface
      

      Sometimes I feel like Bill Murray in the film Groundhog Day, doomed to endlessly repeat the same day. I find myself having the same conversations with website owners over and over again
         and encountering the same frustrating stories.
      

      I’ve been designing websites since 1994 and have worked with hundreds of website owners. The majority of these clients share
         a similar story. They are marketers, project managers, business owners, and IT specialists who have for one reason or another
         found themselves responsible for their organization’s website. They often have little or no experience with the web and so
         turn to an outside agency or freelancer for help.
      

      Unfortunately, their experience of working with these contractors is often far from satisfactory. They’re made to feel stupid,
         are overwhelmed with technobabble, and are asked to make significant decisions about their web strategy with next to no information.
         By the time I meet them, they’re usually demoralized and cynical.
      

      I wrote this book in an attempt to stop this cycle of failure. In many ways, it’s a continuation of the work I’ve been doing
         for some time.
      

      I enable website owners to take control of their sites. I do this by helping them understand their role, the key ingredients
         of a successful website, and how to work effectively with web designers.
      

      Initially, I did this solely on a one-to-one basis. As clients came to work with my web-design agency (Headscape), I attempted
         to guide them through the process, educating them on the way. But it didn’t take me long to realize that this approach had
         a limited reach.
      

      In an attempt to reach a wider audience, I began blogging and podcasting on the subject. I quickly discovered that website
         owners weren’t the only people interested in my ideas. Web designers also started to listen to my show and read my blog. They
         were keen to help their clients gain a better understanding of running a successful website. As interest in the blog and podcast
         grew, it led to speaking engagements and finally to this book.
      

      For me, this book is the culmination of my attempt to better equip website owners. It brings together my own thoughts and
         the advice of others much cleverer than myself.
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About this Book
      

      Welcome to the Website Owner’s Manual! If you’ve picked up this book, you probably run a website and want advice about how to make it more successful.
      

      There is certainly no shortage of advice available, in the form of books, conferences, blogs, podcasts, magazines, and tutorials.
         These offer an unbelievable amount of detail; for example, entire books dedicated to designing website forms and blogs only
         look at online typography. The problem is not too little advice but too much!
      

      Even if you had endless time to review all this information, with so many sources and such depth available, it’s impossible
         to know where to begin. This book endeavors to overcome this problem.
      

      The Website Owner’s Manual provides an overview of running a successful website. It focuses on the issues you need to know and teaches you how to work
         with experts for everything else.
      

      It covers your own role as website owner and looks at strategic issues such as business objectives, target audiences, and
         success criteria. It goes on to teach you how to work with web designers, content providers, and technical developers. It
         also provides a basic understanding of design, usability, best practices, content creation, and online marketing.
      

      In short, it is a manual for website owners.

      
Who should read this book?
      

      As the title suggests, this book is primarily for website owners. But who are website owners? Chances are you don’t describe
         yourself as one, but this book is probably still for you.
      

      A website owner is anyone who is responsible for their organization’s website. That doesn’t mean you have to be a web expert. There are few
         full-time, highly qualified website owners. Most are marketers, project managers, IT professionals, or business owners who
         have either been given the job of running a website or have volunteered because nobody else would.
      

      Often, the website is just one more responsibility alongside your official job description. Most website owners lack any training
         in the role and have little experience managing websites.
      

      If that sounds like you, then this book is the answer. I wrote it to tell you all you need to know about running a successful
         website.
      

      But this book also has a lot to offer web professionals. If you’re an experienced website manager, this book will serve as
         a useful checklist when you’re initiating new projects and will bring you up to date with current best practices.
      

      If you’re a web designer or developer working with clients or management, this book will provide you with valuable insights
         into effective communication and how to guide a client through the process of building a website.
      

      
Roadmap
      

      Website Owner’s Manual guides you through the various stages of planning, building, and running a website. The principles laid out in this book
         apply whether you’re building a website for the first time, relaunching an existing site, or adding functionality.
      

      Each chapter deals with a different aspect of web design:

      

      
	
Chapter 1 defines the role of a website owner. It explains that this role is the key to a successful website and examines some the
            challenges involved.
         

         	
Chapter 2 addresses the importance of planning. In particular, it tackles understanding your users, learning from the competition,
            and analyzing your existing site. It also asks, “How will you judge your project a success?”
         

         	
Chapter 3 focuses on recruiting the team you need to build your website and ensuring that you clearly communicate with that team.
         

         	
Chapter 4 looks at the contentious issue of design. It provides advice about working with a designer and how to select a final design
            less subjectively. It also explains some basic design principles and tackles the thorny subject of the home page.
         

         	
Chapter 5 deals with the biggest challenge facing most website owners: content. It looks at writing user-friendly content, organizing
            that content, and understanding the importance of context.
         

         	
Chapter 6 is about making your site more user friendly. It presents a business case for usability testing and tells you how to test
            your own site at minimal expense.
         

         	
Chapter 7 goes on to address best practices in web design. These include accessibility for both users and search engines, as well as
            the need to separate content from design.
         

         	
Chapter 8 tells you all you need to know about selecting a content-management system. It also offers a word of warning about seeing
            such systems as silver bullets.
         

         	
Chapter 9 explains the fundamentals about how the web works and helps decode the technobabble used by many web designers.
         

         	
Chapter 10 looks at driving traffic to your website through the use of search engines and other marketing methods. It goes on to demonstrate
            how you can monitor these strategies.
         

         	
Chapter 11 explains how a successful website facilitates a conversation between users and the site owner. It suggests practical ways
            to engage with users and nurture community.
         

         	
Chapter 12 concludes the book by looking to the future. It stresses the need for continual development and focuses on emerging trends.
         

      



Author Online
      

      The purchase of the Website Owners Manual includes free access to a private forum run by Manning Publications where you can make comments about the book, ask technical
         questions, and receive help from the authors and other users. You can access and subscribe to the forum at http://www.manning.com/WebsiteOwnersManual. This page provides information about how to get on the forum after you register, the kind of help that’s available, and
         the rules of conduct in the forum.
      

      Manning’s commitment to readers is to provide a venue where a meaningful dialogue between individual readers and between readers
         and the author can take place. It isn’t a commitment to any specific amount of participation on the part of the author, whose
         contributions to the book’s forum remain voluntary (and unpaid). We suggest you try asking the author some challenging questions,
         lest his interest stray!
      

      The Author Online forum and the archives of previous discussions will be accessible from the publisher’s website as long as
         the book is in print.
      

      In addition to the Author Online forum available on Manning’s website, you may also wish to visit the author’s personal site
         at http://boagworld.com. From here, you can
      

      

      
	Access a wealth of additional articles about running a successful website.
         

         	Participate in a vibrant community made up of designers, developers, and website owners.
         

         	Subscribe to the author’s award-winning podcast, which provides valuable insights into running a website.
         

         	Follow the author’s hints and tips on website management through social networks such as Twitter.
         

      

The site is designed to keep any website owner up to date with the latest innovations and best practices.

      

About the Author
      

      Paul Boag is a website strategist and a director at Headscape, a web-design agency based in the south of England. He started designing
         websites while working for IBM back in 1994. This was in the days when designing for the web was considerably easier. Since
         then, he has ridden the dot-com bubble and co-founded his own web-design agency.
      

      Today, he can be found advising clients on how to better utilize the web, speaking around the world, and hosting the award-winning
         Boagworld web-design podcast. He also writes for his own blog and numerous other publications.
      

      At the time of writing, he is addicted to Twitter. It will pass.

      
Chapter 1. The secret to a successful website
      

      In this chapter

      Discover your missing manual
         



         
	
Battling information overload
            

            	
Seeing the bigger picture
            

            	
Having a “need to know” mentality
            

         

Principle 1. Balance conflicting priorities
         



         
	
Making your site easy to use
            

            	
Providing access for all
            

            	
Producing aesthetic appeal
            

            	
Facilitating development
            

            	
Creating killer content
            

            	
Focusing on objectives
            

         

Principle 2. Define your role
         



         
	
Having a vision
               

               
	
Establish your vision
                  

                  	
Know your roadmap
                  

               



            	
Being an advocate
            

            	
Evangelizing your site
            

            	
Managing your content
               

               
	
Populating initial content
                  

                  	
Keeping content fresh
                  

                  	
Ensuring a consistent message and tone
                  

               



            	
Coordinating your projects
            

            	
Resolving disagreements
            

         

Principle 3. Plan for the future
         



         
	
Evaluating your objectives
            

            	
Refining your website
            

            	
Promoting your site
            

         

Here’s the million-dollar question:

      “What is the secret to a successful website?”

      I’m not foolish enough to suggest a single answer. But in my decade of working on client websites, I’ve noticed a recurring
         pattern: the sites that succeed are those that have a well-informed, passionate website owner at the helm. No single thing
         makes a site successful, but a good website owner puts into place the elements that give a site a fighting chance.
      

      The question should be not “What is the secret to a successful website?” but “How do I become a great website owner?”

      No definitive manual exists that explains how to do the job.

      What does it mean to be a website owner, and how can you do it successfully?

      
Discover your missing manual
      

      The lack of a manual defining the role of website owner is only part of the problem. There is also a lack of training specific
         to being a website owner. Courses are available for web designers and developers, so it seems natural that website owners
         will be next. Meanwhile, this book endeavors to be your missing manual.
      

      This book isn’t the only available resource on being a website owner. Knowing how to handle the plethora of information available
         both in print and on the web is crucial to succeeding in your role.
      

      
Battling information overload
      

      When it comes to learning how to run a successful website, the problem of information overload is particularly acute. Millions
         of web pages are dedicated to every conceivable aspect of website management, from usability testing to search-engine placement.
      

      The offline world is no better. Hundreds of books cover the various facets of web design. Add to these conferences, magazines,
         seminars, and workshops, and it become impossible to identify what you need to know.
      

      [image: ]

      
         

With so much information available from books, websites, magazines, conferences, and even podcasts, there is simply too much
            to learn.
         

      The problem is made worse because sources can often be out of date due to the rapid development of the web. This leaves you
         confused about current best practice. With so many evolving and often conflicting sources, how can you begin to know what
         is important?
      

      
Seeing the bigger picture
      

      A good starting point is to recognize that a website owner is a generalist rather than a specialist. Think of yourself as
         a family doctor rather than a brain surgeon.
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If you focus on the wrong thing, it’s easier to miss the larger picture. Maintain a broad overview, and let experts deal with
            specifics.
         

      Family doctors deal with a huge variety of illnesses, from the common cold to complex neurological problems. But they don’t necessarily treat every illness they see. In the same way, a good website owner has
         enough knowledge to identify an issue and recognize that a specialist is required to deal with it.
      

      In short, you should focus on the big picture of web design and know enough to manage the specialists who are occasionally
         required.
      

      
Having a “need to know” mentality
      

      Good website owners should be able to identify what they “needs to know” rather than try to understand every aspect of the
         whole. Becoming a great website owner isn’t just about understanding a web technology or knowing specific pieces of information.
         It’s about grasping the role and approaching it with a certain mentality.
      

      Three principles of website management encapsulate this mentality:

      

      
	Balancing conflicting priorities
         

         	Defining your role
         

         	Planning for the future
         

      

The most important of these principles is the need to maintain a balance between conflicting priorities.

      
Principle 1. Balance conflicting priorities
      

      Balancing the various conflicting priorities in web design is like constructing a building. A building is made up of a series
         of pillars. If one pillar is shorter than the others or missing entirely, then the building is in danger of collapsing.
      

      As in construction, it’s vital that the pillars of web design have equal priority and that you ensure a balance among them
         all. The six pillars of web design are shown on the next page.
      

      
Making your site easy to use
      

      Difficult sites can alienate visitors, causing them to give up. Later, we’ll investigate ways to make your site more usable
         through card sorting and user testing.
      

      For now, it’s important to stress that as with any pillar, too much emphasis on usability can be damaging. If you’re obsessed
         with usability, you can undermine business objectives, fail to engage with users emotionally (through aesthetics), and even
         create accessibility problems.
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Every site is built using six disciplines that are vital to its success.
         

      
Providing access for all
      

      Accessibility is easy to ignore as a marginal concern. But there are many good reasons to emphasize it: commercial incentives, legal commitments,
         and moral obligations.
      

      Many website owners reject accessibility because they believe it’s too expensive, it’s difficult to implement, or it will
         negatively affect the site’s aesthetics. But it’s possible for good accessibility to exist comfortably alongside the next
         pillar.
      

      
         

More information

         Many of the pillars of web design are covered in more depth later in this book. For more information, see the following chapters:

         

         
	
Chapter 2: Objectives
            

            	
Chapter 4: Aesthetics
            

            	
Chapter 5: Content
            

            	
Chapter 6: Usability
            

            	
Chapter 7: Accessibility
            

            	
Chapter 9: Development
            

         





      
Producing aesthetic appeal
      

      Aesthetics refer to the elements that make up the look and feel of your site. These include color, imagery, typography, and layout.
         Historically, website owners viewed aesthetics as the most important pillar of web design. This bias toward aesthetics was
         prevalent in the late 1990s and early 2000s and led to the proliferation of splash screens and a gratuitous use of Flash.
      

      A heavy bias toward aesthetics damages not only usability but also most of the other pillars of web design. Fortunately, we’re
         beginning to see less emphasis on design to the exclusion of the other pillars. We’re also seeing a closer working relationship
         with the other pillars, especially development.
      

      
Facilitating development
      

      Development refers to the technical aspects of a project. Many website owners find this pillar intimidating and so choose to ignore it.
         They want the functionality but aren’t necessarily concerned with how it’s delivered.
      

      Although you can’t be expected to understand the complexities of technical development, it’s dangerous to ignore the constraints
         and challenges faced by technical developers. Technical development is evolving at a staggering rate, and if you don’t engage
         with technical specialists, you’ll miss opportunities to enhance your site.
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aceofcakestv.com used to be so concerned with aesthetics that it was impossible to access without the Flash plug-in. Even
            if you had the plug-in, the site was incredibly difficult to navigate.
         

      Of course, technical development can’t be left to grow unchecked. As some sites built entirely by techies show, unfettered
         technical development can damage usability, accessibility, aesthetics, and, of course, content.
      

      
Creating killer content
      

      Although content creation is one of the website owner’s principle roles, it’s often neglected. Perhaps this is because it
         isn’t as sexy as aesthetics—or because creating content is hard work. It’s easier to copy and paste content from an existing
         brochure or out-of-date website than it is to write content from scratch. Of course, some website owners are reluctant to
         write content because they have no experience in writing web copy, let alone any training. This is why an increasing number
         of website owners are employing experienced copy editors.
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One of the problems faced by website owners is being able to interpret the seemingly foreign language spoken by many developers.
            In chapter 9, we’ll explore some of this technobabble and discuss ways of improving communication.
         

      
Focusing on objectives
      

      A site’s objectives should occupy most of your attention as the website owner. Objectives refer to the business rationale
         behind a site. Why does it exist? What is it trying to achieve? How is success measured?
      

      You could argue that objectives aren’t a pillar. You write good copy, design an attractive site, and make it usable in an
         attempt to fulfill your site objectives. Site objectives are the target you’re trying to reach, not the method by which you
         reach it. But I’ve found that thinking of objectives alongside usability, accessibility, aesthetics, and the rest creates
         a more rounded approach that should be encouraged.
      

      The aim is to create a balance among all six pillars. If you can achieve this, you have built a good foundation upon which
         to construct a successful site.
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Your site objectives are the goal that the other areas of web design allow you to reach.

      
         

The dangers of focusing on objectives in isolation

         I once worked with a client whose objective was to generate sales leads. They became obsessed with that objective. They insisted
            that a user must register before they were allowed to view their product. Each registrant then became a sales lead. Although
            the client saw a slight increase in leads, ultimately they damaged their business.
         

         Users actively wanted to view the client’s product, but the barrier to entry was enough to drive them away. These visitors
            never matured into quality sales leads. Although some users did complete the form, most were not ready for a sales call. They
            only registered to access the demo, and so the quality of the leads was low. The work involved in following up these leads
            put a greater burden on the sales team without generating more sales.
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         By considering user needs, not just site objectives, my client might have produced fewer leads, but the quality of those leads
            would have been higher.
         

         



      
Principle 2. Define your role
      

      The second principle of good website management is to have a clear vision for your role. Being a website owner is one of the
         most multifaceted jobs in the web development process. Because of this diversity, the role is often poorly defined. Failing
         to give the role boundaries can create two problems:
      

      

      
	
A lack of definition leads to a lack of focus. Without a job description, you can find yourself drawn into unrelated work. Worse still, others can presume something is your
            responsibility when it isn’t.
         

         	
A lack of definition causes anxiety. There is always a vague feeling that you aren’t fulfilling your role or are perceived that way. By defining the role clearly,
            you allay your fears and establish others’ expectations.
         

      

I recommend defining broad principles of responsibility, against which you can measure specific tasks. Here are six roles
         a good website owner should fulfill:
      

      

      
	Visionary
         

         	Advocate
         

         	Evangelist
         

         	Content guardian
         

         	Project coordinator
         

         	Referee
         

      

Let’s look at each of these roles in turn.
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It’s important to define the role of site owner and provide the time and resources to fulfill it.

      
Having a vision
      

      A good website owner should have a clear vision and be capable of developing it over the long term. This vision will evolve
         through discussions among the site’s stakeholders.
      

      When a site is being developed with the assistance of a web-design agency, it’s good practice to include them in shaping the
         vision. Unfortunately, web-design agencies are often brought on board after the vision has been formed, so their input is
         missed. This can cause problems further down the line, as we’ll cover in more detail later.
      

      You need to have a clear picture of what role the site plays within your organization and how that role could be expanded
         later. The vision for your site should fall into two categories: the core vision and the roadmap.
      

      
Establish your vision
      

      First is the core vision, which is the unshakable objective for the site. Consider a website that sells luxury vacations. The user’s objective may
         be to “make planning and booking the customer’s dream vacation a pleasurable and intuitive experience, thus increasing online
         sales.”
      

      This core vision for the site is unlikely to change over time and acts as a measure against which site developments can be
         compared. Each time the site considers a new piece of functionality, they can ask themselves, “Will this modification increase
         sales by making planning and booking easier and more pleasurable?”
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Who are your stakeholders?

         Stakeholders are the people and organizations both internally and externally who have some interest in your site. The most
               important stakeholder should always be the end user.

      
Know your roadmap
      

      The second category is the roadmap. This is a vision of how your site will develop over the coming months and even years. What kind of new functionality are
         you planning to add, and how is the user base expected to change?
      

      In the case of our example, roadmap items may include adding an itinerary planner or allowing email subscriptions to receive
         the latest offers. It can include details on how to cater to a new market or support upcoming marketing campaigns.
      

      Without a good understanding of the overall vision and roadmap ahead, a site can easily wander off track and lose its focus.

      
Being an advocate
      

      Establishing a vision is one thing; maintaining it is another. The vision needs an advocate: somebody willing to defend the
         site against others within the organization who might seek to undermine its focus.
      

      The problem is particularly acute in larger organizations where people have a departmental rather than corporate perspective.
         This outlook leads to sites falling victim to internal politics and to individual departments pushing their own agendas.
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The website owner should defend the site against varying agendas from different departments within an organization.

      Earlier in this chapter, I mentioned a website where users were forced to register before viewing a product demonstration.
         The problem arose because nobody was defending the vision to generate high-quality sales opportunities. Instead, the marketing
         department ran the show, and their agenda overruled the site’s vision. They didn’t care about the quality of the leads because
         that was “sales’ problem.” All they cared about was meeting their quota.
      

      Although this example is an extreme case, I’ve seen similar things happen when departments fight over home-page space and
         top-level navigation. It falls to you to keep in mind the bigger picture and avoid this kind of provincial thinking.
      

      
Evangelizing your site
      

      The danger of being a site’s advocate is that you’re on the defensive, constantly battling internal stakeholders. This can
         lead to the site becoming isolated from the rest of your organization and therefore adding little value.
      

      It’s important that your role be not just defensive but offensive too. Continually seek out ways the website can support operations
         within the company by maintaining a dialogue with the various departments and individuals.
      

      A good website owner seeks to understand the challenges faced by others in the company and look for ways that the website
         can help with those issues. You can also evangelize the benefits of the web and keep your colleagues informed about the latest
         innovations that may apply to their situation.
      

      
Managing your content
      

      Although roles such as visionary, advocate, and evangelist are important, they can be conceptual in nature. The more practical,
         demanding, and time-consuming role is your responsibility for the content of the site. This falls into three categories:
      

      

      
	Populating initial content
         

         	Keeping content fresh
         

         	Ensuring a consistent message
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By talking to other departmental heads, you can quickly identify areas where the website can help meet organizational objectives.

      
Populating initial content
      

      Content responsibility is the most time-consuming aspect of a website owner’s role, and content population in the initial
         build phase is the most demanding element of that aspect. Writing and collating content for a website is a huge undertaking
         and the biggest reason that web projects fall behind schedule.
      

      It’s easy to underestimate the time involved in pulling together content from different sources and repurposing it in a format
         suitable for the web.
      

      
Keeping content fresh
      

      Even after the initial site has been launched, your responsibility toward content doesn’t end. You also need to keep the content
         fresh and up to date.
      

      A website owner needs to continually source new content, review existing copy, and update as necessary. You need new content,
         such as news stories, to keep users coming back for more.
      

      
Ensuring a consistent message and tone
      

      The job of generating content can become too big for a single person. You may choose to solve this problem by reusing existing
         content or turning to others for help. These approaches are perfectly valid. But they present the danger of inconsistency
         in both tone and content. You must ensure that the site speaks with a single unified voice.
      

      You need to review each new piece of content added to your site. Does it use the same tone of voice used elsewhere on the
         site? Is the writing style the same? Are the facts quoted in line with what is already being shown?
      

      In chapter 5, “Creating killer content,” we’ll talk more about generating content; for now, all you need is a clear picture of the owner’s
         role in the process. That role involves coordinating, generating, and standardizing content.
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Without a website owner ensuring consistent tone, a website can appear to have a split personality, with different sections
            written in different ways.
         

      
Coordinating your projects
      

      Content contributors aren’t the only people who need managing in a web design project. There are designers, developers, usability
         experts, hosting companies, and many more.
      

      Although frequently you’ll turn to a web-design agency to handle the management of these roles, it’s inevitable that some
         management will be required internally. For example, internal sign-off is often required for project components such as budget,
         design, and content.
      

      Unfortunately, the final role that most website owners have to fulfill is unofficial referee.

      
Resolving disagreements
      

      Running a website is all about compromise. Compromises are necessary regarding content and which sections of the organization
         get the highest priority. You must compromise between the different pillars of web design and compromise about budget and
         time scales.
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It is your job as website owner to resolve disagreements over priorities.
         

      The various stakeholders have different perspectives on what is important. It’s your responsibility to break any stalemates
         that occur by finding the middle ground. You have to be the decision maker.
      

      Recognizing your role is an important step in being a great website owner, but it isn’t the end of the journey. It’s also
         important to realize that the role is ongoing and that the work of a website owner is never done.
      

      
Principle 3. Plan for the future
      

      Many organizations underestimate the enormity of the job faced by website owners, because they fail to grasp that it’s a long-term
         commitment. This explains why so few organizations have full-time website owners despite the fact that they consider their
         website an important asset. A website owner is needed through the entire life cycle of a website to ensure that it evolves
         and remains successful.
      

      
Evaluating your objectives
      

      You should constantly evaluate the website’s objectives and ask if its overall vision and direction need changing. This doesn’t
         have to happen on a daily basis but should be done every few months.
      

      When reviewing your site, it’s important to consider questions such as these:

      

      
	Have the underlying objectives of the website changed?
         

         	How is the site performing against its success criteria, and are they still relevant?
         

         	What is the competition doing, and how are you performing against them?
         

         	How has the target audience changed, and what do they say about your site?
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Website management is a cycle of planning, building, and growing your site. You should be constantly evaluating, and making
            changes based on what you learn to keep your site fresh.
         

      In the next chapter, we’ll look in detail at this subject. For now, remember that your objectives need to be reviewed regularly
         and that you should refine the site based on changes that arise.
      

      
Refining your website
      

      Responding to changes in site objectives can manifest itself in various forms. For example, if the success criteria for the
         site aren’t being met, then you need to address that issue. Equally, if the competition is luring away your visitors, then
         the site needs to be altered to encourage them back. This continual tweaking of your site happens in three ways:
      

      

      
	Changes to the design
         

         	The introduction of new functionality
         

         	The addition, deletion, and editing of content
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Constantly evaluate your site, looking for ways the design, content, or functionality can be improved.

      For example, the luxury vacation service I mentioned earlier might respond to increased competition by adding a flight price-comparison
         tool (new functionality). This would appeal to users and would draw them away from the competition. Alternatively, the site
         might add reviews of existing destinations (new content) to encourage repeat visitors. Finally, they could refine the design
         based on user opinion to make it easier to navigate (changes to design).
      

      Responding to user comments is often the best way to refine your website. In chapter 6, “User-centric design,” we’ll address how to gather user feedback and use it to inform the changes you make. But first, we
         need to address the last of a website owner’s ongoing roles: site promotion.
      

      
Promoting your site
      

      Budget is rarely assigned to employ a specialist in site promotion, so it often falls to the website owner to fulfill this
         role. The number of visitors coming to your website will decline if you don’t actively and regularly promote it.
      

      You can effectively promote your site many ways, including the following:

      





	
                  Promotion type

               
               	
                  Description

               
            



	
                  Offline promotion

               
               	
                  Offline promotion includes letterheads, business cards, signage, phone systems, and other marketing collateral.

               
            


	
                  Email marketing

               
               	
                  Email can be a powerful marketing tool to drive new traffic and a good way of encouraging existing users to return to your
                     site.
                  

               
            


	
                  Search mechanisms

               
               	
                  Search mechanisms involve more than good placement on Google. They also include pay-per-click campaigns and social networking
                     tools.
                  

               
            


	
                  Guerilla marketing

               
               	
                  Guerilla marketing is a catchall term for low-cost marketing methods. It includes techniques like community participation, viral marketing,
                     blogging, and even podcasting.
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