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Chapter 10 Case Study

Writing a Marketing Web Site from Proposal to Documentation: Prudential Verani Realty

This was a marketing & content website with the following goals:

· Attract buyers of commercial & residential real estate

· Attract real estate sellers to list their properties

· Attract customers for other Verani services (relocation, mortgages)

· Present a positive image for the company

· Recruit new agents to join the company

· Present useful real estate information

Numerous interactive tools:

· calculators

· checklists

· maps

· e-mail updates

Basic structure included:

· hundreds of HTML pages

· extensive database of properties

· many Active Server Pages (also called ASP, a programming language that makes pages more interactive & functional)

Defining the Project:

· client goals

· audience

· client wish list

· competitors

· site hosting

· elements from existing company material 

· branding issues

· is website the correct way to achieve client goals

· form of media

· updating needs

· potential for dynamic & customizable content

· advertising

· marketing (generating site visits)

Proposal from the interactive firm, InterWrite:

· outlined goals of the site

· two possible approaches to achieving them

· approximate costs of each approach

The purpose of the proposal is to present the client with clear, succinct and appealing options.  It should point out the advantages of the work under consideration but should not be a hard-sell document.

Revisions:

· over time some options were eliminated

· a Scope of Work document was created to clearly define the project becomes the basis of a contractual agreement

Gathering & Grouping Site Material:

· once client approves scope of work, writer & web developer gather as much info as possible on client products & services

· User Scenarios describe exactly how the site will be used

· User Scenarios indicate where each type of user might enter the site, what info they might be seeking, and step-by-step how they will move through the site to get it

Flowchart/Sitemap:

· once client approves content groupings, flowcharts or sitemaps are developed

· flowcharts should indicate every page of the site

· flowchart should be a clear visualization of site structure

Outline: 

· provides more details about the actual content & functionality of individual pages

· especially useful for information-heavy sites

· also helpful for explaining content groupings to client

· outline includes

* title – should be the same as what appears on the flowchart

* image – describes possible images for a page

* text – describes onscreen text

* links – all links from text within the page & from the graphical

                             navigation bar

               * navigation bar – specific buttons that need to be created

               * functionality – describes what the user can do on this page

Writing – once client approves outline & flowchart, a detailed budget will be created

Style tips:

· strong lead sentences that summarize content

· inverted pyramid…put most important content first (five W’s)

· simple sentence construction

· use nouns & verbs, avoid adjectives & adverbs

· active rather than passive voice verbs

· highlighted keywords

· meaningful, not clever, subheadings

· bulleted lists one idea per paragraph

· half the word count (or less) than conventional writing

Search Engines (SE):

Keywords are the ones that potential users or customers might enter in a SE to find your site.

Evaluating & modifying keywords is an ongoing process to improve SE placement.

Most SE track link popularity, so try to obtain many links from high quality sites.

Click-through measurement can also affect SE rankings

Home Page – the most important page of a website must:

· hook the user’s interest

· communicate the basic message & tone of the site

· introduce key elements & lure the user deeper into the site

· provide correct keywords to help SE placement

· address legal issues

Home Page/Title – probably the most important text on the page:
· titles appear in the very top bar in your browser (blue bar in Microsoft Explorer, gray bar in Google Chrome)

· identifies the page

· provides key site info to SE spiders

· identify the site in SE and directory lists

· identify the site in bookmark lists

Home Page/Main menu – a clickable list of the main sections of a site should:

· provide a brief outline of the site

· serve as a navigational took

· in many cases a graphical menu is more visually appealing

· graphic menus can have embedded ALT tags to index them

· graphic links can be repeated as text links at the bottom of a page

Home Page/Links:

· make your site “sticky”

· get the user interacting with the site

· if the user explores, he/she spends more time on site

Home Page/Slogans & Headings:

· sites with lots of text should break it into sections

· have clear, descriptive headings at the top of each section of text

Home Page/Meta Tags – HTML tags at the top of each page:

· these tags are not visible to the user

· used to be helpful in SE rankings but impact has diminished

· keywords & description meta tags affect how some SE’s rank a site or describe it in search results

· some SE’s don’t index keyword tags but many do use the description tag

· SE’s display from 130-400 characters for a description tag

· SE’s display up to 1,000 characters for a keyword tag

<meta name=“description” content=”Course material for instructor Ed Brouder”>

<meta name=“keywords” content=”Mount Washington College,Hesser College,Ed Brouder,digital media,communications”>
Interactive Content Writing Example #1: Checklists
· custom checklist allows user to define their dream home

· user clicks through a series of options

· when they push “submit” a custom checklist with their specific criteria is created

· checklist can be printed and taken as they visit various sale properties

Style Guides:

· in most cases client expect a “how to” manual for their new site

· written instructions help clients stay on track

· written instructions remind client of goods relationship with vendor

· manual contains design specs (fonts, colors, etc.) or brand standards
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We're not just your
real estate company,

Aleaderin New
Hampshire real estate for
35 years, we specialize in \
southern NH real estate:
homes, land, &
commercial properties.
Our 60+ agents and the
global connections of the
Prudential Real Estate
Network make us the right
choice for residential and
commercial real estate.

» Searchfor
Properties

» Calaulate
your Mortgage

» Get E-mail
Updates

...we're your neighbor.
The Verani family has lived in
New Hampshire for three
generations. As your neighhor, we
will treat you with the trust and
integrity for which the Verani
family is known,

Please review our Terms of Use,
enjoy our site, then contact us for
a personal consultation about
your real estate needs.
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