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Why improve your IWriting?

Even in a world of Twitter, Facebook and E-maill,
It's what leaders say and how they say it that
determines how successful, influential,
iInspirational, and motivational an individual can
become.

People are inspired by words well spoken,
motivated by words put to good use, and
Influenced by stories that teach important,
relevant lessons.

--Jim Lukaszewski (loo ka SHEV skee)

The Lukaszewski Group Inc.
www.e911.com
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Purpose

® The Internet has not changed our purpose
as communicators

— Wirite clean, clear, brief and concise copy
— Write with the audience in mind

— Write content with a purpose
= Motivate
= [nform
= Educate
= Entertain



IWriting style

m |s IWriting really that different?

- YES

= Information presented in short bursts
= \Web readers scan
= Non-linear vs. linear

- NO
= Pyramid style still applies

= A good lead Is critical to drawing in the audience
= BUT the pyramid must be broken into chunks



Effective IWriting

m Deliver copy in smaller chunks

— Wirite half as much copy as for printed
NEEEUS

— When in doubt, cut It out

m A Sun Microsystems study found
— 79% of site visitors scan content
— Only 11% read word for word.

— Copy on the screen is about 25% more
difficult to read than in printed form



IWrIting tips

B Outline B Use active verbs
B Grab attention B Know users’ style
H Write tight B Get to the point!

— Act as if every word you B Avoid overwriting

cut earns you $1,000 _
_ One thought per B Show it to someone

sentence not “in the know”

M [ eave It overnight
. With thanks to Ken Jacobs
] Ed|t| Jacobs Consulting LLC
. Princeton Junction, NJ
B Get a proofing buddy
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IWriting types

Most sites use these types of writing:

Headlines

Subheads

Bulleted heads

Page titles

Briefs or “blurbs”

Navigation buttons, bars, links
m Article “chunks”



Focus the site

m What's the site’s main purpose?
— To attract contributions?
— To raise funds online?
— To provide information to members?
— To encourage volunteers?
— To recruit personnel?
— For use in a crisis only (dark site)?

B Secondary purposes?

m \What kind of content Is important for
each purpose?

® \Who are the main constituencies?



Use a content matrix

m Outlines/explains all content elements
— Provides an effective reference as site Is built

— Usually in columns
= Name of page
= Source for content
= Deadline for content
= Person(s) responsible for content
= Method to be used in updating
* Frequency of updates (hourly, daily, weekly, etc.)
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W« Make it credible

m Content must advance the strategic
objectives of the organization

— Double-check your facts
— Have a written approval process

m Know your audience

— Write what they know and understand

— Don’t assume (i.e. abbreviations, acronyms,
jargon)

10
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Understand each page’s purpose

m Landing, Main or Home page
— Should reflect the main purpose(s) of your
organization (briefly)
m Main page should be promotional

— Intrigue your readers
= Make them want to learn more

— Keep the content readable and simple

— Make it easy for users to find what they want
= Site maps, links
= Draw the reader into more pertinent information

m Limit content so scrolling isn’t necessary

11
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strengthening the bond
between humans and the
environment by focusing
on
(1) Conservation
(2) Education
and
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Note==) or
fortworthzoo.orqg

MELA

Eﬁ T
Mothar's Dary 2000 ot tha Fort Weeth

W i T Wi offers sn sapanancs o3

"Cﬁ' o ™

BEASTHD arveusl tasting vt Friday, uns 11

Want .-"Sul:'pl:lrtll!:::'ﬂ:"l 5 howy you can

HUS‘E'-JH'D L 'I’NG-
Q & a:hp;ﬂ
¥

Py _—
2010 200 MEMBERSHIP
of b 2008 puicel oy

e

12


http://www.fortworthzoo.com/
http://www.fortworthzoo.org/

fort
worth
700

PLAN A VISIT | PLAN YOUR EVENT | EDUCATION ABOUT US | SUPPORT US | ANIMALS/CONSERVATION

about us / site map

Fort Worth
Z00

Plan A Visit

Site Map

Support Us

g Development
. wild Sponsorship
fortworthzoo.org/about/sit - Y
ption

emap.html | embership

Animals/Conservation

Animals
Speci rvival Plan
Conservation
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Second type of page

m Destination page

m Informational

— People go here to get details
m \Writing

— Break text into chunks

— Limit paragraphs to 2-3 short sentences

— Keep it on one screen
= No scrolling!

m Use links and bullet points
— Provide a link option for the full-text version—More
— Keep the audience in mind

14
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education / homework help

B  Homework Policy

B FAQ's

Homework Help
B Staff Interviews The Fort Worth Zoo greatly appreciates your interest! As you know, our Zoo keepers and staff
are very busy caring for the animals. So, due to the large volume of project and homewark:
aszzistance reguests received, we must limit student interactions. If you have general guestions
regarding the Fort Worth Zoo, our animals and staff, please visit the Frequently Asked
Questions section.

For project or homework assistance, please be mindful of the following:

# Lotz of information can be found on the Zoo's website, specifically in the Frequently Asked
Questions section and provided links. Always do vour basic research first!

o Attend a Zoo keeper chat! Keeper chats provide guests the opportunity to learn more
zpecific information about the amazing wildlife here at the Zoo. Come prepared with two
or three guestions for our Zoo keepers; they will be happy to assist you.

Keeper chats are scheduled periodically throughout the day. Visit Guest Services located
near the Zoo entrance for a current schedule when you wisit.

® Students are welcome to complete projects and homework assignments from the Zoo's
public areas with the purchase of regular admission. Each Zoo exhibit includes an animal
information sign that can be very helpful as yvou conduct vour research.

The use of any phaotography (still and videa) is strictly limited to personal use. It cannot
be used for reproduction or commercial use. If special assistance, commercial use of
photography or additional "guest" space is needed, please contact the PR/Communications
Department at 817/759-7500.

® The Zoo does not fill requests to have individual photos taken with animals. For guest
safety, interaction with Zoo animals is completely restricted. With the purchase of
regular admission, students are welcome to photograph animals in their exhibits for
personal use.

# The Zoo does not provide keeper shadowing or behind-the-scenes opportunities for school
projects or homework assignments. If vour project requires an interview of a Zoo keeper
or other staff member, please read the following Fort Worth Zoo staff interviews.

¢ According to U.S. Department of Agriculture (USDA), U.5. Fish and Wildlife Service and
Centers for Disease Control and Prevention (CDC) regulations, the Zoo is unable to fill
requests far fecal, hair, and feather zamples, artifacts or pelts.
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Use effective headlines

m The effective headline:
— Has a subject and a verb
— Is In present/future tense
— No more than 10 words
— If two lines, try to match the lengths

m Make it short, explanatory, scannable and
stand-alone

16



Headline writing formulas

1) 10 Ways to Improve Your 11) 10 Reasons It's Better to

2) How Will Impact You 12) How You Can Like a

3) How to Beat the Fear of 13) Here’s a Quick Way to

4) Get Rid of Your Once and for All 14) 9 Surprising Things You Can

5) Beware and How to Spot them 15) 100 Useful or Beautiful

6) The Unseen/Biggest Dangersof  16) 5 Reasons |s Better than

7) 7 Things Should Never Do 17) Our Area's Top 10 Most Important

8) 101 Most Popular Myths

9 10 Facts You Need to Know  1® 10___ We Don't Wantto See ____
10) 10 Lies We Tell Our 19) Top 20 Most _ Friendly

20) 5 Reasons You Should

From
“102 Headline-Writing Formulas” By Chris Garrett

http://socialmediaworkbook.com/wp-content/uploads/102-headline-formulas.pdf
Used with permission
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Don’'t use headlines like these

m [ssue #3

m \What to do?
m Re: FYI

® Two things
m Great news
m Urgent!

® Tomorrow
m Quick guestion
m Status

m \We need your
assistance

With thanks to
David Shipley & Will Schwalbe
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.. Eliminate buzzwords
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phrases:

— “Analysis and validation of support strategies for customer
satisfaction parameters”

— “Maximized systems of strategic environmental processes”
— “Parameters of team competency assessment support”
— “Focus on ownership of teamwork assessment validation assets”
— “Empowering your interactive competency team process”
— “Utilizing paradigms of support validation strategies of
assessment”

m ‘| utilized a multitined tool to process a starch resource.”

— TRANSLATION: “l used my fork to eat a potato.”

-- With thanks to West Valley College Saratoga CA 19



Keep it simple!

m Choose only what’s necessary

m Buttons and links

— Should be 1-3 words long:
= New Products
= New Services
= U.S.A. Directory
= Why Volunteer?
= News

— Clear and precise

20



| Give Smart

When your members
make purchases from
GiveSmart’'s name
brand merchants, a
percentage of each
purchase is returned to
your organization

lgivesmart.com

Earn Money for Your Organization by Shopping. 4 As Easy As...

Y
Register at Tell your Earn Extra
GiveSmart members Money
At no cost to you How they can shop It's as easy as
or your members and give to you click, shop, give

&

revenue. Your members will shop online with name brand merchants that will

DISCOVER a
NEW WAY for
your members
to give »

in turn refund a portion (%) of the pur e price to your organization.

CLICK: OP-GIVE with GiveSmart. It's e ou nothing and i
beneficial for both you and your member:

mized with your logao, mi
age. Members make their online purcha
Then, these merchants return a percentage of ea

GiveSmart, who distributes your portion. Learn more about us

Partner with
Great Brands

o
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W Use “briefs”

m No more than two sentences
— Each sentence 20 words or fewer

m Should entice the reader to explore further

— First and second person establishes dialogue with
audience and allows you to talk to your reader

— How will the story benefit the reader?

— Use relevant questions to capture the reader’s
curiosity

= Example: “Don’t know who to call for what? \Who To Call
provides an A-Z listing on company services and people.”

22



2y AMERICAN
AIRLINES
CENTER®
[ r

ABOUT US SERVICES CLIENTS STORIES

If it touches the Internet, we do it. From Web to e-mail to systems

u i CkS i |Ver to social media, let us help y;5ke interactive work best for you.
Interactive _ B
Group, Inc.

Systems

Web Tools

Social Media
SEO

Interactive marketing
services

gsigroup.com T

and how you deliver

products and servi P ———
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P u b I I C Dallas Chapter Pubhc

Relations

Relations Pk
Society of —

A . THIS MONTH'S EVENT |
m e rl Ca May 13, 2010 Dallas PRSA Monthly May 13, 2010 Dallas PRSA Monthly Luncheon

P R SA Luncheon PR and Polltlcs Why Grassmuts Actlwsm and Snmal Medla Maner More Ihan Ever
3 r

( ) REGISTER NOW il \ _g ential election changed the

Dallas Chapter

- UPCOMING EVENTS |

A - T Y - e y "

to become maore |m|:mrtam now than ever befi

Thu, May 13th, 2010

Qur pane
Moalhi i uacneon Hector Mieto, Communications Director, Organizing for Americ
Matt Brownfield, Managing Partner, I Consulting and Pro
Thu: Jun 10th, 2010 of Dallas

P RSA prOVid eS Monthly Luncheon

October 22, 2010
. Thu, Aug 12th, 2010
prOfeSSIOnal Maonthly Luncheon Save the date! This
fwaturw Brian Solis ! e
Thu, Sep 9th, 2010 t thought lead ; ] ia. Adu_;nal analy

development and o e € B it e

f marketing,

sets standards of Fri. Ot 22nd, 2010 Sl I e o

Communications Surmmit

excellence and Dallas PRSA
. Thu, Nov 11th, 2010 Dallas PRSA we sionals who want to m
ethICS Manthly Luncheon the field and become ve : dynamic public relatio
""MTESTNE"'S e
The organization is also dedicated to pro io i n and mentaring, offering
monthly topical luncheons and other actiities that spur creativity and encourage
The board is looking for individuals participation.

who want to grow and develop the
Dallas PRSA chapter by serving in

D rS ad al IaS . O rq one of many board and committee Follow Us

positions in 2010. Contact

Or to learn more. |:|

prsadallas.com

2 2009 PRSA DALLAS CHAPTER. ALL RIGHTS RESERVED. | PRIVACY
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Follow design guidelines

® No amount of good writing can hold up to
a poor design
— Eye flow still important

— Too much on a screen can distract and
confuse

— Use colors pleasing to the eye
— Print design materials don’t always translate
— Branding

25



Austin
Farmers’
\ET

austinfarmer
smarket.orq

Home About Us

Sign up for the eNewsletter

rs ‘-"hn

2 2010 AUSTIN FARMERS

Calendar

In Season Vendors Our Programs Support Other Markets Store

Markets

Saturday 9 am - 1 pm
4th and Guadalupe - Downtown

Saturday 9 am - 1 pm

NMEW! SFC Farmers' Market at
Sunset Valley

3200 Jones Road, at Toney Burger
Center

Wednesday 4 pm to 8 pm
46th and Lamar - The Triangle

""Ilh‘h

\ Neighborhood Farm Markets

Click here for locations and times.

Upcoming Events

Locavore's Diary

MARKET. ALL RIGHTS RESERVED. | PRIVACY | Site Designed by QuickSilver Interactive Group
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Q0 _
h Understand iFonts
m Until recently, computers displayed only

the system fonts installed:

PCs Macs
= Times New Roman " Times
= Arial = Arial
= \Verdana = Verdana
« Georgia = Georgia

m Now 2,000+ “Web fonts” are available
— Must be purchased

— Temporarily installed on the viewer’s
computer

27



Wednesday’s Child

BENEFIT CORPORATION

Bringing Hope and Healing to North Texas Foster Children

Wednesday’s

Child. . .
our Latest Blogs
Wednesday's Child Benefit Corporation brings hope

.. .ad foster Chlld WhO |S |n [ 02-18-2010 and healing to North Texas children in foster care

Summer Internship Opportunity g0 they can overcome pasts of abuge and neglect

the CUStOdy Of the State 12-23-2009 and claim futures ag confident, independent
Wed nesd ay's Ch Ild " Christrnas Cheer for Qur Kids members of the community.

) 09-17-2009

Benefit Corporation serves | G NeststoxFusk
foster children in 19 North | _
Texas Countles Where One . Wh""-*“‘s New GiveSmart is a quick, easy, smart, safe portal in which to

o . do your online shopping and most importantly you will be
e Have Moved!

I i i tributi rion ofth ds fi h
In every 207 Chlldren IS a Please mteourﬁewamreﬁﬁ.weﬂreso contnibuting a portion o e proceeds mom your purchase S b,’,

excited about our beautiful new place! to us at no extra charge or hassle to you. shopping online

fOSter Ch I |d ' Our New Address: Click. Shop. Support Foster Children in Morth Texas. Click to learn how

2801 Swiss Avenue
Suite 130

Dallas, Texas 75204 Thawk You +o All ¢f our Spownsors

L}
We d ‘ I l I | d O ! I Save The Date! We want to say a Special Thank You to all of our sponsors who made 2009 such an
u
incredible year for Wednesday's Child Benefit Corporation!
Annual Celebrity Golf Tournament Y v P

October 25, 2010
Bear Creek Golf Club

iGiveswmavt.com/WCBC

We Thank You for the In-Kind donations made in the Fall of 2009.

1 out of every 207 North Texas children are in foster care and need your help.
Please donate today.

More information coming soon.
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Trugali loangper || rmrremm e g s e

ﬁn a f',}{p Faghian Hhars ruga

Dancing shoes!

‘0

Magic beauty tricks-

on the cheap

A

This image uses system fonts:

Verdana; Times New
Roman and Arial.

lllustration from the Los Angeles Times

Trugali b [

Dancing shoes!

¢

Magi rq |'rrrmr1 tricks—

i l

This one uses Web fonts:

Linotype’s Coronet "finally, fashion
that's frugal"

Monotype Imaging’s Parma is used

for the serif text

The sans serif text is in Monotype
Imaging’s Felbridge. 29
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http://www.fonts.com/FindFonts/Detail.htm?pid=203157&/cgi-bin/MsmGo.exe?grab_id=0&page_id=36925&query=CORONET&SCOPE=Fonts
http://www.fonts.com/FindFonts/Detail.htm?pid=4342305&/cgi-bin/MsmGo.exe?grab_id=0&page_id=47109&query=PARMA&SCOPE=Fonts
http://www.fonts.com/FindFonts/Detail.htm?pid=406032&/cgi-bin/MsmGo.exe?grab_id=0&page_id=8361&query=FELBRIDGE&SCOPE=Fonts
http://www.fonts.com/FindFonts/Detail.htm?pid=406032&/cgi-bin/MsmGo.exe?grab_id=0&page_id=8361&query=FELBRIDGE&SCOPE=Fonts

Pointisizes

m Point sizes are meaningless on the Web

— PCs display type about a third larger than
Macs

— Browsers allow users to control font size

— Rules of thumb

= Use setting of 12 (roughly equal to 12 points) for
text

= 24-point equivalent for headlines
= 18-point equivalent for sub-heads

30
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Choose the right people

m Site management
— Vendors
— Freelancers
— Staff
— Compare: Experience, rates, reputation, chemistry

m Site maintenance
— Content managers
— Graphics
— Standards assure continuity in look and feel

31
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Keep it current

® Having up-to-date information on your site
IS one of the best ways to keep people
coming back

m Add or change information frequently
— Archive old information

m Changing content improves your site’s
placement by search engines

32



W Avoid Clutter

m Don’t confuse the user with overchoice
on your main page

m Give the eye a place to land
— If you use motion, animate just one object
— Organize content well and consistently

m Don’t distract users with extraneous graphics
or information

33



Please don'’t do
your website this
way!

This was a real
site.

webpagesthatsuck.
com

34
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Make It quick and easy

m Don’t try to do everything on your front page
— Make it look simple even if it's complicated
— Make it easy for the user

m Use graphics sparingly
— Make it load quickly or people will go away

m Performance benchmarks

— First view load time 7.066 seconds
— Repeat view load time 3.970 seconds

= From http://www.aptimize.com/Upload/docs/2010-Website-

Performance-Benchmarks.pdf
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Home About Us How to Volunteer How to Give News Events For Advocates

Dallas CASA o ——

Court Appalmed Special Advocates

Everyday Heroes

Court Appointed Special
Advocates are
volunteers who are
voices for abused
children in court.

It's about helping a
child replace a life of
hurt with one of hope.

Evervday heroes
(View Videa)

STANDING UP FOR
b ABUSED CHILDREN

CASA VOI u nteers are Dallas CASA Changes Lives Because CASA was there

On an average day in Dallas County, nearly 2,000 abused and neglected children live in foster Our Children

ap pOI nted by J u d g eS to care because they cannot live safely at home. These children need powerful voices to speak for

them. Dallas CASA (Court Appointed Special Advocates) is a non-profit organization of velunteers tht's New
who are voices for abused children in court. CASA volunteers are appointed by judges to

advocate for the beSt advocate for the best interests of abused and neglacted children in protective care. Leam More i sl i)
interests of abused and e =8 Wy
neglected children in
protective care.

dallascasa.orq

@ Copyright 2010 Dallas CASA. All Rights Reserved. | 2815 Gaston Avenue, Dallas, Texas 75226 214.827.8961 | info@dallascasa.org
Court Appointed Special Advocates and CASA are registered trademarks of the National CASA Association
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Ask users to help

m Ask your users to give you suggestions for
Improving the site
— Form a Users Group
— Conduct focus group interviews

— Ask open-ended questions like:
= \What’s most helpful?
= What's essential?
= What do you like most?
= What one thing would you change?

37



Think/write from users’
point of view

m Use terms they use

m Make the site look like what they’re
accustomed to seeing

— Engineers are different than salespeople

m Tailor the site’s design and writing to
your particular audience

m Give the eye a place to land

38



Promote It!

m Don’'t make the contents of your site the
organization’s best-kept secret

@ Communicate what’s there
— Emall
— Direct mall
— Memos
— Contests
— Publications

m Use your website’s URL everywhere

39



< : -
°@¢s  Monitor it regularly

m Check your site daily to be sure it’s
functioning properly

— On both PCs and Macs
m Monitor use of the site
— By asking people

— With software that provides usage
statistics

40
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THANK YOU
)

for allowing me
to be with you today.

Questions @

This presentation is copyrighted.
You may quote from it without additional approval by crediting
Jim Haynes, co-author of Public Relations Writing: Form & Style, 9t edition
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