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PROJECT REPORT GUIDELINE

· Introduction (reasons/ motivations of creating a website for such organization)
· Planning your website, with the 5-step method discussed on the textbook
· Identify the target audience
· Which groups of people you want to target
· Set goals
· Create the web site’s structure
· Tree diagrams, flowcharts, or simple outlines.
· Organize web site’s content
· Show the arrangement of folders/directories/files for the website

· Develop the web site’s navigation
· A project log – a simple timeline of your progress
· Problem encountered and solutions
· The highlights of your website – what feature(s) you consider quite stand out or should have some comments on.
· Conclusions and comments
· References (Papers, articles, and links)













Chapter 1: INTRODUCTION
Internet usage has increased tremendously and rapidly in the past decade. Websites have become the most important public communication portal for most, if not all, businesses and organizations. Because business-to consumer interactions mainly occur online, website design is critical in engaging users (Minocha, & Roberts, 2006). Poorly designed websites may frustrate users and result in a high “bounce rate”, or people visiting the entrance page without exploring other pages within the site. On the other hand, a well-designed website with high usability has been found to positively influence visitor retention. Manuscript Little research, however, has been conducted to define the specific elements that constitute effective website design. One of the key design measures is usability. However, there is currently no consensus on how to properly operationalize and assess website usability (Lee & Kozar, 2012). Similar to usability, many other key design elements, such as scan ability, readability, and visual aesthetics, have not yet been clearly defined ( Brady & Phillips, 2003), and there are no clear guidelines that individuals can follow when designing websites to increase engagement. This review sought to address that question by identifying and consolidating the key website design elements that influence user engagement according to prior research studies. This review aimed to determine the website design elements that are most commonly shown or suggested to increase user engagement. Based on these findings, the research created a simple educational website with a tree diagram and well defied logs listed and defined that best facilitate and predict user engagement. The work is thus an exploratory research providing website design and a starting point for future research to reference.












1. MOTIVATIONS FOR CREATING A WEBSITE FOR AN ORGANIZATION
With a small business startup, like many, you may think there’s no benefit in having a website when you can do everything on social media. Or maybe you think you can’t afford a professional website so you get a freebie and do it yourself instead. Even if you are an established business that has relied on word of mouth and think you are doing quite well thank you, there are several reasons why your business needs a professional website too.
· Your business will gain credibility
More and more people are searching online for things they want, for solutions to their problems, to compare prices, or just to get some information about a store, restaurant or business before they purchase from them. If you don’t have a website, potential customers will go to your competitors who do, especially if you are a home-based business without a bricks-and-mortar address.
Having a website will not only provide the information they are looking for, but it will give your business credibility. It says, I am here, I mean business, and I am in it for the long haul.
With careful planning, designed responsively and with your customers’ needs in mind, your website will provide a professional image and give potential customers a great experience when they visit, whether it’s on their computer, their tablet or their mobile phone.

· It saves you money in the long term
Compared with the cost of traditional means of advertising, such as newspaper ads, radio commercials, promotional materials and even networking events that often include the cost of a meal or trade tables, when you consider the potential market you can reach with a website, it is a very cost effective way to promote your business long term. Saving money is definitely a great reason why your business needs a professional website, but there are several more reasons.

· Customers can be kept informed
A website is an effective way of introducing your customers to new services, letting them know about new products, announcing upcoming events and special promotions. You can also provide added value by posting tips, resources and other information through a blog on your website. Unlike print ads, newspaper articles and flyers, which quickly become outdated, your website can provide current information and news. And if you discover a mistake after you publish a page or post, it is a quick fix.


· A website is always accessible
In 2007, Verbik, & Lasanowski established that unlike your bricks-and-mortar location, which is only open a few hours a day, a website is open 24 hours a day, 365 days a year. You can provide both regular and prospective customers the convenience of reviewing your products and services when your store or office is closed.
· A website enables you to target a wider audience
Whether you offer products or services, or you’re business or consumer based, your website provides you with an alternative location to sell. As a retailer, an eCommerce website is a great place to sell your products to a wider market. Think of all the people who can’t get to your bricks and mortar store that you could sell your products to. Belch, G. E., & Belch, M. A. (2007)
· It provides a medium to showcase your work
According to Allison (2002), no matter what type of business you’re in, a website is a great place to showcase your work or demonstrate your skills. By including a portfolio, image gallery or videos, as well as testimonials about your work, you can demonstrate what makes your company or you unique. 
· A website saves you time
Time is an important commodity in our ever increasing fast paced world even if you don’t attach a monetary value to it. Most people these days don’t have enough time for leisure, pleasure, family or healthy activities. Having a professionally designed website saves you time both in the short and long term. By providing information to your customers online, you can save a vast amount of valuable time that you would otherwise spend communicating to your prospects. Once your website is up and running, it is available to your customers indefinitely, saving you time having to communicate the same message over and over again to different people.
· A website can improve customer service
No matter what products you sell, you can share tips to your customers on how to use or care for the products they’ve purchased from you. If its compression garments, you can provide tips on how to wear their garments. If you sell beverages, such as tea or coffee, you can provide brewing times and temperatures. By including a FAQ page or a resources section, you can regularly add articles or upload newsletters to answer all your customers’ questions you can keep them better informed and up-to-date. Chaffey, D., Ellis-Chadwick, F., Johnston, K., & Mayer, R. (2006)
· You own and control your website
There are lots of free or low-cost ways to gain a web presence or claim your online space, but in most cases you don’t own your online home, office or store and, even worse, you have little to no control over all that’s contained in your online space. With a professional website, you do.
With a professional website, one that is self-hosted, granted you are renting space for your web address, but you own everything contained within your online space. If ever you want or feel the need to move to a different web-host, you can take everything with you; provided you have backups and/or do so before your account expire
























2. PLANNING WEBSITE
a) Determining the website’s audience
Making website work for every different school website audience can be really tricky. The problem is that the researcher torn in a few different directions. Parents need one thing to access. Prospective parents need attracting to your school. Parents need engaging.
The great news is that there is lots of overlap - the things researcher need to do to keep prospective parents happy are largely the same as current parents' needs. In this thesis we explored the needs of achieving audience and to meet them to an exceptionally high level through the website.
Research Question 1; who are the One school website audiences?
There are 4 main audience groups who use your school website;
· Prospective Parents & Students - the people that the researcher want to attract and paint a great picture for.
· Current Parents – this thesis separated these into two groups, parents and (below) students. The needs are different because parents need different information.
· Current Students - students might refer to students in your sixth form but is also relevant to those in primary schools, just with differing needs.
· Prospective Employees - lastly, a little nod to making sure your website is geared to attract potential employees.
Research Question 2; what are they looking for?
Having established the types of people who use the one school website routinely, what are they actually looking for? The needs are different but there is lots of cross over!
· Prospective Parents & Students
Just to be clear, running a higher educational website, the organization will need to attract both students and parents. If running a primary school website, it's all about the parents. That is an established fact!
There's lots of information that the research need to put in front of these folks; admission information, contact detail, course information. The research achieved this by having a clearly marked section for new starters to sign up.
But, there is one thing that is a must. So much so, that sixth forms are now stripping out all the content that is relevant to current parents and students and using the main college website as a pure marketing tool. The one thing? Painting the richest possible picture of life in the school or college. That is the single most important thing researcher should be doing with organization’s website. This can do that through news, events, blog posts; anything that tells the stories of life in school really well. The aim is to attract new students to school through content that is engaging and relevant to your audience.
· Current Parents
The funny thing is that this is mostly about holidays. For many schools, the Term Dates page is viewed as many as four times as much as any other page! The web developer must make sure term dates page is easy to find and clearly laid out. 
There's other content that's relevant to current parents; policies, contact details, events and more. However, the content that is most relevant, other than term dates, is the same as for prospective parents. It's the content that tells them what is going on in the life of your school. Telling school stories well and regularly for maximum engagement.
· Current Students
Students are a little different. In a primary school the developer will most likely find that students don't really use the website, unless they're doing something creative like students blogging through the website.
As students get older they tend to use the school or college website to navigate to other content. Most likely they're looking for links to Moodle, homework resources etc. The web creator will need to make it easy enough for them to find this content but not make it front and center.
The developer has to make sure the school is on top of the latest school website requirements. On top of that, there are a range of requirements that currently aren't official requirements but will help inspectors get the best possible first impression. It is worth noting that inspectors are also looking for a rich picture of what life in the school is really like and celebrating life in school through its website is critical for inspectors too.
· Prospective Employees
It's worth having a section on website to advertise job vacancies. Therefore, focusing on wordpress based website, there are job site plugins that can be integrated and serve this purpose. The school needs to demonstrate it's a place someone would want to work. The developer should feature the front-end about celebrating life in school, telling the stories of all the great things going on in school. To sure the target audiences can find what they're looking for.
Ultimately, having explored who the One School website is for and what they're all looking for. How do the researcher make sure that the website is set up so everyone is catered for?
This all comes down to structure. Your school website must be structured in a way that makes it clear where everything lives. 


Technology to meet One School Website Audience needs
Because it's so important to paint a rich picture of all of the school website audiences, the technology is incredibly important. It also has to be easy to use!
· Menus - Total control
The first thing to mention is that to be able to meet the needs of our audience we needed total control of the school website's menu structure. The last thing we need is to have to go to the school website company to make any changes. 
· News, Events, Blogs - celebrating life
The research had to be based in the principle that static content is the stuff that doesn't change all that often. It's our term dates, Head teacher’s welcome, curriculum information and much more. Once the 'static' content is in place, you'll just need to keep on top of it. The majority of the school website time should be spent on creating content that is engaging. That's news, events, maybe blogs. One school website software should give the developer outstanding features to create amazing content and it should be so easy to do.
















b) Goals to be achieved by the one school website homepage
Like the curb appeal of a house on the market, the school's homepage needs to make the website visitors want to enter. The one school website has to pull more weight. It’s the hub of school communications, and its homepage has to do the heavy lifting. It has to be not only appealing with a design theme that’s carried out through the entire website, but one that’s extremely useful and organized so that visitors can find the information they need easily.
The researcher established 4 goals every school website homepage needs to achieve to keep parents coming back to the website for reliable school information:
· Be organized and user-friendly
How well the website is organized will determine not only parent’s experience with the website but all those who depend on it for their core school info. A user-friendly homepage starts with a website organized and built around school website design best practices.
The homepage design can make or break the entire website. It sets the tone for the user experience. If visitors can’t readily and rapidly find what they’re looking for, they’ll become frustrated. The homepage needs to establish a great website design theme that’s organized, uncomplicated and is carried out through the entire website. This calls for web hosting.
Districts and schools have their own requirements that start with making certain the frequently accessed content parents seek rises to the top. No one wants to navigate through multiple menus and numerous mouse clicks to find info. 
This essential school website design planning checklist is a good place for school communicators to start to assure your website is optimally organized.
Tips for organization:
· Use whitespace to make it easy to view and find information.
· Limit number of links in the navigation and sub navigation to no more than 7 links.
· Make sure popular pages such as calendars, directories, logins, and schools are easy to access.
· Always have a search and translate option in the top header.
· Attract new families
When it comes to schools promoting themselves to parents, and your school’s website can influence where prospective parents’ decisions on where to send their children. In this project the developer highlighted how, depending on what state you’re in, districts are operating in a fiercely competitive environment. Parents have more options as school choice, voucher systems, open enrollment, private school and charter schools present a smorgasbord of choices.
For first-time parents of school-age children, for families moving or relocating, or parents unhappy with their children’s’ current school and simply looking for alternatives, school website is the first stop for families ‘shopping’ for schools. Your homepage – that front door – better have a professional image and curb appeal, or they’ll be driving right past.
Tips to attract:
· Make it easy for the user to take next steps such as talk to someone, submit a request or schedule a visit.
· Promote key statistics like student to teacher ratios, academic success, special programs and other stats that help your school stand out.
· Add testimonials of current families or student success stories.
· Make the home page imagery tell stories of success.
· Engage and inform
Literally, many school website administrators get a little distracted in the objective of the website and use the homepage as little more than a photo album or a maze of menus and links that leaves the visitor confused and frustrated.
While cool photos are certainly part of projecting a professional image for school, there needs to be a design foundation that strikes a balance between what looks cool and what actually gets the job done. From the moment visitors land on homepage, they should be confident they’ll find what they’re looking for, and feel good about engaging with One school.
Tips for informing:
· Adding a list of the top upcoming calendar events.
· Share the latest news announcements or other important information.
· Include alert banners or pop-ups for important information.
· Include a way to sign up for newsletters, etc.
· Promote any volunteer opportunities and ways to sign up.

· Be accessible for everyone, from anywhere
The term ‘accessible’ is being used a lot these days when it comes to school website. A well-designed website makes content easy to access for everyone, from anywhere. Mobile friendliness is critical. People are ‘accessing website via phones and tablets, so design – and it starts with homepage – better accommodate this preferred method of engaging one school website content.
c. The web site’s structure
Tree diagrams, flowcharts, or simple outlines (File attached)
d. Organize web site’s content
 	Show the arrangement of folders/directories/files for the website
             (File attached)
e. Develop the web site’s navigation
(File attached)




















[bookmark: _GoBack]A PROJECT LOG – A SIMPLE TIMELINE OF YOUR PROGRESS
          (File attached)
For any website project, regardless of size and scope, it always makes sense to follow a well-defined design and development process. The researcher had to establish phases and milestones for this project and focus on hitting the goals for each stage prior to the next. This phased approach easily turned into a plan and a clear website timeline.
There is a variance in time associated with each stage, depending on the requirements for each project; however, this list will provide guidelines for what can be expected.

· Discovery and planning (1 week)
This is a crucial phase of the project, as it is this stage that determines the foundation for the success of the project. Areas covered at this stage may include research; discovery sessions; writing of creative brief; writing of a technical briefs or more detailed architecture, requirements and definitions document; site architecture plan; wireframes and sitemap creation.

· Design (1 week)
Based on the creative brief and information gathered in the discovery stage, the project will then move to the design phase. It is at this stage that design mock ups are created and presented for feedback to establish a design that meets the goals for the new website. Design mockups may include homepage designs, multiple internal page designs, desktop views and mobile views.
· Content writing and assembly (2 days)
The value of good content for this website cannot be underestimated. As important as a good design, quality content can set a website apart. It can be a time-consuming process creating new content and migrating existing content; however, the researcher kept every precise. Content writing and assembly involves establishing key messages and calls-to-action, porting over content from existing sites, writing new text, editing text, creating headlines, page titles, captions and text for SEO purposes, headlines, descriptions and tags. This process typically overlaps with other parts of the site creation process.
· Development and programming (5 days)
Using the approved design, site architecture, technical brief and sitemap the project then moves to the development stage. This is where the website comes to life and all the elements of the site come together to produce a high quality website. There is little client involvement at this stage of the project, but a good portion of the timeline will be required for this stage. If custom web applications are required within the site, the timeline for this phase can stretch even longer.
· Beta testing and review (2 days)
Once the site has been developed it then goes to a beta testing stage. The opportunity is given to the client to share the site with the necessary stakeholders for review and feedback in a password-protected location. Testing is also conducted during this stage to ensure the site is optimized across multiple browsers, screens and mobile devices and ensure the site is performing as it should prior to launch. The researcher was able to achieve this within day days
· Site launch (1 day)
Upon approval from the beta stage, the researcher’s website was then launched with no interruption to the current site. The launch process was simple and quick, although a little complex due to its involvement.



















PROBLEM ENCOUNTERED AND SOLUTIONS
· Poor or dated visual design
Nothing makes a customer say “no thanks” as quickly as a really gruesome home page. It could be horrendous colour choices or a logo. Or it could just be that things have aged badly. This research sympathized a lot with educational institution sensitivity even though quality websites cost money; but things move quickly in the digital era. The simple answer is to refresh or start again. Yes, it costs money, but how much income might the organization be losing due to a duff website?
· Slow upload speed
There is little more annoying than waiting forever for something to load. Due to poor school internet connectivity, the researcher could make a cup of tea and come back before one of the images loaded. Worse, Google will actually penalize you in the rankings for this! Large image files are the most common cause, and the remedy was simple: cutting file sizes down! 
· Lack of quality images
While huge files are bad news, the same could also be said for poor pictures. Seeing as that opening image is the first impression the viewer will get, the researcher could not settle for mediocre. Again, rather than the researcher thinking “how much will it cost to get quality pictures?” the research had to be put from this perspective, “how much will it cost me if I don’t have quality pictures?” A good photographer was therefore worth every penny.
· Clutter  
This is a common trap for so many businesses. This thesis might have started with a simple main message and a couple of tidy banners; three years later the organization have a dozen different windows all wrestling for space and attention. This can be a headache for the user and could easily detract from your main message. The solution here was to sort priorities. For the researcher, smart, simple, logic always wins the day. 
· Poor or confusing user journey
Talking of clutter and confusion, another common issue with this website research was lack of clear signposting. The researcher had to take into account of ease for someone to get where they want them to go. If it takes more than two clicks for the customer to be able to buy or book, your conversion rate could well be suffering.
How did this problem get solved in this thesis? Well, the obvious way was to get others to test it meticulously, taking every detail into account, testing different strategies and monitoring bounce rates and other factors. 



· Low standard of written content.                                                                                                                  
We may live in an age where the image is king, but poor text can let even the sexiest looking website down. As it happens, the researcher was a bit of an English pedant. However, it still amazing how stunning this companies is. 
· Security issues and certification problems
Security is one of the most commonly overlooked aspects of any business website; until you get a major security scare! Hackers and cyber criminals can give any company a headache, but sadly many organizations only realize the true value of security following a difficult or costly episode.
Keeping this website’s safety features up for the game was a must despite of them being a starter. It is subject upgrade to the latest versions at regular intervals. But a lesser known but valuable step is obtaining an SSL certificate. In a nutshell, this is a way of keeping your customers safe during transactions. Not only a sensible move, but one that will give you preferential ranking with the likes of Google! Thankfully, it was relatively easy to set up. We liaised with our organization to acquire a domain with hostinger web hosting companny that will come with a free SSL certificate offer integrated to the hosting expense.
· Badly integrated
This is about business promoting itself over various platforms. All but the real stick-in-the-mud companies tend to have Facebook at a minimum these days, along with others such as Twitter and Instagram. A blog is also an excellent idea to improve traffic and engagement too. If there is any significant disconnect, you could be losing a lot of opportunities as for this organization.
For this exact reason, we would advise a joined-up-thinking system for just about this business. To not forget to feature its customers heavily in this site too; so often they are the best ambassadors and the ones who will spread the word most effectively about the good things you do.






WEBSITE FEATURES WE PUT INTO CONSIDERATION
· Easy Navigation
People prefer websites that are easy to use and navigate.
Almost everyone (94%) believes easy navigation is the most useful website feature.
To determine which website features people consider useful, we combined responses for respondents who selected either “extremely” or “somewhat” useful. If survey respondents rated a feature as “slightly” or “not at all” useful, we did not consider their responses in our tally.
A website that’s easy to navigate provides users with faster, more efficient access to content they want.
People prefer a website with a clear menu structure that makes it easy to maneuver between pages. Amazon is known for being easy to navigate, despite its high volume of content.
On its homepage, Amazon presents options for users to navigate and explore the site. By making menus easy to access and darkening the rest of the screen, people can focus on shopping categories and bypass the tempting offerings on the home screen.
We had to put this organization’ website to follow Amazon’s example and prioritize functionality and navigation for their users. Not doing so could mean losing potential customers.
· Trendy Appearance
Trendy web design elements can attract your target audience to your site. Beautiful and appealing designs enhance website content and establish a good reputation for your brand.
Most people (83%) think that a beautiful and updated appearance on a website is useful.
It’s important, however, for businesses to prioritize the user if they redesign their website. People appreciate beautiful and updated designs, but not when the trendy design interferes with their ability to use the website and access the content they need.
Three of the most popular web design styles are:
· Flat Design: Removing drop shadows, gradients, and other textures to make objects appear two-dimensional
· Skeumorphic Design: Making digital elements resemble their counterparts in the physical world so they look more familiar
· Rich Design: Making elements feel more tactile, three-dimensional, and usable to people navigating a website
Flat design uses two-dimensional elements and bright colors to draw the users’ eye to content on the page. The research went a little overboard with a very flat design. It was originally popularized by the Windows 8 updates in 2012, but users were definitely confused by the stark contrast to the bevels, curved edges, and drop shadows
· Website Content That Establishes Brand Authority
People visit websites to access content. Accurate content tailored to a specific audience establishes brand authority for businesses. Majority of people will leave a website permanently if the content is irrelevant. More website users will leave a site permanently because of irrelevant content than because of elements that interrupt content, such as advertisements or unintuitive design.
There are three main types of content:
· Basic Company Information: A company “About Us” page or external links to a company’s social media profiles
· Product Descriptions and Visuals: Text or images that showcase a company’s main offerings
· Blogs: Long-form written or video content that discusses current business trends, company news, or other insights
Because content is a priority for most people, companies must understand what people want to watch or read to understand their intent. User intent is a digital marketing term that refers to the purpose of people’s search queries online. 
· Product Visuals and Descriptions 
People think product/services visuals and descriptions are equally useful when they visit a company’s website. Nearly everyone believes both descriptions and images are useful when browsing a website. Most users are browsing on mobile, so it’s important for businesses to develop mobile-responsive websites that don’t overwhelm the user.
For example, 24 Hour Fitness is a gym and fitness training website. Its home page on mobile only has one image, a menu bar in the top right corner for easy navigation, and a large form where users easily access the content they want on mobile – the location of the nearest gym. 24 Hour Fitness doesn’t force users to enter information in multiple contact forms. Instead, it presents one contact form for people to enter their zip code and find the facility closest to them. Because descriptions and visuals of products and services are equally important to users, companies must make both elements stand out on the page with clever web design.
· Social Media as an Extension of a Company’s Website
Links to social media accounts are important for people browsing a company’s website. More tpeople (67%) think that links to social media accounts are extremely or somewhat usefulAlmost 40% of website users (37%) think social media profile links are extremely useful. Only 13% think they are not useful at all. , R., Rauschnabel, P.A.; Hinsch, C. (2016).
Social media account links fall below descriptions and visuals among users’ favorite website features but above “About Us” pages and company blogs. This preference for social media may be due to the immediacy offered by platforms like Facebook and Twitter. Company social media profiles typically offer the same information as an “About Us” page on a more accessible medium.
Conrad believes that website users gravitate toward social media out of convenience. It’s more convenient for users to learn about companies and products on social media. Companies are only going to use a social media platform if it’ll help their business grow. Their presence on social media depends on the industry and if the platform converts.
Businesses should use social media to connect informally with their users. Content on a company’s social media page should be just as current and useful as the main website. Social media integrations also provide valuable social proof, allowing users to verify a company’s legitimacy across platforms. Icons for Facebook, LinkedIn, Twitter, or Instagram tell people where they can find the company on social media.
Companies can even customize the social media icons to match their branding and seamlessly blend into their website. People want more personal interactions with companies, so companies should repurpose content for social media. Companies can also use interactive features like direct messages to answer users' questions or direct them back to the main company website.
Facebook, for example, includes colorful text showing how quickly a business responds to messages on their page. Social media also generates word-of-mouth leads. People spend a lot of time on social media, making it a good place for companies to connect with potential customers. It’s important for businesses to extend their online presence on the social media platforms that best meet their needs.
· Company Blogs Are Still Valuable
When it comes to website content, people prefer product descriptions and visualizations over company blogs – but that doesn’t mean businesses shouldn’t invest in creating blog content. Overall, website users are split equally on whether company blogs are useful – half think they are valuable and half think they are not.
Some people find company blogs extremely useful, but others don’t find company blogs useful at all. Facebook, LinkedIn, and Twitter are now the main aggregators for companies’ long-form content. Rarely do you go to a site and get their stuff directly. You’re just going to one source like Facebook, and it’s pulling all that information for you.
Companies can also now host their blogs on external platforms like wordpress. Businesses use the platform to reach a wider audience and associate their brand with high-quality content. Though wordpress is a blogging content management system (CMS), it is also an easy way to get content in front of more people, it’s a crowded field with a competitive plugins and themes that utilizes blogging techniques based on quality, topic relevance, and user interaction.
Companies that host their blog content on wodpress win more on important search engine optimization (SEO) benefits. Company blogs hosted on a company's website help SEO by targeting long-tail keywords and providing opportunities for both external and internal linking. Backlinks improve a site’s ranking in Google search engine results. Tan, G.W. and Wei K.K. (2006)
To create successful blog content with strong SEO benefits, blog posts must be thoughtful and well researched. Blog posts that provide specific, actionable takeaways for a business audience enhance a company’s brand authority and keep a company website fresh and current.
Even though users have mixed feelings about the usefulness of company blogs, high-quality content is still an important tool companies should use to boost search engine rankings and establish their brand’s authority. The researcher has paid attention to this by recommending the organization to acquire a domain and hosting with a wordpress CMS. It has got utilizable tools to scale the websites of all kind from mediocrity. 















CONCLUSIONS AND RECOMMENDATIONS
Companies considering a new website design should take people's preferences to heart. Because people want to spend less time online, companies must create websites that offer the features potential website visitors find most useful.
Easy navigation features should be companies’ top priority when creating a new design. By adding simple, responsive navigation toolbars and menus, companies can create an intuitive user experience. Businesses should also incorporate a blend of current trends and timeless design elements for an evergreen design that people will still find modern.
Website content remains key to engaging users and driving conversions online. People want both images and written product descriptions, so companies should use design techniques to display content in a way that isn’t overwhelming. Although people aren’t spending as much time online reading company blogs, websites need thoughtful, relevant blog content to rank in search engine results. By making website users’ needs a priority, companies can increase their web traffic and conversions. All it takes is listening to what people really want.
Finally, regarding the growing interest in this analysis topic and in the management scope, it seems necessary to propose some further research lines. It could be interesting to analyze empirically the impact of all key attributes on the users’ perceptions and behaviors. Thus, the use of experimental evaluations could be appropriated for our research, since this method is particularly useful when the website is being designed (Benbunan, 2001). Also, it would be interesting to analyze some moderating effects in the relationships proposed. We have pointed out that perceptions about design may change depending on the users’ characteristics or external variables. Specifically, it could 16 be desirable to study the moderating role of variables such as Internet user experience, product class knowledge or examining cultural differences on users and websites.
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