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ABSTRACT 

 

Designing a successful and compelling graphic interface for a website involves 

delivering a gratifying user experience by applying four strategic devices to web design: 

design should be engaging, concept-driven, intuitive and aligned to users’ objectives. 

Engaging target users requires utilizing design tactics that directly invite users’ attention 

and implementing a design system to retain their interest. Concept-driven design 

necessitates a symbolic framework that supplies intellectual and emotive stimulation and 

significance for users. An intuitive interface relies on configuring navigation and 

usability such that the user experience is seamless and natural. Aligning the site to users’ 

objectives requires implementing functional and streamlined architecture so users can 

directly achieve specific targets. 
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INTRODUCTION 

 

When designing for interactive media it is imperative that a gratifying user 

experience is created because interactive media falls under the umbrella of “pull” media.1 

Users must actively choose to interact with the site in order to receive the message. 

Therefore, the more appealing a site is, the more valuable its contribution to the overall 

brand. 

 

Since the late 1980s to early 1990s web design has maintained a stronghold on 

advertising, marketing and information distribution. Though its impact is obvious and 

valued by these industry organizations, many existing websites are not as effective as 

they could be. In fact, numerous resources – especially online – have lately sprung up 

that address common mistakes in web design as their subject matter. Vincent Flanders’ 

site www.webpagesthatsuck.com is one such resource. Flanders lists common problems 

such as misdirected content, “mystery meat navigation” – undefined navigation icons, 

and inadequate identification of site purpose.2 To correct these web design problems, 

many design attributes that contribute to making web design an effective communication 

portal were considered, out of which four have been identified as crucial for achieving 

full effective capacity. 

                                                 
1 Helen Vaid, Branding (New York: Watson-Guptill Publications, 2003) 76. 
2 Vincent Flanders, “The Biggest Web Design Mistakes of 2004,” 7 Mar. 2006 

<http://www.webpagesthatsuck.com/biggest-web-design-mistakes-in-2004.html>. 
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CHAPTER 1: ENGAGING THE USER 

 

In addition to offering more detailed services, websites perform the same function 

as advertisements – to retain the attention of consumers. Effective sites are those which 

entice users to spend substantial amounts of time within the sites, participating in 

fulfilling company and user objectives. According to the 2005 User Engagement Study 

done by the Media Management Center, the ability of a site to entertain and absorb (in 

other words, engage) users is ranked the highest contributor to website usage.3 If a site 

does not engage users, then the site is essentially a waste of space since it facilitates 

neither company nor user objectives. 

 

Engaging the user occurs in two phases: initial appeal and subsequent retention of 

user interest. Initial appeal ideally should succeed within a three-second time frame4 and 

lead into the devices responsible for retention of interest. Three main factors are 

considered in determining the appropriate form of engagement strategy to be employed: 

 Target user demography: connection speed, age group, needs, interests, location 

and career field; 

 

 Brand core, style and theme: mission, vision, personality, layout, typography and 

color; 

 

 Classification of site: whether corporate or consumer, and type of content – e-

commerce, informative, entertainment or newscast. 

 

                                                 
3 Todd McCauley, The User Engagement Study (Online Publishers Association, 2005) 

Media Management Center, 7 Mar. 2006 

< http://www.online-publishers.org/pdf/opa_eyes_research_overview_jul05.pdf>. 
4 Helen Vaid, Branding (New York: Watson-Guptill Publications, 2003) 88. 
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Aside from standard devices applied in other advertising industry avenues to 

engage users such as actionable copy (marketing jargon for copy that is succinct, branded 

and makes viewers want to experience more5), captivating art, and stimulating design and 

layout, three key devices are incorporated in web design: 

 Interactivity – response elements based on users’ actions; 

 

 ‘Heroin’ content6 – intriguing elements and relevant, current data; 

 

 Visual and audio impact – splash pages, animated banners/ segments, music/ 

sounds. 

 

In order to successfully engage users, target user demographics should be 

researched so that devices designed to attract their attention actually reach them and 

appeal to them. Launching a site with a highly interactive splash page that requires high-

speed internet connectivity to run smoothly is futile if the main users dial up on a 56k 

modem. Web design should explicitly appeal to the sites’ main users. McDonald’s latest 

branding campaign is aimed at eighteen to twenty-four year olds living the “I’m lovin’ it” 

lifestyle. The brand is attempting to retain its essence by projecting a “forever young” 

attitude.7 It is therefore quite inconsistent that Mcdonalds.com does not invite this group. 

Even though the content of the inner boxes on the index page seems suitably lively, the 

site is built on a dominant and grave black background that appeals more to corporate 

users instead of targeted fun-loving customers. 

                                                 
5 Ibid. 88. 
6 Vincent Flanders, “The Biggest Web Design Mistakes of 2004,” 7 Mar. 2006 

<http://www.webpagesthatsuck.com/biggest-web-design-mistakes-in-2004.html>. 
7 “Thoroughly Modern Marketing: McDonald’s Updates Advertising to Remain ‘Forever 

Young’,” Nation’s Restaurant News Apr. 2005. 7 Mar. 2006 

<http://www.nrn.com/story.cfm?ID=115130597&SEC=Custom%20Publishing&CFID=4

738473&CFTOKEN=26650339>. 
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Figure 1.1 McDonalds.com index page. 

 

Conversely, though the design of Potfolioserve.com features no splashy 

introductions or graphics, the site effectively appeals to its target audience. This group is 

all business and interested in a specific goal. By providing a no-nonsense interface in 

keeping with target user attitude, the site allows users to immediately achieve that goal 

and thus induces user appeal. 
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Figure 1.2. Portfolioserve.com straightforward Contact page. 

 

Website devices should ideally conform to the specified style of the brand. The 

tone of devices used within a site should appropriately reflect the mission, vision, 

personality, layout, typography and color of the brand. To appeal to consumers in its 

industry, IBM employs professional corporate terminology on the site exhibiting an 

accurate brand image, “At IBM, we strive to lead in the invention, development and 

manufacture of the industry’s most advanced information technologies, including 

computer systems, software, storage systems and microelectronics”. A fun brand like 

Virgin expresses itself differently, “There’s a kind of ‘Virgin-ness’ in everything we do, 

from recruiting great people to keeping our promises, or doing business with a cheeky 
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grin” to appeal to a corresponding audience. Before entering Absolut and Marlboro’s 

sites, users are first required to enter their birthdates to confirm they have the legal 

privilege and maturity to responsibly view the sites’ content. This measure helps ensure 

that only targeted users – those of age – visit the site. It also reflects the brands’ necessary 

sense of responsibility and accountability. Absolut.com is designed entirely in the 

trademark typeface TW Century which improves brand recognition and thus strengthens 

the potential of the website to engage target users familiar with the brand’s identity. 

 

 

 

Figure 1.3. Absolut.com index page. 

 

 

E-commerce, informative and news sites typically employ standard engaging 

devices since frequent users will visit for explicit objectives – to acquire specific 



 

 16 

information or make a purchase. E-commerce sites such as dell.com exploit product 

imagery while informative sites depend heavily on actionable copy. Ge.com utilizes 

headlines projecting innovation and replete with their tag “imagination at work” to spark 

target users’ fascination. 

 

 

 

Figure 1.4. Dell.com index page. 
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Figure 1.5. Ge.com index page. 

 

 

The corporate feel conveyed by the design of Portfolioserve.com creates the ideal 

environment for target users. Clean, corporate design and straightforward content 

appropriately reflect brand values of professionalism and order, and target the proper user 

demographic. 
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A highly interactive interface assists with engaging users as it allows for a dual 

mode exchange. Users get a response based on their actions and are encouraged to 

participate in and sustain the exchange. Puma.com provides an especially captivating 

experience for users. The site features all the normal gimmicks from dynamic menus to 

sound effects, but the real gem comes from nifty surprise hotspots within the site. The 

bottom right corner of the index page curls upward and users can click and drag the 

corner to uncover a hidden page beneath (whose content changes often). 

 

 

 

Figure 1.6. Puma.com index page. 

 

 

At pumafootball.com users can enter their names and the site generates a wall of 

awards with the entered name imposed on various honorary articles, or they could 
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challenge Gianluigi Buffon at the goal post. At starck.puma.com, users can manipulate a 

model to their liking and even experience mouse simulations of featured shoe soles. 

 

 

Figure 1.7. Starck.Puma.com Philippe Starck collection. 

 

 

 

‘Heroin’ content is also predominant on sites in the form of frequently updated 

content such as the latest news and products available. Woot.com expertly delivers 

‘heroin’ appeal with its “One Day, One Deal” offer. The availability limit of twenty-four 

hours, bargain prices and the element of surprise as users are not privy to the next day’s 

offer generate high user anticipation that lures visitors back daily. 

 

At Farahrehanabaksh.com, there is ‘heroin content’ in the form of an unlabeled 

link that users can discover. If users click on the head of the orange silhouette at the left 
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of every page, they are taken to a “secret” page containing wallpaper and other tempting 

downloads. Contents of this page changes periodically to encourage users to return. 

 

 
 

 

Figure 1.8. Farahrehanabaksh.com Secret page. 

 

 

Soundtracks and animations are often added to deliver strong audio-visual impact. 

Although sound is not always presented, the splash page is a popular manifestation of 

animated elements and sound combined. The most successful splash pages are 

exceptionally creative, involve the user, require less than ten seconds to load on a high-

speed internet connection and – perhaps most importantly – can be skipped. 
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At Miryum.com, users are treated to a highly interactive splash page that 

integrates rhythmic melody and vibrant animations. These animations are discovered by 

the users when they mouse over the floating lettuces. Users can dance along with a 

lettuce head, or sit back and watch fireworks or a rocket launch. 

 

 

 

Figure 1.9. Miryum.com splash page screen shot. 

 

 

At Saatchi.com, users can enter various “rooms” of the site. In addition to 

accessing functional links to informative parts of the site, users can modify the 

environment to suit their fancy. In the café, users can serve coffee. In the office, they can 

feed the fish or play pong on the computer. In the wine bar, users can consume as much 



 

 22 

liquor as they want. In the lounge, users can play chess and alter the room temperature to 

freeze the pond for ice-skating or even start a forest fire outside. In the bathroom, users 

can scratch graffiti on cubicle walls or clog the sink with toilet tissue and cause a flood. 

This elevated level of interactivity guarantees that users will be happily entertained 

within the site. 

 

 

 

Figure 1.10. Saatchi-Saatchi.com lounge. 
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At Farahrehanabaksh.com the splash page displays intriguing imagery, utilizing 

model shots of Farah that fade in an out through vertical screens creating an alluring air 

of mystery. Users find themselves wanting to know and see more of Farah. 

 

 

Figure 1.11. Screen shots from www.farahrehanabaksh.com splash page. 
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CHAPTER 2: CONCEPT-DRIVEN STIMULATION AND SIGNIFICANCE 

 

Concept-driven initiatives provide more substantial results in terms of human 

response since people can ascertain parallels between the initiative and connected 

ideology. This instigates an enhanced user experience via heightened intellectual impact 

since users are treated to a purposeful exchange instead of a mindless experience. Helen 

Vaid affirms that this also garners emotional responsiveness to the brand as concept-

driven design cultivates personal relationships with users who identify with and thus feel 

more connected to the site’s purpose and principles.8 Linda Tucci corroborates: the 

design system should be anchored in and infused with compelling and deliberate 

symbolism that relates to the theme of the brand.9 The design should be a clear 

manifestation of the concept. In essence, users should be able to “get it” without having 

to ponder at length over ambiguous or stray implications. 

 

At Mindshareworld.com the concept behind the corporation is immediately 

portrayed in the design of the splash intro. Colored quadrilaterals representing 

communications data coming together from different parts of the globe overlap and 

interlock to form one world – the global media company MindShare. This design element 

is consistent through the site ensuring that the concept is unmistakable. 

                                                 
8 Helen Vaid, Branding (New York: Watson-Guptill Publications, 2003) 66. 
9 Linda Tucci, “Know Thyself: Online Branding Tells All,” SearchCIO.com, Jun. 2005. 7 

Mar. 2006 

<http://searchcio.techtarget.com/originalContent/0,289142,sid19_gci1100436,00.html>. 
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Figure 2.1. MindShareworld.com splash page screen shots. 
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Figure 2.2. MindShareworld.com Our clients page. 

 

  

To market Farah Rehana Baksh within the modeling industry, the concept of her 

as a model is projected via the website design. With no actual modeling experience, 

specific photography was selected to emphasize and present Farah as a model. The design 

of the site complements this concept by organizing and displaying the photography in 

such a way that viewers are enticed and will browse through the site to see more. The 

splash introduction alludes to high fashion – presenting vogue slices of photos as if 

viewed behind vertical blinds. Though the photos themselves are not particularly haute 

couture, the high contrast aura created by white on the black background, together with 

the impression of model height created by use of vertical blinds, and the enigmatic facial 

expression of the model all add to the conceptual manifestation of Farah as a model. 
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Figure 2.3. Screen shot of www.farahrehanabaksh.com splash page. 

 

 

The miryum.com website is built upon the same brand concept as the red lettuce 

logo – vibrance, layers of distinctive creativity and fresh, clean design. The splash page 

allows users to uncover hidden animations that conceptually reflect the launch of the site 

using a rocket ship and fireworks, the creativity shown by typographical flares of design 

ideologies endorsed by Miryum, and the vibrance of the brand reflected in the lively 

soundtrack, the radiant sunshine and the dancing figure. This concept is supported 
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through the rest of the site in the form of the bursting lettuce logo, uniquely structured 

and variable layout, and warm, vibrant color. 

 

 

 

Figure 2.4. Screen shot of  www.miryum.com splash page. 

 

 

 

 

Figure 2.5. Screen shots from www.miryum.com
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CHAPTER 3: INTUITIVE INTERFACE 

 

According to a New Architect article on web design, creating an interface that is 

easily understood by users because it caters to “the models with which the user is 

familiar,” is one of the most crucial ingredients of effective web design.10 An intuitive 

interface allows for a smooth, seamless user experience. This facilitates efficient 

dissemination and accessibility of information and provides clear navigation that directs 

users to their objectives. An ideally intuitive interface is one where users instinctively 

know how to accomplish desired goals without needing explicit directions. The 

Smithsonian’s History Wired experiment site requires visitors to first read through a 

page-long list of instructions on how to navigate through the site – a surefire way to 

discourage participants. 

 

                                                 
10 Clement Mok, Vic Zauderer, “Timeless Principles of Design: Four Steps to Designing 

a Killer Web Site,” 1997, New Architect, 7 Mar. 2006 

<http://www.webtechniques.com/archives/1997/04/mok/>. 
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Figure 3.1. The Smithsonian’s History Wired experiment site Instructions page. 

 

 

An intuitive interface is achieved by utilizing consistent patterns of design and 

layout throughout the site to assist user recognition and navigation of elements such as 

menus, section headings or info graphics. Usually, the simpler the design system, the 

easier it is to grasp. Navigational items should be obvious as such and clearly labeled by 

function. 

 

For sites that are text-heavy and feature relatively straightforward layout such as 

Portfolioserve.com, establishing an intuitive interface is not difficult – in fact it usually 

comes intuitively. Text links are self-explanatory and layout is linear so users’ tasks are 
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accomplished with minimal effort. Interacting with these sites can be likened to shopping 

at a supermarket where aisles directories are provided and products are in plain view on 

shelves. The challenge of deliberately designing an intuitive interface comes more 

frequently with sites that are graphically heavy and non-linear in layout. Although non-

linear, these sites should also allow users to accomplish tasks with minimal effort, but 

users typically need to engage their intuition to succeed. The process is similar to locating 

the male restroom and instinctively figuring that the female restroom will be either 

directly next door, or opposite to it. 

 

 The basic content and linear layout of the Howard University College of 

Arts and Sciences Study Abroad website affords effortless navigation. The two text-only 

menus are present on each page and straightforwardly categorized as program overview 

and destination information. Also at Portfolioserve.com, due to basic rollover menu items 

users can access desired information without having to do any significant interpretation 

of design. 
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Figure 3.2. Study Abroad home page. 
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Figure 3.3. Portfolio Serve Ltd. Home page. 

 

At Huje.com, although design is governed by a more diverse variety of content 

such as photos, award lists and audio tracks from recordings, navigation is still linear. 

The main menu is at the top left on each page and any additional links are available as 

basic text links within the body copy of each page. 
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Figure 3.4. Howard University Jazz Ensemble Benny Golson Award screen shot. 

 

 

 

 As a more complex and non-linear website, the navigation system of miryum.com 

was specifically designed to be intuitive to reinforce the concept of unique creativity. The 

position of the main menu on each page adjusts to fit the layout of information on the 

page; for instance on the About page the menu is at bottom right and on the Portfolio 

page the menu is at top left. Navigational intuition is facilitated by early establishment of 

the layout of the menu – the home page is divided into four main cells denoted by 

obliquely alternating color. At the intersection of the cells’ trajectories is the main menu. 
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From this indication, users instinctively know that on further pages within the site, the 

menu will be found at the intersection point of the cells. 

 

 

 

Figure 3.5. Miryum.com Home page. 
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Figure 3.6. Miryum.com About page. 

 

 

Miryum.com’s creative portfolio is intuitively read due to a combination of 

labeled text categories on the left and project thumbnails at the bottom. Users can click 

on categories and thumbnails to access portfolio images. As each image appears, text 

labels appear to inform users of their exact location within the portfolio – and as such 

reinforce intuitive navigation as users are able to move accordingly. 
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Figure 3.7. Miryum.com Portfolio page – Publication Design. 
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Figure 3.8. Miryum.com Portfolio page – Corporate Identity. 

 

Marketing communication network conglomerate Ogilvy has created a similarly 

intuitive interface for their creative portfolio page. On the left, navigation images clearly 

labeled with corporate logos signal that users can click on them to see work Ogilvy has 

done for the listed brands. The active link is indicated by a red bar. On selection of a link, 

a brief overview of the campaign is offered and larger thumbnails appear conveying that 

users can select various aspects of the campaign to view. The thumbnails are each 

contained within identical frames with rounded edges so users know instinctively that all 

other elements within the portfolio will have the same features. On mouse over, the active 
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frame turns red and identifying labels appear so users can clearly discern the sub-heading 

accessed via the link. 

 

 

 

Figure 3.9. Ogilvy.com Creative portfolio CISCO screen shot. 
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CHAPTER 4: ALIGNING THE SITE TO USERS’ OBJECTIVES 

 

In an American Institutes for Research Human Factors Research and Design 

Current Thinking publication, Chris Hass expresses that in order to be successful, 

websites must be designed to simultaneously and cohesively serve the purpose of its 

users and the brand.11 Design devices should therefore serve the purpose of the site by 

supplying direct pathways that lead users to specific targets. At Toyota.com, the main 

target of users is to check out and compare features and images of vehicle models. Hence, 

firstly the primary navigation menu on all pages within the site provides a detailed list of 

best-selling models and accompanying specifications that users usually want. Secondly, 

on every main page in the site, the principal element is an image of the vehicle. 

 

 

 

Figure 4.1. Toyota.com index page screen shot. 

                                                 
11 Chris Hass, “Current Thinking: Pop Guns,” 2006, American Institutes for Research 

Human Factors Research and Design, 20 Mar. 2006 

<http://www.air.org/usability/publications/chrishass/popguns.html> 
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The Howard University College of Arts and Sciences Study Abroad site 

concurrently attracts prospective candidates to the program and provides necessary 

information to prospective candidates and current program participants. There are two 

constant main menus – the Program Overview menu is directed at program participants, 

and the Destinations menu appeals to prospects. Imagery on each page within the site 

targets both parties in tandem. The appeal factor serves the institution’s goal of attracting 

participants. The Program Overview menu and site contents fulfill users’ pursuit of 

information directly and promptly. Additionally, on pages that users will likely print such 

as the detailed itinerary for the Ghana program, a printable version of the page is 

provided for users’ convenience. This page version has a white background to economize 

on users’ printer ink, and is formatted to fit within the margins of standard letter size 

paper. 
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Figure 4.2. Study Abroad Living Arrangements page. 
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Figure 4.3. Study Abroad website – printable version of Ghana itinerary. 

 

 

For satisfactory execution of users’ goals, an intuitive interface must be 

synchronized with streamlined design targeted to those goals. The Museum of Modern 

Art’s 2001 Workspheres exhibition main page is a daunting collection of minimized 

electronic stickies. On mouse over, the full size note appears with minimal information 

about the link. There is a highlight feature which is designed to assist navigation by 

highlighting those stickies in respective categories. But it does not help to alleviate 

uncertainty since users do not immediately discern its function and it provides no 

additional explanatory information about the contents of each link. The result of this site 

design is that users are initially confused as to how to obtain specific information, and 

subsequently frustrated that the information is not presented in a linear manner. 
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Figure 4.4. Moma.org WorkSpheres Exhibition page screen shot. 

 

 

Ge.com facilitates usability via an excellent combination of fingertip navigation 

strategy and graphically guided direction. The home page is divided into halves – the top 

features a splash intro which combines attention-grabbing with providing navigational 

information about company moves, initiatives and brand identity. On the bottom division, 

neatly structured links in the form of drop down menus (for services), lead-in paragraphs 

(for news briefs), illustrated image buttons (for initiatives), simplified text-only links (for 

basic company information and targeted user links) and a search bar immediately provide 

all the essential information routes a user could need. 
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Figure 4.5. Ge.com index page. 

 

 

Intuitive navigation is an essential accessory in functional site infrastructure. But 

it alone does not warrant a functional site. Arbitrary unrelated design elements are a faux-

pas since they distract users from goals and therefore detract from user satisfaction, 

functionality, focus and effectiveness of the site. Elements throughout the site should 

enforce usability through self-explanation, for example, many sites contain invisible 

scroll bars on pages and consequently users overlook successive information since they 

don’t know it’s there. 

 

The hi-bandwidth version of front edge advertising firm Saatchi & Saatchi’s 

website transports users to a digital space of seemingly random floating objects labeled as 

rooms: bathroom, office, bedroom, café, lounge and wine bar. Except for the office, the 
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purpose or content of these rooms is ambiguous. Users have to first discover active 

objects within the room, and then determine if they are pertinent links. Even though the 

interactive content of the rooms is highly compelling, the interface does not maximize 

intuition or assist usability. 

 

 

 

Figure 4.6. Saatchi-Saatchi.com splash page screen shot. 

 

 

 Conversely, at Portfolioserve.com, the site contents are strictly limited to essential 

information only. Unrelated material and unnecessary design are entirely avoided. This 
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complements the minimal linear layout and engenders high usability, both facilitating 

user objectives. 

 

 

 

Figure 4.7. Portfolioserve.com About page. 
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CHAPTER 5: CASE STUDIES 

 

5.1 Graphic Designer’s Website: www.miryum.com 

 

Miryum.com was developed in response to the need to advertise the services of 

the graphic artist to potential customers. Miryum is a corporate service brand offering 

graphic design services to consumers. Brand values are identified as creativity, versatility, 

professionalism, novelty, vibrance and passion, and its personality is warm, casual, good-

humored and genial. 

 

The main element used for the graphic design of the site is the logo – a stand 

alone abstract, pictorial representation of a red lettuce which symbolizes the novelty, 

vibrance and passion of the brand. The site is designed in the brand colors PMS200C (red) 

and PMS143U (orange), and in the Century Gothic font family which is a clean, 

contemporary sans serif reflecting the simplicity and meticulousness of the brand.  

 

The website provides a functional and engaging sensory experience that reflects 

the vibrance and innovation of the artist. Its basic functions are to: 

 Advertise artist capabilities via a design portfolio; 

 Provide information about the artist including a brief biography and resume; 

 Complement and strengthen brand image; 

 Encourage interaction with features of the website; and 

 Sell the artist’s service. 



 

 49 

A combination of web and graphic design applications such as Macromedia 

Dreamweaver, Flash, Adobe Photoshop and Microsoft Notepad were used to build this 

site. The general layout was designed in Photoshop, then animations were produced in 

Flash, and then the html pages were built in Dreamweaver. Notepad was used whenever 

code conflicts arose and where advanced coding was necessary such as the show/hide 

image function on the portfolio page and the Brand Harmony test input form. 

 

 The website is built at 640x480 pixels – a smaller than usual page. The size 

ensures proper output on a wide range of screen sizes, as well as conveys the brand value 

of efficiency and versatility – customers immediately see provision of exceptional service 

and solutions with limited resources. 

 

The following information architecture model was developed as the structural 

foundation for the site. 
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Figure 5.1.1. Website architecture model for www.miryum.com. 

 

 

As the first page the viewer comes to, the index page must reflect all brand values 

accurately, welcome the viewer, introduce the brand experience, and encourage the 

viewer to go further. It must do this using only the most essential devices as it is a launch 

page that must be kept within a strict size limit to allow rapid loading on any bandwidth. 

The lettuce burst animated logo is used here fittingly with the word launching since this 

is in fact the launch pad of the brand. The size of the animation is 26.5kb. Download 

times for the launch page are as follows: 
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Table 5.1.1 

Web Page Speed report for http://www.torrux.members.winisp.net/mir/index.htm 

courtesy of www.websiteoptimization.com 

 

Connection Rate Download Time 

14.4K 22.00 seconds 

28.8K 11.00 seconds 

33.6K 9.43 seconds 

56K 5.66 seconds 

ISDN 128K 1.73 seconds 

T1 1.44Mbps 0.15 seconds 

 

 

Because there are a number of varying elements within the site, the borders of the 

site are established here to assist intuitive navigation and usability during the entire 

online experience. Immediately the interactivity of the site begins with the user having 

the choice of a high or low bandwidth experience. Hi-speed selection navigates to the 

splash page and lo-speed selection navigates to the home page. 

 

 

 

Figure 5.1.2. Miryum.com launch page screen shot. 
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The splash intro which is a 728kb flash animation is best viewed over an internet 

connection of DSL or better since it would take two and a half minutes (an irritatingly 

long time in online terms) to load on a 56k modem. 

 

 

Table 5.1.2 

 

Web Page Speed Report for http://www.torrux.members.winisp.net/mir/splash.htm 

Courtesy of www.websiteoptimization.com 

 

 

 

Viewers are greeted by the soca melody of what has widely been adopted as the 

unofficial “trini” anthem: David Rudder’s “Trini to the Bone”. The design is conceptually 

based and purposeful. This provides users with significant information about Miryum – it 

reveals Caribbean roots and contributes to the warm, casual brand identity. As Rudder 

sings about islands in the sun, the scene shows two revolving lettuces resembling the sun 

and six smaller lettuces dotting the horizon like islands. For convenience, there are 

options to stop the music and to go directly to the home page of the site. However, it is 

Connection Rate Download Time 

14.4K 578.05 seconds 

28.8K 289.03 seconds 

33.6K 247.74 seconds 

56K 148.64 seconds 

ISDN 128K 45.52 seconds 

T1 1.44Mbps 3.95 seconds 
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hoped that the lettuce burst on the first of the six lettuces will entice users to explore the 

splash page a bit more before continuing. 

 

 

 

Figure 5.1.3. Miryum.com splash page. 

 

 

There is a rollover animation on the lettuces – each one is meant to reveal 

different attributes of Miryum and contribute to the branding effort and identity. On 

lettuce rollover one, the letter ‘m’ is uncovered as a rocket shoots into the sun signifying 

the launch of the brand. In order to convey being ahead of the competition (and 

demonstrating the wit of the brand by employing a pun on the logo which is a head of 

lettuce) the brand tag alludes to the designer Miryum having a head of ideas. On lettuce 
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rollover two, the letter ‘i’ appears and a modification of the actual tag – launching ahead 

– floats across the screen and fades. On lettuce rollover three, letter ‘r’ appears and 

fireworks shoot into the sky celebrating the launch. Next, letter ‘y’ appears and ‘ahead of 

ideas’ floats across the screen. On rollover five letter ‘u’ appears and a dancing lettuce 

head figure dances across the stage to the rhythm of soca. This animation plays on this 

letter specifically to imply that if you work with Miryum you will be dancing too. On 

lettuce rollover six letter ‘m’ appears and a summary of the brand values appears and 

fades with emphasis on innovation, ideas and creativity. Users have the option of hiding 

the letters by rolling over them again and replaying all the animations. 

 

 

 
 

Figure 5.1.4. Miryum.com splash page – first ‘m’ rollover – rocket launch. 
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Figure 5.1.5. Miryum.com splash page – ‘i’ rollover – ahead of innovation. 
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Figure 5.1.6. Miryum.com splash page – ‘r’ rollover – fireworks. 
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Figure 5.1.7. Miryum.com splash page – ‘y’ rollover – ahead of ideas. 
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Figure 5.1.8. Miryum.com splash page – ‘u’ rollover – dancing lettuce head. 
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Figure 5.1.9. Miryum.com splash page – ‘m’ rollover – ahead of design. 

 

 

 

The straightforward home page contains fundamental elements whose main 

purpose is to familiarize the user with the navigation and layout of the site. The lettuce 

burst animated logo is present – and links back to the index page, as well as a simple 

animation that serves to remind viewers of the attributes of the brand and provides a 

mailto:mir@miryum.com link for feedback. The animated logo and the email link are 

present on every major page within the site. The border of the page (and subsequent 

pages) is broken by an edge of a leaf of lettuce in black. This minor variation in the 

border conveys versatility while simultaneously maintaining stability and consistency. 
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On the home page, each link has a rollover where users can get more information 

about the contents of the respective pages. The navigation menu is organized in quadrants. 

It is the main feature of the home page – taking up the entire left side of the home page so 

that viewers will easily identify the menu on further pages. On the other pages the 

position and space allocated for the menu change. The rollovers on other pages do not 

feature tool tips as users would most likely have become familiar with the content of the 

different pages on the home page. 

 

 

 

Figure 5.1.10. Miryum.com home page. 
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On the About page, users will find a brief bio-sketch of the designer, photos, links 

to resume and other projects. The resume is available in HTML and Adobe PDF formats 

for user flexibility. Links to undergraduate Honors Thesis, Masters Thesis and the 

previous flash version of www.miryum.com are also present. This enables viewers to get 

a more complete picture of the artist’s areas of expertise and academic interests 

 

 

 
 

 

Figure 5.1.11. Miryum.com About page. 
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On the Services page users can see the design services offered and email to 

request a quote. The flash animation at the top of the page highlights key qualities of 

service that will attract clientele – professionalism, versatility and efficiency. 

 

 
 

 

Figure 5.1.12. Miryum.com Services page. 

 

 

On the Portfolio page users can view actual work produced under the corporate 

portfolio in six media categories. Navigation is kept straightforward – thumbnail and 

main image views with brief identifying labels for each sample, and there are no added 

distracting elements. 
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Figure 5.1.13. Miryum.com Portfolio page. 
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5.2 Portfolio Serve Ltd. Website: www.portfolioserve.com 

 

Portfolio Serve Ltd. is a corporate service brand developed to provide a 

combination of financial and medical services. Brand values are professionalism, 

integrity and sagacity. The main graphic element used for the design of the site is the 

logo – a minimalist depiction of stacked, ordered assets representing the fiscal life 

portfolio of the financially sound client. Colors employed are corporate blue and grey and 

the typeface is Verdana. 

 

Macromedia Dreamweaver, Adobe Photoshop and Microsoft Notepad were used 

to build this site. It is a standard webpage at 800x600 pixels. Target users are typically 

seeking basic company information such as contact information, or access to the Money 

Matters archives. As such, navigation and content are elemental and straightforward, and 

page layouts are identical. Most users access the site via a 56K modem so there are no 

excessive graphics, audio or animations. 
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Table 5.2.1 

 

Web Page Speed Report for 

http://torrux.members.winisp.net/mir/PortfolioServe/about.htm Courtesy of 

www.websiteoptimization.com 

 

Connection Rate Download Time 

14.4K 54.37 seconds 

28.8K 27.18 seconds 

33.6K 23.30 seconds 

56K 13.98 seconds 

ISDN 128K 4.28 seconds 

T1 1.44Mbps 0.37 seconds 

 

 

Target clients of Portfolio Serve Ltd. are sourced via personal and business 

relationships so the website is not primarily for advertising. Instead, its main functions 

are to: 

 Provide essential corporate information to interested parties; 

 Complement and reinforce brand image; and 

 Provide a comprehensive online archive for the Money Matters newspaper 

column. 

 

The following information architecture model was developed as the structural 

foundation for the site. 
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Figure 5.2.1. Website architecture model for www.portfolioserve.com 

 

 

The index page of the site contains the logo, the main menu and provides basic 

information about the company’s history and services. About supplies structural 

information about the company and provides management profiles of key figures. Links 

to organizations to which these figures are affiliated are also provided for user 

convenience. The Money Matters page is a comprehensive chronological archive of 

articles that have appeared in the Trinidad Guardian newspaper written by Portfolio Serve 

Ltd. Managing Director, Raziah Ahmed. Each link opens a new window so that the 

archive list is still available for users to continue browsing. The other pages of the site are 

self-explanatory – Mission Statement, Upcoming Events and Contact. 
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Figure 5.2.2. Portfolioserve.com Mission page. 
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Figure 5.2.3. Portfolioserve.com Money Matters page. 
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5.3 Farah Rehana Baksh Website: www.farahrehanabaksh.com 

 

As an aspiring model, Farah Rehana Baksh found the need to advertise her talent 

via an online showcase of her photos. A personal website was developed utilizing a 

highly contrasting and energetic color scheme of orange, black and deep pink. The main 

graphic are photographs of Farah and her name. Typefaces used are Impact and Times 

New Roman. 

 

Macromedia Dreamweaver, Flash, Adobe Photoshop and Microsoft Notepad were 

the applications used and the page is 800x600 pixels. Frames are utilized for efficiency 

since the pages are built with images and hardly any text. This allows for faster loading 

of pages since the menu does not have to be reloaded when users access different pages. 

Download times for the photos page are as follows: 
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Table 5.3.1 

Web Page Speed Report for 

http://torrux.members.winisp.net/mir/Farah%20Rehana%20Baksh/photos.htm 

Courtesy of www.websiteoptimization.com 

 

Connection Rate Download Time 

14.4K 85.23 seconds 

28.8K 42.61 seconds 

33.6K 36.53 seconds 

56K 21.92 seconds 

ISDN 128K 6.71 seconds 

T1 1.44Mbps 0.58 seconds 

 

 

Target users would be modeling agencies seeking new talent so photographs are 

the critical elements of the site. A splash page accentuating Farah’s photos is provided 

and site layout features some minor diversity between the splash introduction, home page 

and supplemental pages. The splash page is best viewed on a high-speed connection; 

otherwise, it can be skipped. Download times for the splash page are as follows: 
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Table 5.3.2 

 

Web Page Speed Report for 

http://torrux.members.winisp.net/mir/Farah%20Rehana%20Baksh/index.htm 

Courtesy of www.websiteoptimization.com 

 

Connection Rate Download Time 

14.4K 202.83 seconds 

28.8K 101.42 seconds 

33.6K 86.93 seconds 

56K 52.16 seconds 

ISDN 128K 15.97 seconds 

T1 1.44Mbps 1.39 seconds 

 

 

The site’s main functions are to: 

 Provide prospective agents with photography portraying Farah as a model; 

 Provide biographical blog-type sections to allow viewers to get to know Farah’s 

personality and lifestyle if desired; and 

 

 Provide contact information. 

 

The following information architecture model was developed as the structural 

foundation for the site. 
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Figure 5.3.1. Website architecture model for www.farahrehanabaksh.com 

 

The splash page is an intriguing animated collection of alluring photos of Farah 

depicted as a model. Design elements such as vertical blinds, and fading and shifting 

slices of photos create an enigmatic illusion that adequately conveys the sense of a model 

photo shoot. The home page offers a menu to points of interest within the site – photos, 

biography, links and contact information. The biography and links pages are the only 

pages that are text-driven – all others contain photographs as the main element. 
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Figure 5.3.2. Farahrehanabaksh.com home page. 
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Figure 5.3.3. Farahrehanabaksh.com biography page. 
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Figure 5.3.4. Farahrehanabaksh.com photos page. 

 

 

 There is a surprise element for lucky users – if the silhouette at the top left of the 

menu is clicked, users are taken to a ‘secret’ page within the site where wallpaper 

downloads and other sprightly elements of Farah’s personality can be accessed. 
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Figure 5.3.5. Farahrehanabaksh.com secret stuff page. 
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5.4 Howard University Jazz Ensemble Website 

 

The Howard University Jazz Ensemble (HUJE) is one of the leading college jazz 

ensembles in the country. They are featured at numerous prominent events, tour 

internationally, and release recordings annually. Their original webpage hardly reflected 

such a reputation. Aside from the monotonous oversimplified layout, the webpage was 

exactly that – a single page where all information about the ensemble was formlessly 

slapped together as a single long list. As such, a new website was deemed necessary to 

adequately bring to light the eminence of the HUJE. The purpose of the new site is to: 

 Provide the HUJE with its own online home, independent of the style of the 

Howard University Music department; 

 

 Deliver an attractive website design consistent with the gusto of the HUJE; 

 Incorporate previously excluded details such as albums and members; 

 Organize the online selection of playable tracks; and 

 Correct dysfunctional links. 
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Figure 5.4.1. Previous HUJE webpage. 

 

 

 

 
 

 

Figure 5.4.2. Current HUJE home page. 
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The new site organizes information into different pages which allows users to see 

at a glance the multi-faceted course of the HUJE. The spirit of the ensemble is conveyed 

through the use of bright orange grounded on off-white, and the layout of the site is clean 

and uncluttered. The simple layout is made to seem quite dynamic via the use of dramatic 

diagonals and atypically designed rollover buttons in the menu. Typographic design is 

strong and the main graphic elements are cover designs from the HUJE albums. 

 

 

 
 

 

Figure 5.4.3. HUJE website main menu rollover buttons. 

 

 

Macromedia Dreamweaver, Flash, Adobe Photoshop and Microsoft Notepad were 

used to build the page at 800 pixels wide. The main menu categorizes the facets of the 
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HUJE by Awards, TV Appearances, Tours, Recordings, Photos and Contact information. 

The following architecture model shows the sitemap. 

 

 
 

 

Figure 5.4.4. Website architecture model for HUJE site. 

 

 

On the home page users can access biographical information about the ensemble 

and its director, and member lists as far back as 1996. The home page also treats users to 

the upbeat melody of If I Could Write a Book – the first track off the HUJE Grace Notes 

2004 album. The music is contained within a flash button that allows users to stop and 

start the track as they please. 

 

The music button is the only flash element on the page and it weighs in at 3.7 

megabytes. Because of its exceptionally large size, it is fit into a cell within the main 
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table of the homepage and positioned in such a way that the rest of the page can load 

completely before the button and the layout will not be affected. As such, users are not 

aware that an element is still loading, except of course via the indication on the browser’s 

status bar. When the button is loaded, the music starts and the “stop music” option 

appears. Download times for the home page are shown. Table X reflects the times for the 

page to load without the flash button.  

 

Table 5.4.1 

 

Web Page Speed Report for 

http://torrux.members.winisp.net/mir/huje%20website/index2.htm Courtesy of 

www.websiteoptimization.com 

 

Download times for the flash button could not be determined since the maximum 

webpage size that www.weboptimization.com can analyze is 1 megabyte. It is certain that 

the download times for the flash button would exceed 148.64 seconds on a 56K modem 

(the download time for the 728kb splash page at www.miryum.com) and 3.95 seconds on 

a T1 connection. This creates the setback of users having to stay on the home page for at 

Connection Rate Download Time 

14.4K 21.86 seconds 

28.8K 10.93 seconds 

33.6K 9.37 seconds 

56K 5.62 seconds 

ISDN 128K 1.72 seconds 

T1 1.44Mbps 0.15 seconds 
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least four seconds before the music starts. Compression measures are currently underway 

to decrease file size and download times to improve practicality of the flash button. 

 

The HUJE site’s main function is to facilitate user objectives. Target users would 

be generally interested in: 

 Listening to HUJE recordings; 

 Finding out about their albums, tours and concerts; 

 Seeing photos of their concerts; and  

 Learning how to get copies of their albums. 

 

These objectives can be achieved by browsing through the site guided by the links. 

Additional information is available at various points within the site. The Benny Golson 

Award page allows users to click each recipient’s name to learn more about them. Larger 

images are available for some images on the Photos page. On the recordings page, users 

can see CD covers and track listings for albums since 1996. They can listen to selected 

tracks by clicking active links that navigate to the Howard University Campus Virtual 

Tour which features music by the HUJE. 
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Figure 5.4.5. HUJE Recordings page. 

 

 

 

 
 

 

Figure 5.4.6. HUJE Recordings page and Campus Tour. 
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5.5 Howard University College of Arts and Sciences Study Abroad Website 

 

For students to have increased accessibility to the Howard University College of 

Arts and Sciences Study Abroad program, a website was essential. The site is designed to 

reflect a similar style as the published program handbook. The site maintains the color 

scheme of burgundy and orange, and the structure is simple, linear and functional. A web 

banner with a basic title is the only non-text element used aside from the main graphics – 

images of study abroad destinations and experiences. 

 

 
 

 

Figure 5.5.1. Website architecture model for Study abroad site. 
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Figure 5.5.2. Study Abroad website home page. 

 

 

The site was built at 800 pixels wide using Macromedia Dreamweaver and Adobe 

Photoshop. The home page features the same collage of study abroad images that was 

used on the cover of the published handbook. Two main menus offer options to users: the 

first for program information and the second for destination information. Each program 

overview link gives precise details and features a main image to appeal to students. The 

application form is a downloadable PDF document. 
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Figure 5.5.3. Study Abroad website Academic Standards page. 

 

 

The destinations links provide information specific to the individual programs and 

scenic images. In cases where pages are likely to be printed, such as the Ghana itinerary, 

convenient printable versions of the pages are provided. 
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Figure 5.5.4. Study Abroad website Negril, Jamaica destination page. 

 

 

 

Although most users of the site are expected to have relatively high internet 

speeds, the purpose of the site is not mainly to attract participants (since most users 

would already be interested), but rather to provide them with essential information about 

the program. As such, no animations or audio were used and the site contents are limited 

to basic text and images. Download times for the index page are as follows. 
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Table 5.5.1 

Web Page Speed Report for http://www.coas.howard.edu/studyabroad/Index.htm 

Courtesy of www.websiteoptimization.com 

 

Connection Rate Download Time 

14.4K 169.68 seconds 

28.8K 84.84 seconds 

33.6K 72.72 seconds 

56K 43.63 seconds 

ISDN 128K 13.36 seconds 

T1 1.44Mbps 1.16 seconds 
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CONCLUSION 

 

As can be seen from the analysis of extensive examples of web design, designing 

an effective website depends on four imperative areas. Engaging users ensures that they 

remain at the site and it is successful in achieving its goal; providing conceptually strong 

design ensures that the users’ experience is more worthwhile and meaningful; an intuitive 

interface makes the site easy to navigate and facilitates the last point – that aligning the 

site to users’ objectives will generate user satisfaction and therefore make for a successful 

website. 
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