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FOREWORD

Mark Boulton
As a designer, you will be asked ‘why?’ A lot.

Your colleagues will ask you. Your manager, your clients and
your peers will too. The answers you give can win or lose work,
determine the direction of a design or help win you awards.

Early in my career, I was told several times: ‘Tell me, don't
show me’. As a commercial designer, explaining your work is a
critical part of what you do.

When designing for the web, we’re often wrapped up in
mechanics. The nuts and bolts of the design process. Browser
capabilities, the content, the imagery, the HTML, CSS or Javascript
- the stuff of our designs. Each of us has a toolbox of design-
related tips and tricks that we call upon when similar problems
arise. What is often missing from that toolbox however, are the
reasons why. The rationale. Why use black for this project? Why
not? Why does that sidebar look like wood-grain? Why does this
icon look like a fish? Important questions, that demand an answer.
And that's what this book will give you: some answers.

So much of what we do is invisible. In fact, someone once
said that design is like air: you only notice when it’s bad. The
subconscious cues, messages and stories are what makes our
designs effective; not how pretty they look. To create really great
design, you have to understand why; not just for your benefit, but
for the person you're explaining it to.

If you're an experienced designer looking for a challenging
read on semiotics, then this isn’t the book for you. However, if
you're dabbling in web design, or just starting out, then Rob Mills
has crafted a super-practical guidebook that will give you a few
more of those tools to put in that tool box.

A few tools ready for when you need to explain why that icon
looks like a fish.
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INTRODUCTION

I'm fascinated by how much we are influenced by the media and
indeed how much they make us think we are in control of our own
decisions. Are we really in control though? I'm not so sure because
despite being a media savvy species, there are subliminal forces at
work affecting our moods, buying habits and emotions.

The layout of a supermarket can cause us to leave with bags of
goodies we didn’t need. The colour of a hospital wall can stop us
from feeling agitated in a stressful environment. A simple icon or
sign can quickly tell us if we can proceed or not. The structure of a
sentence and words used can convey a mood or tone to us. A logo
can reinforce the values of the company it represents.

As we are continually exposed to the hidden messages within
the media, we become adept at receiving these messages and the
more we are exposed to them the more capable we are at reading
them. It’s like a continuous circle of exposure, ability to process,
exposure, and ability to process etc. This happens to the point
where we digest the messages without thinking and that’s the
fascinating part, how much of the final story are we ‘reading’
subconsciously? A lot.

This happens on the web of course or else this book wouldn’t
exist. All of the elements of design communicate to us, either
literally through words and images or on a more invisible level.
This book is the focus of the latter elements, the invisible ones.
Colours, brands, tone of voice, icons, typefaces, they all reveal
more of the story and if given the consideration they deserve they
will contribute to a more fulfilling user experience for the target
audience.

That’s a lot of buzz words for one introduction. Let’s get on
with it and find out how to make the invisible visible.
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WHAT IS INVISIBLE COMMUNICATION?

‘Invisible communication’ describes the way we can convey

messages, moods and values using more than just words and

images. A variety of these methods exist in the design world that Romance Wealth 0)8 Marriage or
can help us tell our stories more effectively and efficiently. Oor wa r? Wl Za rd I‘y? mourn 1 n g?

Invisible communication is happening all around us, often
on a subconscious level, revealing more of the story being told.

When we talk about the story in the context of invisible communication,

we mean the whole package that’s being communicated. In the case of a

website, all of the page elements - copy, colour, imagery, icons, and tone of Colour is a fascinating invisible communicator, because each Learn More:
voice — contribute to one story, a shared message being communicated. colour has unique connotations. Colours can evoke emotions in Part 3, ‘Using the

. . . . right palette’, has
people, guide them when used on signs, and hint at specific moods e

more information
such as romance and fear. The meanings communicated by colours and examples on

can also vary depending on the culture or context in which they how colour can

Here are some examples of invisible communication. More are are used. Red for example may connote romance or war, purple communicate invisibly
featured throughout the book, showing invisible communication wizardry or wealth and white can represent both marriage
at work both online and offline. and mourning

One well-known example is subliminal messaging. This is Tone of voice is another example of invisible communication.
where images and sounds within media (such as advertisements) This isn’t what we say but how we say it — a significant difference.
are received and processed by the audience on a subconscious We can use tone of voice to express a range of emotions such as
level, or ‘below threshold’. It could be the flash of an image or an anger, happiness, surprise, and sorrow. The pitch and volume we
implied message, and audiences often don’t acknowledge them or speak at influence our tone of voice.
even realise they’'ve been exposed. Tone of voice often relates to body language, another form of

Subliminal messaging has become associated with sexual invisible communication. With body language we use gestures,
references and innuendo. This, coupled with controversy around facial expressions and body posture to communicate non-verbally.
its powers of persuasion, has led to subliminal messaging Sometimes its message even conflicts with the words we use.
techniques being banned in several countries, including the USA
and the UK.

The 7-38-55 rule

The most commonly quoted communication statistics are from
studies conducted by Albert Mehrabian. He concluded that

when we communicate, body language conveys the most meaning
(55%), followed by tone of voice (38%) and finally the words
themselves (7%).



A Practical Guide to Designing the Invisible ~ What is invisible communication?

Learn More:

See chapter 19 for
more information
on using tone of
voice as invisible
communication.

Anthropologist

Ray Birdwhistell
estimated we can
make and recognise
around 250,000 facial
e><pressions1

Words (7%)
B Tone of voice 38%)

- Body language (55%)

While the statistics are interesting, they can’t be taken literally.
Otherwise an email would only communicate 7% of what the
author intended, and we would be able understand 93% of what
anyone said in a foreign language.

The real value in Mehrabian’s studies is that it makes us think
about how we communicate, and how much is conveyed in ways
we don’t always realise or consider.

The few examples I've outlined are all ways to connect with
and communicate to an audience beyond words and imagery.
Whether you are a designer, a content strategist or a project
manager, understanding invisible communication and its
uses can enrich your end product through the power of more
effective storytelling.

It all comes back to the story.

" The Definitive Book of Body Language by Allan and Barbara Pease.

A world dominated by the invisible

We live in a world where we are inundated with invisible
communication. Billboards, television, films, websites, road signs,
adverts and a multitude of media outlets ensure we are rarely left
alone. Even supermarkets place products and use specific colours
to guide shoppers around a pre-determined route, acting on their
subconscious and convincing them to buy items they don’t need.

Films are an interesting study of invisible communication
because they are littered with codes and references. They’re hidden
in the narrative or dialogue, and often play on cultural, political
and social knowledge. For example, someone packing a suitcase
is a ‘signifier’ — the action alone signifies that person is going
somewhere. It doesn’t need to be stated specifically in the dialogue
exchanged between the characters.

Films use other invisible communication methods, such as
colour. In The Sixth Sense, for example, the colour red is used as a
storytelling device. Red is absent for most of the film, and where
it does appear it is significant as it represents “anything in the real
world that has been tainted by the other world”.'

This isn’t explained before or during the film. It is left to the
audience to notice the use of the colour red and to draw their own
conclusions as to its importance. The film is just as enjoyable if the
audience doesn’t notice, but it does add another layer to the story.
An invisible layer, if you like.

This is why colour is one of my favourite invisible
communication methods. It can add so much more to a story.

Red communicates romance and love, but also danger and war.
Green is associated with all things environmental and purple has
connotations of royalty, wealth and luxury. Using appropriate
colours in the right context can really enhance your storytelling.
With invisible communication, the power often lies in how

! Screenwriter/director M. Night Shyamalan, "Rules and Clues" bonus featurette on the DVD.



A Practical Guide to Designing the Invisible ~ What is invisible communication?

audiences can receive and process the messages without realising
it. These messages are then reinforced through exposure to media
and culture to the point where audiences can get insight and
meaning without the message being explicitly stated.

Most people associate the colour red with love, romance and
passion. This cultural knowledge means designers can simply use
red to create a product or website that screams romanticism.

We learn these associations between colours, symbols and
similar devices throughout our lives. The meanings and relevance
become reinforced through the continual association between, for
example, one colour and its connotations.

Audiences are a clever bunch. They have been exposed
to various invisible communication methods (and their
corresponding meanings) so often that they learn to read between
the lines and draw meaning from them.

The strength of many

While invisible communication methods are useful on their own,
they’re even more effective when combined. For example, using
specific colours, icons, tones of voice, imagery and branding can
create an altogether more engaging and successful website.

Invisible communication is just too important to ignore.

What'’s next?

The rest of this section looks at the power of invisible
communication, how it is influenced by cultures, how it can
be integrated into design projects, and examples of invisible
communication online.
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THE POWER OF INVISIBLE COMMUNICATION

How we communicate with others can have significant
implications on how they perceive us, our business and our
products. We have the ability to engage people or offend them,
depending on the approach we take.

Good communication is the foundation of successful
relationships; invisible communication can help a company build,
maintain and preserve a strong relationship with its customers.

If your website is a key connection with your audience, then
every facet of what and how it communicates will influence your
relationship with them.

Why is invisible communication important?
Invisible communication can:

Provide a more fulfilling user experience
Communicate more quickly and efficiently
Make a personal connection with our audience
Improve our storytelling

Target the right people in the best way

Thinking about what you say and how you say it will lead to better
relationships with your users. Of course the ‘what’ is the easier of

the two - it’s the ‘how’ that needs invisible communication know-
how. But if you ignore it, you risk failing to reach the right people.

Was it good for you?

Invisible communication can improve the way users experience
our website by making the page elements tell a consistent
message that’s relevant to them.

The words help them accomplish their tasks through accurate
information and clear calls to action. Colours can connote moods
and emotions, and the tone we use can make our site feel more
personal or friendly.

10

Good communication will draw users in and show them the way. It
should also leave them wanting more, or at the very least let them
achieve what they came to do in the first place.

And it should be the same for their entire experience. So as
well as the main website it should be in every other touch point
between the user and your brand/service, including 404 pages,
shopping cart processes and contact forms.

Less haste, more speed

Invisible communication helps us tell stories quickly and
efficiently. That's what makes it so powerful.

Icons are a good example of how to communicate quickly and
efficiently. If we follow standard conventions, one small symbol
can communicate instructions to users or help them navigate our
site. The home icon, for example, is a standard way of helping
users get back to the homepage. We don’t need to state it explicitly
with words and copy on the button. A simple icon will suffice. Web
users understand an icon vocabulary, which allows designers to
say more with less.

They say a picture paints a thousand words. Imagery can
quickly convey a story in the same way colour can convey a mood
or emotion without needing any supporting content.

Everyone has a story to share

There’s that word again! Storytelling has long been used to share
information. Telling stories on the web can be a challenge, as

we tend to think of it in relation to more traditional methods.

By incorporating invisible communication into our design
process we can say more to users without being explicit. Invisible
communication and storytelling are perfect partners, and their
child is a great user experience.

Learn more:

Part 2, ‘Following
the right signs’, looks
at icons, signs and
wayfinding on the
web.

Learn more:
Interested in
storytelling? Part 5
is dedicated to this
topic!
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One advantage of great storytelling is being able to connect to
audiences on a more personal level.

By targeting our content at specific audiences we can make
our websites more relevant, and therefore more personal.

This, along with an appropriate tone of voice and a well-crafted
story, can make the difference between great communication and
miscommunication.

To tell a great story online we must consider every strand of
the story including colour, imagery, copy, branding, information
architecture, navigation and tone of voice. We can use them
individually to communicate, but combined they create a richer
and more fulfilling experience.

Responsible communication
There’s a quote from the Spiderman comics that tells us “with great

power comes great responsibility”. This also applies to web design.

To design powerful communication vehicles such as websites we
have a responsibility to find our story, understand our audience,
and then tell that story in the best way possible.

This helps build trust between our users and our brand,
product or service. If we don’t invest time to plan our story and
how invisible communication contributes to it, we risk offending
the very people we are targeting. We may even need to change our
story depending on the cultural, social and political context we
work in.
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Learn more:

If you want to read
more about cultural
variations of colour,
jump to chapter 14.
But come back to
read the rest of this
chapter!

COMMUNICATION IN CULTURES

Our culture encompasses more than just our language. It shapes
our perceptions of the world around us. Culture also influences
how we communicate and is a key part of telling stories, sharing
information and targeting audiences effectively.

While some words and gestures have universal meaning,
cultures can vary in their use of language, gestures, and even the
meaning of elements such as colour. We need to be aware of these
differences when communicating to different groups.

The subconscious culture

In all cultures, people experience the same emotions: sadness,
happiness, anger, laughter, etc. However, each culture also has its
own unique qualities, behaviours and messages learnt from birth
unconsciously via cultural imprinting.

The environment we grow up in heavily influences our
perceptions of the world, as well as the relevance and meaning
we place on things like colours, words, language and imagery. For
example, in western cultures the colour green represents good
luck, but in China good luck is associated with the colour red. As
a westerner, you wouldn’t make a connection between good luck
and the colour red unless you were exposed to Chinese culture.

Cultural meanings and associations are also reinforced via
the media and people we interact with, to the point where every
time we see a certain colour, symbol or word we immediately
understand the meaning behind it.

A good example is the association between a rose and love.

In films, books and TV programmes one person will often give
another a rose as a symbol of their love. So we're taught that a rose
symbolises love, and whenever an example is communicated the
symbolism is reinforced. Eventually the knowledge that a rose
represents love is processed subconsciously, but only within
cultures where this symbolism exists and is relevant.

A cultural message is something everyone within that culture
knows that outsiders do not, but which these outsiders can learn.

Changing cultures

As we grow up our interests change. We visit more places,

are exposed to different types of media, and our horizons are
broadened. Naturally, we attach new meanings to things around us
and view the world differently.

Similarly our cultures change over time. Maybe a new political
party is elected, or cultures react to environmental issues, and so
how we live is affected. Cultures (and their associated messaging)
don’t change overnight, but over time they evolve, develop and
adapt. This means some cultural messages will fade away, others
will change and new ones will be introduced. Once these changes
and additions have been adopted, they will start being reinforced
and eventually become part of the subconscious culture.

Cultural influence

Culture influences all forms of communication, both visible
and invisible.

The colour of mourning?

or



A Practical Guide to Designing the Invisible ~ Communication in cultures

()

RO S &

et d ©D P

Colour is perhaps the best example of how invisible
communication varies between cultures. For example, in the
western world the colour black signifies mourning and death.
But for the Chinese, mourning is historically represented by the
colour white.

Communicating effectively and accurately comes down to
knowing your audience. Understanding the cultural relevance
of colours, signs and other invisible communication types can,
in the context of the web, help your site appeal to your users and
draw them in.

One symbol, a whole belief system
A solitary symbol can represent a whole religious or belief system,
as shown here:

Similarly, colours can represent an entire religious or social
group. For example:

Green is considered to be the holy colour of Islam
Judaism is represented by the colour yellow

In Hinduism, many gods have blue skin

White is linked to peace across many religions

Used in the right context, colours and symbols can communicate
more than the literal shade or visual symbol.

Political parties can also be represented by a colour. In the UK,
for example, the following pairings exist:

Labour - Red

Conservative — Blue
Liberal Democrats - Yellow
The Green Party — Green

But these pairings of colour and political party aren’t universal.
In Belgium, for example, the colour blue represents the liberals,
while in Finland it represents the National Coalition Party.

Parties can even be differentiated by different shades of
the same colour. In Ireland, for example, the Green Party is

represented by light green, while dark green is linked to Sinn Féin.
How one colour can stand for such varying values, beliefs and
behaviours depending on which part of the world you're in

is staggering.

The shrinking world

Naturally, many invisible communication types (such as signs) are
more relevant in the cultural context they’re meant to be seen in.
But thanks to the Internet we have a wider understanding of other
cultures and how we can communicate within them.

The Internet is shrinking our world. Not literally - the planet
isn’t getting smaller. But we can now connect to others more easily
than ever before. Through films, websites, music and books, we
can learn about other cultures and learn how communication
differs between these cultures. The lines between one culture
and another can become blurred, but there are still significant
differences in what we communicate and how we communicate.

For example, if you avoid making eye contact in the UK or USA
you may be perceived as being shifty or rude. But in Japan children
are taught to focus their gaze at their teacher’s Adam'’s apple or
tie rather than maintain eye contact. Whether or not you look
someone in the eye may seem like a small thing, but it can have a
big impact if you get the custom wrong.

Do your research

Never assume you know about a culture or group. Things change,
sometimes very quickly. It's always worth investing time in
researching a culture or audience group. Even if your research
confirms and validates your knowledge or assumptions, it is still
time well spent.

Don’t under-estimate the significance of knowing the
cultural, political and religious messages that exist invisibly
behind colours, symbols, words, signs and images. Just as you'd
probably read up on a particular country’s customs (hand gestures,
language, ways to act, etc.) before you visit, you should also do
your research when communicating via other platforms, such as
the web.
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WHO SHOULD CARE AND WHEN?

Invisible communication isn’t solely the responsibility of the
designer. To achieve the most effective invisible communication
the other members of the project team need to be involved during
the project cycle.

Who can design the invisible?

It’s usually the designer who incorporates invisible
communication as part of the overall design. But other members
of the team can also get involved, including:

Copywriters
Information Architects
User Experience Experts

Designers

Designers should have an in-depth knowledge of using
appropriate colours, icons, typefaces and other methods of
communicating through design. And they should consider these
methods throughout the whole design phase.

Designers can fuse the design elements together to tell one
coherent story. If they take ownership of invisible communication
there should be a consistent storytelling approach, as well as a
final design that answers the client’s brief.

Copywriters
The role of the copywriter is critical when it comes to using
invisible communication methods such as tone of voice.

The copywriter shouldn’t work in isolation. They should be
involved in the project as early as possible to ensure the tone of
voice matches the visual design elements. An informal tone of
voice will jar when incorporated into a formal design.

Information Architects

The information architect helps to group the information and
structure the content (our story). They may not contribute to
invisible communication directly by choosing colours or the tone
of voice, but they help determine what information should be
included and how it should be organised. This will influence not
only design decisions, but also what information is shared and
ultimately how the story is told. In effect the information architect
provides the frame on which the story is hung.

User Experience Experts
User experience (UX) and invisible communication go hand-in-
hand. If the invisible communication elements are done right
(appropriate colours, brand consistency, appropriate tone of voice
and efficient use of signs), then naturally the user experience will
be enhanced.

For example the Threadless website, which sells t-shirts, has
a fun and informal tone of voice, clear navigation and neutral
colours that appeal to everyone.

Anyone and Everyone

I'm not saying these are the only people who can or should be
involved in invisible communication. A team may have a project
manager who is a colour theory expert, or a content strategist
who knows how best to communicate to different cultures or
audience groups.

But thinking about invisible communication and integrating
it into the project process should be a team effort. It should
start at the research phase and continue through to the content
population and post-launch phases.

The key is effective and accurate communication among the
entire project team. If a decision is made about the design, the
decision must be passed on to everyone concerned to keep their
involvement in line with the overall story. There needs to be a
consistent voice telling the story, through both the visible and
invisible communication elements. And the only way to achieve
that consistency is through a well-managed project.
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Invisible communication and the project cycle

Different invisible communication methods will be applied at
various points during the project. Exactly what happens when
will be influenced by its scope, agreed deliverables and target
audience. But despite these variables, most web projects go
through certain well-defined phases.

Research and Discovery
This phase occurs after all pre-project meetings have been held,
the contract is signed and the project has just kicked off.

Depending on the scope of the project, it may allow time for
competitor research, initial design concepts and, most relevant for
invisible communication, audience research.

Determining the wider target audience, and then drilling
down to specific user groups as needed, will help the project
team make design decisions and communicate effectively
and efficiently via the invisible. For example, the research and
discovery phase can help us learn about the social and cultural
worlds our users live in, which will affect not only what we
communicate but how we communicate.

Design

Every project has different requirements and methods, but
they all have one phase where invisible communication plays
a key role: the design phase. Giving consideration to invisible
communication here is fundamental to everything else

that follows.

The design stage may involve wire framing, prototyping,
designing concepts, generating sitemaps and any number of other
design activities. At some point, the team will consider elements
such as colour, icons, copy, signage systems and branding. All of
which can be used for invisible communication, as we’ll discuss
later in the book.

How these elements get incorporated into the overall
design will be dictated by the designer and project team. But the
information obtained during the research phase will point the way
and help determine some of these design decisions.

20

Refinement/Iteration
The refinement phase will include time to ensure all invisible
communication is relevant, accurate and complimentary to the
overall design and project specification.

At this stage there shouldn’t be any drastic design changes
(such as a complete colour change), but more tweaking and
refinement of the copy, symbols and the design itself.

Targeting the audience

Some methods in our invisible design toolbox (such as colour)
may be constrained by the client, particularly if they have already
established brand guidelines. If that’s the case you’ll just have to
work within the parameters. But that doesn’t mean you can’t tailor
the rest of the content or design towards a specific audience.

The best way to approach invisible communication is to ask
the client a lot of questions about the audience, and the project
brief and goals. The project team can then use the answers to make
decisions about invisible communication.

Showing, not telling

So far we've identified what invisible communication is, why it is
important, how it can be powerful, and who should be involved
and when.

In the next chapter I will deconstruct some web pages, and
peel back the layers of invisible communication. I want to show it,
rather than write about it in detail.

For the rest of the book I'll be talking about how you can
design the invisible, using practical examples to demonstrate how
the theory works in practice.
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e MAKING THE INVISIBLE VISIBLE

The following websites provide good examples of invisible
communication. Although the websites offer different services
and target different audiences, they all share common invisible
communication techniques that we’ll examine in this chapter.

Threadless.com’

8eno ‘Threadless graphic t-shirt designs: cool & funny t-shirts weekly! Tees designed by the community.
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Threadless is a community-based company that prints
awesome designs created and chosen by you!

This week's new designs! Shop Guys | Shop Girly
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To carry all

A kinds of stuff!
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Download our new iPhone app!»
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Stay in the loop

Join the newsletter for info on new releases,
special offers and promotions!

Submit Designs Loarn how

Have an amazing
idea for a tee?

Submit it for a chance at cash &loot)

Owi Eat Mouse. Architecture 101

Watch Tee-V Watch more

The Threadless website sells t-shirts to a young, stylish and slightly
geeky market. So it’s crucial that it appeals to this
specific audience.

! http://www.threadless.com
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Colour

Colour is used to organise content within the site. This is most
evident in the Community section, where the forum categories are
represented by specific colours.

Typeface and tone of voice
Both the typeface and tone of voice on the Threadless site are
friendly, informal and approachable.

e

&

Nude No More

Check out a jillion more designs!

Need help? How may we assist you?

We like you! You should like us on Facebook for exclusive offers and awesome awesomeness!

This fits well with its purpose - selling t-shirts to a young and
stylish audience. As the t-shirts are also designed by the Threadless
community, the informal tone of voice encourages people to join
in and participate.

Invisible communication elements such as colour and tone of
voice are used consistency throughout the website. For example, if
you click on your empty shopping cart, it says:

'I'm so, so hungry! Have mercy and fill my carty belly with
delicious Threadless products. You can use the drop-downs
above my starving body to get started. Hurry!'
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Icons/symbols

The site also makes good use of symbols and icons. The shopping
cart icon, for example, serves two purposes. Firstly it can take the
user straight to their cart to view any items in it. Secondly, it can
indicate whether it’s empty or not. The cart has a sad face when
it's empty, but as soon as something is added it changes to a
happy face.

TP ==

'\__' o [
The happy and sad faces have universal meaning, and the
predominant US and European Threadless audience would
understand them instantly.

These examples of invisible communication, together with
the copy and overall design, make Threadless.com a good example
of what a website can do for an organisation. It can engage their
customers, encourage them to participate, and provide a great
user experience.

Nick.com'

niokolodeon

PLAY GREEN GETAWAY WHAT'S ONNOW

=) nickelodeon
il <:00pm Paveisnesn

! http://www.nick.com
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Nickelodeon is a TV channel and website for kids. Nickelodeon

has brought us some of the most famous kids TV characters,
including SpongeBob SquarePants. The website offers games, video,
and products.

Colour and brand
Orange is Nickelodeon’s brand colour, and so is the dominant
colour across the whole website. It’s used in the main logo, for calls
to action and for the navigation.
nicxelodeon ... —
4 SHOWS #RGAMES WICLIPS ¥WIN WSHOP

-EARAPARIARNLE -

Orange works well for a website aimed at children. It has
connotations of happiness and warmth, and it isn’t stereotypically
associated with one gender or another.

The whole website is a colourful affair with striking and
colourful background images, such as on the shows page:

Al Nick shows.

¢ (@ nickcom

Searchl |

TELL US WHY YOU LOVE

WHAT'S ON NOW

nicxelodeon
3:00pm (Carly
- [ R nickroons
|y 4 R s:000m vconiox
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¥ ) 3:00pm (Carly
Beyblade Metal Fusion Big Green Thing Big Time Rush A
Games | Clps Games | Clis ames | Cips

G
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Using colour this way is important because of the website’s target
audience; more muted tones would communicate a very different
vibe and not be as appealing to children.

Imagery

The Nickelodeon website uses very little wording, again due to its
target audience. In place of copy they rely heavily on imagery. For
example, clicking on the image of SpongeBob SquarePants on the
homepage will take you to the SpongeBob page. From here you can
click on further images to play specific games.

Due to the lack of words, the site’s tone of voice isn’t
expressed through written content. Instead, the childlike and
friendly mood of the website is invisibly communicated through
the heavy use of imagery and bright colours.

Whitehouse.gov'
e8no The White House.
‘ﬁ 5 ¢ Q- Google D)
[ Your
WEEKLY 1
ADDRESS [ . ‘ r

FEATURED TOPICS SEARCH the SITE

YOUR FEDERAIL
TAXPAYER RECEIPT
WHITE HOUSE SCHEDULE

The President's Schedule
The Vice President's Schedule:

FEATURED LEGISLATION

PHOTO of the DAY
Healthand - W | A

The official website for the White House and President Obama
features photos, videos, news and the White House schedule.

! http://www.whitehouse.gov
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Overall mood

The elements on the White House website combine to

give an impression of a serious, formal and professional
organisation; three values people would expect of an official
government website.

Colour

The main colours of the website are red, white and blue — three
colours that communicate patriotism and are quintessentially
American. The secondary palette includes brown, a neutral and
organic shade.

Typeface and tone of voice

Given who and what this website represents, it is fitting that both
the typeface and tone of voice are more formal than we found in
the previous examples.

C g
the WHITE HOUSE rresrpent sarAck 0BAMA c_.%"”'

WEEKLY

IN THE BRIEFING ROOM

ALIBVIES S

the WHITE HOUSE onr GOVERNMENT

Serif typefaces feel more formal; they are the sort of
typefaces found on more high-brow newspapers and in
professional contexts.

The tone of voice is very professional, as you might expect.
Here’s an example:

'His story is the American story — values from the heartland,
a middle-class upbringing in a strong family, hard work and
education as the means of getting ahead, and the conviction
that a life so blessed should be lived in service to others.’

There’s invisible communication at work here. There is no need
to explicitly say this text needs to be read in a serious tone. It is
implied through the words themselves, how they look, and the
context in which they are placed.
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Thinkvitamin.com’
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Think Vitamin is a blog by Carsonified, aimed at those who work in
the web industry.

Icons

Icons are a great way to communicate efficiently. Think Vitamin is
one of my favourite examples of the power of using icons.

For example, here’s how they are used on the main navigation:

A @ 2 & B /

Home | Membership | About Podcast Archive Write For Us

While these icons are supported by text such as ‘Home’ and ‘About’,
they would communicate just as well on their own. Remove the
word ‘Home’, for example, and users would still know the icon
would take them to the homepage. ‘Write for us’ is more specific
to Think Vitamin, but the pencil icon is synonymous with writing
so even without the words the icon invisibly communicates the
content it links to.

! http://www.thinkvitamin.com
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Icons are also used to represent ways users can interact with Think
Vitamin:

Here they use the brand colours for RSS, Twitter and Facebook to
quickly communicate what each icon does without needing to
explain each one.

The green icon isn’t standard like the others, and so it isn’t as
instantly recognisable. But it has still been given its own colour to
help users navigate to the Think Vitamin podcasts.

Colour
Colour is used subtly on Think Vitamin. Links are shown in red,
and navigation items turn red when rolled over.

Storytelling

Where Think Vitamin excels is in its attention to detail. It weaves

a compelling story that draws users in and encourages them to
like, comment and share the content. This is achieved through
content that is informative, easy to read and relevant. It may not be
invisible communication, but it is part of being a good site.

The story is also enhanced through invisible communication
methods, with colours and icons adding an extra dimension to the
story. They categorise the content, help users navigate the site, and
make it easy for users to contribute.

Putting it into practice

Now that we've looked at examples of invisible communication on
the web, it’s time to look at how we can incorporate these methods
into our own designs. The following chapters will show you how
to achieve this, and help you appeal to your target audience and
improve their user experience.
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Carl G. Liungman

was born in Sweden
in 1938. In 1972 he
took an interest

in semiotics and
compiled an
encyclopaedia on
Western ideograms.
Visit www.symbol.com

for more information.

SHOWING THE WAY

Signs help us navigate, communicate danger and explain what we
can and cannot do.

We learn the significance and meaning of signs throughout
our lives. We quickly become adept at understanding the hidden
meaning behind the signs we see, and react to their messages
subconsciously.

“A human being, during his or her childhood, acquires the
meanings of the signs used for communication in its culture,
as well as a whole series of conventions. Graphic structures
rely upon these conventions for their various meanings”

Carl G. Liungman

The web is full of signs: text, icons, images, symbols and website
navigation help create a well-understood signage system that can
incorporate colour, hierarchy and pointers.

A number of systems exist for classifying symbols and

signs. Indeed, the study of signs (known as semiotics)
is worthy of its own book. However, we need to understand
some fundamental definitions and systems to investigate the
importance and significance of signs on the web in the context
of invisible communication.

Why signs are important?

Signs are useful because they can help us communicate a great
deal of information without having to literally write or show
everything.

The benefits of using signs — both online and offline - are:

They communicate efficiently

They help people get where they want to be

They can communicate across languages and cultures
They can help people achieve their tasks quickly

Signs are useful enough on their own. But when you combine
them with other signs or with the physical environment they can
become a signage system that leads a person from the start of their
journey to the destination.

A good signage system can:

Stop users getting frustrated with your website
Increase accessibility of your website

Lead users down a specified path

Help users find your content

Semiotics

“Semiotics is the study of how meaning is socially produced
through various languages or codes such as colour, gesture
and photography."

(Branston and Stafford)

The field of semiotics is largely concerned with how certain things
come to have significance and meaning. It tells us that language
is constructed by people and cultures to make sense of the world
around them.

A sign on its own has no meaning. It means something
when those exposed to it agree on what it defines and represents.
Therefore, any language relies on its shared understanding by a
specific group of people, and that includes the language of signs
and symbols. If a sign meant something different to every person
who saw it, then its very reason for being would be invalid.

Some signs, such as a smiley face, are fairly universal. But
others are more subjective, and you have to understand its context
and convention for its meaning to be effective.
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Imagine trying to cross a junction with traffic lights if there was no
common definition for what the three colours represented. If the
go signal was red for one person and green for another it would
literally be an accident waiting to happen.

Just as people need to agree on what signs represent, they
also need to agree on what words are used to describe certain
things. For example, there is no reason why a cow is called a
‘cow’. If enough people agreed to it, a cow could well be known as
‘sizzlebang’. It is only because we have agreed in our culture that a
'cow' is a cow that the word refers to the animal.

This also happens online. There's a shared understanding that
an envelope represents email, and a house icon represents the
homepage. If this wasn'’t the case then the website's navigation
would be almost useless.

Classifying signs and symbols

A sign is any object, action, event, or pattern that conveys a
meaning. Let’s take a look at some different types of signs.

Symbols
A symbol can be defined as an object that represents something
other than itself.

For example a rose is a flower, but it can also be a symbol
for love.

Ideograms

An ideogram is a character or symbol that represents an idea or a
thing without expressing the pronunciation of the sounds used
to say it. Examples include ‘&, ‘@’ and ‘$’, the ‘no parking’ symbol,
and the symbols used to guide people in airports.

—
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Words
Words are signs, too. On a website the word ‘Home’ can impart
the same message as a house icon. But for some audiences the
word won't be relevant in their culture, whereas the icon will. We
all know what a house/home is; we just have different words to
describe it.

Similarly, ‘stop’ can give the same command as a stopping
prohibited sign. Words are important signs, but they need to be
used in the right context.

Signifiers/Signified
Ferdinand de Saussure believed that signs consist of:

A signifier — the physical form of the sign
The signified - the thing it refers to other than itself; the concept it
represents.

When both the signifier and signified exist, the result is the sign:
the whole they combine to form. For example, if there is a sign on a
shop doorway that says ‘open’ then the signifier is the word, ‘open’.
The signified, however, is that the shop is open for business and
you can enter. On the web, an example could be a printer icon. The
signifier is the icon itself, while the signified is the suggestion that
clicking the icon will allow you to print.

American philosopher Charles Sanders Peirce proposed that
signs can be been grouped into three categories:

.Icon - iconic signs that resemble what they signify. One example

of this is a photograph. It represents that moment in time and the
people in the photo. Icons on your computer are... well, icons, such
as the house icon for your homepage, the envelope icon for mail,
and the colour palette icon for choosing colours.

! Branston and Stafford

Ferdinand de Saussure
(1857 - 1913) was

a French linguist

who pioneered the
semiotic study of
language as a system
of signs organised in
code and structures’

Charles Sanders Peirce
(1839 - 1914) was an
American philosopher
who produced a
classification of
different kinds of
signs.
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Some well-known examples of icons include:

/
‘ i =~

The 'no smoking' sign resembles the object and action itisn’t
allowing, the Statue of Liberty silhouette indicates the value
of freedom (as well as the building itself), and the printer icon
resembles a real printer.

2.Index - a signifier that is directly connected to the signified. A
clockface is an indexical sign of time passing. Smoke indexes
fire. A hyperlink indexes a webpage. The sign is an indicator of
something else.

This sundial indexes time passing. The cloud and thunderbolt

indicate an imminent storm and the red stop light is a sign you
should stop your car or risk an accident.
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3. Symbols - abstractions that use images to represent an object,
concept or action. For example, symbols of men and women are
used to communicate gender, and a smoking cigarette is used
to convey 'no smoking' (when coupled with the red circle
and strikethrough).

Mathematics is filled with symbols such as addition, subtraction
and the Pi symbol. Copyright and trademarks are also represented
by symbols. A smiley face is symbolic of happiness (although it
also has connotations of drug use), the heart is a symbol for love,
and the yin yang is an old Chinese symbol for the universe now
integrated into Western ideography.

Arbitary signs

Peirce also stated that signs can be arbitrary. These signs have little

or no resemblance to the object, concept or action. Here is the
radioactive sign:
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This sign is an abstract representation of radiation with no literal
interpretation. Its meaning has been learned over time, having
been exposed (pardon the pun) to people over a sustained period.
This is what makes it an effective communication device.

This sign is also common in computer flowcharting, meaning
external memory or offline storage.

The colour of signs

A sign’s colour can help communicate its meaning. Red is
commonly associated with danger, and consequently is used on
warning signs and, of course, as the traffic light colour telling
us to stop.

Red also represents love, but the symbols are given in an
entirely different context to when we see road signs so the
message is clear.

Similarly, hazard signs are predominantly yellow and black.
This has links to nature; bees and wasps use black and yellow
markings as a warning. The contrast between these two colours
also makes the sign (and therefore the hazard) stand out. This is
evident in the radioactive example shown earlier.

Red is linked to ‘stop’, and green is linked to ‘go’. If we changed
the colours people expect to see on signs we could confuse them.
Let’s take a typical sign that tells people not to do something and
change the colour.

38

The second sign doesn’t feel right because the shape of the sign is
telling us ‘no’ but the colour is telling us ‘yes’.

The same applies to other symbols linked to an action or a
journey. A tick denotes ‘yes’ while a cross denotes 'cancel’ or ‘no’.
Swap the colours of these and their meaning is less clear.

A small colour change to a symbol can have big implications for
how and what that symbol communicates.

Deconstructing signs

Let’s deconstruct some well-known signs so we can see the
importance of shape, colour and cultural variations when using
signs in design.

No Smoking

This sign is an icon. It resembles what it signifies: no smoking
The circle is known in the UK to give an order

The colour red connotes danger, warning, don’t

The smoke is an index of a lit cigarette. The way it rises from the
cigarette represents a lit cigarette as opposed to an unlit one

The line though the cigarette symbol is synonymous with ‘no’
or ‘don’t’ This is a meaning that has developed over time with a
shared understanding in the western world.
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Email

This sign is an icon, a computer icon for opening email

In the physical world, mail is received in envelopes. Web icons to
represent email have adopted this as the standard icon as users
can connect this to something already relevant to them

Again, this is a shared agreement of the meaning

The fact that the envelope is open distinguishes it from icons that
represent sending or deleting email

The arrow is a call to action and is representative of opening

an email

Speech Bubble

The speech bubble is a modern ideogram

It has gained this meaning because it is shown with the point
coming out of someone’s mouth, representing the words they

are saying

This meaning is far-reaching, with comic books following similar
conventions worldwide

Again, there is a shared understanding amongst audiences and
users that a speech bubble represents spoken words

In this chapter we've discussed what signs are, why they are
important and the different types of signs. It's now time to look at
signage systems in the ‘real’ world and on the web.
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CONTEXT AND CULTURE

Just as body language can have cultural relevance, so too can
signs. Signs carry different meanings and significance in different
cultures. Some cross cultural boundaries more successfully

than others, but often a sign needs to be seen in context for it to
communicate effectively.

Some signs are born out of one culture but become integrated
with others, resulting in a shared meaning and significance. The
Yin Yang symbol, for example, is an old Chinese symbol for the
universe but is well recognised in western cultures today; it is
often used to symbolise opposites or peace.

Many signs used on the web, such as the home, print and
email icons, mean the same thing in most places. However, it
is never safe to assume this. In certain cultures or contexts,
a sign you have used may be communicating the wrong
message invisibly.

It’s all about the context
As we've discussed, signs only mean something when a group of
people agree on that meaning. There may be entire sign systems
you aren’t aware of, simply because they aren’t relevant to
your life.

This is where context becomes significant, and an individual
sign’s agreed meaning moves from just being culturally dependent
to being socially, politically and historically dependent.
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These signs are all for the letter ‘S’, represented in (from top-left):

Braille

British Sign Language
Chinese Phonetic Alphabet
Semaphore

Morse code

Hieroglyphics

Unless you have learnt how to read Braille, the first sign may
look more like a domino. Your knowledge of Braille depends how
significant that sign is to your life. For some it is essential, while
for others it isn’t.

The same applies to the sign language representation. You
may have learnt sign language and know how to express the letter
‘S’ but even sign language can vary from one place to another. For
example, British Sign Language is different to other forms, such
as American.

The third symbol is the Chinese phonetic alphabet
representation of ‘S’ You might recognise the character as being
Chinese, but unless you speak or write Chinese the sign's specific
meaning will probably elude you.



A Practical Guide to Designing the Invisible ~ Context and culture

Semaphore is a flag signalling system for communicating from a
distance. It is mainly used in the maritime world, and has been
around since the Battle of Trafalgar.

Morse code is something most people know about but don’t
recognise when it’s represented visually. The three dots that
represent ‘S’ could also be interpreted as an ellipsis.

The final symbol is an ‘S’ represented in hieroglyphics. Again
you may recognise this as an ancient language, but not necessarily
that it represents the letter ‘S’ specifically.

One sign, many stories

Signs and symbols can have multiple meanings, depending on the
culture you look at them in relation to. Whenever you use symbols
on the web, it is time well spent to research its origins, just in case
you unknowingly tell a story far from the one you wanted.

One example of a symbol used on the web that does not
translate across cultures is the podcast symbol from the Think
Vitamin website. This isn’t as commonly used as symbols for
home, email or print, and while some cultures will recognise it
others are less likely to do so.

One sign, one story

Generally, however, signs and symbols can work across cultures.
The heart symbol is almost universal in its representation of love.
A smiley face can represent happiness in several cultures too.

One of the most popular cross-culture symbols is the five-
pointed star. This appears on flags for no less than 35 countries,
both Western and Eastern. It is also an important military symbol,
and so is has significance in a vast group of cultures.
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Juxtaposition

Juxtaposition is defined as ‘the act or an instance of placing two or
more things side by side”

Signs and symbols can also be juxtaposed in their meanings.
Even a basic symbol such as a circle can be juxtaposed. It can
mean ‘everything’, but can also represent nothingness, zero or
‘no entry’. The same symbol given in different contexts can have
different meanings.

But some symbols don’t lend themselves to juxtaposition.
The heart symbol, for example, is an elementary sign structure that
does not carry any opposite meanings.

Understanding signs across cultures

Some signs can be understood outside of the culture they are
designed for. This sign is a tsunami warning, which can been seen
throughout Southeast Asia.

While the UK doesn't have tsunami threats, the sign still has
meaning (even without the English text) because we can still
recognise the symbol of a wave and the colour blue, which is
symbolic of water.

Warning signs in particular are designed to work as visually
as possible, with minimal room for misinterpretation. They need
to communicate quickly and effectively, hence the minimal text in
the tsunami sign.

Similarly, the above sign represents the hazard of kangaroos
on or near the road. It is a sign that has utmost importance in
Australia where kangaroos are a genuine risk to drivers. In the UK
there is no such threat to motorists, but we understand the sign
because the kangaroo shape is clearly recognisable as the animal.

Additionally, the colours black and yellow are also used in
the UK for hazard signs, so the sign immediately tells us there is a
hazard to be aware of. Some signs can only be understood correctly
within the culture they are intended for. Others can be interpreted
by people from other cultures, but the sign will have no relevance
to them.

! http://www.merriam-webster.com/dictionary/juxtaposition

ENTERING
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Changes over time

=

The Hindu swastika A traditional swastika The Nazi swastika flag

Signs can have different meanings at different points in time. One
example is one of the world’s most recognisable and controversial
symbols: the swastika.

This ideogram is rooted in history. Depending on the era
you study, the swastika will have very different meanings
and symbolism.

It's an ancient symbol, used by many cultures over the past
3,000 years to represent the sun, four directions, movement,
power, good luck and change. Then Hitler revived the swastika
and it took on a whole new meaning due to its iconic usage in
Nazi Germany.

The swastika became the official emblem of the Nazi party
on August 7th 1920, and a symbol that traditionally had positive
associations became a sign of hate, violence, death and murder.

A far cry from its origins, the symbol now has a stigma attached
to it due to its associations with racism, white supremacists and
neo-Nazis.

The swastika has had many culturally-dependent meanings,
but they have been overridden by the Nazi associations. Whenever
this symbol is viewed it can evoke emotions of hurt and anger and
conjure up images of torture and POW camps. It is one of the most
powerful symbols of the world, but for all the wrong reasons.
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Knowledge is power

Making sure you know the different types of symbols and their
meaning and place within different cultures is an important part
of targeting your work at the right audience. A symbol’s meaning
can change over time as society, politics and cultures evolve.
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WAYFINDING THE WORLD

Signs exist in our lives to show us the way. In this chapter we’ll
take a look at signs in the world around us. (In the next chapter
we'll look at how wayfinding and signage systems can be applied
to the web.)

An obvious example of signs that help us get from A to B
are road signs. But the signs in large public buildings, such as
hospitals and airports, do the same job. They help us find our way
without too much effort, or at least they should.

Various techniques can be used to create a signage system,
which combine typefaces, names, colours, sizes, shapes, symbols,
positioning and design.

When signage works well it tells us where we are and where
we can move to next. When it fails we miss buses, arrive late for
appointments, crash cars, get lost, and miss the turn off.

What is wayfinding?

'Wayfinding' is the process of following a system of signs, in places
such as airports and hospitals as well as on websites. The term was
first used by Kevin Lynch in his 1960 publication, The Image of the
City. Lynch defines wayfinding as:

“The process of using spatial and environmental information
to navigate to a destination.”

In their book, Universal Principles of Design, William Lidwell,
Kritina Holden, and Jill Butler state that “whether navigating a
college campus, the wilds of a forest or web site, the basic process
of wayfinding involves the same four stages: orientation, route
decision, route monitoring and destination recognition.”

! Universal Principles of Design, William Lidwell, Kritina Holden, and Jill Butler
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1. Orientation
Orientation means knowing where you are in relation to what is
around you and where you want to be. The focus is on your current
position, where you can move to and how you can get there. You
can use landmarks (orientation cues) and signage to make sense of
the area around you.

2.Route Decision

Route decision is all about choosing how you will reach your
destination. People are more effective at making route decisions
if they have limited navigational choices and prompts throughout
the route. Signage also helps here.

3. Route Monitoring

As people move though their journey, they need to monitor their
route to make sure they’re on track to reaching their destination.
So as well as showing people the direction of a place, signage needs
to regularly tell people where they are so they’ll know they are still
on track. As Lidwell, Holden and Butler observe, “breadcrumbs

are visual cues highlighting the path taken and can aid route
monitoring, particularly when a wayfinding mistake has been
made, and backtracking is necessary.”

4.Destination Recognition

People need to know when they have arrived at their destination.

The Importance of Wayfinding

Wayfinding is essential for people to get from where they are to
where they want to be. That includes tourists, drivers and web
users alike.

Big buildings such as airports and hospitals can be
intimidating, as can the web. Making clear routes for people and
helping them complete their task efficiently is an important part of
design - and signage is at the heart of this.
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Wayfinding is more than just signs

Signs are important, but people will need different types of
information at various points in their journey. Signs, colours,
typography, words and maps can all contribute to an effective
wayfinding system.

Wayfinding problems aren’t always due to bad signage, and
adding more signs won’t solve every wayfinding problem. The key
is to create an environment that's easy to navigate, with consistent
clues, and where the elements have all been carefully considered
with the user firmly in mind.

To create an appropriate wayfinding strategy you need to consider:

Whom you are directing

The information they have

The information they need

What they want to achieve

What signs would be most appropriate for them

The journey before the journey

Airports are an interesting example of wayfinding because
they need to show people from many different cultures and
nationalities how to get from A to B.

A good signage system is important for airports because
passengers are often stressed or in a state of anxiety. The last thing
they need is the frustration of trying to find their destination.
Airports also have many possible routes to choose from - just as
there are on the web.

Pictograms

Graphical symbols (or pictograms) are important in airport
signage, because they can be understood by more people than the
corresponding words. This does depend on the function at hand,
as some symbols and pictograms are more universally recognised
than others.
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Examples of common pictograms

e © #

Pictograms were added to the signs in Amsterdam’s Schiphol
Airport to improve wayfinding for non-English speaking
passengers. This airport is the benchmark for all airports following
its wayfinding ‘redesign’ by Bureau Mijksenaar.

Colour

Colour coding areas can be an effective way to help people
navigate. They will associate certain places or tasks with a certain
colour. It is dangerous to rely solely on colour though - there must
also be sufficient information for the colour to reinforce.
Amsterdam’s Schiphol Airport is held in high regard for its
wayfinding and use of colour. Yellow signs provide arrival and
departure information, blues signs are used for restaurant
facilities, green is the colour for escape routes and anthracite is
used in waiting areas.

5 ~catesE FG ! l@ ﬂJ- Toilets

|nur\9es 35-99

_ Transfer T6-9 oy i
] Lounge 3 [m jit Business centre

I&] Holland Boulevard AN Q 2 casino

Colour is also a good wayfinding technique for maps. But again,
other information is needed to support the colour coding. One
example is the map of the London Underground.
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MAYOR OF LONDON | et | Fryteroareon ) Hielp pointe Transport for London @g MAYOR OF LONDON [ et | [yt e P e Vielp pointe Transport for London @a
Each route, or line, is represented by a colour — yellow for the If the colour is removed from the map it is still possible to see
Circle line, red for the Central line, and so on. While you still each station and navigate. But the distinction between the routes
need to know where you are, the station you need to get off at and is less clear, and the map's effectiveness as a navigation aid is
which direction you need to travel in, the colours make it clear immediately reduced.
where each line starts and ends. Similarly, the signage uses the same colours, ensuring a
The colour is important here as this map is a schematic consistent system. When you're changing at a station, you can
diagram. It doesn’t show the geographic information, but rather easily find the right platform. It’s also used on the screens that
the relative positions of stations along the lines and the relations display service disruptions.

and connections between them.



A Practical Guide to Designing the Invisible ~ Wayfinding the world

Naming places
Names on signs have to be comprehensible. If we are instructed
to go to gate 28 for boarding then we need a sign that clearly
says ‘Gate 28’. In hospitals extra attention is given to the names
on signs because they are often complex or hard to pronounce
medical terms. It is always best to keep it simple. A sign saying
‘blood tests’ is much easier for most people to understand than
‘phlebotomy’.

Avoid jargon. The best way to develop a wayfinding strategy
is to assume people or users have no knowledge of the place they
are in.

Legibility
Any written information should be as legible as possible, which
means paying attention to colour combinations, typefaces and
size and placement of signs.

At Schiphol Airport the arrows showing the way are black in
a white circle for optimum legibility. Where necessary, signs are
also illuminated.

Organising information

How information is organised is just as important as colours,
names and signs. The hierarchy of information needs to be
considered. What do the users need to know to get going on their

54

journey? What do they need to know along the way? And what do
they need to know when they get there?

Information can be categorised numerically, alphabetically
or by type, and the choice you make will inevitably affect how the
information is presented. Before the redesign at Schiphol airport,
the directions were listed alphabetically, which made the signs
cluttered and messy.

The size of signs can also hint at the importance of the
information they share. Big signs carry more importance than
smaller ones. The size of signage can create an information
hierarchy, ensuring the most important information isn’t relegated
to a small sign hidden from view.

Creating a wayfinding strategy

The best way of developing a signage system, whether online or
offline, is to put yourself in the position of the user. Ask yourself
questions about the journey you think they will be taking.

Where will they need to go?

How often will they need to be reassured they are still heading in
the right direction?

What will they need along the way?

What will they need/expect when they arrive at their destination?
Will colour coding help?

How can I make the journey more clear/legible?

What resources are available if they get lost?

Think about the user and their story, and create a narrative to guide
them. Use conventions and signs where necessary, but support it
with colours, words and, in extreme conditions, maps.

As Lidwell, Holden and Butler said, whether navigating a
forest or a website, the techniques and principles for guiding
people are the same. So let’s now take a look at wayfinding on
the web.
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WAYFINDING ON THE WEB

The web lends itself perfectly to wayfinding strategies. We can
form narratives using storytelling, along with practical techniques
such as user stories and use cases. Then we can support them with
symbols, icons, signs and colour to show the way.

Telling a three-act story
Navigation should tell a story with a past, present, and future:

Past: where have I come from?
Present: where am I?
Future: where can I go next/where do I want to be?

Your users can't answer those questions unless you have a well-
signposted website. This is particularly important for the web
because you can't guarantee they will start their journey on the
homepage. They can land on the path at any point. Information
architecture, colour and signposting can show the way, while
symbols and icons can communicate specific tasks and calls to
action when they arrives at their destination.

Colour coding

As discussed in the previous chapter, colour coding can contribute
to a wayfinding system. But never use it in isolation. It must be
supported by content.

The Carsonified’ website uses colour to clearly distinguish
between areas on the site. The homepage is black and white, the
jobs page is green, the contact page is orange and so on.

If you spend a lot of time on the site you begin to associate the
content with the colours. So if you are looking for job vacancies
you will subconsciously head to the ‘green section’. But chances
are you aren’t that familiar with the site, so other information is
needed to help you complete your journey.

1 .
www.carsonified.com
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Below are the names of each area along with its colour and icon:

al| T |m|¥| 2

Carsonified uses colour as a navigation tool with the help of clear
signposts and symbols. The names given to each page are easy to
understand and universally recognised: ‘Home’, ‘Values’, 'Team’,
and so on.

The icons that represent each area are also carefully chosen.
The homepage is illustrated with a house icon, for example. Some
of the icons have less obvious connotations, such as the soldier
for 'Values’ and the tree for Jobs’ (symbolic of growth). They may
not be universally recognised symbols, but they are supported by
labels that make them clear and concise signs, contributing to an
overarching wayfinding system.

Signs and breadcrumbs
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On some websites the wayfinding is subtle. But other sites
will literally tell users ‘you are here’. This is true of the Cadbury
UK website.

Visitors are told where they are via a small yellow sign saying
‘here’ that points to the page they are on. This contributes to a
wayfinding system as it helps with orientation.

However, it’s not a complete wayfinding system. There are
no breadcrumbs, and no other signs for where to go next. The
navigation is listed, but there is no way to differentiate between
content areas — everything is purple (the deeper into the content
you go the lighter the shade of purple becomes), all typography is
the same, and there's no obvious hierarchy to the content. The site
doesn’t lead you on a journey. It just says, 'you are here'.

The same is true on the Ben and Jerry’s' website. They make it
very clear where you are, but again there is little clear signposting
to further your journey.
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But that isn’t to say the site is ruined. Rather, it shows that not
every site needs a complete wayfinding system.

The ‘All About Us’ section is clearly shown. But the navigation
down the left-hand side is barely legible, thanks largely to the
black text on the site's blue background. If that were a sign in an
airport, I'd probably miss my flight.

" www.cad bury.co.uk

2 N
www.benjerry.co.uk
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An example of a website that gives users a clear path, in terms of
both where they came from and where they are on the site, is that
of user experience blog, UX Booth'.

Design with the User in Mind | UX Booth
[« [ > J [ [ huep:/ /www.uxbooth.com/blog/ Gesign-with-the-user-in-mind/ 22 ¢ Q- Google
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As we can see from the screenshot, the site marks the user's
current location by making the ‘Blog’ section title more prominent
in the main navigation (r). And the breadcrumb trail shows not
only where they are but also how they got there (2): Home —> Blog
-> Visual design —> Design with the user in mind.

UX Booth uses arrows to show the journey that was
made between these four pages. Arrows are the most obvious
symbol for this as they show the way, point forward and have a
universal meaning.

1
www.uxbooth.com
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Some sites are also good at showing the journey a user is yet to
take. This is particularly important when they need to complete a
specific process, such as when purchasing goods or searching for
a holiday.

eno casylt - Step 1 - Fights
=]
easyJetcom
Fighs » i ;, Chackout » Go
Choose your flight Your Basket -
Fyingtrom Outbound O "
Bristo BRS v (27%) (Ruguszori 9
arcetona 0
o e . srauitosara ®
T i Dop 26 August 2011 1840
1® (579 (ABT TOE  searchogain A28 Augustzott 2145
Fighicozs
jo txesse
3 day view 3 week view Year view
4 oot o ®
Dop 30 August 2011 1425
30 Ao 2001 164
@ Standard O FLEXI » Tell me more about FLEX/ anmsn:%
by ixerrsn
- Outbound journey 4 Return journey Toaights andoptions eron
oo passengars
Bristol to Barcelona Barcelona to Bristol
[ ThuzsAug  Fi2eAug  Sat27Aug () | (€ Sun28Aug Mon29Aug Tue30Aug (3]
ekl I VR,
£83%  £113%  £86% £106%  £110% |41
ot owiets  Dapi0z vep 1040 | Dapraas (RSP Lovest cubauntares
Tam | an | W | i Lo e
b fan
oo Rt 25
Sefemoer 3088
Norins Norns ot | Mo Shire bis
gl £659° [t £84%  TED Lake November  £2399
oup 140 ow 2218 Domer ix3s8
i i Sy i
Ry e
5
[F——
frren e
b %
Rt e
[
S B
fyouar booking oursandardaes Rovemer 3108
b Bie
S did

This page is from low budget airline, Easyjet'. As you can see, when
users have been through the search process and would like to book
a flight the steps to follow seem relatively clear. But it's also a good
example of how small improvements could have a big impact.

The path ahead is shown to users but it is somewhat discrete
in the top area of the page. The image above shows us that we are
on the flight search page and that the journey ahead of us will
include flight options, hotels, car rental, checkout and finally
confirmation.

But is this enough? Easyjet have tried to discern the different
steps to the process but it feels like a wayfinding system that could
be improved. Perhaps if the stages were numbered or there was
more distinction between current step and those that follow. They
could even make it tabbed.

1 .
www.easyjet.com
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The stage you are on is made bold in the breadcrumbs and you can
also click on any of the future stages to jump straight to those, but
this isn't exactly clear.

For those who do get lost or stranded, there is no call to action
available for help or more information. Which may result in users
simply leaving the site without booking anything. Not good for
Easyjet and not a good experience for their users either.

Information Architecture

Information architecture can also contribute to a wayfinding
system. Even designs with little or no wayfinding in terms of signs
can help users achieve their task if the information is in the right
place. After all, words are also signs.

The Apple UK site is a good example of how information
architecture can guide users without needing any colour coding or
signs. The simplicity of its navigation makes it easy for users to get
where they want to be.

eono Apple (United Kingdorn)

I é i ' -+ [C3 e v apple.com/uk/ =13 iq~ Google il‘

iCloud

iCloud stores your content and
wirelessly pushes it to all your devices.
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automatically.

Watch the
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i0S 5 S 0S X Lion

Over 200 new features for 2 The world’s most advanced

iPad, iPhone and iPod touch. = o desktop operating system
o o advances even further.
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For example, there is no ‘products’ section. Instead, each
product has its own main navigation item. Then when you click
further into the site, such as by selecting ‘iPod’, the information
architecture continues to show the way:

@00 ‘Aple (United Kingdom) - Play music and more on iPod.

(<> (&[0T e e coose
Ex ]

The new iPod nano with Multi-Touch.

The iPod sub-menu for shows the available products and
accessories. Again, the way the information is organised helps
users achieve their goal, find the information they need, and also
lets them know what area of the site they are in.

Icons

Icons can help users find their way. They are commonly used as
calls to action and to represent tasks that users can complete. The
meanings of these icons are, as previously discussed, learnt over
time and agreed on by a culture or group.
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Most websites support their icons with text to reinforce the
meaning. A blog called Freshor', from a South African design
agency, uses only icons:

eno FRESHOL | Web Design, Code & . Stfl

<[> ][ +]© nuwpitreshor coza/ 5 ¢ @ Google )

==

0 FRESH°‘ Q

HOME  ABOUT  DOWNLOADS  CONTACT

THE SECRET BEHIND NIKE AIR

NEUARMY - ROCKBOOK

We can see that the Freshor homepage uses standard icons to
represent ‘home’, ‘search’, ‘next post’, ‘previous post’, ‘to top’ and
‘to bottom’. While this works reasonably well, having two different
sets of arrows does make it somewhat confusing.

Relying on icons alone is challenging, so most websites
support icons with minimal text anchors. Here's an example from
the website of Tesco, the supermarket giant.

! http://fresho1.co.za/
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= =
ONLINE 6\'@ TESCO.COM PHONE 0845 600 44 11 ORDER FROM OVER 270 STORES T3]

From the image above we can see three icons being used to
communicate three tasks:

A computer mouse is used to show that orders can be taken online
A phone is used to tell customers the number for phone orders
A shopping basket with an arrow inside is used for in-store orders

These are relatively common icons for representing the
corresponding tasks, but the accompanying content helps
clarify them.

Wayfinding on the web
A wayfinding system on the web can consist of:

Colour coding
Icons and symbols
Information architecture

To design a successful wayfinding system you must be clear
about the journey your users will experience. Ask questions
about where they are, where they need to go and what they need
to get there. The Guardian website is a good example of how to
design a successful wayfinding system, and it's the subject of the
next chapter.
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CASE STUDY: GUARDIAN.CO.UK

To better show how a signage system can be applied to the web, I
want to look at a site that's content heavy, with many layers and
different categories of content. The Guardian newspaper website is
the perfect example.

Here's the homepage:

800 Latest news, comment and reviews from the Guardian | guardian.co.uk

o

Moblesie | Signin | Regsier A Texlarger - smallr  Aboutus v ) Weblead | Todays papsr v | Zaigeit v

guardian (1]
News Sport Comment | Culture Business Money Life &style Travel Environment TV Blogs Data Mobile Offers Jobs

UK World Development | US | Politics | Media | Education  Society Science | Tech Law| Football | Guardian Observer
g Breaki Indian activist Anna H i hunger strike: o

Cameron denies health and
justice reforms are a 'mess'

JGY - Mitband says PM has
; been ‘found out over
plans for NHS.
+ Cameron ges ful
backing to Ken Clarke
o

Interactive guide: 30 years of HIV and Aids

Ul v
@ Getjobsby omal
Joi our areer forume

Loire Valley

o

5 nighs fom £549pp

Gusrdianofers

Patient left to die in hospital corridor

‘Coronor says nogloctcontibuied 1 doatnof Poor

‘Thompson, who was 6 wiout chocks or 10 hours Guardian Extra

1 aran o
o eallyfor
Pospitals s
sished and heaitcaro
o rtonas

¥

UK 'to miss CO2 emissions targets'

France eatring
ind power granis

LTesT Arcado Fro, Kaiser
: - 209pm: James Bal has boen looking at Chiefs. Kasablzn and
Syria faces new UN and EU sanctions Davig Cameron's laim hat the abl o of many more.
iral monioring of S eatmentand
Drat esolution being ocommended by Briain and !
Fance sops shot
LIVE bog:

A8 wating . Wore Exr ofrs
Join the dabate on oday's NHS e bog

@80 commonts ‘Today's paper

Several wayfinding points of interest are at work here:

1. Colour coding
The Guardian site is content rich. The website creates additional
structure and wayfinding support by colour coding the different
sections. News is red, sport is green, money is purple, and so on.
You might argue they chose the colours to represent the
sections they classify, such as green for environment. But
ultimately the main purpose is to distinguish between different
content areas within the site.
For example when the lines, navigation and header are red,
users should be aware they are in the main ‘News’ section. ‘Sport’

66

and ‘Environment’ are both green, though they are different
shades. (Green represents sport due to the colour of pitches, so it is
also relevant to this section on the Guardian website.)

2.Icons
This isn’t an icon-heavy website. The most obvious icons used here
on the homepage are for the weather.
This means users don’t have to dig deep to get an update on
the day’s weather. Just by glancing at the homepage they can see
what the forecast will be (in this case, rainy).

3.Signs
Arrows are used in conjunction with colour coding to show the
way. In this example we are clearly in the main section because of
the colour red, the word ‘News’ and the arrow. This arrow shows
we are on the main page but also points us towards deeper content
where we can look specifically at UK news, world news, political
news, US news, and so forth.

Navigation = wayfinding

Let’s look closely at how the Guardian website's navigation clearly
shows the way.

Weather | Loncon i ([ETRE

guardian
News | Sport Comment | Culture | Business Money | Life & style Travel  Environment TV | Blogs Data Mobile Offers  Jobs

E=2) UK World | Development | US | Politics | Media | Education  Society  Science | Tech | Law Football | Guardian | Observer
Breaking news: Indian activist Anna Hazare begins anti-corruption hunger strike a

1. When users arrive at the Guardian site the navigation appears as
shown above. They can select a top-level item such as ‘Comment’,
‘Culture’ or ‘Travel’ or delve deeper into the ‘News’ section.

2.When a top level item is chosen, for example ‘Culture’, the
navigation changes:
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guardian.co.uk search

News | Sport | Comment | Culture | Business | Money | Life &style | Travel | Environment | TV | Blogs | Data| Mobile |Offers | Jobs
Art and design | Books | Film | Music| Stage | Cuts blog | Kids' books | TV & radio | Mif| Games | Blogs | Video

culture

B Webfeed

As you can see, the colour of the arrow has changed to pink. It also
shows us we are now in the ‘Culture’ section, and points to further
subcategories such as ‘Art and design’, ‘Books’, and ‘Film’.

There has been a subtle but distinct shift in the information
we are presented with. As we move further into the site the
wayfinding becomes ever more clear:

guardian.co.uk Search|

News| Sport | Comment | Culture | Business | Money | Life &style | Travel | Environment | TV | Blogs | Data Mobile | Offers | Jobs
[ RSy News Reviews Blog | Features | Cannes 2011 | Podcast | Video  Galleries | Newsletter Rent DVDs All| A-Z

ﬁlm B Webfeed

Here we are reminded we are in the ‘Culture’ section, thanks to the
consistent pink colour. The navigation above shows us where we
came from (‘Culture’) and where we are (‘Film’), which is marked
in a different shade from the same palette . And it shows us
where we can move to within the ‘Film’ section: ‘News’, ‘Reviews’,
‘Features’, and so on.

This is a clear past, present and future structure, as well as a
clear signage system.

As we move to a particular article under the ‘Film’ subcategory
we see one more sign showing us where we are:

guardian.co.uk | TheObserver Four search e | (i T%) el

News| Sport | Comment | Culture | Business | Money | Life &style | Travel | Environment | TV | Blogs | Data Mobile | Offers | Jobs

As you can see, ‘Whip It’ has now been added to the mix. This
shows us we are on a feature about ‘Whip It’, that sits under
the ‘Film’ category that is part of the ‘Culture’ section. Clear
wayfinding supported by clever and considered use of colour.
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Colour

The way the Guardian site uses colour is one reason it's such a
good example of wayfinding.

As we discussed earlier, they use it to identify the different
sections on the site, such as pink for ‘Culture’, blue for ‘Business,
green for ‘Sport’ and purple for ‘Money’.

Users may not immediately know which colour represents
what section, but those who use the site heavily make the
connection almost subconsciously.

In fact colour plays such an important part in distinguishing
between content areas they include a colour guide on the site.

A guide to colours and sections:

Global Life and Style
World
News

Culture
TV and Radio

Politics Environment
Media
Education
Society
Science

Technology

Money

Sport Business

Football Comment iz Free

Even on their experimental ‘Zeitgeist’ section, which shows
trending news, topics and articles from the Guardian, they use
colour to show what category the trending content belongs to.

800 Zeitgeist
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guardian.couk Search|
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Icons

The Guardian site also uses icons to communicate quickly and
efficiently, particularly in areas where users interact and
generate content.

Here are some of the icons that pepper the Guardian site:

SR P2

The icons are also supported by words, but differently to the Tesco
example in the previous chapter. The words on the Guardian site
aren't anchored to the icons, but rather appear when you mouse
over them:

The print icon is a well-understood online icon. Even without the
words ‘printable version’, most users will know what it represents
given its common use and shared understanding

The mail icon for 'send to a friend' is relatively easy to decipher.
Envelope icons are used to show that something can be emailed
The ‘share’ icon is one point leading to two others. This represents
one person sharing with two others, and hints at a network

‘Clip’ is shown with a scissor icon. Scissors are symbolic of cutting
so the relevance here is self-explanatory. The clip function lets you
send the article to your clippings file

As there are numerous ways to get in touch with the newspaper,
the Guardian has opted for a smaller version of its logo for the
‘contact us’ icon instead of the usual phone, email or pen icons

Any comments or content that users contribute to the Guardian

site are shown using a speech bubble symbol, unless the users add
their own avatar.

& Comments (148)
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We associate the speech bubble icon with commenting and
conversation. So when users see this icon they know it's
somewhere they can share their opinions.

This convention makes it clear the content is user-generated,
and not something written by a Guardian journalist. It also makes
it clear the site is encouraging interaction. While we may take this
icon and its use for granted, its meaning is only achieved by using
it consistently in similar contexts. (It's also supported by text--
‘What You're Saying’ at the top.)

Another content area where the Guardian site uses icons to
communicate effectively is the weather page:

United London 3 18°C  64°F  Sunny with showers
Kingdom (Five-day forecast) °%
Cheltenham .’Q' 15°C  59°F  Sunny with showers
(Five-day forecast) -
Edinburgh .:E‘ 14°C  57°F  Sunny with showers

(Five-day forecast)

Manchester .’E‘ 16°C 60°F Sunny with showers
(Five-day forecast)

United Kingdom

Europe Paris .“& 20°C 68°F Mostly cloudy, some
(Five-day forecast) o showers
Berlin o® aq0( OF  Mostly cloudy
(Five-day forecast) ".,m ) 3 &
Istanbul A 1°C  8%°F Sunny
(Five-day forecast) 1@0" 3 7
Europe
North America New York HOT 36°C 96°F Hot
[Five-day forecast)
Mexico City b a2z OF  Sunny with showers
(Five-day forecast) °@ 5 77
MNorth America

These icons quickly give users an overview of the weather, but are
also anchored by more detailed information if it's needed.
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Organising information

Despite the many signs, clues and cues to help users navigate and
complete their required task, the Guardian site also has a detailed
and well-designed site index.

eno Al guardian.couk
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Here, the information is organised alphabetically, and then by
subject or contributor. This is a good example of how to present
vast amounts of information to users and give them clear
pathways. Users need a quick and easy way to find what they want.
If they use the site index to do so then breaking it down this way
helps plot a route for them to get what they want.
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Mobile wayfinding

The conventions the Guardian has employed on its website also
translate to its iPhone app. The wayfinding components are
similar, but given the nature of the platform they've put more
emphasis on icons and symbols across the user interface.

The sections are coloured in the same way as the website.
As we can see from the main page below, the search function
and settings are symbolically represented. (These are Apple
standard icons.)

World's forests can adapt to

climate change, study says

Live blog: Today's shows at
Paris fashion week

Wembley night to savour as
FL descends on London

The arrows at the right of the news title make it clear that
tapping the news story will take us to the actual article with
more information.

The menu at the bottom of the screen uses icons effectively,
making it clear what each one will lead to.
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If we move to a content page the wayfinding system is
even clearer:

il 02-UK

Back

Beijing shapes up for return
of compulsory exercises

The Chinese capital has reintroduced
its mandatory calisthenics programme
after a three-year absence

Here, red tells us we are in the ‘News’ section. Again, arrows show
the route back and the route forward. The different sized letters
in the footer show us that we can view the content with different
font sizes, and the star lets us mark the page as a favourite. The
star is a good choice for this icon because they are associated with
good things, such as rewarding good behaviour in children.

The use of icons and symbols on the menu is the perfect
example of where graphics can communicate, while contributing
to a wayfinding system.
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A wayfinding system

Whether on the homepage, a main topic or a specific article, there
is a clear signage system at work. It shows users where they've
been, where they are, and the options for where they can move

to next.

Symbols and icons communicate calls to action and tasks
quickly and efficiently, with the support of colour coding.

But don't forget that the content on the Guardian site is
as much a sign as anything else. The information is organised
sensibly and understandably so users will instinctively know
where to go for certain content types.

The content is supported by a wayfinding system that, while it
may well be dominated by colour, also uses icons effectively. And
this wayfinding is consistent on the website, the mobile site, and
even in the print edition.

The Guardian website succeeds by combining the value of all
these signs and pointers. Collectively, they form a clear and useful
method for users to find their way. The Guardian website has a lot
of content to navigate through, so having an effective wayfinding
system is vital.
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THE IMPORTANCE OF COLOUR

Colour is an important element in design. Each colour brings
with it psychological associations, cultural significance, and an
influence that can affect our mood.

In this section I'll focus on the messages and values that
colours can communicate subliminally through design. I won’t
be looking at colour theory, but will explain how there's more to
colour than just the shades we perceive.

To discover how colour communicates invisibly we need
to look beneath the surface. We'll start by looking at some
basic notions of what colour can bring and its importance as a
communication tool, both on the web and in our everyday lives.

Understanding the power of colour helps with design
decisions and choosing the most appropriate colours for the task
in hand. It's only when we appreciate the power and importance of
colour that we can discover how it enhances the user experience.

Colour and evolution

Throughout evolution, colour has become a part of our genetic
code. From the time the first humans began hunting and
gathering, the varied colours of our surroundings helped them
to survive. (For example, they quickly learned not to eat the
red poisonous berries.) These days colour is used to teach us
where to go and where to avoid, such as the red on road signs
communicating the no-go areas.

Humans crave stimulation. As we receive most input
visually, a lack of colour jars with our fundamental needs.
Our world is full of colour, and we have evolved to use it to
survive and communicate.
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Communicating through colour

Colour can communicate meaning in two ways: natural
associations and psychological associations.

Natural associations come from the associations we draw
between colours and our surroundings. Psychological associations,
however, are learned through life experiences and influence how
we react to colours on a personal level.

Some of these associations cross cultures, while others are
culture dependent. For example, the association between the
colour blue and the sea is probably about as universal as we can
get. But blue also has more specific meanings in different cultures,
which I will talk about later in this section.

Often these associations and reactions to colour happen
on a visceral level; we don’t consciously realise we are doing it.
But these associations are important from an invisible design
perspective, because colours can evoke certain emotions in us.
And it's those emotions that influence our opinions, buying
decisions and user experience.

Storytelling

Colour associations can vary between gender and age. They can
also be influenced by social and political ideologies. While single
colours tell stories (such as using red in stories of love and green
in environmental stories), colour combinations do the job

even better.

Here's a perfect example: think of a red, white and blue
combination. Those three colours combined are patriotism
personified, thanks to flags such as the Stars and the Stripes or the
Union flag, which represent a whole nation. Those flags embody
complete cultural, political and social systems.
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People make a
subconscious
judgment about a

person, environment,

or product within go
seconds of seeing it.
And between 62%
and 90% of that
assessment is based
on colour alone.
(Source: CCICOLOR
- Institute for Color
Research).

People connect colours to their everyday experiences. Colours add
narrative to any text they read, and can help guide them down

a specific path. Colour is just one variable in your story, but it's
perhaps the one that will grab their attention and help them form
immediate opinions about your product, service, or website.

Visual judgement

Despite my best efforts, I do judge a book by its cover. I also
form opinions of products, including websites, within seconds.
For branding and marketing, visual impressions are extremely
significant.

A study carried out by the Seoul International Color Expo
2004 showed that 92.6 percent of participants placed the most
importance on the way a product looks when buying things.
Another 5.6 percent said how it felt when they touched it was most
important. Hearing and smell each drew 0.9 percent.

[l visual/sight
[l rhysical/Touch
Hearing

Smell

With our eyes doing nearly all the work, colour clearly plays a
part in our decision making process when shopping for physical
products. Colour is just as significant online, if not more so,
because we don’t use the other senses on the web.

The art of communicating visual information is all about
getting and retaining your audience's attention. And what catches
the eye's attention in the first place? Colour.

8o

My favourite colour

I wanted to learn more about the power of colour as a
communication tool and what it means to people. So I used my
blog and Twitter to conduct some lo-fi research, asking what
people’s favourite colours were and why.

Here are some of the answers I received:

Orange: warm, associated with holidays and the sun
Red: warm, and the national colour of Wales

Purple: associated with wealth and gorgeous sunsets
Yellow: a happy colour

Black: simple and understandable

Blue: reminds me of the ocean and I love the ocean

These answers show how important a colour can be to someone
because of how it makes them feel. We're drawn to colours because
of the places, seasons, objects, nationalities and brands we
associate them with. Not to mention the emotions, behaviours and
moods they evoke in us.

With colours communicating such an array of messages,
there must be implications for design. Choosing colours is not a
decision to be made lightly.
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Uses of colour

Colour can help us to achieve a variety of design goals, both online
and in the real world. They can:

Improve memory

Influence buying decisions

Tell stories

Communicate cultural and political messages
Evoke emotions and influence moods

Bring static content to life

Attract attention

Indicate meaning

Group elements

Help with navigation

In the next chapter we’ll take a deeper look at how colour
influences us.
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THE COLOUR OF LIFE AND THE WEB

To discover how we can use colour online to affect moods,
influence buying decisions and improve navigation, let's look at
just what colour gives us.

Colour vs. Black and White

The differences between black and white and colour images seem
obvious at face value, but the different ways they communicate
aren't quite as clear. Why is colour so powerful? It's worth looking
at an example to emphasise the importance of colour and help
answer this question.

Here is a scene shown in black and white:

This image has its own charming qualities; indeed some images
can be more striking without colour. Black and white photos,

for example, hint at worlds gone by and conjure up feelings of
nostalgia. The photo above may be charming, but it doesn’t convey
the atmosphere or energy of the place it depicts.
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Here is the same scene shown in colour:

As you can see, colour adds atmosphere to the scene. It brings the
static content to life, and emphasises the bright lights of the neon
adverts, the shop signs, and even the movement at street level. We
get a sense of just how bright, frantic, overwhelming and urban the
place is — even if we don't know a thing about Times Square.

This doesn’t mean you should always choose colour over black
and white. There is a place for monochromatic design, such as Khoi
Vinh’s beautiful Subtraction website'.

800 Subtraction.com
[+ [ IS nttp:/ www subrraction.com/ ¢} (@ coogle )
oo

Subtraction P Version 7.1 Soarch via Gosgis

Knhol Vinh's Web Site e
Go

1 .
www.subtraction.com

12 percent of people
dream only in black
and white.
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However, I find it harder to communicate through black and
white because I can't connect a monochrome colour scheme to
many emotions and life experiences beyond the feeling of ‘retro’
Having missed the black and white television era I've always been
surrounded by colour. So I immediately associate black and white
with the past — a world I was never exposed to.

Colour brings things to life
Colour can affect every level of the user experience. It brings
things to life and gives a sense of dimension and depth. It also
creates a stronger connection between the user and what they see
on the screen, as they can more easily relate it to something in the
‘real’ world.

Scott McCloud touches on this in his excellent book,
Understanding Comics: The Invisible Art. McCloud teaches
us that:

“Another property of flat colours is their tendency to
emphasise the shape of objects, both animate and
inanimate, as any child who has ever colored-by-numbers
knows instinctively. These colours objectify their subjects.
We become more aware of the physical form of objects than
in black and white.”

While McCloud was talking specifically about comic book art,
his point can be applied across other communication platforms,
including the web.

Here's another benefit. Adverts, comics, websites, and other
visual media usually have a lot of content that can't be processed
all at once. Colour can give one area or specific piece of content
more prominence over another. It can help us group content,
and lead the user’s eyes to specific areas by adding an ‘invisible’
hierarchy of importance to the content.
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Colour aids memory

We've evolved to remember the colours of things that can help
us (such as edible fruit in trees) and harm us (such as wasps
and bees). It's an innate human ability to associate colours with
feelings, danger, cultures and the world around us. So it's no
surprise that we remember things better if they are in colour.

Studies have been conducted to test the theory that colour
improves memory. While I won't be discussing the research in
detail here, the conclusions are relevant.

A study in the Journal of Experimental Psychology: Learning,
Memory and Cognition, published by the American Psychological
Association (APA)', reports how the visual system exploits colour
information. Adding colour to a scene is like adding extra data that
helps the brain process and store images more efficiently than
those in black and white. And that in turn makes them easier
to recall.

With that in mind, here are two sequences of symbols, with
one sequence in black and white and the other in colour. In theory
you should remember the sequence of colour symbols more
readily than the black and white ones. (Don’t worry, I'm not going
to test you later.)

Here they are in black and white:

O Q>

! May 2002 issue of the Journal of Experimental Psychology: Learning, Memory and Cognition, published
by the American Psychological Association (APA)
"The Contributions of Color to Recognition Memory for Natural Scenes,", Vol 28. No.3., 5-May-2002
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And now with a splash of colour:

CHh Q> V¥

Just as Scott McCloud stated, adding colour brings these symbols
to life. It helps us relate them to our world, and improves our
ability to recall them in test situations.

Pink and red connote love, so a pink heart is easier to
remember than a black and white one. Similarly, we know red can
also represent danger, which is why the third symbol is easier to
recall than its black and white counterpart. We can link the red
version to signs we see regularly.

Green has come to communicate the process of moving
forward, such as green for go on traffic lights. So an arrow pointing
the way in a green colour lets us join the dots between the symbol,
the colour and a real life example. A black and white arrow
pointing in the same direction has fewer (if any) links to our world
so we can't digest it as easily, making it harder to recall later on.

Colour influences us
Colour influences our moods and our spending habits. Let's look
at how important colour is when trying to influence the latter.

Apple

Apple produces iMacs and iPods in a variety of colours. These
colours say a lot about the item's owner, and they influence our
decision on what product to buy.
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eneo Apple (United Kingdom) - The new iPod shufe with buttons, VoiceOver and piaylists
T3 htp www.apple.com/ukipadshuffie/ ¢ (@ Google

iPod shuffle oo Techspecs (D

The perfect mix.

The new, colourful, clip-and-go iPod shuffle. With buttons, VoiceOver and
playlists, it's the very best of iPod shuffle. Only £40.

The colours that iPods come in influence our decision over which
product to buy. I would never buy a pink iPod for myself because it
is stereotypically a girl’s colour. Blue and black, on the other hand,
are top of my list. For me, the fact such a choice even exists speaks
volumes. As consumers we can now buy a music player that best
reflects our own personalities.

This colour preference stretches beyond Apple products
though. I'd never buy a pink t-shirt, but I have plenty of blue, black
and grey ones. And it's not just because I prefer those colours. I'm
also influenced by what different colours communicate and how
they are linked to genders in particular. Call me stereotypical, but
these are associations many succumb to and it has weaved itself
into my subconscious.

Colour affects our mood

As we’ve already discussed, colour evokes emotions in us and
affects our moods. A simple shade can make us feel happy. This
is invisible communication, and while we may not enter a yellow
room and think "That colour is making me feel cheery”, it does
influence us subconsciously. And the colours we see online will
likely have a similar affect.
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Let’s now look at a real world example where colour is used to
influence our moods.

Hospitals and surgeries.

Doctor’s surgeries often have green or blue walls, as these tones
are said to help people relax. Blue helps the muscles to relax and
so the heart beats slower, thus inducing a sense of calm. It also
causes the brain to secrete tranquilising hormones. Green creates
an environment of emotional balance where the eyes relax and
concentration increases. In many cases the uniforms for surgeons
and nurses are also green for the same calming reasons.

It also happens at mental health units, where the walls are
often beige with a pink tint. Combined with mint green floors,
it creates a soothing, harmonious and calm area--important
in an environment where unpredictable behaviour can be
commonplace.

Hospitals and surgeries avoid using strong colours. Instead
they use neutral tones, which help create a sense of wellbeing.
Red in particular can make the heart beat faster (not advisable for
people with high blood pressure) and so they avoid it. Similarly
too much yellow is said to cause headaches, and studies have
shown that babies cry more in yellow-coloured rooms.

Bright and bold for the young

In stark contrast, schools and play areas favour strong and bold
colours as these are more appealing to children and create happy,
bright environments for them.

Research has shown children don’t like the colour green as
they associate it with vegetables. In his book Color Psychology
and Color Therapy, Faber Birren learnt that yellow is popular with
children but as we move into adulthood it shows less popularity.
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Birren found that:

“with maturity comes a greater liking for hues of shorter
wave length (blue, green, purple) than for hues of longer
wave length (red, orange, and yellow)”

Colours will influence our moods differently as we mature. We
also gain more life experience, and so have a greater range of
colour association.

Colour idioms

Another example of how we associate colours with moods
and emotions is in common sayings. I'm sure you've heard most
of these:

He was green with envy

I'm feeling blue

She saw red

They were green around the gills
We found him black and blue
The black sheep of the family

I caught her red-handed

We were tickled pink

She told a little white lie

We can use colours this way because we know the associations. For
example, ‘She saw red’ works because we have learnt that red can
represent anger and rage. Green is a colour that represents being
envious. (It even appears in the Skype emoticon for ‘envy’.)

In the next chapter we’ll take a closer look at the connotations
- the implied meanings - of various colours.
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CONNOTATIONS OF COLOUR

One thing that fascinates me is the connotations — the meanings —
we associate with colour.

It's worth looking beyond the literal and investigating the
hidden meanings of colours. Doing so can teach us valuable
lessons, and help us create websites that not only look the part,
but also target their audiences perfectly.

Connotation and denotation

The denotation of something is its literal meaning — the most
specific or direct meaning of a word, as opposed to its associated
meanings, or connotations. For colour, then, the denotation of red

is the literal shade of red.

Let’s look at this symbol:

The denotation here is a brown cross. It is a cross and it's brown.
But the connotation is that it’s a religious symbol or, more
specifically, the symbol of Christianity.

Connotation is the implied or suggested meaning. For red, the
connotation varies depending on the context, but the two most
common connotations for red are danger and love.
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Take this rose, for example

4‘ r _

The denotation here is a red rose with a green stem. The
connotation, however, is passion and love. A red rose is a symbol
of these emotions, and that's what it has come to represent.

Red has many connotations, including stop, danger, and
warnings. That's why it's commonly seen on road signs.

DAS

Is this a black circle?

Yes, if we look at it literally. The denotation here is the absence of
colour. It is simply a circle that is black.

The connotation, however, could be any number of things:
fear of the unknown, a black hole, the dark, a void, or even space
(a natural association often reinforced in media such as films,
particularly science fiction).
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Thinking of colours in relation to their connotations can help us

make the right decisions when choosing colour in website design.

Instead of choosing colours just because they looks good, we start
asking ourselves whether they tell the right story, or represent the
most appropriate mood.

I've already given some examples where colours can create a
particular mood, such as in hospitals. But now we’ll look at this
aspect of colour theory in more depth, and across a wider range
of colours.

The expert opinion

Wassily Kandinsky was one of the first pioneers of colour theory. A
renowned Russian painter and art theorist, he is often considered
the founder of abstract art. As an authoritative voice on colour,
Kandinsky believed colours could have both emotional and
physical effects on people. He thought that — alongside other
formal elements, such as line, shape, and form - colour is a
language that communicates to all.
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As part of his theory, Kandinsky associated the following colours
with certain qualities:

Deep, inner, peaceful, supernatural

Stillness, peace, hidden strength, passive

Harmony, silence, cleanliness

Grief, dark, unknown

Soundless, emotionless

Alive, restless, glowing, confident

Dull, hard, inhibited

Radiant, healthy, serious

Morbid, grief, sickness

The qualities Kandinsky describes aren't necessarily obvious
connections. But they do show us how colours can connote
emotions, temperatures, seasons, and moods, as well as make us
think of specific objects, places, and animals.

But here's a question: Do we immediately associate the
colours with the emotions when we see those colours in our world
and online?

Colours and their connotations
Let’s delve a little deeper and take a look at various colours and
how they can motivate us emotionally.



Red

Connotes: love, passion, desire, danger, war,
blood, strength, power

Red is an intense colour that raises blood pressure and
increases respiration rates. Its high visibility makes
it ideal for hazard and warning signs, as well as fire
protection equipment.

Red can stimulate people, and lends itself
nicely to ‘Buy it now’ or ‘Click here’ calls to action. It's
also common in eating establishments because it's an

appetite stimulant.

Yellow

Connotes: sunshine, happiness, energy,
cheerfulness, spontaneous

Yellow is a cheery colour that many people associate
with being happy. It stimulates mental activity, and
also has a warming effect. In its brightest form yellow
is an attention grabber, and objects in this colour
certainly stand out from the crowd (such as the iconic
New York taxicabs). It can be a very effective way to
highlight the most important elements of your design.
However, it also has connotations of spontaneity, so
its suitability may depend on the story you are trying
to tell.

It's also used with black for hazard signs, as it
stands out against black more than other colours do.

Yellow is a contradictory colour. It's often
associated with happiness, and yet using it too much
can have negative effects, such as inducing headaches.
Studies have shown that babies are more likely to
cry in yellow rooms. Yellow is also said to increase
metabolism and enhance concentration.




Blue

Connotes: cool, icy, sea, sky, trust, loyalty,
wisdom, heaven, truth, intelligence

Blue has a calming effect, and so is commonly used
in hospitals and surgeries. It also has connotations
of purity and cleanliness, and its obvious association
with the sea and sky make it an ideal choice for
promoting airlines and cruises.

But blue can be cold and unwelcoming,
depending on the tone. It also suppresses the appetite,
so avoid it if promoting or designing food-related
products and sites. And it's a stereotypically male
colour.

When combined with other colours, blue can
connote patriotic messages and political statements.
People recommend wearing blue to interviews as it
symbolises loyalty.




Purple

Connotes: royalty, luxury, wizardry, power,
nobility, ambition, mystery, magic

Fewer links exist between purple and the natural
world than the other colours, and so it is often
considered to be artificial. This may be why it is often
linked to fantasy and magic.

Purple can also be a more feminine colour
(depending on the shade), while brighter purple is
used for children’s products. (Let's face it: Barney the
Dinosaur is about as bright as they come.)




Black

Connotes: death, evil, mystery, power,
elegance, space, voids, grief, mourning

Black is associated with fear and the unknown. It
usually has a negative connotation, although it can

also connote strength and authority.
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Colours on the web

Let's take a look at some websites to see how they use colours to
tell their stories:

La Senza is an underwear store and as expected the website
is predominantly pink and black. Pink (along with red) has
connotations of love and romance. Combined with black this then

[ J
‘ N ? h 1 te adds a sexy feel to the site.

800 Women's Lingerie from the UK's Best Independent Lingerie Brand La Senza

(<[]~ J/7cm_mme=pPC-_-G. —and-_- & J(Q- cooge

Connotes: peace, elegance, innocence,
purity, clinical, sterile, icy, light, virginity, I —

SA|E

MANY ITEMS 1/2 PRICE
neutrality. White ‘goes with everything’. Doctors and

White is an innocent colour, linked to purity and

LINGERIE KNICKERS NIGHTWEAR GLAMOUR
»ariefs > »Babyd

nurses wear white to imply sterility.

It is also the most common colour for brides
to wear. Bridal white is associated with being virginal,
though red is usually the colour people associate
with love.

SIGN UP FOR THE
LATEST FROM La SENZA




105

A Practical Guide to Designing the Invisible ~ Connotations of colour

For seasons you can be sure that wintry websites will be blue and
white, colours that connote coldness, ice and freezing. Autumnal
websites will go for brown, red and orange to reflect the shades
of trees during this time. Spring themed sites will use green, blue
and yellow. Spring is all about growth. Green communicates
that value.

But what if you could change the colour of a website?
Would that also change the feeling it imparts, in line with the
connotations discussed previously? Well, the BBC homepage
allows users to change the colour, and the results are rather
insightful.

The Users Decide
We choose colours all the time when buying clothes, decorating
and designing. Now you can choose from 13 colours on the BBC

homepage, or even have them on rotation. Users rarely get to make

these decisions online.

Here is the BBC homepage. You can see the sections where
you can change the colour. (You can't have one section blue and
another one red. They all have to be the same colour.)

When these block colours change, the colour of the text links also
change to the user’s choice of page colour.

BBC - Homepage
[« [ J [ = http:/ jwww.bbc.co.uk/ ¢ J(Q- Google

BaE - News Spor Weater Piyer TV Redlo More + [ TS Q

= & Teachers' strike this
sday

Al s

Wimbledon: Day eight

’

Blue Peter's last
broadcast from London

v Weather Edit x v Tuesday 13:59 x
London Detailed foracast
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eno BBC - Homepage
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ASKIPTOTOP

Explore the BBC Customise this page

Add and remove your preferred topics Reset homepage

| CEE Sport Business & Money Food
Entertainment Weird & Wonderful Music B5C iPlayer

Science & Nature [] History. Comedy Radio
Clock

Choose a page colour

[ Editor's Pick. o s o Y ) s o Y s o s |

ag Complaints BBC Help About the BBC

BBC Trust Accessibility Help Contact Us
The BBC is not responsible for the Press Office reers. Terms of Use
content of external sites. Read more. Licence Fee Privacy & Cookies.

Everyone will have their own colour preferences. Personally I
would select from the first five or the last five colours, and ignore
the ones in between.

Choose a page colour

[ editor’s Pick  E— (i [ S E— ] E— y E— S— N E— E— R S— ) — N S—  E—

Why? Because to me the three middle colours connote feminine

qualities. Pink tones are seen today as stereotypically girl’s colours.

The fact I am more likely to choose the blue shades or brown and
black options is echoed in my choice of iPod colour, clothes and
general colour preference in everyday life. Why should it be any
different online?

People's choices could also be linked to how they perceive the

BBC brand. For some it may always be the traditional red they think

of, while for others it might be pink as per the BBC3 TV channel.

A simple colour change may seem insignificant. But it's
amazing how different the homepage can not only look but also
communicate and connote varying messages just by changing
the colour.

Let’s look at the BBC Homepage in six different colours and see

how each one makes the site feel.
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Red is the staple colour for the BBC. In this context it connotes
trust and tradition, (values commonly associated with the
corporation) rather than love and romance.

While the page does hint at romanticism it isn’t screaming
that message to us. For me the choice of red for the BBC homepage
is the safest of all the colour choices.

Green:

800 BBC - Homepage.
[« [ > J [ [=heep: o co.uk/ ¢ J(Q- bbe

News Sport Weather IPlayer TV Rado More -~ [Elaad Q

L Q Teachers' strike this
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SV

Wimbledon: Day eight

) Blue Peter’s last
.| brosdeast from London

The change in colour immediately shifts the tone of the site,
making it look more like a nature website.

It's natural, earthy, and friendly - all connotations of green
because most colour symbolism is linked to nature.

It also adopts a fresh feel and, more so than the other colours,
makes me feel calm and relaxed.
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L XeXo) BBC - Homepage
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Purple makes the site more futuristic than the previous two
colours, perhaps because there are few associations between
purple and the natural world.

It gives the site a more feminine touch and reminds me of
websites for cosmetic products, but also the sites of specific brands
such as Cadburys.

Black:

800 BBC - Homepage
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What could you teach your child in a day? i broadcast from London

Should parents help out? | Why workers are striking | Cameron wants strikes called off

Blue Peter’s last

This page tells a different story altogether. Using black instead of
the other brighter options makes it look more traditional and less
friendly.

It also seems more masculine, and instils a sense of nostalgia
in me. It also reminds me of a newspaper, which does fit the BBC’s
reputation of being a reliable news source.

For those reasons I struggle to feel comfortable with this
option. I can’t quite connect to it in the same way I can with the
other colour options.
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Fresh, summery, bright. These are the messages I'm getting from
this page. This is definitely one of the more eye-catching colours
out of the six selected. It is warm and inviting, and has a happy
vibe about it. It also feels quite energetic and youthful, though I
wouldn't normally use those adjectives to describe the BBC.

Blue:

eno BBC - Homepage
[« ] » | [l ==http:/ /www.bbe.co.uk/ ¢ ] (Qr bbe

BEE -
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’
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This is my favourite of all the colours. It feels fresh and relaxing,
and I find it easier on the eyes than some of the other options.

I feel at ease with blue in general, so it's bound to influence
my colour choice here. It hints at the ocean and blue skies, which
both make me feel more positive.

What this little experiment shows us is that each colour
hints at different qualities. They each tell a different story. The
content is the same on all these pages, but changing the colour has
changed the whole feel of the page.

Now let's look at how colour connotations can vary between
cultures.
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COLOUR IN CULTURES

Many of the colour connotations we’ve discussed so far have been
UK-centric and focused more on Western tradition. But some
meanings are culture dependant, and a given colour can send very
different messages in different places around the world.

As a designer you need to know your audience when choosing
colours, or you risk conveying an entirely different message from
the one you intended.

Worldwide differences

The most notable difference in colour connotations is between the
Eastern and Western cultures, although this boundary is starting
to blur. The differences can range from one colour representing
opposite values to more subtle variations.

How a culture perceives a particular colour will influence its
use as a communication tool. The branding on specific products
can provide the best insight into this area. Green, for example,
is seen on products targeted at Austrian or Turkish audiences.
However, green is an unpopular colour in Belgium and France,
and so wouldn’t be an effective way to influence people’s shopping
habits in those countries.

Here's another example. Orange is the national colour of the
Netherlands, and so often connotes patriotism there. In the UK,
however, orange is the brand colour for corporate giants such as
Orange and EasyJet.

This shows how the core message of one colour can vary
between locations (and often does).

One of the best examples of a location where colour choice
has a profound impact on the companies selling there is China.
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Spotlight on China

Product and web designers can fall into a trap if they overlook the
cultural differences between Western markets and China.

In China, red is a symbol of good luck and happiness. It's a
powerful colour for branding and consumerism in China because
of its positive effect on people’s moods — ideal for subliminally
influencing people to buy something.

Bright colours are used to great effect on food products in
China. But personal care items tend to be dominated by pastel and
diluted tones. In keeping with these values, General Mills changes
its packaging for the Chinese market, opting for brighter colours.
(For those not familiar with General Mills, its worldwide brands
include Betty Crocker, Old El Paso and Cheerios.)

Kleenex, the tissue manufacturer, use bright colours on its
US branding and packaging but favours pastel colours for the
Chinese market.

Neutral — welcome to all

If there's one colour that can cross cultural boundaries, it's white.
White is pure and clean. While it can have cultural relevance (such
as being the symbolic colour of weddings in the UK), it's also

used to appeal to the masses due to its inoffensive and

calm connotations.
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Official tourism websites often avoid using any strong signature
colours in favour of white. Maybe it's because white is peaceful,
neutral and inoffensive, and so will appeal to everyone.

800 Iceland travel guide, accommodation, iceland hotel, guesthouse, vacation, holiday / Visit Iceland
+ [ hup:/visiticeland.com/ ¢ | (@ visiticeland
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By Keyword
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o208,
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Road moro » - Road moro »
" ol

Inspired by Iceland on Facebook
Wik

Events and news

53,310 people like Inspired by lceland. 2462011 Stelnunn bérarinsdottir exhibits at Dag
Hammarskjold Plaza

The Icelandic Horse Festival Landsm6t

1 lcoland Recommended as Conference Destination

11 Grimsvétn Eruption is Over

11 lceland peaceful and secure

11 South lceland Emerges From the Ashes

AlEvents »

http://www.visiticeland.com/

With other colours anchored to certain messages, it would be
difficult to target different cultures with the same colour as they
would each read it in different ways. For that reason, white seems
to be a safe bet.

However, to better understand why white transcends cultures
let's look at colours in relation to their cultural significance.
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Colouring by cultures

In the next few pages I will look at several colours and give
examples of how they are interpreted in different countries around
the world. I'll also provide examples from the East and the West,
and show instances where they match.

China - good luck, marriage (it's worn by brides), celebration ("paint
the town red")

India - purity, danger, symbol for a soldier

South Africa - mourning

Russia - communism. (Red means beautiful in Russia. The Bolsheviks
used a red flag as their symbol when they overthrew the tsar in 1917,
and so red became a symbol of communism.)

UK - danger, passion, love, stop, Christmas

Perhaps the most universal use of red is signalling stop on traffic
lights. It's a colour that draws attention, highlights important
objects, and is commonly associated with danger, no entry and
stop — an association reaffirmed through road signs.

Red first became connected with stop signs in the 1830s when used for railroad
signalling. Then in 1954 the US Federal Highway Administration (FHA) published
The Manual on Uniform Traffic Control Devices (MUTCD). It was in this manual that

the stop sign was standardised as red with white type.

Red is also the most common colour in national flags.
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Japan - courage

Egypt and Burma — mourning

China - royalty

India - the symbol for a merchant or a farmer, Hindus wear yellow to
celebrate the festival of spring

UK - hope, hazards

Yellow is highly visible, and so is often used to warn of hazards
(especially when combined with black).

China - exorcism, cheating, disgrace

India - Islam

UK - spring, St Patrick’s Day, good luck (four leaf clover), national
colour of Ireland

USA - wealth

Spain - perverseness

North Africa - corruption

Perhaps the most universal association for green is nature. Trees
are the same colour around the world, and so everyone can make
the same these association.

Thailand — mourning, orchid, royalty

UK - magic, royalty, luxury

USA - The U.S. military decorates soldiers wounded or killed in battle
with a "Purple Heart"

Purple is hard to deconstruct because it has so few associations
to the natural world. (I can only think of beetroot.) Therefore its
symbolism is learned through cultural association. It is often cited
as being a plush colour with connotations of royalty, luxury and
wealth.

In the late 1960s, purple became a symbol of gay pride,
supported by the "Purple Power" catchphrase.
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UK - Conservatism

USA - Liberalism

Iran — mourning

Ancient Rome - public servants wore blue. Today police and other
public servants wear blue

Blue is very popular because of its association with the sea and
the sky — representations that are certainly more universal than
others. It is also most commonly linked to boys in the western
world.

Regarding its political significance: Blue in the UK is
associated with the Conservative Party while in the USA it's
associated with the Democratic Party. This clearly shows how one
colour can have a completely opposite meaning from one culture
to another. The fact such a dichotomy even exists shows how
much you need to think about colour choices in design.

Netherlands — Royalty

India - Hinduism

Northern Ireland - Protestantism
USA - cheap goods, Halloween

Orange is an appetite stimulant, so it's a useful colour for
restaurants. Like red, it increases oxygen supply to the brain and
stimulates mental activity. As it becomes brighter it also becomes
more energetic.

It also gives the sensation of heat due to its connotations of
fire and flames.

India - sorrow, unhappiness
UK - marriage, angels, peace
China, Korea, Vietnam, Japan - traditionally a colour of mourning

White is commonly linked to marriage, as it's the colour most
brides choose to wear. (This tradition dates back to Ancient
Greece.) It is also symbolic of peace, due to the white flags of
surrender.
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UK - mourning (funerals), intelligence (graduation robes)

China - black is for little boys

Thailand - unhappiness, bad luck

Kenya and Tanzania (tribes) — black is associated with rain clouds
and therefore symbolises prosperity and life

Black, while often perceived as a negative colour, can also have
connotations of sophistication, technology and gadgets.

It's also linked to elegance due to formal black tie events and
little black dresses. (It's even said to make people appear slimmer)

Information is Beautiful is a website by David McCandless that
‘visualizes information - facts, data, ideas, subjects, issues,
statistics, questions — all with the minimum of words.”

On his website David produced a stunning infographic that
shows what colours mean in different cultures.

Colours In Culture

Anger
Art/ Creativity
Authority

43
a4
a5
46
a7
48
49
50
51
52
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55
56
s7
58
58
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62
63
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65
86
67
68
]
70
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72
73
74
75
76
”
78
79
80
B1
82
B4

! http://www.informationisbeautiful.net/visualizations/colours-in-cultures/
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Politically correct colours

A by-product of culture, politics can be represented through colour
too. In the UK, each political party is associated with a specific
colour. Labour are red, Conservatives are blue, Liberal Democrats
are yellow and the Green Party are, well, green.

The political connotations of colours could be significant
(depending on your target audience), and knowing the political
conventions will help support your message rather than
contradict it.

For example, if you were designing a website for a left-leaning
think tank then you probably shouldn't use a lot of blue, as this is
associated with the Conservatives (the right wing).

Changes through time

The cultural significance of colours can change. Never assume that
what a colour represents now is the same as 10, 50 or 100 years
ago. Cultures evolve, and the cultural significance of colours can
also shift over time.

For example, white has traditionally been the colour of
mourning in China. But young Chinese brides are now wearing
white gowns to emulate the Western tradition. White was also the
colour of mourning in Japan many centuries ago, but it has since
changed to black.

Colour selection

You could spend days researching the meaning of every colour
throughout the world. The key is to focus your attention on the
audience you're targeting, and determine the significance of
colours to them in relation to their culture.

Some projects bring with them brand guidelines, and you may
well be tied into a certain colour or combination of colours. Even
then it is still worth conducting your own research to ensure the
colours you have been told to use support the brand, company, or
story you are designing for. Be informed, and your designs will
be relevant.
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CASE STUDY: CARSONIFIED.COM

So far we've established: I talked to Mike in some detail about the redesign process, and he
confirmed that from quite early on in the project he wanted to use

Why colour is important colour effectively to show Carsonified’s bright personality. But it

How it can communicate to us also had to communicate the organization’s serious side.

What it tells us And that was the challenge Mike faced - striking the right

How the messages it communicates can vary between cultures balance between designing a colourful website and keeping it

simple. The redesign process came up with a number of different

concepts. Many were rejected because they didn’t fit with the story

can be. that needed to be told. Some of the earlier designs were also too
While researching this book I got to speak with Mike Kus personal and more sketchbook - they didn’t have a strong message.

(one of my favourite designers) about the role colour played in

the redesign of the Carsonified website. What followed was a

fascinating insight into the power of colour, and why it is so Storytelling and colour

important in design.

Now let’s look at a real-life example of just how powerful colour

They decided to bring more colour into the design, and to use the
content itself to communicate the desired message. By working on
The brief storytelling and the use of colour, they turned designs that weren’t
hitting the mark into the final concept.
The new Carsonified site had to:
With this goal in mind, they created these options:
Express the company’s character
Communicate what they do on the homepage (Carsonified is an
events company)
Include links to the ‘Home’, ‘Events’, ‘Mission’, ‘Jobs’, ‘Contact’ and
‘Team’ pages
Communicate the specific message, “We are passionate about

ey
W i /M

aeativitywith ntegr

_ carsotiified

-Projects
- Mission

- Projects
- Mission
-Jobs

- Contact

-Events

- Contact

Carsonified is all about the
web and we're based in Bath,

UK. We bring the web community
together. We host events for weB
professionals. We produce
content to inspire and guide.

‘We experiment with web design
& development. We believe in
creativity with integrity and

we try and do things right.

what we do”

Carsonified also has a popular online blog for designers and
developers called ‘Think Vitamin’. This was being removed from
its own domain and included in the new Carsonified site. But still
had to retain its own identity.

The aim of the redesign was to express the feeling of
Carsonified, make a statement with the holding page and provoke
areaction in the audience.
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That last concept illustrates the problem Mike was trying to solve.
Wanting the site to be bright and bold, Mike opted for a multi-
colour approach. But the simplicity was lost, as the two don’t go
hand in hand. The multi-colour option does connote playfulness,
but it was too fussy.

-Projects

-Mission
-Jobs
- Events - Contact

At Carsonified we love the web.
We bring the web community
together by hosting events for
weh nrofessionals. We produce

- Projects
-Blog - Mission
-Team -Jobs
-Events - Contact

As you can see, the designs became bolder and the use of colour
more important. But these are still a long way from what the
finished site looks like. The use of pink, red, the word ‘love’ and
the heart shapes all reinforce the notion of passion. But while
Mike had the story nailed, he felt he needed to inject Carsonified’s
personality into the design.

That personality came in the form of illustrations. Mike
added them to one of the concepts centred around passion, and
produced two options for the homepage:
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As the design was refined the use of colour was honed, which led
to an unlikely source of inspiration.

THE GAP THE GAP

SALE SALE

60% 50%

Mike explained how he saw these for sale posters in the window of
a Gap store and was immediately hit by how simple they were.

“The posters were brash and in your face and you wouldn’t
necessarily associate this style with beautiful design. But I
realised how powerful bold simplicity could be when used in
a creative way.”

This triggered another inspiration. The United Colours of Benetton
advertising campaigns relied heavily on colour, but in the form of
simple, flat colours. According to Mike, “You need to think outside
the box when designing for the web as you are more likely to come
up with something original and apt.”

With these posters firmly in mind, they tackled the redesign
with a new approach: include bold colour in a simple way, and
keep the colours used on each page to a minimum.

This concept evolved to become one colour per page. Within
hours the final iteration was completed and Mike knew it was the
one that would go live. He continued producing illustrations to tell
the story in combination with the copy and the colours.
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The homepage

When we chatted about the homepage it was interesting to hear
how Mike consciously chose black to make it different from every
other page.

Here’s the homepage how it looked when the site was launched:

eoo home jpg 13001085 pixels

“carsoriified [

creativity withintegrity

We're hugely
passionate about
the web.

1t's in our blood. We believe it's
our duty to bring the web
co oge!

er to learn,
com connect. We produce
‘world class web events to make

is happen.

P e e
) FUTURE OF WEB DESIGN P~ .
{7 e “TWITTER |
- DEVELOPER
CONFERENCE

Contact:
19¢ Charles Street, T: +44 1225 324 980
Bath BA1 1HX. E: hello@carsonified.com
United Kingdom

nparmeipit, (V)

Black and white can have negative connotations. But Mike’s goal
was to make a statement, and so he chose to make the homepage
“an anti-page” in the sense that every page would feature a bold
colour except the homepage. If users landed on the homepage they
would see a black and white site, but as they moved further into
the content the colours would reveal themselves page by page.
(The white was also an off-white colour, to give it a retro feel.)
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And here is the most recent version as of June 2011:

eno Carsonified

« |+ Chup: cl(a
&)

“carsotiified e Ton s e

creativity withintegrity

ONLINE VIDEO
TUTORIALS FOR
WEB DESIGNERS

& DEVELOPERS

THINK VITAMIN
MEMBERSHIP

inspiring and connecting Web Designers and
Developers is our passion.

Address: Contact:

19¢ Charles Street, T: +44 1225 324 980
E: hello@carsonified.com

In partershipwith (I W)

The lack of colour here does indeed jar with the other pages, but
that was the whole point. When users landed on the homepage
it was meant to provoke a reaction (good or bad), which would
hopefully lure people in to explore the rest of the site and reveal
the colour and story beyond.

Showing the way
A conscious decision had clearly been made about what colour
each page would be, and I wanted to know if the selection was

random or influenced by the meanings that colours communicate.

I was pleased to hear the colour choices were not random, but
purposefully used as a way finding technique. As Mike explained:

“The top level navigation is bright, and no two pages have
the same colour. Then, as we move to the team pages the
colours become less bright and more dull, but also more
personal.”
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Top-level navigation: Secondary Navigation:
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i

The clever use of single-colour pages leads the user through the
site. There is no colour merging between content, and users will
instinctively know where they are by the page colour alone.
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Matching content to colour

A fundamental part of choosing the right colours was to look
at the content of each page. As you can see, the colours chosen
support the copy and echo the story on each page.

8006 Carsonified » values.

Q- carsonified

We're passionate about the Web

We believe the web is the most amazing innovation to
occur in recent history and that it's going to change the
world and make it better. We're honored and excited to be
a part of this amazing industry.

We love serving our customers

We think it's an honor and ajoy to serve our amazing
customers. We go out of our way to deliver insanely over-
the-top customer service, spending extra time and effort
to really make them smile.

Through our apps, email, design and conversations, we
want to add a bit of delight to all our customer's day.

We care about making our products
accessible to everyone

We believe everyone has the right to use the web so we
strive to make all our sites and communication accessible

to those with or without disabilities, on as many devices as
possible.
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We produce events that bring
the web community together
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‘We run world-wide events for web professionals.

Our goal s to inspire a

into a reality. No matter if you're a developer,
designer o entrepreneur, we have an event for you.
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Official Twitter Developers
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pivcionien
® ONLINE
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Think Vitamin Online
Conferences are focused
online tutorials that get
straight to the detail so you
can learn about the topics
‘youneed to know.

Similarly, Mike chose blue for the ‘Events’ page because ‘it is
centred around the notion that we live and breathe what we do. I
chose blue because of its associations with air and breathing.’ This

page is no longer live on the current Carsonified site.

The 'Values’ page does this by using the colour red. The content

is all about Carsonified believing in what they do and having a
passion for their work. And no colour connotes these values better
than red.
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806 Carsonified » Jobs
*€ http:/ jcarsonified .com/jobs/ 53 ¢ | (Q- carsonified

reativity with integrity

\carsoﬂiﬁed Home Values Team [RGINN Contact

Sorry o vacancies

i ie moment Working at The Benefits
Carsonified The four day week
P —— I¥'s not a typo :) The whole office is

= 5 closed on Fridays, so every weekend is
beautiful Bath, England. We're in love with A ot

the web and its community. We run events s Sy

and workshops for web professionals and
we experiment with web design and
development. We encourage creativity from

e Your very own iPhone

You'll also enjoy your 23” Cinema
Display, Mac Book Pro and Aeron
G /RN T

We often have positions available at _ ron.
The ‘Jobs’ page is all about the team expanding and growing.
This is communicated through the colour green because of its
associations with nature. The word ‘grow’ dominates the top of
the page, along with an image of a tree. These three elements all
emphasise the notion of growth and new beginnings — the perfect
message for a jobs page.

People often take colour for granted when it’s used correctly.
And that’s the beauty of colour — peopledon’t think about it unless
we break a convention that makes them notice.

Here’s Mike’s perspective on it:
“If you challenge peoples preconceived notion of colour it

makes them talk. We believe the jobs page wouldn’t have
worked on dull grey.”
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The original version of the contacts page featured a dull, muted
colour. A user noticed this, and contacted Mike to say it was out of
place with the other top-level navigation pages. As a direct result,
Mike changed the page to its current orange shade.

Team Pages

On generic pages and pages about the company, a single colour was
used to communicate the desired message. Selecting a colour for
the team pages was more difficult because each person couldn’t be
defined or represented by one colour alone. According to Mike, the
colour choices in this section were made more with a sense of fun.
The final design definitely offers a solution to the problem
presented in the brief. In particular, using one colour per page
allowed the site to be bright and full of the Carsonified personality,
but also simple — something the earlier designs failed to achieve.

Knowledge is colour

I was impressed by Mike’s knowledge of colour and how important
it was in his designs. It was never a secondary thought or a passing
idea - it was a fundamental part of his design process.

I asked Mike what his best colour tip for other people would
be. His response? “Keep it simple.”

The Carsonified website couldn’t use any fewer colours - it’s
as simple as it could be. Yes, colour does dominate and is a major
reason the site works so well. But it uses only one simple, solid
colour per page. Mike summed it up perfectly:

“The simpler you keep colour, the more you can say to
everybody. You don’t want to have to get users to work things
out if they are only on your site for a few seconds. I believe
colour has helped me create a design for Carsonified that
people will remember in just those few seconds of seeing it.”
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THE INVISIBLE SIDE OF LANGUAGE

How can language be invisible?

When we talk to someone in person, our words are supported by
body language, tone of voice, pitch, volume, accent, expression
and cues - all forms of invisible communication. By using these
invisible cues, we can convey emotions and moods such as
sarcasm and anger without having to say we are being sarcastic or
feel angry.

When writing for the web, we can still communicate invisibly
through the tone of our writing voice, the look of our words, and
the overall design of our website.

134

Why written language is an important part of your
invisible communication toolbox

While the written word is obviously valuable because it’s the most
literal way to tell your story, it’s also important because:

Ll

. The words that you choose can communicate the personality of
your company/brand

If you want your company to come across as approachable, fun and
passionate, your language needs to express those values.

© 0 0 Bluegg | Creative and Digital Design Agency in Newport, Cardif 181 ding, Website Design, C oS, e Email Marketing

‘@ &3 ¢ (- dluegg )‘
v m
Some common definitions of language™ A o o e o |
1. A body of words and the systems for their use common to a people who are Mr Creemy i
. . . becomes Subzero I
of the same community or nation, the same geographical area, or the same — I
\ward winning rebrand and packaging |
Cultural tradition. for legendary Welsh ice cream makers E
:
2.Communication by voice in the distinctively human manner, using arbitrary , o ) E
. : . K i Hello, we're Bluegg. Beautiful brands, intelligent websites and lovely |
sounds in conventional ways with conventional meanings; speech. coffee. All bursting with personality. That's (¢ ;
3. Any system of formalized symbols, signs, sounds, gestures, or the like used
9 5 9 q v
or conceived as a means of communicating thought, emotion, etc.
How language communicates invisibly depends on the words we
choose and how we use them. We can’t convey pitch or volume
when we write, but our writing can still convey tone of voice, pace
and mood. At Bluegg where I am Studio Manager, we often get comments

relating to how we accurately market ourselves through our
website as we use language that expresses our personality, such as:

 Hello, we're Bluegg. Beautiful brands, intelligent websites and
lovely coffee. All bursting with personality. That's us

» Come see us, the kettle’s on and the Wii is loading

« Still use a fax? Really? Fair enough

! http://dictionary.reference.com/browse/language
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Humans use around
370 million words in
an average lifetime.
(Source: BBC Focus
Magazine, October
2009)

2.

As you can see, the language is chatty and friendly. But it also
communicates that Bluegg are passionate and approachable,
reinforcing the branding and visuals on the studio website.

Certain words and phrases are more effective for engaging
your audience

For example, the most effective headlines for engaging readers
often start with phrases such as ‘How can you..., ‘The secret of...
and ‘Your guide to....

Asking questions is a good way to draw people in. Yahoo does
it on its homepage with news items and feature articles:

‘Dying hair grey is becoming a hot new trend among celebs - but
how well do they pull off the “granny’ look”?’

‘Plan a trip to these European locations that inspired some of the
most iconic film scenes. Where are they?’

See no evil, hear no evil

With written language, the reader has to make assumptions about
the context and tone of voice the words are implying. This is

why you must carefully consider your copy, as readers can easily
misinterpret what you've written.

This problem is made worse by the fact that readers expect
web copy to be concise and to the point, which means every
word counts.

When we write for the web we need to keep in mind user
behaviour; users tend to scan pages rather than read them in
detail. We have to adapt how we communicate on the web and that
includes our use of language.

When writing for the web our copy should be concise,
objective and an aid for users rather than a distraction. Using
invisible communication methods to augment our copy will help
us say more with less.
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Supporting the words

Using other forms of invisible communication (e.g. symbols,
colour, typeface, branding and imagery) can support the written
copy and help you tell your story.

For example, a dating website would likely have specific words
in its copy that helps to tell the story of the site: ‘companion’,
‘relationship’, ‘match’, ‘love’, ‘partner’, ‘search’ and so forth. The
copy could be supported by images of happy couples and the
colour red, which represents passion, love and romance.

Targeting the words

In real life, we talk to with all sorts of people, both verbally and
in writing. How we communicate varies from person to person,
depending on the relationships we have with them. An email I
write to a friend will be far more informal and chatty than one I
write to a client.

To communicate effectively you need to appreciate and
understand the relationship between you and your audience, so
you can you make informed decisions about the written language
you will use.



137 A Practical Guide to Designing the Invisible ~ How the words look 138

@ How THE WORDS LOOK
When we communicate in person, our body language, facial In most cases, serif fonts tend to look more formal than sans-serif
expressions and gestures all reveal our true thoughts and fonts. So if your website is aimed at professional corporate bodies,
feelings. We can provide similar cues when we write through our a serif font may help convey your message.

handwriting and typefaces.

Online, the way your words look - the typeface, essentially -
will communicate invisibly to your audience, as people associate Typeface Tales
different typefaces with different sets of values.

As well as the sans-serif and serif categories, it is also worth For more on different
looking at specific typefaces to better understand how they can typefaces and their

Serif versus Sans-serif icate invisibly and reinf ifi fval stories see chapter 16
communicate invisibly and reinforce specific sets of values. The Periodic Table of

Comic Sans, for example, is often bemoaned for being a Typefaces.

A serif typeface is one that has ‘serifs’ — smaller lines used to finish hideous font. But it serves a purpose: the way it looks hints at an

off the main stroke of a letter. Examples of serif typefaces include informal, friendly and fun set of values. With that in mind, it’s no

Times New Roman, Georgia and Garamond. Here is the letter ‘m’ wonder typefaces like Comic Sans find themselves on so many

with serifs: items aimed at children.

Because so many businesses use Comic Sans on products
aimed at young audiences, the values associated with that typeface
become reinforced, and it will keep being used in that context.

Here is one example:
A sans-serif typeface is one without any serifs. Examples of sans-
serif typefaces include Arial, Helvetica and Tahoma: ano Wekame o 2o’ Pacs

[ 4] ) [.]® o/ rwww.zoes-place.org.uk/

EEE3 ¢ |(Q- z0e's place

s Place Babyqo\spice

LIVERPOOL - MIDDLESBROUGH - COVENTRY

Welcome to Zoé's Place Baby Hospice
et Find a Hospice

precious no matter how long It asts,

Tip from UX Booth' : S

are the only "baby specifc” Hospices in the
UK.

ilvNoa

home from home for babies.
Wwho have lfe limiting or terminal linesses,
special and complex needs to varying

1004¥3AN

“Whereas an ornate font may make you stand out, if your users are unable to
read your content, there is no point having it. A good sans serif, like Helvetica, Tl rvwaere

2085 Plce ofer pallative respfe and trmina carefor

Each Zoé's Place can accommodate up
here

el Tacitics o the

babies/infants aged from birth to five years old. We

is easy on the eyes and won’t make your readers strain to decipher your o L, e

Zo8's Place Is a registered Charity and receives littie Government funding, we therefore rely

information. Unique fonts work well in banners or graphics, but the actual Rl e s o e
content should be simple and not tiny”.” Cwikker facebook

Registered Charity No. 1092545

HONOYESIIAAIN

AYINIAOD

! UX Booth is a user experience and usability blog
? http://www.uxbooth.com/blog/11-quick-tips-for-more-usable-content/
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Similarly, we often see historical texts and periods represented
by an Olde English or calligraphic typeface. (Films and books in
particular reinforce this representation.)

800
[« ] » J [4] hetp:/ jwwow.tantrisant et/

If a website was being designed for a medieval banqueting event
company, a calligraphy-style typeface would be suitable. It
communicates quickly to the audience by using knowledge and
expectations they already have.

Context is key

To decide what typeface would be most suitable for your story,
you have to know your audience. The words themselves are key,
of course, but knowing certain groups of typefaces communicate
certain values will help improve the user experience you are
creating.

Part of this decision-making process comes down to genre
and context. Let’s look at some examples from the web.

[-Yo) Home | Number10.gov.uk

1O

YY) News Transparency Meetthe PM History and Tour Number 10TV

Here the designer has opted for a serif typeface for the headings.
That’s a suitable choice for an official government website, as it
would want to be seen as intelligent, professional and formal. The
site may come across as being stuffy, but would you have any faith
or trust in your government if its site were set in Comic Sans?
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Let’s look at a site aimed at a completely different audience to the
Downing Street site:

8n0o '8BC - CBeebies - Home

This is the website for the BBC’s CBeebies, a television channel
produced by the BBC for children aged 6 years and under.

As you can see, the typeface is bubbly and rounded. It comes
across as fun and informal: a good choice for a website aimed
at children who want to learn and have fun. If this website
were in Times New Roman or a similar serif typeface, it would
immediately conflict with the character of the site and the
target audience.

This isn’t to say that sans-serif typefaces can’t look
sophisticated. This website for London tourism adopts a sans-serif
typeface, but thanks to the colours and design it still manages to
look trustworthy, reliable and appealing.

Visit London - Official Cty Guide & London Hotels

e _ 1 - oA
[Lonpen @ ramas 4 sware | [ Fooss o0 prows | veos facebook | Ewikker ¥ |

Start at the top

I think website headers act in the same way as newspaper
mastheads. They can represent the values and tone of the
content that follows, largely due to what the header’s
typeface communicates.
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By communicating the right values in the header through the
typeface, it sets up the user experience that follows.

Here are a few examples:

eno Oscars.org | Academy of Motion Picture Arts and Sciences

(<[] (2]e ¢ J(a coogle
m &

'TURE ARTS AND SCIENCES

Events & Exhibitions

The Academy of Motion Picture Arts and Sciences has adopted a
serif typeface with gold, black and white colours. These elements
combine to communicate sophistication, professionalism,
intelligence and formality - all perfect connotations for such a
prestigious organisation.

eno HARIBO: Home of the Goldbear, Starmix, Sour Strawbs, Funny-Mix, Cola Twist, Fruity-Frutti, and a lot more!

WARIBO)

KIDS AND GROWN-UPS LOVE IT SO, THE HAPPY WORLD OF HARIBO

prOMOTIONS

Haribo is a sweets manufacturer. Its homepage header is brighter,
and the sans-serif typeface connotes fun, informality, and being
childlike and approachable - values that sit perfectly with its
products and the target audience.

800 Welcome to the official website of the British Monarchy

(<[> ][£] ¢ )@ cosale
m i#

25, The official website of

The official website for The British Monarchy is one example

of where a serif typeface is a must. The typeface and colours
communicate sophistication, luxury, formalness, wealth and
(perhaps less obviously) freshness. (The latter is thanks largely to
the connotations of the colours blue and white.)
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eno Home of Coca-Cola UK : Diet Coke : Coke Zero - Coca-Cola G8 - Coca-Cola GB
[ L > ] (T huapi oo coca-cola-co.ukr ¢ Q- Google )
m =

Y 2 ,3. z,? =) | 2 Change A P
Cctlbolys, @,’;4’9\_ -, { f—

Y 1)
[P Grands | Health | Environment | Community | Olympic Games | FAQs | AboutUs | Press Centre

The Coke header is bright, rounded and fun. The typeface for the
navigation is approachable, clear and simple. It immediately
communicates a message about the brand, and sets the tone for the
rest of the content.

These examples all show typefaces we would expect to see.
If the British Monarchy were presented in a less formal typeface,
you can clearly see how it would invisibly communicate the wrong
messages: In Comic Sans, the header looks inappropriate.

eno Welcome to the official website of the British Monarchy

[ ]> ] (8 hutpy rowroval gov.uk/ & (@ Google )

i, The official website of

h Monarchy

Following the rules

Whether copy is bolded, italicised, underlined or a different size
also communicates to your users. They may make assumptions
based on common practices, such as underlined words being links
or bolded words being headings. Make sure you make it clear what
the rules are within your site, and be consistent.

Making the right decision

If the typeface you choose doesn’t sit with your company’s values
and brand, or if it conflicts with other design elements, the
messages your site communicates will be inconsistent. And it will
have a negative impact on the user experience.

Choose typefaces carefully, and remember they also have
to be legible. This isn’t to say the importance shifts from the
actual words to their aesthetics — what you say is still crucial. But
consider how the words look, as they will help you tell your story
on a subconscious and invisible level.
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@ THE PERIODIC TABLE OF TYPEFACES

The typeface you select can really add another layer of
communication to your design.A great visual reference tool
for selecting an appropriate typeface is the Periodic Table

of Typefaces.'

‘Sans-serit 1
Grotesaue
Helvetica Futura
MaxMiodog 1057 pauterer 1027
e
e ——
Aot 4 Family Rank* oot
and/or Class
Univers AlcidenzGrotesk Sym bo I Gill Sans Optima Frutiger Syntax Avant Garde
s preger 1054 ) | Erers e o ercan 1500 J | vomamnzapt 1054 J | scrion prnger Hans Ecuard oo 1968 HooLubsin 1088
—
= —————y
e | P Typeface Fumanit Foma 65
Bg Fg Designer(s) ~Year Designed My FO
Bell Gothic Franklin Gothic Myriad Formata Prokyon Antigue Olive Eurostile
Crauscey . ain 1538 ) mors . porton 1002 i | ey | BT | I rogerxcoton 1962 ) L mcorovamse 1062
Somse 31 ) | ERIC | et o | B G & 12) |G oo e Sonne 60
Interstate Thesis Rotis l imes Trinité Garamond Caslon Minion Lucida Fleischmann Dax Today Sans Info Gotham Walbaum
Toias Frae-vones 1983 onAcher o | T | Giasce Garamora 150 | L wam cason 1725 | L povensummacn 1000 | | Kieviamns ™ voss | Lemonsraser 1007 || vansnocnr 1095 ) | vonorkamer 1000 ) | enkcsponermams 1986 ) { rovsprom-sones 2000 ) | wais waaum 1000
B —
,—
Sarsrt R R T | P | "] | Gt e Y | ey Gorae 96
Letter Gothic Scala Base Arnhem Lexicon Scoteh Roman Sabon Bembo Jenson Giriffo Classico | | Garamond Classico Cheltenham Amplitude Bell Centennial Neutraface
RogecFobwrson 1950 warsamacor 1001 | | zanaveio  voms | Lemasosos 1000 |l oameoom s0m2 f Lo ramor 100 | Lummmencnon 1004 | | rranconco cito 1108 | L rovortsimosen 1085 | | rrnnorn I | G 1003 | | Ponrkat™™ 1s06 | | omsian sorvars 2000 J | it caror 1078 ) covitan sz 2002
s | oot St 93 R Y | PR | EORNEY | FORE) | FO ) | P L) | s fons 94
News Gothic Quadraat Clarendon Rockwell Ionic No. 5 Swift Joanna Aldine Kis Palatino Cooper Black Spectrum Proforma coprerpLATE GoTHic]
Morrs Fuler Benton 1908 Froasmojers 1992 | L Beniaminrox 1845 | L Frank . perpont 1034 )| crauncey . artin 1025 | | Gearsunger 1987 | L vic ] | R | O 1690 || Lrormamzaot 1950 | | oswaid . ooper 1920 | Luanvankeimpen 1943 | L petrvanioksnd 1988 | | Frocic w. couty 1001
st 45 [ e ] | - 31 | Y] | Tl | B Biackietter T | ) | ) | T | =
Ci| P[0 Bl Eg|Co|M C 15 Sf || Uf | Mal Bf
Chicago Peignor Dakland Blur Egyptian Courier Memphis Caecilia siitenbery B-42 | | Sevceouch Fracewe [§  Unger Fraktur Manusceipt-otisch | | Breittopf Frateur || Fette Fraftur
am.Cansancro 1097 ) | zaanaviewo 1008 J | moviosroay 1022 J L ancrs corar 1967 | Howarekorsor 1955 | [ et wes 1920 | | potor . ootz 1990 | | sorannes Gustonberg Ti50 | | Hars schnsparger 514 | | donannr unger 1799 | | worganghopyt 1514 | | doram 61 smitkopt 1790 | f donann c.Baver 1050
Sciot 51) s 69 ) [ 70) === 77) [ 81 ) [z 83 ) [ 95) s 08
Z M: S| Re|| B |[an| B
A ﬂ /% c|[CHE 0
Miatral Hands Suell§ & i p ancial Beopily
Homarn Fapt FogaExcotn 165 1501 J { vt canee 1000 J L pobetcanion 1052 J L mermsigon 1007 J | viortaomer 1623 ) | peorser 1000

! http://www.behance.net/gallery/Periodic-Table-of-Typefaces/193759
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What is the Periodic Table of Typefaces?

Created by Camdon Wilde of Squidspot.com, the table brings
together the 100 most popular typefaces and categorises them in a
similar way to the periodic table of elements used in chemistry.

The table groups typefaces into families and classes, such as
sans-serif, serif, script and glyphic. Each cell lists a typeface, a one
or two-character symbol, the designer, the year it was designed,
and its ranking out of 100.

Here are the sites used to determine the rankings:

The 100 Best Fonts Of All Time — www.100besteschriften.de/

Paul Shaws Top 100 Types survey — www.tdc.org/reviews/typelist.html

21 Most Used Fonts By Professional Designers — www.instantshift.
com/2008/10/05/21-most-used-fonts-by-professional-designers/

Top 7 Fonts Used By Professionals In Graphic Design — justcreativedesign.
com/2008/09/23/top-7-fonts-used-by-professionals-in-graphic-design-2/

30 Fonts That ALL Designers Must Know & Should Own - justcreativedesign.
com/2008/03/02/30-best-font-downloads-for-designers/

Typefaces no one gets fired for using - www.cameronmoll.com/
archives/oo1168.html

A quick glance at the table clearly shows there are differences in
how different typefaces communicate. Some are traditional, while
others are more informal.

Alluding to time gone by

Typefaces such as Manuscript-Gotish and Unger Fraktur hint at
times gone by, as they are derived from the calligraphy we see on
ancient scrolls and manuscripts.
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Blackietter 39 | f(eucceter 56 | [faiceter 59 | f(ecketer 67 | ek 82 | f(eacketer 85 | [siciener 86

Of || Uf | M| Bf | ST |Ws| WD

Sebeebuch Frateur Unger Sraktur Manusceipt-Sotisch | | Breitfopf Frateur || Fette Fraftur : Weiss

Hans schonsporger 1514 | | sonam E unger 1705 | |l worgangropyt 1514 | | sonam 6. Bitkopr 1705 | | sonann c. Baver 1850 | | musorr koen 1025 | | Emi rusorweiss 1905

Formal and traditional

Other typefaces are more formal and traditional, such as the
examples below.

Serif, Seif Serif Serif Serif Serif

‘Sans-gerif 30 Realist 7 Realist 1 7 Realist 19 Garalde 6 Garalde 1 0
Rotis Times Trinité Baskerville Garamond Caslon

Otl Acher 1988 Stanley Morison 184 1982 1754 1530 Wilam Caslon 1725

These typefaces are often used in broadsheet newspapers and their
corresponding websites. They hint at sophisticated, high-brow and
professional content.

Informal and modern

Many sans-serif typefaces feel more informal and modern. They
are clean, less ‘fussy’, and approachable.

Humanist Humanist Humanist Humanist Humanist Geometric:

Gs| O|Fr| S [Me||Ag

Gill Sans Optima Frutiger Syntax Meta Avant Garde

‘Sans-serif 8 [ sans-sert g | sans-sert 14 | [ sers-seit 18 [Suns-eeﬂl 20 | [ sers-sent 22

EricGil 1830 J | Hemnann zaof 1954 J | Adran Frutiger 1977 J ) Hans Ecuard Meier 1958 JJ | Eck Spiekermann 1991 J { Herb Lubalin 1968

These typefaces would complement a friendly tone of voice, and
hint at something more casual.
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Context specific

Other typefaces are so strong in their visual appearance they
would only work in a limited number of contexts.

‘Sans-serif
Dt

OCR

American Type:
Founders

Oc

1985

Script 69

Mistaal

RogerExcoffon 1953

Serit 76

Garalde

Cb

Cooper Black

Oswald B. Cooper 1920

Sans-serit 92

Display

Oa

Dakland

Zuzana Licko 1985

Thanks to its rounded edges, Cooper Black connotes values of
playfulness and child-like qualities. It would work well on a
website aimed at youngsters, but would be completely out of place

on a news or other ‘serious’ website.

Oakland, Mistral and OCR have such specific looks they would
be detrimental to most design contexts on the web.

As we discussed earlier, while the words we use are crucial,
how they look can also communicate to audiences. A particular
typeface may work well in some contexts, but in others it may well
communicate values that contradict the subject matter or even the

words themselves.

Next we'll look at tone of voice, which is also more about how

we communicate than what we are saying.
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@ TONE OF VOICE

When writing for the web, tone of voice is an important tool
you can use to communicate beyond the actual words used.
But getting the tone of voice right can be challenging, even for
experienced writers.

What is tone of voice?

Tone of voice isn’t what'’s said but rather how it’s said. When
we speak to people, we can use the tone of our voice to express
emotions such as happiness, seriousness, sarcasm and anger.
We can use the tone of voice in our writing to express those
same emotions.

Studies by Albert Mehrabian show that when we converse with others in person,
only 7% of what we communicate is through our words. The other 93% is made
up by our body language (55%) and our tone of voice (38%)

Why is tone of voice important?

The right tone of voice will draw users in, connect with them, and
give them a better user experience. It can also create an identity
that sets you apart from everyone else.

But choosing the wrong tone of voice can create conflicting
impressions of your business. You wouldn’t want to create an
informal and visually friendly website and then use a formal and
corporate tone of voice.

While your tone of voice should be consistent, it can vary slightly depending on
the context. For example, your blog may be more chatty and informal than the
copy on your main website. But you still need to make it clear that both platforms
are from the same organisation.
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How you ‘speak’ to your audience will affect their overall user
experience. If your tone of voice is friendly and personable they
may feel more comfortable using your site.

Picking the right tone
When writing for the web, the tone of voice you adopt depends on:

Your product/service
The personality you're trying to convey
Your audience

The decisions you need to make about your tone of voice include:

How formal/informal will it be?
How much jargon will you include?
How friendly or amusing will it be?

Before you can make any decisions about the most suitable tone
of voice, you need to understand those three points. What is your
story, who is it for and how should you tell it?

For example, the tone of voice used on the website of The Sun
(a UK tabloid newspaper) is significantly different to that used
on the website of The Times (a UK broadsheet newspaper), even
though both websites are owned by the same parent company.

Why? Because they have different target audiences, values and
positions within the news market.

The Sun’s website has an informal, chatty and less
sophisticated tone of voice than The Times’ website, where the
tone of voice is more formal and professional. But this is to be
expected, as these newspaper websites are mirroring the tone of
voice used in the print editions.

One thing to remember: whatever tone of voice you choose,
you still need clear and accurate content, usability and SEO.
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If a company has brand ' You need to make sure your copy still does its job, whether it’s
guidelines to follow
they should outline the

The tone of voice here is friendly and informal. Sentences such
providing information or getting users to register.

tone of voice used for When writing for the web you should be concise and accurate
the website, including S possible, as users scan the pages rather than read them. This

the language used (and  means every word counts, making it even more difficult to get the
not used) and who the

as ‘Welcome, you're new, aren’t you?’ are inviting and sound like
they’re coming from a friend. Similarly, Vimeo has chosen ‘Videos
we like’ rather than something like ‘Recommended videos’.

This creates a feeling that your friends are suggesting
something they think you'd enjoy, whereas ‘Recommended’ would
feel much more impersonal.

Vimeo uses this tone of voice throughout their site, both in the
such as: navigation (the option to ‘Explore’ as well as search) and in their
calls to action (‘Join’ rather than ‘Sign up’).

When you click to join Vimeo you are asked, ‘which Vimeo
is right for you?’ The site talks directly to you, which makes it
feel like a one-on-one conversation that draws you in. All of this

o tone of voice right.
audience is. . . .
Doing some audience research beforehand will help you

decide on the tone of voice to use. You can ask simple questions,

e CanIuse humour?

» Should I use jargon?

» CanIuseslang?

« What punctuation should I use? complements the community feel of the website and service it
provides.

Getting answers to questions like this will help you set your
boundaries and how you should pitch your tone. Let’s look at two

websites and discuss the tone of voice they use:

After signing up, you see this:

8006 Hello, colin kersley

Vimeo'

[ YeXe} Vimeo, Video Sharing For You

Welcome home,

The staff posted This Week in Vimeo! June 20th to the blog.

Inbox My Stuff Activity Discover
ae «
Welcome, you're new, aren’t you? Bverytiinglos "

N » . 8 . . e of this four-part series explores how
Vimeo is a respectful community of creative people who are passionate about sharing the videos they make. tovations truly happen. To support this project please visit:
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‘We’re glad you're here’ is, again, friendly and approachable.

A large part of Vimeo is user-generated content and
interaction, and it has chosen the perfect tone of voice to achieve
this. It appeals to its target audience, and encourages them to join
the community, share videos and interact with others.

Here’s some of my favourite copy from across the Vimeo
website:

‘We are the staff. These are the videos we like the bestest.
‘Uh oh, wait a sec’ (when an email address is not verified)
‘Vimeo + awesomeness = Vimeo Plus’

‘You have no recent activity and that makes us sad’

Vimeo has successfully considered its audience and created a tone
of voice that makes it almost impossible not to get involved or
move deeper into the website.

The second website we’ll look at uses a more formal tone
of voice.

8eno HM Revenue & Customs: Home Page
[« ][> J [+ ntp://www.hmrc gov.uk/index.htm
o
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The website for HM Revenue and Customs (HMRC) needs a
different tone of voice to Vimeo because it serves a far more
serious purpose, and has a very different target audience.
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In fact, it has a few different audiences: individuals and
employees, employers, and businesses and corporations. The site
uses colour to segment these audiences on the homepage, but the
tone of voice is consistent throughout.

HMRC has opted for standard navigation and traditional titles
such as ‘Contact us’, ‘About us’ and ‘Help’. The tone is professional,
clear and approachable — no quirky alternatives here.

The distinct lack of jargon makes the often complex
information easier to digest, partly helped by the tone of voice. It
has to be professional because of the services it provides, but it
never becomes intimidating or too corporate.

While the tone of voice is professional, it lacks the personality
that other sites (such as Vimeo) are able to use.

Both Vimeo and HMRC have pitched their tones of voice
perfectly. The sites communicate their content in the most
appropriate manner, making them more effective at promoting
their services. Different tones of voice, but both equally important.
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CASE STUDY: INNOCENT DRINKS

Innocent Drinks is a UK-based company that produces smoothies,
fruit juices and veg pots. Founded in 1999, the company pioneered
the informal, chatty and friendly tone of voice other brands have
been quick to adopt.

Innocent is a particularly interesting example because its
brand is far more than just its visual identity. In fact, the way it
uses words on its website, advertising and packaging is a major
contributor to its success. The copy is as much a part of the brand
as any visual elements, and this coherent storytelling sets the
Innocent brand apart from its many competitors.

The Innocent Typeface

The first thing to note about Innocent’s marketing material, both
online and offline, is the typeface. As we talked about in chapter

17, an appropriate typeface can communicate certain values and

create a specific mood.

=
@ innocent

Innocent uses a very informal, sans-serif typeface. It's rounded
and fun (much like their logo) and reflects the values they want
the brand to portray. A more formal typeface (such as Times

New Roman) simply wouldn’t work. We’d still be able to read the
content clearly and find what we wanted, but it wouldn’t have the
same feel or reflect Innocent’s brand values.
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The Innocent brand is playful. The company can have fun with
both how it presents its brand visually (such as with its typeface)
and how it uses words in its copy.

In his book ‘Building a Brand from Nothing but Fruit’, John
Simmons asked Will Awdry, one of advertising’s finest writers, how
he would describe the Innocent tone of voice. Awdry answered:

“Innocent’s great power is its consistency of voice.

The accents in the voice are innocence, truth, fun,
wholesomeness, wit, spirit, lack of pomposity, honesty and
lightness of touch.”

Awdry hits the nail on the head with that description. Let’s take a
look at some examples and find out why.

The Innocent tone of voice - offline

Before we look at how important Innocent’s tone of voice is to its
brand and to invisible communication, let’s look at some examples
of how it uses tone of voice in its offline marketing materials and
on its product labels.

Innocent’s marketing copy is simple, which is why it’s so
effective. One poster advert from 2006 said:

“Easy as pie. Tasty as pie. Healthy as mung beans. Innocent
smoothies. Nothing but nothing but fruit.”

The copy is friendly and chatty, but also communicates a serious
message that anchors the Innocent brand: Innocent smoothies are
healthy with no additives, just fruit.
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In 2003 Innocent ran a series of adverts with simple imagery and
short messages that set the tone for future ad campaigns. Here are
the visually simple yet high impact adverts:

made from freshly
squeezed cows’

sometimes we feel like
sitting in the woods with
no clothes on. but then

they grow on trees

we have to come home
and make the drinks.

=
|

(well, sort of)

“no cows were harmed during the making of this drink

Even as early as 2003, Innocent’s tone of voice was one of fun,
humour and playfulness. It’s also a little bit cheeky at times.

Innocent recently embarked on an advertising campaign
featuring rabbits and more of the friendly, informal statements
they have become known for.

Here are some examples:

So, 2 of my 5 a day?
In ONE bottle? Wow.

So do | eat a smoothie
or drink a smoothie?

Depends on
‘whether you're
hungry o thirsty.
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These adverts stand out thanks to the single bold colours, the

imagery of the rabbits, and the statements they make. ‘We put the
banana skins in the bin for you’ is a great way of telling consumers

the hard work is already done so they can just enjoy the healthy

You can see some
of the previous
labels, complete
with their stories,
in the label gallery

drinks. These statements start a relationship between supplier and ©n the Innocent

consumer, but it’s a relationship framed more as a friendship.

website: http://www.
innocentdrinks.co.uk/
bored/gallery/labels/

—
AN INNCCENT SMOOTHIE :'"rs"’d"" e,
ISABLEND OF CRUSHED | " A5
FRUIL, PURE JUICES & b -7
NOTHING ELSE 14 rushed rospberris (185%),
1shiny trumpet®,
2 FRUIT tho
VR T3 AR and 53 rushed cronkeris {10%).
VITAMIN € . )
NEVER, EVER, EVER Energy 194K (48kcal)
FROM CONCENTRATE Prolein 0y
Carbobyrare 1289
PLEASE KEEP ME COLD ofwhich suars) 10lg
This isa fresh product and must be kept ~ For less than 0.1g

rfrigeraied 05" Chebore andaler  ofwhich sturctes) lessthan 0.1g
apening, Onca opsned consume wiin2  Fibre 1%
doys.For se-by doteses op.Gently  Sodivm Ing

pasturised, ke milk Shake fupbaby.  Veomin € ﬁmm“maum inn o c en‘l_‘

Sl mire pure fruit smoothie
9250mle cranberries &
5 1038862"330107" Fean s mspberries

When you find spiders in your respberry bush, you
have just one week left o pick the fruit. Or so says
some old wife somewhere. These lodies also swear
by crushing eggehels o siop the witches gefing in,
reckon cofs co steal the breath from o baby's mouth
and odvise you 1o never walk over 3 drains in o row
or wear blue socks on Tuesdays. But getting bock 1o
raspberries, we don't use spiders to fell us they're:
eady fo . We just politely osk the man who grows
“hem. Much easier thot woy.

Aninnocent
‘W promise that onything innocent wil olways
taste good and da you good. We promise that

we'll never use coneentrotes, preservatives,
‘stubilisers, or any weird stuff in our drinks.
And wa promiss fo refum our Iibrary books.

¢ Boredof foceboak? P round o Fre Towers,
1 Geldhawk Esite, London WS 084, s-ncl
helloGinnorenidrinks com, ol he borana phoss
e 020 8500 3993 (UK or 01 864 4100 (RQI).
Jain th iy ot i vocesiks om oy
7 This bl s modo from 100% roydd plsic.
B Plaosa recyclit 50 we commoks more, [

The labels on the bottles continue the approach, but with a
greater emphasis on storytelling. Even on its labels, where space
is limited, Innocent has mastered the ability to tell stories that
promote and reinforce its own brand values. Innocent also give
each label a name such as ‘communal showers’, ‘charades’ and
‘Thai bus drivers’. It’s almost like a story title.

The labels all have the same quirkiness and playful writing,
such as ‘never, ever, ever from concentrate’, ‘This bottle is now
made from 50% recycled plastic. We're still working on the rest,
and ‘Shake it up baby’. But some stories also change over time as
more labels are produced.
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Here are three labels, each with a story to tell:
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Here are some more examples of their copy, taken directly from
Innocent smoothie labels:

‘My mum’s started buying our smoothies (and that’s after 5
whole years, the skinflint).’

‘This means that I've got to behave and not say anything

too rude or controversial. So, mum, they are really good for
you. They are made with 100% pure fresh fruit. They contain
loads of vitamin C (a day and a half’s worth). They are as
fat-free as an apple or banana and that’s because they are
just fruit. Is that good enough for you mum?’

‘Right, I'm off to smash some windows and have a fag.’

‘... and step away from the desk 2 3 4, come on, really work it
... now, off to the shops, oh yes, keep those knees up, keep it
working 2 3 4 ... stop at the lights, mind the cyclist ... and into
the shop, just grab the bottle 2 3 4 ... feel it in the triceps, oh
yeah ... you're feeling good now ... stepping to the till, ignore
the chocolate, keep stepping, let’s see those glutes shake 2 3 4
... and we’ll finish with the unscrew, pop those wrists 23 4 ...
looking good ... and relax.’

Innocent’s copy is humorous, light-hearted, fun and a talking
point. It’s also very clever, because people will buy another
smoothie to read a new story.

It doesn’t end there, though. The Innocent tone of voice is also
evident on its website.

The Innocent tone - online

The Innocent website is a fun place to visit. Sure it has information
about the company, the brand and the products, but the way it
shares this information with users is a joy to read. Innocent has
nailed it again.

Let’s see how Innocent has achieved a tone of voice online
that’s consistent with its offline marketing activity. We’ll start at
the homepage, and then move on to examples within the site.

The Homepage
The homepage immediately creates a sense of fun. This is down to

the graphics, the typeface (as discussed at the start of this chapter)
and the words themselves.
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Here’s an example of the homepage from June 2011:

little tasty drinks Juice things we make  us blog  family bored?  press kids health careers

Jjuicydrink

]

new for kids

fancy joining our family?
Love, endship b o packet moncy.

l e whe he e Imi i

HlUke| (48K | Follow innocontarinks

What you can’t see in this static image is the words moving in
the navigation. They wobble from side to side, which adds to the
fun factor.

If we look specifically at the words, we can see how the
navigation again adopts a playful, informal and friendly approach.
Innocent could have used the word ‘products’ in the navigation,
but instead opted for ‘things we make’ — a much friendlier way
to lead users to that area of the website. Similarly, instead of ‘fun
stuff’ the site poses the question: ‘bored?’ It's a more effective call
to action.
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The Innocent tone of voice is evident throughout the homepage,
with copy such as:

‘Fancy joining our family? Love, friendship but no pocket
money.’

It really does make it sound like a fun place to work. The ‘Us’ page
contains my favourite examples of the Innocent tone of voice.

Again, these examples are taken straight from the page:

‘Our vehicles. Some of our vans are cows and some are grass-
covered ones that dance. Obviously.’

‘Call the banana phone or just have a look at some bad
pictures of us.’

‘We had good jobs before we started Innocent. Why did we
change?

800 innocent drinks : all about us.

3 hutp: s inmocentarinks.co.uk us/ ¢ Q- Google

!;.’.‘..“.fi?ﬁ'nl? things we make ("us ' bog  family  bored?  press careers

ourvehices camor timooant

ansy
o ' '
oeran vy
Our vahiclas ‘started innocent. Why did we
e

‘ones that dance. Obvious.

ouratics Jontotamiy contactus.

=
s O e ) g
_ nice free stuff. ‘plctures of us.

thing.

EEa—r— stemzp | comactvs D0mEDD G R e 5 o misor 5 e &

The way these sentences are written, and their tone of voice, adds
another layer to the storytelling. The tone of voice is friendly and
playful, which also hints at the Innocent brand values and ethics.
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This playful tone continues on the ‘Family’ page:

8no innocent - litle tasty drinks

[« )(]5 K g & (@~ Google

m =

i t
(® Innocent mingswemake us 03 famiy) borsd?  press Meah corgers

foin he famy
o nnocent AGM 2010
ourpinbaord

ol nevsitier
wpdote yourderal

join up

fositho love

ooow £

Wiich of thefollowing do you buy

Atyounosdto

(CSubmit) (Reser)

This is where users can sign up to the Innocent newsletter. But
rather than the usual ‘sign up here to receive our newsletter’ copy,
Innocent has come up with a much more imaginative way to get

users to sign up. Again, the content is gold:

‘We were wondering if you'd like to join the innocent family.

Don't worry - it's not some weird cult. It's just our way
of staying in touch with the people who drink our drinks
i.e. you.’

‘So this is the bit where we get a few more details. You know,
inside leg, favourite chewing gum flavour, whether you like

your fish steamed or grilled.’

How could you resist after reading that?
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There’s more to Innocent than just the humour, though. It’'s now a
large and successful organisation, so it has a duty to be responsible
and professional. Its copy is both of these things, but in the
Innocent way.

For example, by law the website needs to tell users that if they
sign up to the newsletter their details won’t be passed to third
parties and they can unsubscribe at any time. This is how Innocent
lets their users know:

‘By the way, we will never, ever pass your details on to
anyone else, but you knew that anyway, didn't you. Your
information will only ever be used to send you what you ask
us to send you. If you would like to leave the family, use the
unsubscribe button when you next receive an email from us.’

Innocent can still be playful and friendly, even when addressing
more serious issues.

Innocent’s invisible communication

Invisible communication plays a key role in the highly successful
way Innocent builds a relationship with its audience. Ultimately,
Innocent is just a manufacturing company. Yet the way it tells its
story makes it more than just a manufacturer, and demonstrates
the power of words in communication, branding and marketing.

The words in the copy, and the tone they are written in,
portray Innocent to the world as a friend. While Innocent might
well be the pioneers of building a brand largely on the strength of
language, many have since followed in its footsteps.

Let’s remind ourselves of the three elements of Innocent’s
invisible communication methods:

1. Typeface — how the words look
2.Language - the actual words on the page/screen
3. Tone of voice — how those words sound
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But there’s one more element at work here. One that ensures the
other three invisible communication methods work. One that
we’ve already touched on in this chapter.

Consistency.

Consistently friendly

The consistent tone of voice, typeface and language used across
their adverts, labels and website are paramount to Innocent
building and maintaining a brand with strong values that appeals
to consumers.

The correlation between tone of voice and consumer appeal is
explained by John Simms in his book Building a Brand from Nothing
but Fruit. As Simms explains:

‘Perhaps a brand’s ‘tone of voice’ could not only help
differentiate it from competitors but also create bonds of
affection and loyalty with different audiences.’

And that’s why Innocent is so successful: its tone of voice is
consistent across all consumer touch points, including the
website.

The Innocent personality is communicated not only visibly
in its imagery and marketing materials, but also invisibly through
its typeface and tone of voice. It’s a two-pronged approach to
storytelling where both conscious and subconscious elements
combine to tell a complete story.
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INTRODUCTION TO STORYTELLING

From the day we are born we hear stories. At first they are simple
nursery rhymes and fairytales. As we mature so to do the stories
we hear, bringing with them added meaning, hidden messages
and subliminal communication. This exposure to stories makes
our ability to understand them practically innate.

We've all learned the conventions of storytelling, and so
we recognise story structures, events and characters almost
instantly. And absorbing information from those stories happens
almost subconsciously. We quickly piece together the story, make
assumptions about the characters (based on whether we see them
as a hero or a villain), and create expectations of how the story
will end.

We can also use storytelling on other platforms, such as the
web. The challenge is to understand storytelling methods enough
to apply them so users can digest the story easily. We have to
carefully construct a story and use our narrative to make the story
seem natural.

Each storytelling platform brings along certain conventions.
Some apply to several media, while others are exclusive to
a particular platform. We can apply traditional storytelling
techniques to the web, but we need to adapt them for the new
parameters that online storytelling brings with it.

But before I discuss how we can use storytelling on the web, I
want to look at the advantages of using it as a communication tool
and how it works in the invisible sense.

What is storytelling?
In storytelling there are three strands to consider:

Narrative — A term referring to a sequence of events organised into a
story with a particular structure'

Story — All of the events in a narrative, those presented directly to an
audience and those which might be inferred’

Characterisation — The method used to develop a character

' ? Branston and Stafford. The Media Student’s Guide.
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Let's examine these concepts using a story with a familiar
structure: the fairytale of Little Red Riding Hood.

The story is the events that occur, the little girl in the red cloak

meets a wolf in the woods. The wolf later pretends to be the little

girl’s grandmother and eats them both up. The hunter cuts the wolf

open and both the girl and the grandmother emerge unharmed.

The narrative is the way these events are told. For a fairytale,
the most common method is starting the story with, ‘once upon a
time’, presenting the events in chronological order and concluding
with, ‘and they all lived happily ever after’.

Characterisation reveals information about the characters
in the story, how they look, the things they say, their thoughts
and speech.

The story is the elements or events that make up the tale,
while the narrative is how it is told. This is a key distinction to
keep in mind when telling stories online because there will often
be a number of ways to tell a particular story. Knowing what you
want to say (your story) is the first thing to understand. Only
then can you address how to tell that story in the best way for
your audience.

Where do we find stories?

Stories are told all around us. We hear them during our daily
commutes, in the workplace, in the media we consume and in
our social interactions. We don’t always recognise them as stories
because they are such an integral part of how we communicate.

Offline, storytelling is evident in:

Books and magazines
Films and TV programmes

Adverts

Chatting with friends
Photos
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—

Online, we can share stories through:

Blogs

Tweets

Forums

Social media status updates
Websites as a whole

Storytelling is an integral part of our communication.

Why do we tell stories?

Storytelling is a valuable and useful communication tool, both
online and offline, for two reasons.

. Finding order in the chaos

Storytelling can help us make sense of the world around us.
The pace of our lives is increasing, and information overload
is a problem for many people. We need a way to organise the
information we receive.

Stories are frameworks for interpretation that help us find
meaning and understanding. We can process information more
efficiently by organising it in a way that is familiar to us. By
bringing structure to our lives we can position ourselves to cope
better during times of hardship or drama. We can anticipate the
next part of the journey and act accordingly.

The web often has more information than we need. Websites
can target a range of people, each with their own needs or task
to complete. Users need to discover the information relevant to
achieving their goal. If the website’s story incorporates symbols,
key words, calls to action and well-crafted copy, finding order in
the chaos will be much easier for the user.
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2.The emotional connection
Stories can induce emotional responses in people. They make
us laugh, make us cry and sometimes even shock us. This ability
to make us respond emotionally is useful because it can help us
engage with the story.

Stories have a unique ability to appeal to our emotions,
motivate us and persuade us. Our brains are seemingly wired to
understand and enjoy stories, and as people we have a predilection
for storytelling.

The emotional relationship between stories and their
audiences can transcend platforms. Admittedly, we aren’t as likely
to be as involved in a website as we would a film or a book - it’s
a different kind of relationship. But good storytelling through
colour, symbols, and text can still evoke emotions in web users, or
at the very least help them engage with a website.

How can stories be invisible?
If we’re surrounded by stories, how can they be invisible?

Many stories are invisible because the person hearing it
doesn’t realise it is one. Magazine adverts, for example, are
carefully constructed stories, but most readers wouldn’t see them
that way. And a story in a website will also be invisible a lot of the
time because the person visiting the site doesn’t see it as one.

That doesn’t mean invisible stories aren’t important. In fact,
they can be more important than traditional stories because they
help the audience or user engage and achieve their goal more
efficiently. They just doesn’t realise they’re being guided by a
narrative or a well-considered story.
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STORYTELLING CONVENTIONS

In the last chapter we defined story and narrative, looked at
why it’s such a valuable communication tool, and how it works
on a subliminal level. Now it’s time to talk about storytelling
conventions that will help us design stories relevant to our
target audience.

Media studies textbooks usually discuss narrative theory as it
relates to film. We can also use it on the web, but we need to keep
in mind that:

‘Narrative theory suggests that stories share certain
features, regardless of media and culture. Particular media
are able to ‘tell’ stories in different ways.”

This means that while we can learn from the narrative theory
of other media, we have to modify it to suit the web. Our goal -
engaging an audience with our story - is the same, but we must
tailor our stories to suit the media we’re telling them with.

Narrative Theory

Traditional narrative theory came from studies into folk tales and
fairytales. These types of stories are primarily concerned with
character function and plot development. We can’t just take these
and apply them to the web: when would we ever design a website
with a clearly defined hero and villain?

What we can take from these stories is how a set of
conventions exist for each media. This consistency will help
audiences engage with, and understand your story.

For example, if you go to see a disaster movie you probably
know enough about that genre to have certain expectations about
what will happen. Similarly, many users these days know different
types of websites, and so will have a level of expectation about
how they will function.

! Branston and Stafford. The Media Student’s Guide.
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Learning from other media

Narrative is evident in many media including photography,
comic strips, and films. We can learn from these to improve our
online stories.

Photography

Narrative is usually thought of in relation to movies and books. But
it is also present in photos. A photo captures a moment of time,
but a great photo makes us imagine what happened before the
moment was captured, or what happened soon after.

Narrative is signalled here, depending on the content of the
photograph. Don’t underestimate the power of imagery as a
contributor to your story.

Film
The power of film is how much it can communicate at once
through visuals, costume, cinematography, dialogue, character
function and story.

Films can teach us the art of slowly revealing a story, piece
by piece. They can also teach us the value of deciding what to
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show (and not to show), what adds to the story, and what is
simply ‘noise’.Like film, the web is really visual storytelling. A
great example of visual storytelling in film is the Disney Pixar
production, Wall.E. The movie has relatively little dialogue, with
emotion conveyed through expressions and gestures.

The Director of Wall.E, Andrew Stanton, knew the story had to
be engaging for the film to work without dialogue. He says “action
is more generally understood than words. The lift of an eyebrow,
however faint, may convey more than a hundred words”.’

Online, we don't even have the luxury of expressions and
gestures. That means we have to focus on the details. Great
storytelling doesn’t come from dialogue alone.

The lack of dialogue in silent movies, Wall.E and on the web,
forces the creator to tell the story in other ways: through visuals,
colour, hierarchy of information, content and so on. As Stanton
says, “simplicity and clarity give the visual storyteller room
to grow”.

On the web we can’t just throw in some dialogue to
explain everything. It has to be inferred and laid out by
carefully choosing:

» Imagery

» Tone of voice of the copy

» Symbols, icons and colours
» Hierarchy of information

» Navigation

As you can see, we need to bring together a number of elements to
tell stories online.

The lack of dialogue is also a limitation of the web as a
storytelling medium. We need to consider what the web can do
that other media cannot, as it will have a significant impact on our
story and how we tell it.

! The Art of Wall.E, Tim Hauser
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Storytelling constraints online

In many ways the web is an ideal storytelling platform because it’s
largely concerned with presenting information. But there are some
constraints you need to be aware of when storytelling on the web.

Truncated communication

Sometimes the web restricts the amount of information we can
give. (As I said in chapter 19, every word counts.) This, along with
it needing to be scannable so users can find the information they
need, means we need to tell our stories quickly and efficiently.

Non-linear narrative

There’s no guarantee that users will land on your site’s homepage.
They could land anywhere on your site, which means they may be
joining the story partway through. Your site need clear signposts
and well-considered navigation to let them know not only where
they are, but also where they can move to next (and how they can
get there).

You need to decide where your story begins. This will have a
profound impact on the story that follows. Thinking back to Little
Red Riding Hood, imagine how different the story would be if it
began with the wolf eating Little Red Riding Hood.

Communicating the tone of voice

As we discussed in chapter 19, you can achieve tone of voice
through the words you choose - informal or formal, full or jargon
or easy to read. Even the sentence structure can influence the tone
and pace of the voice.

Finding your story

Before you can know what conventions will help you tell your
story, you need to know what that story is and, just as important,
who it’s being told to.

Once you understand that, you can start applying the
conventions. Who are the characters? What codes will be useful?
What will the tone of voice be? Learn from other media, but don’t
forget to adapt the conventions to suit the online environment.
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Use cases are different
to personas. A use case
helps you understand
the interaction between
the user and your

web site: their story.

A persona is more to
do with generating
characters based on
behaviours, data and
assumptions.

STORYTELLING AND THE WEB

We've looked at storytelling techniques in other media, and how
some of those techniques can be carried over to the web. Let’s
now look at some practical examples of storytelling techniques
on the web.

Use Cases

Use cases can help you define the stories within your website.
By focusing on the users, how they interact with your site and its
content, you can discover the best ways to help them.

A use case is ‘a methodology used in system analysis to
identify, clarify, and organise system requirements. The use case
is made up of a set of possible sequences of interactions between
systems and users in a particular environment and related to a
particular goal." In other words, they bridge the gap between the
needs of the user and the site you are designing by listing their
intentions and the website’s response to each one.

To put it another way, use cases focus on the journey the user
will take, whereas personas use data to create people representing
the audience.

Incorporating use cases into the project is a practical way to
express its requirements, and can help you design your story.

As well as your overarching story, specific stories underneath
will relate to certain groups of users. Use cases let you explore
these stories, and determine what a group of users will want
to achieve. This will help you design to their story using copy,
imagery, icons, colour, hierarchy and navigation.

How to write use cases and define your story

No two people will write use cases the same way, and no two
projects will be alike. But here are some pointers for writing use
cases with storytelling in mind.

! http://searchsoftwarequality.techtarget.com/sDefinition/o,,sid92_gci334062,00.html
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1. Don’t be a perfectionist
Use cases can be refined through iterations. It might take a few
attempts before you find a method that suits you, but that’s okay.
Don’t overthink it, just get going.

2.Define your use case actors
Who will use your site? Depending on the scope of the project, you
may need several actors. Try to focus on the core actors first. For
example, if we were creating use cases for eBay or a similar auction
site, our actors could be bidders, sellers, suppliers or wholesalers.
But the core actors would be buyers and sellers.

For sites where there could be a lot of actors, focus on the
main roles. This will help you define the most important stories
within your site and content.

Don’t give the actors names. Instead, focus on the role they
will play when carrying out their tasks (in this case, buyer and
seller). If we name them John and Jane then we’re straying into
persona territory.

3. Define what their goals are
What will our buyers and sellers want to achieve? They may have
several goals, so again focus on the core behaviours. An eBay buyer
might need to create an account, log in, search for an item, place a
bid, and purchase an item. They may also need to carry out a few
smaller tasks , but it’s the core behaviours that will power the story.

4.Consider the crossovers
If two or more characters have many shared goals as well as
individual ones, then it might be worth creating a generic actor for
those shared goals. We can then eradicate any duplicate behaviours
by streamlining the story.

For our eBay example the buyer and seller both need to create

accounts, but after that their stories are quite different so we don’t
need a generic actor.
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5. Prioritise use cases

Once we have our list of behaviours (creates account, searches
listings, places bid etc.), we can prioritise them according to the
scope of the project. What tasks are essential for getting your site
live? What tasks will have to be part of your story? What tasks can
wait until a phase two? Number each use case, name it and include
a short description.

Both the buyer’s and seller’s behaviours are crucial, and would
be high priority before our eBay site could go live.

6.Create the basic flow
Outline the site’s story when everything goes to plan. What stages
will the user go through to complete their task if there aren’t any
problems along the way? (Think of it as linear narrative.) For our
eBay buyer the flow could include creating an account, searching
for an item, comparing items, selecting one, bidding for it (or
buying it immediately), moving through the checkout process,
and leaving feedback when the item is received.

For our seller, the flow could include creating an account,
adding a listing and entering information, defining a price,
adding an image, and so on. It could finish with either removing
or re-listing the item (if it isn’t sold), or invoicing for a sold item,
receiving payment and dispatching the item.

7. The alternate flow
This is the non-linear narrative. Here we need to outline the story
when things don’t go to plan. These problems may never occur,
but it doesn’t hurt to plan for them. In our eBay example, the user
may be forced down an alternate flow if their session times out, or
their payment is refused. Perhaps they’'ve been outbid at the last
minute — what are their options now?
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8.Present your data

Once you've determined your use cases and their stories, you can
represent them either graphically or by writing a simple outline. In
any case, you now understand your users and their stories, which
will in turn help you figure out the best way to tell your own.

Telling stories to your clients

Use cases are all about your users and their needs. We can also
tell stories to our clients, and the best way to do this is through
personas. (You can also use them to make design decisions, but
here I'll just be discussing them in terms of informing clients.)

Personas give both the project team and your clients a
shared understanding of your end users or audience groups. The
information can be used to create coherent stories to help clients
understand more about their users and what they need. It will also
help them understand the design process.

Here are some guidelines that have helped me generate
personas on past projects:

. Have around six key personas. If you have too many you'll

lose focus. Have too few, and you could leave out a vital
audience segment

.Personas should be based on actual data (from censuses, surveys

or audience research). This adds credibility, and ensures your
personas are representative

. Consider what people say - this reveals their goals and attitudes.

You could run focus groups to hear what people think, or maybe
you have questionnaires or data where they share their thoughts
with you
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4.Consider what people do. Actual behaviour reveals more than
what people say. Depending on the project at hand you may want
to look at online shopping habits — what they buy, where they buy
it from, and so on. Or perhaps you need data on specific habits to
cross reference with other research. Do people actually do what
they say they do?

. What people say isn’t always what they do. When placed in a
research situation, people often say what they think you want to
hear rather than being honest about what they do

(%2

Here’s some anecdotal evidence of that last rule from Steve Mulder,
author of The User is Always Right. Mulder often uses this story at
his seminars to emphasise the gap between what users say, and
what they really do.

An electronic company were testing for a new boom box they
hoped to start selling. Their research included focus groups
where they showed the two colour options, yellow and black.
The participants were in agreement that yellow was the best
colour because it is a vibrant and energetic colour. At the
end of the focus group they were each allowed to take a
boom box home, and could choose yellow or black. They

all chose black.’

Your personas (preferably generated in conjunction with the
client) will help the client see users as real people with real needs.
It moves the discussion from ‘User A will need to book a ticket
online’ to ‘Sophie needs to buy three tickets for herself and two
friends as a birthday present’. There’s a lot more of a story included
with Sophie than with User A, which will help your clients better
understand their site, their goals and their content.

A little story goes a long way.
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Understanding your audience

The best way to tell an immersive story and connect with your
audience is by understanding them and knowing what their goals
are. This concept is known as qualia.

Qualia is to put yourself in someone else’s position to
experience what a situation is like for them. If you do this through
use cases and personas, you'll understand your audience much
better. The more you understand your audience, the easier it will
be to tell a story that engages them.

Knowing the conventions

Films can be classified into genres: horror, science fiction,
romantic comedy, and so on. Each genre has its own conventions —
a set of criteria that helps audiences recognise the genre and better
understand the story. A film that opens with a spacecraft whizzing
through space will give the audience a totally different expectation
to one that opens with a man proposing to his girlfriend.

While I'm not suggesting websites can be classed by genres,
they do share some conventions that can influence and inform
your story. A social networking site, for example, will need to let
users interact, comment on each others’ lives, share photos, and
So on.

Of course there are no rules, and to blindly follow convention
is to risk diluting creativity. But being aware of conventions will
help you include elements in your story that will let your users
engage quickly and set their expectation level.

Planning the story

Films have scripts that dictate the order of events, who says what,
when, to whom, and so on. They provides the structure for the
film. Books have outlines and a table of contents, which act as a
structure for the content. Websites have sitemaps.

Sitemaps seem to be waning in popularity, but they serve an
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important purpose: they outline your site, which ultimately is an
outline of your story. Even if you don’t want one on the finished
site, generating a sitemap in the early stages of the project will
help you understand the site’s needs, goals and content: the story.
It will also help the client understand, and to focus on the most
important needs of their site.

Linked to the sitemap is the navigation, as discussed in
chapter 9. There’s no guarantee users will land at your homepage
so you need to show them where they are, where they have come
from and where they can move to next (the beginning, middle and
end of the story).

A few simple signposting techniques and breadcrumb trails
will act as narrative to guide the user through their story to the
desired result. If they get lost along the way, the sitemap and well-
considered navigation should get them back on track.

Designing the story
Designing the story is a very involved process. It takes on board
all the planning and research, the many hours with the client, and
the many days of preparation.

Here are a few elements that can not only contribute
to the story design process, but also help create an all-
encompassing story:

Your elements need to be consistent — the tone of voice, the
images that anchor the copy and the colour palette, and so on.
You also need to consider how to structure the information and
present the hierarchy to best tell the story

Each design element - information architecture, content, colour,
typography, branding and so on — may not be relevant to every
story. It really depends on the project at hand. But when they come
together the story becomes most effective and clear

—
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Evaluating your story before the launch
Before you launch the site, you can evaluate how relevant and
accurate your story is through user testing.

You need to test two elements:

. What story did the users really experience?
.Is your story still relevant?

The first question is important. Even though you've worked hard
to understand your user’s stories, in practice testing may reveal
processes and needs you didn’t consider.

This leads to the second point of assessing what parts of your
story are still relevant (based on the test findings) and removing
anything you no longer need.

Evaluating your story after the launch

The work doesn’t end when the site has been launched. Client
and user needs will change, changes in society and culture may
influence the story, and things simply stop being current. Keep
your story accurate and relevant — otherwise what purpose does it
serve?

Tools such as Google Analytics can show us how users move
through the site, what content they look at, how they interact with
it and how long they stay. We can then use this information to
make any necessary changes to our story.

That’s one of the web’s greatest advantages over films and
books. We can change the story after we've released it.
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What is a brand?

A brand is a name,
sign, symbol, slogan
or anything that is
used to identify and
distinguish a specific
product, service or
business.'

STORYTELLING THROUGH BRANDS

While most people think of a company’s brand as just its logo, it’s
actually a lot more than that. By considering all the elements that
make up a brand - logo, colours, tone of voice, typefaces, etc. — we
can tell a coherent story.

How brands communicate invisibly

In our lives we become familiar with various brands, and we grow
to understand the experience and values those brands represents.
This recognition comes down to storytelling, consistency and
reinforcement.

When a company decides on a brand story, that story is
consistently communicated and referred to whenever the brand is
used. Audiences soon develop an understanding and expectation
of the brand, and every time they come into contact with it the
story is reinforced.

But you don’t have to be a big corporation to use a brand to tell
a story. The key is to make sure the brand story is told consistently.

How do brands tell stories?

A brand represents the values of a company or product. It tells its
story through slogans and visual elements (such as logos), and
communicating invisibly using colour and icons. Here are some
brand elements that contribute to the overall story:

Values

A brand should be born from carefully chosen values. They

may not be explicitly written on the product or in its marketing
material, but any brand worthy of success will be underwritten by
a mission statement and values that represent the company.

! Aaker, David (1991). Managing Brand Equity.
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Mission statements
These summarise everything a company is striving for and should
tell its story succinctly.

Slogans

The short snappy text that anchors a logo or adorns a company’s
printed materials adds to the brand’s story. In fact, the slogan can
encapsulate the story, just in very short form (for example, Nike’s
‘Just do it’ and Apple’s ‘Think different’). Successful slogans work
independently of the logo - the few words selected for the slogan
communicate a lot about the brand story and bring added context
to the logo.

Colour

Colours have hidden meanings and can connote certain values and
messages. So choosing the brand’s dominant colour, in its logo and
elsewhere, is important in telling the right story.

Logo

While a logo represents the brand, it isn’t the sole vehicle for it. It
just happens to be the most visual and widely-used way for many
companies to communicate their brands.
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Brands by colour

Here’s a chart showing some common brands and the colours
they use. You'll notice that both BP and Friends of the Earth have
adopted green as their brand colour, most likely due to the natural
associations of that colour.

Google, eBay and Windows have multicoloured logos. This might
be to demonstrate they are about communities, and appealing to
many people in more than one culture.

Services such as AA Motor Rescue and Yellow Pages are yellow and
food manufacturers such as Coca-Cola and Walkers Crisps are red.

Enjoy

do-mark ©®

AA
. YELLOW

’mlovin’it  PAGES.

i® Q

easyJet
orange”

Google ll"ll//] e’
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Different types of story

Brands can tell their stories in a very literal way or a very
subtle way.

Drupal’s' branding, for example, is quite literal. The name Drupal,
‘derives from the English pronunciation of the Dutch word
druppel, which means drop’.

The logo (more fondly known in the Drupal community as
the Drupalicon) looks like a droplet of water, and is blue — a colour
synonymous with water.

FedEx however has a more subtle storytelling approach, especially
when it comes to its logo.

Here is the same logo but with a certain section highlighted

in black. This very clever and subtle use of white space creates
an arrow inside the logo, which represents the notion of moving
forward, progression and delivery.

Telling a story

In branding, there has to be a story to tell. But how you tell the
story is almost as important as the story itself. You may never
explicitly reveal your brand values or mission statements your to
users/customers, but they will influence (and provide the basis of)
your story.

If you're creating a new brand, think about your story as early
in the process as possible. If you're refreshing a brand, ask yourself
if the story is still relevant or whether it needs to be re-imagined.

It all comes back to two things: knowing your story, and
knowing your audience. This is something Matthew Smith of
SquaredEye does know, and his website is one that tells the right
story in the best way to the target audience, as we’ll discover in the
next and final chapter.

! Drupal.org
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CASE STUDY: SQUAREDEYE.COM

I'd like to finish with one of my favourite examples of storytelling:
the website of design studio Squared Eye.

As you will see, Squared Eye paid a lot of attention to detail
while knitting it all together. This, along with the imagery, copy
and colours, have all been combined to reveal a well-crafted and
rounded story.

This case study focuses on a redesign of the Squared Eye
website in Spring 2009. You will learn not only about a website
that tells a story, but also about the story discovery process itself
(which is just as important).

Squared Eye is a design studio headed by Matthew Smith, and based in
Greenville, South Carolina. Matthew gave me permission to include Squared
Eye in this book, and his answers to my questions reveal a great deal of the
subtleties of storytelling, the ability to tell stories on the web, and how one
image can tie it all together.

This chapter was
written in early
2011. Since then
SquaredEye has joined
forces with Zaarly.
Fear not though, the
SquaredEye website
discussed in this
chapter can still be
viewed here: http://
old.squaredeye.com/

I asked Matthew to define the Squared Eye story

“A monstrous appetite for the tiniest details. We love to
provide the magic moments for our clients customers,

and even for our clients during our design process. We're
craftsman in every sense of the word. It even gets worked
out when we make mistakes, we want to learn from our
mistakes with care and detail. Nothing gets swept under the
rug. I think a big part of what gets passed via word of mouth
from client to client, is the fact that we understand business,
not just visual design. This keeps surprising our clients in
the best ways, and when we finish their projects, they often
tell us that they could immediately start another - just to
keep working with us. It's amazing, but I think it’s all about
people feeling taken care of, and understood, and provided
for professionally. I don't think it’s magic or rocket science,
it’s just good work.”
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That’s quite a detailed answer, and communicating it all through
the website without reams of copy is no easy task. Matthew thinks
the company has captured the entire story in a solitary brand
mark: the whale.
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Then and Now

The motivation behind the redesign was simple: Matthew
wanted Squared Eye to grow and earn a reputation for producing
wonderful work. And he didn’t think the branding — such as it was
- did justice to his hopes for the company.

When I asked Matthew about the motivation behind the
redesign, his response was quite clear:

“I knew it was time to be surer of what I was doing with my
freelancing. I have been raised to offer clear expectations
and follow through on them, and that's what I felt was
missing in what I was doing with Squared Eye prior to re-
branding.”

What Matthew realised was that to successfully tell a story, you
need to fully understand it. He continues:

“Re-branding would be a research project into knowing
better who I am. My goal wasn't to nail it down perfectly, but
to make a clear mark in the sand - from this point forward,
I'm going this way.”

Despite being quite a capable designer himself, Matthew trusted
the redesign of the brand to an external company: Able, led by Greg
Ash.

Able came up with the entity that would bring the brand and
the story together, and later communicate it in one lone image:
the whale.

It was created for the logotype and business cards. But the
website implementation and everything else Squared Eye achieved
was all completed in-house.
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Finding the story?

Matthew is often asked why he outsourced the creation of his own
brand. Surely he knew his story better than anyone else could?
Matthew admits others were sceptical of his decision. ‘When I
started the re-branding process with Able, many of my colleagues,
and even some clients, were confused. Why would I hire someone
to design the Squared Eye logo and help me think through an
identity, when I am a perfectly capable designer?

“The answer was clear. I've learned that, in my personal life,
external counsel is the most effective way to get to know
myself, so why would business be any different?”

Finding the story, fine tuning it and then presenting it via the
website took several steps. Here’s the process Able used, which can
be applied to other web design projects.

Able began their research by speaking to Squared Eye’s clients,
families and colleagues. This is where they learned Squared
Eye’s current story. Matthew saw this step of the process as “the
equivalent of good user testing, but for identity rather than
interaction.”

This part of the process really delved into the finer details of
the Squared Eye story. Just as importantly, it helped them discover
the company’s identity, its audience, its competitors, and the
companies it aspired to. This became invaluable for Matthew as
he ‘knew more about Squared Eye than ever before. By simply
listening well, Able helped us start to become what we wanted to
be, not just ease into what daily business would make us.’

Able also helped Squared Eye choose a mood. Matthew spent
several weeks with Able to work out the ‘particulars of the brand
rationale and from there, the brand's visual presence and identity.

It was at this stage that Matthew really felt confident about
the Squared Eye brand and how to “articulate to clients just how
Squared Eye was going to help them bring their sites to life — and
give them products their users could really dive into.”

Before you can decide
how to tell your story,
you need to know what
that story is, inside
and out.

When researching and
planning your story,
look beyond your own
knowledge. This will
help you develop the
story, and sense-check
your own opinions.

Even when your story
is clear, you need to
keep your audience

in mind, as they will
have an impact on
how that story is told.
Tools such as use cases
and personas can help
you understand your
audience.
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By the end of this discovery phase, the Squared Eye story was
well and truly mapped out. Even though the words ‘story’ or
‘storytelling’ hadn’t been discussed, Able and Squared Eye had
already defined the current story, researched and analysed the
company, and started to visualise the new version of the story.

Telling the story

The one element that ended up binding everything together was
Levi, the whale.

Levi is short for Leviathan. For Matthew, “he perfectly represents
the Squared Eye presence and everything we want to be. In Levi,
Able helped us articulate our appetite for detail. Just as the Blue
Whale chows down on 250,000 pounds of tiny krill a year, so
Squared Eye thrives on the little nuances that change a simple
interaction into an experience, and a regular user into a believer.”

That'’s the Squared Eye story they would eventually tell
on their website. But while Matthew felt the whale perfectly
encapsulated that story, it soon became apparent that for users
to make the connection the storytelling needed to be a bit more
literal.

Levi was not only a character in the story, but also embodied
the story itself. His role was integral to communicating what was
needed.

Matthew believes ‘the whale says it all’ but Levi alone
wasn’t enough to tell the story. The name ‘Squared Eye’ doesn’t
immediately suggest whales, and so they needed the copy on
the site to tell the story about what the whale represented to
their audience.

—

The tiniest details
If we focus on the Squared Eye homepage and the ‘About’ page, we
can see clear storytelling elements at work, all combining to tell

one coherent story.

The homepage:
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Five key areas on this homepage tell the Squared Eye story.

. Levi the whale. The image is a pleasing one that captures the

user’s attention. It immediately sets a tone for the website, and
its presence on other pages lets the story unfold as users move
through the site

.The attention-grabbing headline: ‘We have a monstrous appetite
for the tiniest details’. This is where the whale starts to make sense.

You don’t need to be an expert on whales to know they too have a
monstrous appetite. Through this headline we are starting to learn
about the brand values of Squared Eye

. Some of the site's copy was written by Carolyn Wood of Pixelingo,

in response to specific needs Matthew discussed with her. More
than copy, she helped by bringing critical questions to Matthew —
questions that informed his story and helped him think through
issues ahead
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As well as writing for a few other sections, Carolyn wrote the
paragraph on the home page to help Matthew tie together all
the visual images and words on the site for his visitors: squared,
eye, appetite, a grid image, details, waves, and an invitation that
uses the word, 'You,' to speak directly to them.

This is where the storytelling becomes more literal. ‘Make
waves!” has obvious ties to the whale and the sea. The copy
beneath this says:

‘You've got the captivating tale to tell, we've got the design
that makes it move. From square one, our eye is on the
nuances that, byte by byte, add up to a site your users will
love to dive into.

That one paragraph explains the connection between the whale
and Squared Eye, the needs of the clients and Squared Eye’s
services, as well as a little about their work process.

While a strong brand shouldn’t need a detailed explanation,
the copy hints at the story and brings a slightly subtle narrative to
the homepage. Once users are familiar with the brand they won’t
need to read the copy to get the full story. They’ll get it all from
Levi instead.

4.The colour blue and the ocean themes are the most graphic and
immediate elements of the story. They both have close obvious
ties to the whale. But even without the wave shape between the
header and the main content area, it still has connotations of
the ocean, especially as they use a marine blue throughout the
website. (If you look closely, you'll see the blue background is
actually a tightly woven grid of tiny squares.)

. The copy further down the page has two important functions: a
call to action that leads the user further into the site, and adding to
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the story. The three areas are:

» Learn about our process
» Take a swim through our featured projects
» Read a few deep thoughts
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The ‘About’ page

The ‘About’ page reinforces the story first told on the homepage,
and also reveals a little more detail. As we learn more about
Squared Eye and the people who work there, we also learn more
about their work methods and the importance they place on paying
attention to the finer details.

800 |
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HOME

SQUARED EYE  ASOUT WORK SERVICES NOTEBOOK  CONTACT
\_) we havea 3
W BPPETITE e
our APPETITE We keep a close eye on each square little pixel and grid that,
arranged with intelligence and inspiration, forn’ 4 ‘gn that
— e :
S/ Ips us—and your company-grow.

‘WHY DO DETAILS MATTER IN YOUR NEXT PROJECT?

Leam about Take a swim through our Read a few
OURPROCESS FEATURED PROJECTS DEEP THOUGHTS

Take the Plunge!

864.406.9232

1. Once again the story is reinforced by consistently using and
positioning both the Squared Eye name and Levi the whale

2.The copy continues the theme from the homepage. For example,
instead of using ‘our process’, Squared Eye have used ‘our appetite’.
A small difference, but think how much more the word ‘appetite’
tells the Squared Eye story than ‘process’

3. The ‘monstrous appetite’ headline is again used to full affect here,
along with the blue ocean-inspired background
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4.The copy in this area explains the story in a little more detail. 'm ‘We bring the big personality to your project. Agile, sleek
not convinced it needs to be so descriptive or laid out so literally, and tenacious, we love to sink our teeth into tasty design
as the more subtle stories are often the most enjoyable. But it’s puzzles. Immersing ourselves in your brand and your users,
the last chance to tie everything together before the user moves to we thrive on brining your vision brilliantly to life. Can you
deeper pages that focus on the company’s work and services. tell we’re having fun?’
Here the copy tells us: - S—
g}g (LB o1 7010 scuaredeye.comysenvices process! — &)@ Goose )
‘The whale keeps a sharp eye on tasty, tiny creatures that

SQUARED EYE AEOUT ~ WORK  SERVICES ~ NOTEBOOK  CONTACT

together make him colossal as he glides through the big,

blue sea’ w PROCESS
MAKES PERFECT

‘We keep a close eye on each square little pixel and grid that,
arranged with intelligence and inspiration, form a design
that helps us — and your company — grow.’

EVEN THE BEST WAVES START AS RIPPLES. WE'VE HONED IN ON A METHOD FOR
‘TAKING YOUR GREATEST HOPES - GIVING THEM THEIR OWN LIFE ON THE WEB.

our SERVICES

our PROCESS
LISTEN BRAINSTORM CREATE BULLD DEPLOY

The copy on the ‘Our Process’ page tells us:
The story unfolds

‘Even the best waves start as ripples. We’ve honed in on a

It would be easy to have a whale and a few chunks of copy explain method for taking your greatest hopes — giving them their
everything on the homepage, then revert back to the typical copy own life on the web.’
you see on this type of site - ‘this is how we work’, ‘look at some
of our projects’, etc. But as we have discussed earlier, there is no On the ‘Services’ page the most obvious story connection sits at the
guarantee your users will start your story at the beginning. bottom of the page.
Squared Eye allows for this by using the same tone of voice,
choice of words and theme in all of its copy and supplementary ‘Now that you’ve seen what we can do, come swim with
content throughout the site. Here are some examples: us, and see how we do it.’
Here is the copy from the ‘Team’ page. I've highlighted the
words that continue to tell the story: The ‘Services’ page also tells the story, with ‘Take the plunge’
having an obvious connection to both the ocean and the whale.
RE%\[ s Squared Eye: Matthew Smith's Web Design Studio | Designers, Developers, IA, Ccmmus:va\:;]v»(qujl:lal:;E 5
B |
8eno Squared Eye's Services.
s (<[> ) (o700 T ¢ | (a- coose D
— m =
we bring
w B I G TO YOUR PROJECT ——--—-—-—-—-—-—;;:;;:mdm,j
Agile, sleek, and tenacious, we love to sink our teeth into tasty
our APPETITE design puzzles. Immersing ourselves in your brand and your
users, we thrive on bringing your vision brilliantly to life.
our trusty little TEAM Can you tell we're having fun?
864.406.9232 .
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The story within the story This case study shows how a story can be segmented, provided the
order is clear. Simply adding the numbers 1-4 here immediately
The beauty of this website isn’t just how it tells the Squared create a narrative to tell the story of this particular project.
Eye brand story, but also how it tells stories within that story. I was particularly impressed with the storytelling on the
Specifically, how the company works on projects and what the end Squared Eye site, and asked Matthew if this was a conscious part of
results are. his redesign process.
Case studies are stories, too. They have clearly defined
narratives, leading the reader step-by-step through a specific It wasn'’t.
process. Sometimes they have characters and, depending on the
project, may even have twists in the tale. The focus was on defining Squared Eye, and then communicating
The case studies on the Squared Eye site are great examples of it in the best way possible. He may not have called the process
simple storytelling on the web. ‘storytelling’, but that’s exactly what Matthew was doing.
O o e = ] CrEs=—————e —_ 3 The success of the story
ITS ABOUT MOOD THIRTY!

I was particularly interested about whether the website redesign
ﬂ produced any tangible results for Matthew. He told me the new
brand turned him from an outsider to an insider within the design

= U

.m-«m-niwm
et

community. Matthew also believes “the story of Squared Eye really
compels people to think differently about design, and for that
matter, about freelancing and business.”

The situation speaks for itself. Matthew’s business has tripled
: in just two years, leading to bigger and more challenging projects
. — for the team. The stats also show the redesign attracted more
potential customers as they went from an average of 40 visits a day
to around 530 a day.

i
3

Bl
Bl

PULLING OUT THE DETAILS

SPECIAL CONSIDERATION.
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Almost there

We’ve now reached the end of not only the Squared Eye story, but
also my own.

Along the way we have looked at a broad range of topics
including signs, colour, tone of voice, typefaces and branding.
Broad, yes, but all ways we can communicate invisibly. And they
can all be used as storytelling devices to improve and enhance
how we communicate on the web.

Stories are a vital part of how we share information, preserve
cultures and communicate with others. As the web becomes more
and more a part of our everyday lives, we would be silly to ignore
the power of storytelling. We should try and tell great stories
online in the same way we have done offline for centuries.

Everyone has a story to tell, and the web lets us share them
with a much wider audience.

This has been my story.

Ilook forward to reading yours.
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Attributions 1n order of appearance
1. Invisible communication 101

7-38-55 rule - http://en.wikipedia.org/wiki/Albert_Mehrabian#7.25-38.25-55.25_rule

|| Religious symbols - http://makeready.wordpress.com ||
2. Following the right signs

Definition of semiotics - The Media Student’s Book - Gill Branston and Roy
Stafford || Statue of Liberty icon - http://www.123rf.com/photo_3452242_white-
silhouette-of-the-couple-doves-on-sky-background.html || Printer Icon - http://
www.iconarchive.com/show/dragon-soft-icons-by-artua/Printer-icon.html ||
sundial - http://ccphysics.us/henriques/aiosl/Sundial.htm || Podcast icon - http://
thinkvitamin.com || Tsunami sign - http://yourtown.pressdemocrat.com/2010/03/
bodega-bay/why-no-tsunami-warning-signs-on-sonoma-coast-2/ || Hindu Swastika
- http://photobucket.com/images/hindu%2oswastika/ || Swastika flag - http://
www.clipartguide.com/_pages/o512-0709-1217-2411.html || Photograph of Schipol
Airport Signage - Robert Mills || London Underground Map - http://www.tfl.gov.
uk/assets/downloads/standard-tube-map.pdf || Photograph of Schipol Airport
Signage - Robert Mills || Carsonified icons - http://carsonified.com/ || Apple

UK - http://www.apple.com/uk/ || Tesco icons - http://www.tesco.com/groceries/ ||

Guardian - http://www.guardian.co.uk/
3. Using the right palette

Photograph of Times Square - Glenn R Carter || lllustration of rose - Gareth
Strange || Stop sign - http://www.clker.com/clipart-6863.html || Slippery road

sign - http://fen.wikipedia.org/wiki/File:Singapore_Road_Signs_-_Warning_
Sign_-_Slippery_road.svg || No smoking sign - http://en.wikipedia.org/wiki/
File:No_smoking_symbol.svg || Kandinsky painting - http://marialaterza.blogspot.
com/2010/10/wassily-kandinsky.html || La Senza - http://www.lasenza.co.uk/ ||
BBC - http://www.bbc.co.uk/
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4. Using the correct language

Bluegg - http://www.bluegg.co.uk/ || Zoe’s Place Baby Hospice - http://www.
zoes-place.org.uk/ || Llantrisant Freemen - http://www.llantrisant.net/ || Downing
Street - http://www.numberio.gov.uk/ || CBeebies - http://www.bbc.co.uk/cbeebies/
|| Visit London - http://www.visitlondon.com/ || Academy of Motion Picture
Arts and Sciences - http://www.oscars.org/ || Haribo UK - http://www.haribo.com/
planet/uk/startseite.php || The British Monarchy - http://www.royal.gov.uk/ ||
Coca-Cola - http://www.coca-cola.co.uk/ || HMRC - http://www.hmrc.gov.uk/index.

htm || Innocent - http://www.innocentdrinks.co.uk/

5. Telling the best story

Photograph of biker - http://www.officeforward.com/the-moment-just-before-the-
pain-begins/ || Coca-Cola ©2011 The Coca- Cola Company, all rights reserved.

|| virgin ©2011 Virgin, all rights reserved. || Walkers ©2011 Walkers, all rights
reserved. || The AA ©2011 The AA, all rights reserved. || McDonald's ©2011
McDonald's , all rights reserved. || Yellow Pages ©2011 Yellow Pages, all

rights reserved. || Starbucks ©2011 Starbucks Corporation, all rights reserved.
|| Friends of the Earth ©2011 Friends of the Earth Trust/Limited, all rights
reserved. || BP ©2011 BP p.l.c, all rights reserved. || Facebook ©2011 Facebook,
all rights reserved. || Skype ©2011 Skype Limited, all rights reserved. || Twitter
©2011 Twitter, all rights reserved. || Orange ©2011 Orange, all rights reserved. ||
easyjet ©2011 easyJet Airline Company Limited, all rights reserved. || Blogger
©2011 Google, all rights reserved. || Google ©2011 Google, all rights reserved. ||
Windows ©2011 Microsoft, all rights reserved. || ebay ©2011 ebay Inc, all rights
reserved. || FedEx logo - used with permission by it’s creator - Lindon Leader

|| squaredEye - All imagery supplied by and attributed to - Matthew Smith -
http://old.squaredeye.com/
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