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Make Your Website's Content More Effective



Philip Morgan
• I create smart marketing content for 

companies run by geeks & creatives. 

• I have created marketing content, 
white papers, and demos for 
companies including Microsoft, 
Intel, Fluke, Hitachi, & Bridgestone. 

• I’m very interested in how 
marketing content affects your 
customers’ and clients’ emotions.
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Asking Questions

• Ask questions by entering the text in 
the GoToWebinar control panel 

• Other team members are online to 
answer questions 

• Follow up with us afterwards 
(michael@webvanta.com) if you have 
questions that didn’t get addressed
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A Quick Poll
What best describes your job role?



What is Goal-Oriented 
Website Design?

• It’s a way of thinking about web content. 

• We ask, “If this web page/site was an employee, what would 
their job be and how well are they doing it?” 

• With a clean-sheet web design project, we would go business 
goals —> jobs —> site content & design. 

• But with an existing site, we start with the content as it is. We 
work backwards from the content to what job it seems to be 
doing, and how well it’s doing that job. 

• This is a helpful way to look at the site content and whether it is 
accomplishing the goal you need it to.



A Goal-Oriented Content 
Analysis

• This is a subset of an all-up content audit 

• It’s less about inventorying website content and 
more about improving the effectiveness of the 
existing content. 

• It is a subjective diagnostic tool.



A Process For Critiquing 
Page Content

• It’s easy 

• It’s six steps 

• And somewhat surprisingly, it DOESN’T start by 
identifying the page job. 

• Instead…



1: Scan the Page

• What’s above vs. below the fold?  

• Put a “mental Gaussian filter" over the page and 
take it all in and look for: 
• What areas are brightest/darkest/largest? (lizard-

brain visual response) 
• What areas merge into the background? 
• What areas pop out at you?











#1

#2#3 (?)

#4



2: Map Out the Page 
Content

• Look at how whitespace breaks content up into 
blocks 

• Specifically, what's the function of each block of 
content? 

• Look at how headings and typography have been 
used 

• Look at use of graphics and images





3: How Will Users Relate to 
Each Page Element?

• What is this page element asking of them: Read, 
Scan, or Ignore? 

• What is each page element pushing them towards 
or away from? Where are we, where are we going 
(or being pushed toward)? 

• What is each page element's specific function?



A B

C D E
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4: What is the Overall Page 
Job?

• We don't ask this first to avoid biasing ourself. We look at the "facts" 
(page elements) first, then we think about how the page elements 
are supposed to work to do the job of the page. 

• To figure out the job of the page... we have to take an "outside" 
perspective, even if this is really our own content. 

• Try to sort the page content into one of these very basic buckets, 
realizing that your site may have different buckets: 
• Routing 
• Informing 
• Selling 
• Order-Taking 
• Motivating



This is a routing page.!
It gets users where they!
want to go quickly and!

efficiently.



5: Analysis: Does the page content match 
up with the job the page is trying to do?

• Do all the page elements harmonize? 

• Are the page elements working together or 
competing? 

• Are there freeloader page elements—ones that are 
irrelevant to the overall page function? 

• Is the page distracted by elements that perform 
unrelated functions (social sharing is a common 
culprit)?



6: Look for What’s Missing

• Look at business goals (sell more of this product, 
reinforce our superiority in this area, etc...) and 
decide if the jobs that you need to accomplish that 
goal are happening.



Employee Review Time

• This is a very good routing page. 

• I’d give this page a raise (maybe even a 
promotion). 

• Here’s why…















Same Review Process, 
Different Page
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Your Turn
How would you rate this page’s job performance?



Employee Review Time

• This page is also a routing page.!

• But it is NOT a very good one. 

• I’d give this page a corrective action plan. 

• Here’s why…

















Two Examples From the 
World of Political Policy











This page is visually 
“soft” which means the 
typography will do more 

to establish the 
hierarchy than the other 

visual elements





The overall flow is from 
the top hero unit to the 
content that is further 

down the page.



Employee Review Time

• This is a page that needs to provide information in 
an efficient, frustration-free way. It may need to 
prioritize some content over other. 

• I’d give this page a good rating. 

• Here’s why…



Your Turn
Which of these problems do you most commonly see 

with pages that are supposed to be informing?



















Notice how simple this 
page is from the “lizard 
brain” perspective. At 

this level of abstraction, 
it’s a background and 
two content blocks.





Employee Review Time

• This is a page that needs to provide information in 
an efficient, frustration-free way. It may need to 
prioritize some content over other. 

• I’d give this page a needs improvement rating. 

• Here’s why…



Your Turn
What part of this page’s content needs improvement 

most?













A Final Example













Employee Review Time

• This is a motivational page—designed to call 
users to some specific action. 

• I’d give this page a good rating. 

• Here’s why…











So… How Do We Improve 
“Employee” Performance? 

!

7 Easy Tips…



Remove Extraneous Content
Seriously consider 
removing or 
moving content 
that’s extraneous to 
job function. 

Complex sites may 
need a deeper 
hierarchy. This is a 
tradeoff of more 
easier clicks vs. 
fewer more 
confusing clicks.

All of this 
content 

interferes with 
the primary job 

of this page!
!

   !



Page Templates
Don’t design a 
page template 
casually. Know 
the page job, 
rough out the 
page content, 
then design a 
template or 
layout that 
supports that 
content and job.



Content Sliders
Scrutinize content 
sliders. Users are 
hurried and may 
not see all panes 
in the slider. 
Curate carefully.  

Consider static 
hero areas for 
featured content 
instead.



Visual Hierarchy Gut Check
Tie the content 
visual hierarchy 
to the page goal. 
This includes 
typography. 

Use your lizard 
brain and a 
Gaussian Filter to 
validate design 
choices.



Columns
Beware 
undifferentiated 
columns in page 
layout! 

Beware mis-
appropriating 
primary, 
secondary, & 
tertiary columns 
out of convention.



Above the Fold

Don’t waste 
above-the-fold 
real estate.



Question and Answer 
Time!



We’re Here to Help
• Webvanta specializes in creating content-rich sites that 

deliver on business goals 

• Take a deeper dive on your site’s goals 

‣ Free 30-minute consultation 

‣ email michael@webvanta.com 

‣ or call 888.670.6793 extension 802 

• Learn more online 

‣ www.webvanta.com/blog 

‣ www.facebook.com/webvanta 

‣ http://philipmorganconsulting.com
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!
michael@webvanta.com 

888.670.6793 
!

www.webvanta.comt


