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     W E B  D E S I G N   

If you can’t answer in the affirmative to at least two of the preceding questions, 
you can still use this book as an introduction to web design, but you’ll want to 
pay special attention to the tips, hints, and notes throughout the book. Many of 
these list resources where you can find additional information about a particu-
lar topic, such as graphic design.

How to Use This Book
The chapters are organized based on a typical web design project and the steps 
taken to complete such a project. Within each chapter are learning objectives 
to help frame the content discussed in that section. 

There are ten chapters in this book, each of which builds upon the one be-
fore it. When I wrote the book, I intended for each student to move through 
the chapters consecutively. However, individual chapters can also be used as a 
reference at a later date. 

A ten-question quiz can be found at the end of every chapter. The purpose 
of this quiz is to help solidify key concepts identified in the material covered. 
Answers to each quiz can be found in the back of the book.

Finally, a 75-question exam is included after Chapter 10. This exam poses 
questions from all the material covered, in a random order, to verify you’ve 
retained the most important aspects of what you’ve learned. The exam answers 
are also included in the back of the book.
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Collecting the site’s content

Scheduling the project and its milestones

Keeping everyone on schedule

Educating the client about the project’s process and the site’s maintenance

If you end up working for a design agency, the project management role will 
likely fall to an individual who manages several projects at once. As such, proj-
ect managers must be extremely organized and task-oriented people. When the 
tasks in this category fall to you, either as the project manager for a larger web 
team or as the do-it-all web designer, it is important to stay focused on meeting 
the project goals and managing the steps along the way.

To learn more about project management for the Web, here are a few addi-
tional resources:

Managing Interactive Media Projects by Tim Frick (Delmar Cengage  
Learning, 2007)

Making Things Happen: Mastering Project Management (Theory in Practice) 
by Scott Berkun (O'Reilly, 2008)

Effective Project Management for Web Geeks (http://articles.sitepoint 
.com/article/project-management-web-geeks)

Project management, collaboration, and task software: Basecamp (www 
.basecamphq.com)

Web Design: An Introduction to Project Management from Wikiversity 
(http://en.wikiversity.org/wiki/Web_Design/An_introduction_to_ 
Project_Management)

Information Architecture
In web design, information architecture involves organizing the content in the 
most effective and efficient manner for the end user. Tasks that fall into this 
category might include:

Labeling the site’s content areas

Organizing the content

Developing an efficient, user-centered structure for the site’s content

Creating wireframes (or storyboards) to track a user’s progress through 
the site
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Ensuring the navigation meets the end-user requirements 

Documenting the site map

You will notice there is some overlap among the categories, in that some 
tasks are included in multiple categories. This is not a mistake! Web design teams 
vary greatly according to the people and projects involved, and sometimes tasks 
are shared.

The information architect’s ultimate goal is to organize the content in such 
a way that people can find what they want, when they want it. Moving through 
the site should be intuitive for end users, yet also make sense for the business 
owner. This can be particularly challenging, as much of the success of the web-
site lies here. In other words, if the information architecture fails, the site fails. 
If people can’t find the content they seek, the plain and simple truth is that 
they will go elsewhere. Therefore, it is important not to overlook the tasks in 
this category. Even if you are the only person on your web team, spend ample 
time at the beginning of the project figuring out the best way to organize the 
site’s content. Look for more on this in Chapter 2. In the meantime, here are 
some additional resources you might check out:

A Project Guide to UX Design: For User Experience Designers in the Field or in 
the Making by Russ Unger and Carolyn Chandler (New Riders Press, 2009)

Content Strategy for the Web by Kristina Halvorson (New Riders Press, 2009)

Jakob Nielsen on Usability and Web Design (www.useit.com)

User Interface Engineering (www.uie.com)

UX is an acronym for “user experience.” In web design, UX is often used to refer 
to anything that affects a user’s perception of the website. UX specialists often 
have experience in psychology, as well as design and computer science. 

Design
The design tasks of the site… it’s what you’re reading this book for, right? The 
overarching topic of design covers everything in this chapter, but the more 
specific design-related tasks typically include:

Creating comprehensive designs (comps or mockups) for key sections/
pages/screens of the project

Translating those comprehensive designs into working prototypes
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Developing supplementary graphic content as needed

Identifying the transitions between sections/screens/pages

Coding the designs to display in web browsers

I cover more details about these tasks in the following chapters, so I won’t 
discuss those in depth here. In addition to these tasks, the designer may or may 
not also be involved in the coding or programming of the site. Keep reading for 
more on what those tasks entail.

Coding/Programming
A website is nothing without the code to make it happen. For smaller website 
projects, the code needed is typically basic enough to be coded by the designer. 
But for larger or more complex projects, a programmer is an important addition 
to the team. This member of the team might perform tasks such as:

Designing and maintaining appropriate databases, servers, testing environ-
ments, security procedures, networks, and so on

Coding the designs to display in web browsers

Most people—myself included—consider coding and web design to go hand-
in-hand. Even if a web designer isn’t the one coding the pages, he needs to have 
a firm understanding of how the code works in order to create an appropriate 
web design. A large portion of this book will be spent discussing how to trans-
late your designs into code. Even so, you’ll likely need additional resources to 
solidify your coding knowledge. Here are a few options:

HTML: A Beginner’s Guide, Fourth Edition by Wendy Willard (McGraw-
Hill/Professional, 2009)

HTML & CSS: The Complete Reference, Fifth Edition by Thomas A. Powell 
(McGraw-Hill/Professional, 2010)

HTML Source: HTML Tutorials (www.yourhtmlsource.com)

World Wide Web Consortium (W3C)—the organization that develops 
and maintains HTML (www.w3.org)

HTML Goodies: The Ultimate HTML Resource (www.htmlgoodies.com)

HTML and CSS Tutorials (www.htmldog.com)

HTML & CSS Tutorials (www.w3schools.com/sitemap/sitemap_tutorials 
.asp)
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Animation/Multimedia
When a website project involves any type of animation, it’s best to add a team 
member experienced with animation design. When web design was still in its 
infancy, designers often created static images as well as animated ones. But the 
level of design and complexity in web animation has grown such that animation 
design is truly a specialty. Tasks left to web animators might include:

Designing key sections/pages/screens of the animation

Developing the animation between frames/screens

Coding/programming the animation

I often have students ask whether they should learn how to create web 
animation. If you’re considering focusing your skills on web animation or mul-
timedia, you’ll want to spend some time learning Adobe Flash, as that is the 
de facto standard for animation and multimedia on the web. For additional 
information about web animation and Flash, check out these resources:

Each of the books listed is available for users of Flash CS3, CS4, and CS5 (as 
of this writing). Select the book that corresponds to whichever version of the soft-
ware you plan to use.

Adobe Photoshop Classroom in a Book by Adobe Creative Team (Adobe 
Press, 2010)

Adobe Flash Classroom in a Book by Adobe Creative Team (Adobe Press, 
2010)

How to Cheat in Adobe Flash: The Art of Design and Animation by Chris 
Georgenes (Focal Press, 2010)

Inspiring Flash Design (http://naldzgraphics.net/inspirations/45-excellent-
examples-of-flash-websites-design)

Flash Kit: A Flash developer resource site (http:/www.flashkit.com)

Smashing Magazine: Flash (http:/www.smashingmagazine.com/tag/flash)

About.com Flash Web Design (http://webdesign.about.com/od/flash/
Macromedia_Flash.htm)

Tutorialized Photoshop and Flash tutorials (http:/www.tutorialized.com)

Newgrounds Flash tutorials (http:/www.newgrounds.com/collection/
flashtutorials.html)
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Copywriting/Editing
When businesses first develop websites, they often try to reuse content that was 
originally created to be viewed as a printed piece. This is not the ideal situation 
for the end user, who is accessing the content on a screen instead of paper. In 
the best-case scenario, a copyeditor is involved to write (or rewrite) the content 
specifically for web readers. Tasks in this category typically include:

Working with an information architect and/or designer to label the site’s 
content areas

Developing the site’s text content

Reviewing and editing the site’s text content for web readability

A copywriter isn’t always in the budget for small design projects, but that 
doesn’t mean these tasks aren’t necessary. On the contrary, if there isn’t an 
official copywriter on the project, it’s up to the remaining team members to 
pick up the slack and ensure the content is edited for web readability. I touch 
on this more in Chapter 2. In the meantime, here are some additional resources 
to help you learn about copyediting for the Web:

Web Copy That Sells: The Revolutionary Formula for Creating Killer Copy 
That Grabs Their Attention and Compels Them to Buy by Maria Veloso 
(AMACOM, 2009)

Content Strategy for the Web by Kristina Halvorson (New Riders Press, 
2009)

Do the Web Write: Writing for and Marketing Your Website by Dan Furman 
(Self Counsel Press, 2009)

The Web Developer’s Copywriting Guide (http://articles.sitepoint.com/
article/developers-writing-guide)

Web Content and Writing for Web Sites (http://websitetips.com/ 
webcontent)

Copywriting 101: An Introduction to Effective Copy (http://www 
.copyblogger.com/copywriting-101)

Testing
The technical term for the process of testing a web project (or just about any 
project for that matter) is quality assurance, or QA for short. Although software 
development companies have whole departments devoted to QA, the tasks in 
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this category may fall to the designer or other team members (or, more likely, 
all of the team members). Those tasks might include:

Clicking every link to ensure that each one works as expected

Completing every web form to check the functionality

Testing the usability of the website to determine how well users can access 
the content

Verifying that all text and graphical data display as expected in the target 
browsers and on all target platforms

Coordinating with the appropriate team member to fix any errors found 
during testing

Testing is key to any website project, for obvious reasons: If you have a bro-
ken link (or worse, a broken page) that never gets fixed, your business loses 
credibility and maybe even some customers. Nevertheless, this category of tasks 
often falls through the cracks for many independent web designers. To avoid 
that trap, build time for testing into your project schedule from the very begin-
ning. Make sure you spend time confirming that the site you built actually 
works. If you’re trying to make a living doing this, you’ll be taking the first step 
toward gaining repeat businesses from this customer and maybe even new busi-
ness from someone who accesses the site.

For more on website testing, check out these resources:

Rocket Surgery Made Easy: The Do-It-Yourself Guide to Finding and Fixing 
Usability Problems by Steve Krug (New Riders Press, 2009)

Handbook of Usability Testing: How to Plan, Design, and Conduct Effective 
Tests by Jeffrey Rubin, Dana Chisnell, and Jared Spool (Wiley, 2008)

The Ultimate Testing Checklist (http://articles.sitepoint.com/article/ 
ultimate-testing-checklist)

UITest.com (http://www.uitest.com)

BrowserShots (http://www.browsershots.org)

Litmus Testing Software (http://www.litmusapp.com)

Adobe BrowserLabs (http://browserlab.adobe.com)

Search Engine Optimization
When a website is launched, most people want to know how soon it will be on 
the first page of Google’s search results. Yeah, right! Search engine optimization 
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(SEO) is the process of making webpages easily understood and interpreted by 
search engines. Contrary to popular belief, this is not simply a to-do item you 
check off your project schedule after a site has gone live.

Instead, SEO is best tackled throughout the entire web development process. 
In fact, the tasks in this category can become so involved that large web devel-
opment teams often include a person (or people) who specialize in this area. 
Here are examples of the types of tasks this person may perform:

Cross-linking pages to ease navigation and increase visibility

Reviewing and editing the site’s content to add relevant keywords and 
phrases

Submitting the site to search engines

Checking the site’s listing in key search engines

Identifying potential changes to the site that may increase its visibility 
and/or popularity

Blocking private pages from being listed with search engines

Advertising with search engines to increase visibility

For more about SEO, check out these resources: 

Search Engine Optimization: An Hour a Day by Jennifer Grappone and 
Gradiva Couzin (Sybex, 2011)

Search Engine Optimization for Dummies by Peter Kent (For Dummies, 
2010)

Patrick Gavin’s SEO Blog (www.patrickgavin.com)

Search Engine Watch (www.searchenginewatch.com)

Search Engine Journal (www.searchenginejournal.com)

Google’s Website Optimizer (www.google.com/websiteoptimizer)

Maintenance
Who will take care of the website after it is launched? The answer to this ques-
tion is often overlooked, but needs to be identified at the start of the project. If 
the site maintainer is a nontechnical employee of the client, the site needs to 
be built in such a way that a nontechnical person can maintain it, without need-
ing to learn a programming language. Or, if the site is a personal blog, the tech-
nical skills of the blog owner will likely dictate which blogging software is used 
to build the site.
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Now that doesn’t look so difficult, does it? All tags use brackets to separate 
them from the other content on the page. In the previous example, you can see 
that brackets surround both the opening and closing paragraph tags. The <p> 
tells the browser this is the start of a new paragraph, and the </p> tells it to end 
that paragraph. (To end or close a tag, you reuse the tag, but with a forward 
slash after the first bracket.)

Officially, the p portion of the code here is called the element, while the p 
is referred to as a tag when surrounded by the brackets: <p>. However, in most 
cases, the two terms—element and tag—are used interchangeably.

We use HTML like this to structure the page, telling the browser which 
pieces of content are paragraphs, which are lists, and so on. Then, we add some 
CSS to specify how to style each content area. We’ll work with each of these—
HTML and CSS—throughout much of this book. 

Beyond HTML and CSS
When you want to move beyond basic page layout and content styling, you’ll 
likely need to invoke some other web technologies and tools. Typically, we 
break those down into two categories:

Client-side 

Server-side 

When the action happens on the user’s system (within the browser), it’s 
referred to as being “client-side.” Conversely, code that is processed before it 
reaches the user’s system is said to be “server-side.” 

Server-side scripts are stored on the server and sometimes require additional 
software to be installed there. Client-side scripts do not interact with the server 
and, therefore, do not require any additional software to be installed on the 
server. 

Suppose you want to offer your website in both English and Spanish, but you 
don’t want the hassle of maintaining two separate versions of the site. You could 
store all the text content of the site in a database or plain-text files, and then 
reference those files within your HTML code using a server-side script. Then, 
when the user selects a language from the home page, the server-side script 
builds the pages on demand, importing the English or Spanish text segments  
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Web design students can sometimes become overwhelmed by the sheer 
number of technologies listed in Table 1-1. If that sounds like you, take heart 
because no one really knows how to use all of those technologies well. Most 
people choose to focus on one or two that complement each other. Then, you 
might work with other developers who specialize with alternative technologies 
when those are needed for a particular project.

Design Tools
If you’ve already looked at a list of design applications, you’ve undoubtedly 
recognized a few names on that list. The most popular design applications are 
all owned by Adobe, who is a world leader in graphics and imaging software. 

Photoshop is probably best known for its image manipulation capabilities. 
Sometimes a copy of Photoshop Elements (the scaled-back, but still fabulous, 
version) is included with the purchase of new scanners or digital cameras, and 
home users are introduced to it. But by and large, Photoshop is the go-to pro-
gram for professional designers. 

To really become accomplished as a web designer, you’ll need to be proficient 
in a design application. If you already know a little about Photoshop, I would 
encourage you to continue down that path. If you’re new to design and are 
wondering which application to learn, check out my suggestions in Table 1-2.

All of the tools listed have free demo versions available. I encourage you to 
download and try them before investing in any new software. In addition, if 
you’re a student or teacher, be sure to check for academic pricing when you 
purchase. An academic discount can often save quite a bundle, particularly for 
the more expensive software packages.

Looking for help building websites with a combination of Adobe’s applica-
tions? Check out Joseph W. Lowry’s book, Adobe CS4 Web Workflows: Building 

Websites with Adobe Creative Suite 4 (Wiley, 2009).

Flash
While I could have listed Adobe Flash (www.adobe.com/flash) in Table 1-2, it 
really is a breed of its own for a couple of reasons. First, Flash is both a design 
application and a full-fledged animation tool. Second, the Flash program  
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includes its own scripting language, so you really can build fully functional 
websites with it. Plus, as of this writing, Flash doesn’t really have a whole lot 
of competition, although that may change as HTML5 and Microsoft’s Silver-
light (www.silverlight.net) gain support among web designers and browsers 
alike.

Web browsers must have a Flash player installed in order to view Flash 
files, but thankfully the player is free and widely distributed. (One notable excep-
tion has to do with mobile, web-enabled devices, many of which are not capable 
of displaying Flash files.)

Flash’s scripting technology is called ActionScript, which can be used on the 
server side or the client side, depending on what you’re trying to do. This makes 
Flash a highly customizable, flexible solution that is hugely popular among web 
developers. 

Refer to the additional resources listed in the Animation section (p. 7) for 
places to learn more.

Coding Tools
The software used to code a website depends on a variety of factors, the most 
important of which is the technologies used. For example, if you’re building a 
site purely in HTML, you can use something as simple as NotePad or TextEdit 
(free text editors that can be downloaded and installed in minutes). Other web 
tools can handle HTML in addition to more complex technologies.

Table 1-3 lists some of the popular tools available to help you identify which 
might be suitable for your needs. Of course, this is not an exhaustive list, but is 
included merely as a starting point. As with the design tools, these typically can 
be downloaded and tested for free. Be sure to try a couple of different options 
before settling on your preferred tool.

WYSIWYG means “what you see is what you get.” These types of editors don’t 
require users to know HTML. Instead of looking at the code in your pages, you 
view and edit a “preview” of how the page will look in the browser, simply drag-
ging and dropping pieces of your layout as you see fit.
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Get to know the contact person. What is her experience level with the Web 
and similar projects? What comparable sites does she like and dislike?

Get to know the company’s brand. Is there an existing logo, or do you need 
to create one? Can the visual design be an extension of the current “look 
and feel,” or must it be a complete redesign?

After considering this information, you’ll likely be in a better position to 
identify the goals of the site. A few examples of site goals might be:

Sell products/services

Increase public awareness of a company/product/service

Acquire employees

Entertain

Educate

Communicate with customers

Disseminate information

Provide updates to products/services

Now let’s look more closely at the where, who, and how of planning the 
project.

Hosting
The hosting of the site answers the where question posed previously. Before you 
can build any site, you must know where it will be stored on the Web. During 
development, the site may be housed on your own personal computer, but it 
can’t stay there when the site goes live. All public websites must be transferred 
or uploaded to a host computer with 24-hour access to the Internet. Businesses 
pay monthly fees to companies who host (or store) webpages so they can have 
24/7 availability to web surfers.

A variety of web hosting options exist, from free, personal site hosting to 
paid, business site hosting. 

Personal Site Hosting
If you have an e-mail account with Google (Gmail), you’re halfway to setting 
up your own personal site hosting. Google offers free webpages to its users, 
specifically targeting those who want to create sites for clubs, families, and 
other social groups. This type of situation is perfect if you aren’t concerned 
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about having a custom domain name (such as www.wendywillard.com). Visit 
http://sites.google.com to get started.

Other sites that offer free personal site hosting include Bravehost (www 
.bravenet.com/webhosting) and Tripod (www.tripod.com). Also, check with your 
e-mail or Internet service provider to see if you already are eligible for free hosting 
space with your existing account.

Because these sites are largely targeted to beginners, they make uploading 
and maintaining your webpages a breeze. Most use web-based tools to help you 
create a site, so you don’t need to purchase or install any software.

Business Site Hosting
Most businesses cannot take advantage of free hosting, because many of those 
tools prohibit use by for-profit companies. For the majority of businesses, paid 
offsite hosting is therefore the most effective and popular solution. Hosting like 
this might either be on a shared or dedicated server. While a shared server can 
be significantly less expensive than one dedicated to your needs, it may not be 
possible in all situations. For example, if your site runs custom web applications, 
requires a high level of security, or needs a large amount of hard drive space, a 
dedicated server is preferred.

If a dedicated server is not in the budget, a virtual private server (VPS) might 
be adequate.

Even within the category of paid offsite hosting there are many different 
service levels. If you do a search online for “website hosting” you will be over-
whelmed with choices. So how do you decide which one to select? Here are a 
few questions to ask when looking for business hosting:

How much hard drive space is included?

How much traffic can the site generate per month? (Ask for some average 
traffic rates for similar sites to compare.)

How many e-mail accounts are included?

What kind of access is permitted? (You want to make sure you have FTP 
access to upload files.)

What kind of support is offered, and when is the support team available?

How often are backups made? How are they accessed?
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What sort of site statistics are measured? (You want to have access to traf-
fic reports, for example.) How are they accessed?

Do they allow third-party/custom applications to be installed? (This is 
important if, for example, you want to add shopping cart software.) Are 
there any such applications pre-installed in your servers?

What kind of server-side languages and database servers are supported? 
(You may want to install a particular third-party application that requires 
ASP.NET, for example.)

In the end, you’ll probably get the best ideas about which hosting provider 
to use by asking friends and business associates. In that vein, here are a few of 
my suggestions:

Site5 (www.site5.com/in.php?id=37181)

DreamHost (www.dreamhost.com) 

BlueHost (www.bluehost.com)

Hostway (www.hostway.com)

Media Temple (www.mediatemple.net)

Another option for personal and business users alike is a blogging tool. 
Believe it or not, many popular blogging tools offer to host their clients’ blogs as 
well. Google’s Blogger (www.blogger.com) and WordPress (www.wordpress.com) 
both enable users to create hosted websites using their blogging software. Both 
offer tutorials to help you get started, as well as tons of templates for customizing 
the look of your blog. I’ll talk a bit more about blogs in Chapter 8.

Domain Names
I would be remiss to finish a section on hosting without discussing domain 
names. As a web designer, you will often be asked to give advice about selecting 
domain names. Many people underestimate the power of a guessable and mem-
orable domain name. 

When talking about this, I frequently use the example of a company called 
Acme Landscaping Incorporated. While it may seem logical to its business own-
ers to purchase the domain name alinc.com, it’s probably not the first thing a 
potential customer would try. The name acmelandscaping.com would be my 
first guess, but if that were already taken I might try acmelandscapers.com or 
acmelawns.com. Then, I’d probably add another domain that doesn’t have the 
business name, but instead provides a good search engine tag. 
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With all of these documents floating around, the project management aspect 
of any web project becomes even more important. Thankfully, there are some 
great online tools to help you manage this process.

Basecamp (http://www.basecamphq.com) 

FreelanceSuite (http://www.freelancesuite.com)

Zoho Projects (http://projects.zoho.com)

If none of those online project management tools seem to fit into your ideal 
workflow, consider using Google Docs (http://docs.google.com) as an online 
repository. Although it doesn’t include an official project management tool, it 
does make it easy to collaborate and share files.

Logo

Page Title

Supporting
Imagery

Yes, please register me!

First Name

Company

Email

Last Name

Title

Phone

Get Started Now

Copyright and fine print

Lorem ipsum dolor sit amet, consectetur adipiscing elit.Proin
euismod areu nunc. Cras tincidunt vulputate turpis a ultricies.
Aenean orci enim, vulputate sit amet posuere sit amet, pretium
eget eros. Quisque mattis lacinia mattis. Vestibulum vehicula
diam in odio vehicula mattis.

Vestibulum ante ipsum primis in faucibus orci luctus et ultrices
posuere cubilia Curae; Sed facilisis sem placerat erat fringilla
tempus. Sed quis lacus nec dui dapibus sagittis. Sed viverra
volupat lorem, eget tincidunt erat fringilla ut. Cras tincidunt ipsum
at lorem varius at scelerisque risus ultrices. Integer sit amet tellus

FIGURE 1-2
on the look and feel.
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FIGURE 1-3
(reprinted with permission from www.paultrow.com).
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QUIZ
Choose the correct responses to each of the multiple-choice questions. 

Which is not typically considered part of the “front-end” of a website?1. 

A. 
GraphicsB. 
DatabaseC. 
NavigationD. 
Page layoutE. 

Which task is considered part of the 2. information architecture role within a web 
development team?

A. 
Scheduling the project and its milestonesB. 
Coding the designs to display in web browsersC. 
Creating mockups for key sections/pages/screensD. 
Completing every web form to check the functionalityE. 

Which task is considered a key part of the 3. programming role within a web devel-
opment team?

A. 
Scheduling the project and its milestonesB. 
Coding the designs to display in web browsersC. 
Creating mockups for key sections/pages/screensD. 
Completing every web form to check the functionalityE. 

Completing every web form to check the functionality ideally falls under which 4. 
role within a web development team?

DesignA. 
CodingB. 
AnimationC. 
Quality assuranceD. 
Search engine optimizationE. 

Developing supplementary graphic content ideally falls under which role within 5. 
a web development team?

DesignA. 
CodingB. 
AnimationC. 
Quality assuranceD. 
Search engine optimizationE. 
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What does HTML stand for in web development?6. 

A. 
Host Terminal Modal LinkB. 

C. 
High-speed Transmission Meta-LanguageD. 

What do we call a script that runs on the user’s system?7. 

Host-sideA. 
Client-sideB. 
Server-sideC. 
Browser-sideD. 
Database-sideE. 

Which type of information architecture might be called “flat”?8. 

All pages are at the same level, where each is accessible from everyA.  other one.
Pages are grouped into sections and each one follows a linear structure.B. 
Pages are grouped into sections, and within each section the various pages are C. 
always accessible; a user must return to the home page to jump to a different 
section.
Pages are grouped into sections, and within each section the various pages are D. 
always accessible; a user can access other sections without returning to the 
home page.

Which type of information architecture might be called “hub-and-spoke”?9. 

All pages are at the same level, where each is accessible from every other one.A. 
Pages are grouped into sections and each one follows a linearB.  structure.
Pages are grouped into sections, and within each section the various pages are C. 
always accessible; a user must return to the home page to jump to a different 
section.
Pages are grouped into sections, and within each section the various pages are D. 
always accessible; a user can access other sections without returning to the 
home page.

How is the layout of a website typically documented during the planning phase 10. 
of the project?

With a mockupA. 
With a site mapB. 
With a wireframeC. 
With a storyboardD. 
With a technical specificationE. 
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Screen Area
Speaking of zooming and squinting, do you know the resolution of your screen? 
Or, put a different way, what is the total amount of viewing space available on 
your monitor, regardless of the monitor’s physical size? Table 2-1 lists typical 
screen areas for common monitor sizes. Also, check out www.screenresolution.org 
for additional information.

The screen area is important when you’re dealing with how much content 
can realistically fit onto a single webpage. Unlike pages printed on paper, where 
everyone sees a design at the same size (perhaps 8.5 × 11 inches), the designed 
webpage will vary in size according to the screen area of its viewer.

FIGURE 2-1
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Choose a different screen resolution from the drop-down menu to cause the 
browser to be resized to fit within the selected screen size. This allows you to 
see how much of a design remains visible at different screen resolutions.

If you use Internet Explorer 8, you will find these same developer options built 
into the browser. Choose Tools/Developer Tools to access these features. For the 
resizing tool, you then need to select Tools/Resize, followed by the desired screen 
area.

The biggest area of concern with regard to screen sizes of traditional com-
puters is how much horizontal space is available for content. In the early days 
of the Web, designers focused on the lowest common denominator (640 × 480). 
This means the most important content was designed to fit within a width of 
about 600 pixels. (The extra 40 pixels are taken up by the browser chrome—
menus, scroll bars, etc.—and the operating system.)

FIGURE 2-4
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Now, however, designers typically opt to create liquid pages, which grow and 
shrink according to the available screen area on the visitor’s monitor. This means 
you must design a page that looks good both at 800 pixels wide and 1200 pixels 
wide, which isn’t always easy to do. To help in that regard, here are some quick 
tips:

Photographs don’t easily scale. So if your page includes large photos, figure 
out how to handle the space around them as the page grows. Likewise, 
don’t make the photos so large that they cause other important content 
to be hidden on smaller screens.

Text is difficult to read when contained within really wide columns. As 
such, I suggest using a fixed width for text areas and filling in the sur-
rounding space as necessary with other elements.

Really wide pages don’t typically translate well into really small spaces. 
Consider creating a maximum layout width so your pages don’t get un-
wieldy and difficult to read.

Don’t forget the “fold,” which refers to the point at which users will have 
to scroll vertically. Be sure the most important content is located “above 
the fold” for your target screen sizes.

To find the Web Developer toolbar shown in Figure 2-4, open the Firefox web 
browser and visit https://addons.mozilla.org/en-US/firefox/addon/60. Then click 
the Add To Firefox button to install. 

But what about designing for mobile screens? While you can add custom 
sizes to the Resize function within the Web Developer toolbar, it’s not a true 
indication of how your pages will display because the web browsers used on 
mobile devices are so different. (More on how the browsers affect the page 
display shortly.) The best way to plan your designs for display on mobile screens 
is to work with the correct sizes when creating your mockups. For example, 
design tools like Photoshop allow you to create new documents according to 
common screen sizes. You can even choose from a list of popular mobile device 
screen sizes, as shown in the following illustration. 
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Fonts
Another consideration is that fonts are typically device-dependent. So, while 
Arial might be a default sans-serif font for Windows computers, Helvetica is 
more popular on Macs. If you select a font that is not available on your user’s 
system, what happens? That depends on how the font is specified.

If you use a font that will ultimately be included inside of an image (such as 
a file saved as a JPG or GIF), you don’t have to worry about the font selected. 
That’s because the text itself ends up being saved as a picture and loaded into 
the webpage. But if you want to use a particular font for text that will be ren-
dered by the browser, you must be careful about which fonts are selected. 

The reason is that text generated by the browser can only be displayed using 
fonts loaded on the user’s system. So if you specify that a section of text should 
display using Gill Sans, but some users don’t have that font, the text will not 
display as you expect. In your HTML or CSS, you can actually specify a cascade 
of fonts, which is a list of fonts you’d like to use for the text, in order of prefer-
ence. We’ll cover that in more detail in Chapter 5. For now, you just need to be 
aware of which fonts you’re selecting while designing. Table 2-2 lists the most 
popular fonts already loaded on the typical user’s system.

Not only are the font faces themselves an issue, the size at which they display 
is also a variable. Text displayed on a Macintosh system typically appears smaller 
than its counterpart on a Windows-based PC. Many of the browsers’ latest ver-
sions do help combat this problem by offering Mac users the option of displaying 
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When designing for multiple browsers, here are a few things to keep in 
mind:

Provide alternatives Some web browsers on mobile devices are text-
only. That means anyone using these browsers won’t see the graphics in 
your webpages. Therefore, if any critical information on the site is included 
in graphics, you must make alternative text-only options available. 

Use standard code As you become more familiar with HTML, you’ll 
learn that some elements are handled better by certain browsers, and 
some tags are completely ignored by other browsers. Try to stick with 
standard HTML as specified by the World Wide Web Consortium (W3C—
www.w3.org), and you’ll be more likely to reach the widest audience.

Test, test, and test some more Don’t assume your page looks good in 
Firefox just because it works well in IE. Confirm it.

Chapter 9 talks more about testing sites in different browsers and using 
various devices.

Bandwidth
Another aspect of web design that is unique is bandwidth. When designing an 
advertisement for a magazine, you don’t have to consider how many kilobytes 
the file is. (That’s a good thing because most print ads end up being many 
megabytes in file size!) Unfortunately, website visitors are definitely concerned 
with the size of your files.

The term bandwidth refers to the speed at which web users access the Inter-
net. Users who log on to the Internet from computers using telephone modems 
(yes, many people still do) often access at speeds of 28.8 to 56 Kbps (kilobits 
per second), while cable and DSL (digital subscriber line) users’ speeds increase 
significantly to an average of 2 to 3 Mbps (megabits per second) or 2000 to 
3000 Kbps. Anyone using FiOS can see speeds double that of cable. And mobile 
users’ bandwidth can run the entire gamut: Stationary users can see speeds 
similar to cable and DSL users, while those in a moving vehicle only receive 
about 350/Kbps. 

With such a varied bandwidth selection, you must design your graphics 
accordingly. The larger the size of your graphic files, the longer they’ll take to 
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So what creates contrast? Here are a few ideas:

Change the hue Place a red box next to a yellow one, and you’ve 
achieved contrast because of the difference in hues.

Change the value White text on a black background causes a distinct 
contrast because of the variation in value (shade) of the colors.

Change the pattern A striped background next to a solid color back-
ground creates contrast because of the divergent patterns.

Change the movement Good design moves your eyes around a page ac-
cording to what’s most important. Contrast in movement occurs when 
you design with the intention of gently moving the user’s eye down the 
page, perhaps with a gradation of color, and then abruptly stop them with 
a different shape, filled with a different color.

Contrast can be good when it succeeds in helping you focus the user’s atten-
tion; but it can also be bad. Bad contrast typically happens when the designer 
loses focus on what’s important—that is, creating a readable site that fulfills its 
goals.

While you’re thinking about the contrast of your designs, don’t forget about the 
text color—both foreground and background. Yes, even I choose colored back-
ground behind text from time to time, but the truth is that white is usually the 
best color for backgrounds behind big chunks of text. Let’s face it: It’s often easier 
to read dark text on a light/white background than the opposite. White text on 
dark/black backgrounds can be beautifully moving, but is not typically appropriate 
for large areas of text (i.e., anything more than a few sentences of text).

When it comes to smaller bits of text, such as in navigation or headlines, it can 
be quite beneficial to use dark backgrounds to add contrast and draw attention.

Contrast is of particular interest to anyone who is colorblind. A few online 
tools can help you visualize what people who are colorblind see when viewing 
certain colors. Check out www.newmanservices.com/colorblind/default.asp to 
see one example. Or you can download a desktop-based tool to help you analyze 
the contrast of your designs: www.stainlessvision.com/projects/colour-contrast-
visualiser and www.vischeck.com/vischeck/vischeckURL.php are good options.

If you’re using a graphics editor such as Photoshop to build your design, one 
method of quickly checking the contrast of a design is to switch temporarily to 
grayscale color mode. Viewing colors in grayscale can help identify problem 
areas. Another more low-tech method of spot-checking color contrast is to 
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squint your eyes while looking at the design. Areas with little contrast tend to 
blur when viewed with squinted eyes. While this may be okay for color meant 
only as a background texture, it’s not appropriate for body copy or headlines.

Color Tools
If you need some inspiration to create harmonious color schemes, you’ll find a 
lot of online tools to help. Consider one of the following to get you started:

http://www.colorschemedesigner.com

http://www.colourlovers.com

http://kuler.adobe.com

Navigation
Obviously, navigation is a big part of any screen design. Print designers don’t 
have to worry about making buttons available to access additional information 
(although it could be argued that a link to a company’s website and other con-
tact information might be considered the “navigation” of a print advertisement, 
but I digress…). 

The navigation of a site includes links to related content. So the first thing 
you need to do is identify all the links your pages need to include, starting with 
the home page. Not every page on a site needs to be accessible from the home 
page, so you must figure out which ones should be included, and then of those, 
which are the most important. You can usually divide the links into level of 
navigation: primary, secondary, tertiary, or supporting.

Primary navigation is typically 
included on every page of the site. 
These are the most important links that 
must be accessible everywhere. In many 
cases, these are the navigation bars 
found across the top of webpages.

Secondary navigation commonly 
houses the department-level navigation 
that is included only in certain sections 
of the site. So if you had your primary 
navigation across the top of the page, as 
shown in this illustration, you might 
include the secondary navigation down 
the left side. 
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Block B is what I call the dynamic navigation block, because the resulting 
pages (search results, cart contents, and so on) are different for each visitor. 
On Amazon.com, dynamic navigation is a secondary navigation method.

Block C is commonly referred to as local navigation, in that those links are 
local to the particular section currently being browsed (in this case, the 
Kindle Store). Note that these links will not appear when another section 
of the site is being viewed. This e-commerce site depends on its local 
navigation as an important tertiary method of navigation.

Block D shows shortcut navigation, which offers one-click access to essential 
functions of the site. For Amazon, the Buy Now button is perhaps the most 
important link available. Shortcut links are typically included in a variety of 
places on the site and don’t live in just one department or section.

Block E, reference or related navigation, is a different type of navigation that 
is custom to each page, as related content is pulled from a database behind 
the scenes. For the Amazon page, that’s a display of items other customers 
also bought after purchasing the book currently being viewed.

Another commonly used navigation method is breadcrumb navigation. Sites 
with deep local navigation often use “breadcrumb trails” to help orient users and 
provide easy access to pages along their path in the site.

The Amazon site is certainly filled with plenty of options for the user. Most 
likely, your first few websites will be much less complex in nature. So let’s look 
at the navigation for a sample small business, which is at the opposite end of the 
spectrum in terms of navigation. Visit www.lawnscape.us and refer to Figure 2-6 
to see a page on this site with a few very basic methods of navigation.

After you identify the levels of navigation, you need to figure out how to 
visually represent each bucket of links. Things such as underlined text and tabs 
work well because everyone understands these as you can click for more con-
tent. If you spend any amount of time on the Web, you’ll probably see a lot of 
the same types of visual navigation metaphors, such as:

Tabs

Vertical navigation bars docked to the left side of the screen, with each 
link on a separate line

Horizontal navigation bars docked to the top of the screen, with links 
-

ward slash (/)







Chapter 2  D E S I G N I N G  F O R  S C R E E N S         

Obviously, this can be done in a variety of ways, so there is no one “right” way to 
lay out a webpage. But here are a few guidelines to consider:

Provide consistent navigation (as discussed in the preceding section).

Keep content accessible and relevant.

Orient the user (help the user recognize what page he’s viewing within 
your site’s structure), usually with a relevant page title.

Maintain an appropriate content hierarchy.

With regard to the final bullet point, the most important thing you can give 
your users is reliable, relevant, up-to-date content. With this being the case, the 
content should always be the first priority within the structure of the page, and 
it should serve to achieve the business objectives for that page and for the 
entire site.

I remember my graphic design instructors in art school repeating over and 
over again: “What’s the first thing you want viewers to notice on your page?” 
That should be the same question you ask yourself when developing the con-
tent structure for webpages.

Remember that, as the designer, you’re in the driver’s seat when it comes to 
prioritizing what users see on the page. While it might be tempting to make 
every element on the page animated, moving, glowing, or brightly colored, use 
these extras sparingly. Usability study after study shows viewers are drawn to 
the real meat of the site, much more than the glitz and glamour, and it’s the 
content that keeps them coming back.

Also, when designing the page structure, think about how you look at a 
webpage. You’ll probably agree that you look at the center first, and then 
move your eyes around the page according to what jumps out at you. Other 
common first glances include the top-left portion of the screen (close to those 
back buttons!) and the right edge (near the scroll bar). Check out www.useit 
.com/eyetracking for some eye-tracking studies on where people look when 
viewing webpages.

In journalism, you typically put the most important details in the beginning 
of a story, as not all readers will make it to the end. The Web is the same, at least 
in that not everyone makes it to the bottom of the screen. Therefore, the top 
portion should contain enough details to encourage users to keep reading, but 
not so much that they are overwhelmed and don’t know where to look.
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Stock Media
The use of photography and multimedia can often add a sense of professionalism 
to a website, but many businesses don’t have the budget to hire photographers 
or artists. Thankfully, plenty of stock companies offer royalty-free media that can 
be used for almost any purpose, except for resale.

Royalty-free does not mean the item is free. But it does mean you (the pur-
chaser) are permitted to use the item multiple times without having to pay an 
additional fee beyond the original purchase price. Read the license to determine 
for what types of projects you can use a particular item.

FIGURE 2-7
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Tempted to search for “free” images using Google or another search engine? Just 
because you find a photo online that fits your project perfectly doesn’t mean it’s 
fair to use it, especially if your project is for a business. While you may find free 
media online, those are typically restricted to noncommercial use only. If you can’t 
get permission from the owner, it’s best to move on and look for something else. 

Here are a few places where you might find suitable stock media:

http://www.istockphoto.com

http://www.shutterstock.com

http://office.microsoft.com/clipart

http://www.gettyimages.com

http://www.fotosearch.com

http://punchstock.com

http://www.photos.com

http://www.clipart.com

Sharing Copies of Your Mockups
If you’re creating a website for someone else, you undoubtedly have to show that 
person your design mockups at some point. There are plenty of ways to accomplish 
this, but you want to make sure you have a way of managing the mockups in case 
the site owner wants to refer back to a previous version later on in the project.

As a freelancer, I typically use one of two methods to manage this process: 

Create a mini-site on my personal site Sometimes I create a page on my 
website where I store and track design mockups. Figure 2-8 shows an 
example of how I handled this for one client. The client could click the 
links to display each mockup within the browser to see how the final page 
will look surrounded by the browser chrome.

Use an online document storage location Other times (depending on 
the nature of the project), I simply create a folder for the client files on 
my online document storage site. I use Drop Box (www.dropbox.com), 
but you can use whichever online storage site you’re comfortable with. I 
love Drop Box because as soon as I add a file to a shared folder, it alerts 
the other users of that folder to the presence of the new or updated file. 
(And hey, it doesn’t hurt that the first 2GB of storage space is free. Plus, 
if you signup using this referral link, we both get 250 MB of extra space, 
free: www.dropbox.com/referrals/NTM4ODE5OTE5.)
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I don’t suggest managing a project through e-mail only. It’s too easy to lose 
e-mails and overwrite files.

Alternatively, you can use an online document or project management tool 
to share and manage not only your mockups but also any related client com-
munication. Some popular packages include:

Basecamp (http://www.basecamphq.com)

FreelanceSuite (http://www.freelancesuite.com)

Zoho Projects (http://projects.zoho.com)

FIGURE 2-8
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QUIZ
Choose the correct responses to each of the multiple-choice questions.

What is a typical screen area for a web-enabled, handheld device such as an  1. 
iPhone?

100 × 76
320 × 480
640 × 480
800 × 600

What does it mean to create liquid webpages?2. 

Which is 3. not a font commonly found on at least 95 percent of Windows and Mac 
systems?

Verdana
Trebuchet
Century Gothic
Times New Roman

Which is the most popular web browser for traditional computer systems?4. 

Safari

Chrome

What is the most important reason to use standard code recognized by the W3C?5. 

To meet federal guidelines
To address all of the site goals
To conform to web regulations
To reach the widest possible audience
To take advantage of the newest features

Which best describes the phrase 6. audience bandwidth, with regard to web design?

The rate at which content uploads
The rate at which content downloads
The speed at which designers access the Internet
The speed at which web users access the Internet
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Which connection type has an average download speed of 350 Kbps?7. 

FiOS
Cable
56K modem
3G (moving)
3G (stationary)

How many colors are contained within what is commonly referred to as the 8. 
“web-safe” palette?

64
216
256
1024
Millions

Which statement best describes how shortcut navigation might be used on  9. 
a website?

It helps orient users and provides easy access to pages along their path in  

Which best describes the term 10. transition, as related to web design?

How a user determines which link to click
What happens when a user attempts to access a new piece of content
The method used to display multimedia content without launching a new  
window
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For this reason, some web file formats have smaller, more restricted color 
palettes. Others are capable of handling millions of colors, and instead shrink 
the file size in other ways. Table 3-1 (shown after the “Key Terms” section) 
identifies the number of colors available in each web file format discussed.

Transparency
When you view an image and are able to see through parts of it, that image is 
said to have transparency. Some graphics editors show this transparency by 
displaying a gray and white checkerboard behind the image, as indicated in the 
following screen capture taken from Photoshop.

When a web graphic contains transparency, the webpage’s background color 
or background image shows through in the transparent areas.

File types that support transparency fall into two categories: binary and variable. 
Binary transparency means any given pixel is either transparent or opaque. Vari-
able transparency, also known as alpha channel, allows pixels to be partially trans-
parent or partially opaque; therefore, it is capable of creating subtle gradations.

Certain file types don’t support transparency at all. If the image shown in the 
previous illustration were to be saved in a format not supporting transparency, 
the areas shown in a checkerboard would be filled in with a solid color.

Interlaced/Progressive
Have you ever viewed a webpage and noticed that a web graphic first appeared 
blocky or fuzzy before gradually coming into focus? If you frequently access the 
Web via high-speed connection, you probably haven’t encountered this as 
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much as you might have with a slower connection, or as much as you might 
with a web-enabled mobile device.

When you save web graphics, you have the option to make them interlaced 
or progressive (depending on the file format), which essentially just means the 
graphic is displayed at multiple levels of clarity, from blurry to clear.

Noninterlaced/nonprogressive images must be fully loaded before the browser 
displays them in a webpage. If you have a large image on a page accessed with a 
slower connection, users may see only blank space while the file is downloading. 
If it takes too long, users may leave your site. For this reason, it is helpful to web 
users if designers save web graphics as interlaced or progressive.

GIF
Originally designed for online use in the 1980s, GIF uses a compression method 
that is well suited to certain types of web graphics. This method, called LZW 
compression, is lossless. Even though that means no data is lost when the file is 
compressed, the nature of the GIF file format is such that it does not support more 
than 256 colors. Compare that to other graphics file formats that support millions 
of colors, and you can see how this lossless format isn’t completely lossless.

GIF is officially pronounced with a soft g.

Because GIFs are limited to a certain number of colors, the following types of 
images lend themselves to being saved in this format:

Text

Line drawings

Cartoons

Flat-color graphics

JPEG
The JPEG file format (pronounced jay-peg) was created by the Joint Photo-
graphic Experts Group, who sought to create a format more suitable for com-
pressing photographic imagery than GIF. 

One major difference between GIFs and JPEGs is that JPEGs don’t contain 
an exact set of colors, but are capable of displaying as many colors as are neces-
sary for the file. However, when you save a photograph as a JPEG, you might 
consider all the colors in the file to be merely recommended, because the lossy 
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also searchable (whereas text contained within an image is not) and easily 
linked to related information.

For all these reasons, it is best to slice your design up into individual images 
and chunks of text to be put together by the browser. The good news is that all 
the graphic editors I mentioned previously contain slicing tools to make this 
task easier.

Using Guides
To get started, you can draw “guides” across an image to help you identify where 
each individual piece begins and ends. This is important because every image on 
your webpage is, ultimately, saved in a rectangular box. No, you can’t save a 
triangular-shaped GIF. All GIFs, JPEGs, and PNGs must have four sides and 
must be rectangles. You can use transparency to make things look like they aren’t 
rectangular but, in reality, everything is contained within some sort of box.

Because everything is contained in those boxes, you might need to break 
some elements up across several boxes to achieve the desired result. These 
pieces likely are going to be put back together with code. Think of it as a tic-
tac-toe game, in which each element on the page is placed in a different square 
of the game. When you draw guides on your design, you’re drawing the edges 
of those game squares.

While the exact steps vary according to the graphics editor being used, most 
allow you to simply drag from the horizontal or vertical rulers in to wherever you 
want the guide to be located.

Creating Slices
Just like drawing guides, the specific steps necessary to create slices depend on 
which graphics editor is being used. In Photoshop and Fireworks, the steps are es-
sentially the same: You use the Slice Tool to create slices. After selecting this tool 
from the tool palette, draw boxes around each of the elements to define slice bor-
ders. Figure 3-1 shows a design mockup that is sliced and ready to be exported.

In Figure 3-1, notice I only drew two slices on the page, but Photoshop dis-
plays at least seven. Because everything must fit into a “grid,” the application 
basically fills in the gaps around my slices (which it refers to as “user-slices”) 
with its own slices. 





Chapter 3  B U I L D I N G  T H E  PA G E S         

Naming Slices
After you’ve created all the necessary slices, it’s time to name them. Here are 
the basic steps to do that in the two most popular web graphics programs:

In Fireworks, you can do this in two different places. You can select the 
slice and name it in the Property Inspector, or you can add the name after 
clicking the web layer in the Layers panel. (If you don’t see the Property 
Inspector, choose Window | Properties.)

In Photoshop, you use the Slice Selection tool to double-click the slice and 
access the Slice Options dialog box.

Regardless of which program you use, it’s important that you come up with 
an appropriate naming convention for your site’s assets (supporting files) before 
you start naming. Here are a few guidelines to consider:

Use descriptive filenames that might increase your site’s search traffic. For 
example, suppose each news article on the site displays a photograph of 
the article’s author. You might name each photo something like “article1-
photo.” While that works great to help you identify which photo goes 
where, it doesn’t actually tell you much about the contents of the photo. 
An alternative might be “joesmith-photo.” Not only does this identify the 
image as being a photo of Joe Smith, but it allows anyone searching for 
“joe smith photo” to find the image.

Avoid numbering slices unless they will be used on a page that will never need 
to be updated. It’s very tempting to name images with schemes such as 
“home-01.jpg,” “home-02.jpg,” and so on. The main problem with this 
type of convention comes in the site maintenance. Suppose you need to 
add an image in between 02 and 03. Do you use 02b? It can get real con-
fusing, real fast.

Use dashes instead of underscores. Underscores have been a common way 
to separate words in filenames, because spaces aren’t allowed. A better 
choice is the dash, because it is more easily recognized when the filename 
is linked (and underlines by default).

Be consistent with regard to case. It’s fine to mix cases, as in JoeSmith-photo, 
provided you can remember your naming convention and stick with it. If 
you name a file JoeSmith-photo and then link to joesmith-photo, you’ll 
end up with a broken link.
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Choosing the best file format for your web graphics is a bit like shopping—
you are looking for the format that looks the best but costs the least. In this 
case, the cost comes in download time for webpage visitors. Thankfully, any 
graphics program geared toward web design will let you visually compare how 
each format affects your file. In fact, most programs offer a way to compare all 
three formats at once.

Photoshop’s Save for Web feature (shown in Figure 3-2) allows you to com-
pare up to four versions of an image at once. Figure 3-2 compares the original 
image to three other versions, each using different export settings. In this exam-
ple, the PNG-24 is the largest in terms of file size (6.773k), but is the only one 
that allows the shadow behind the button to fade to transparent. 

The GIF version does include transparency, but it will only display appropriately 
if the background of the page matches the matte color (which in this case is white). 
This happens because GIF files only support one level of transparency. The JPEG 

FIGURE 3-2
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following illustration), be sure to select “HTML And Images” as the format and 
“All Slices” for slices.

From Fireworks
As with Photoshop, Fireworks can easily create the HTML and CSS necessary 
to display your layout in a browser. While Photoshop calls any nonimage blocks 
“No Image” slices, in Fireworks you choose between two options for slices: 
Image and HTML.

After all of your slices have been named and optimized, you choose File | 
Export to reach the Export dialog box. At this point, you can select “HTML And 
Images” in the Export options, and adjust the remaining options as needed.

The latest versions of Fireworks can do an incredibly good job at writing HTML 
and CSS, so much so that you may not even have a whole lot to edit after the code 
is output. It’s definitely worth trying, especially since Fireworks can import fully 
layered Photoshop files. Here’s a tutorial discussing how to integrate Photoshop 
and Fireworks for web design: http://addicted2webdesign.com/2010/03/create-
a-website-fast-using-photoshop-and-fireworks.

Layout Options
As you go through the process of exporting HTML from Photoshop or Fire-
works, you’ll encounter a few different layout options. These choices determine 
which type of coding methods will be used to place each element on the page. 
If you’re not yet familiar with HTML and CSS, it can be a bit daunting to stare 
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locate and reference images later. Another folder I typically create is called 
“common” and contains all the non-HTML code files referenced by the web-
pages, such as the style sheet (which is a .css file) and any JavaScript files (saved 
with a .js extension).

After you finish exporting the various elements of the design from your 
graphics editor and have them organized on your computer, it’s time to switch 
to a coding tool. While you can definitely code HTML and CSS with any text 
editor, the vast majority of web designers use a professional, web-specific cod-
ing tool such as Dreamweaver or Expression Web. 

If you exported code from your graphics editor, open it in your code editor 
and take a look at what you have. When you view HTML files in a browser, the 
code is translated behind the scenes to display the page accordingly. When you 
instead open that same file in a code editor, you see only the code. You might 
think of HTML files as being two-faced, in that they look completely different 
depending on how you approach them.

Many code editors contain browser previews so you can see both “faces” 
of the HTML code from within one development tool. In Dreamweaver, the Code 
view displays the code only, while the Design view shows a browser preview.

Basic Page Code
All HTML pages need to have the html, head, and body tags, along with the 
DOCTYPE identifier. This means, at the very least, your pages should include 
the following:

A line containing information about which version of HTML is used

A header section, containing descriptive information about the page

A body section containing the page’s actual content

The required tags for HTML pages depend in part on the version of HTML 
currently being used. HTML4.01/XHTML1.0 was released as an official specifica-
tion by the World Wide Web Consortium (W3C) in 1999. As of this writing, HTML5 
is in development but is not expected to be completed for several years. Even so, 
some parts of the HTML5 specification may be supported by new browsers before 
the specification is finished. Therefore, it’s a good idea to check the W3C’s website 
(www.w3.org) for any updates. To read more about what's coming in the next 
versions of HTML and CSS, check out this article: http://www.pcworld.idg.com 
.au/article/345863/geek_101_html5_css3.
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Here’s an example of a basic HTML document:

<!DOCTYPE html PUBLIC "-//W3C//DTD XHTML 1.0 Transitional//EN" 
"http://www.w3.org/TR/shtml1/DTD/transitional.dtd"> 
<html> 
<head> 
    <title>My First Web Page</title> 
</head> 
<body> 
This is the basic page code. 
</body> 
</html>

Version Information
The first thing every HTML document needs is a line that identifies which ver-
sion of HTML is used to code the page. The HTML and XHTML specifications 
each include three document type definitions (or DTDs for short):

Strict Includes only those tags available in the current specification, and 
none of those that have been deprecated (retired)

Transitional Includes everything in the strict DTD, as well as some older 
tags

Frameset Includes everything in the transitional DTD, plus older tags 
used to create frames

The actual code used to tell the browser which DTD is being used tends to 
get quite long (as you may have noted by the first two lines in my previous 
example). Most people copy and paste the code from another source online to 
avoid any typos. Check out www.w3schools.com/tags/tag_doctype.asp for a 
complete list (including copyable code references) for each of these DTDs.

Header Content
As I mentioned, the header of the document contains information about the 
document, as opposed to actual page content. The header section is created by 
an opening and closing header tag. The other elements typically included in 
the header are:

<title>

<meta>

<base>
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someone else’s website, it can save time to list the base part of that address 
(such as “http://www.address.com”) in the base tag. Then, you only need to list 
the actual file location (such as “/downloads/party.pdf”) in your links. In this 
case, the browser will understand the complete link to be “http://www.address 
.com/downloads/party.pdf.”

Style
The style element is used to include internal or external style sheets (CSS). 
Style sheets are so important to the process, that I discuss them in much more 
detail later.

Script
The script element is used to add scripts, which are responsible for function-
ality not possible using basic HTML. You can add scripts in two ways. First, you 
can create separate script files, which are then linked from within the header 
content, as shown in the following example:

<head> 
<title>Amy's Flowers - Our Services</title> 
<script src="insertmovie.js" language="JavaScript" type="text/
javascript"></script> 
</head>

Scripts can also be added to the header content, such that the script itself is 
placed between the opening and closing head tags. Here’s an example where 
the script tells the browser to display an alert box when the page is loaded:

<head> 
<title>Amy's Flowers - Our Services</title> 
<script type="text/javascript"> 
function message() 
   { 
    alert("This alert box was created with JavaScript"); 
   } 
</script> 
</head>

Link
The link element can be used to establish relationships with other documents 
without requiring any user interaction. In other words, when a document is linked 
using the link tag, the relationship between the two is immediate. (By contrast, 
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Each attribute has a value, which comes after the equal sign and is placed 
within quotation marks. For the View Sample Products link in the example, 
“products.html” is the value of the href attribute and “View sample products” 
is the value of the title attribute.

The tags located in the body content area of a webpage are discussed in more 
detail in the following chapters.

Basic CSS Code
I’ve already mentioned the phrase “style sheets” a few times, but I haven’t really 
given them a full explanation yet. Part of the reason is that style sheets weren’t 
really a part of the earlier versions of HTML. The purpose of cascading style 
sheets (CSS) is to separate the style of a webpage from its content.

The current W3C specifications dictate that we use HTML only to identify 
the content of the page, and then use a style sheet to specify the presentation 
of that content. This not only makes webpages more accessible and usable to 
all users (regardless of their browsers, platforms, operating systems, physical 
limitations, and so forth), but also to search engines and other types of 
software.

If you’ve ever used the style drop-down menu in some versions of Microsoft 
Word, you’ve already used a style sheet of sorts. The most basic style sheet might 
include a style called Body Text that specifies how the body text of the webpage 
should look—which font and color to use, how much space to leave around it, 
and so on.

CSS offers three types of style sheets:

Inline Styles are embedded right within the HTML code they affect.

Internal Styles are placed within the header information of the webpage 
and then affect all corresponding tags on a single page.

External Styles are coded in a separate document, which is then refer-
enced from within the header of the actual webpage. This means a single 
external style sheet can be used to affect the presentation on a whole 
group of webpages.

You can use any or all of these types of style sheets in a single document. 
However, if you do include more than one type, the rules of cascading order take 
over: These rules state that inline rules take precedence over internal styles, 
which take precedence over external styles.
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In a nutshell, CSS styles apply from general to individual. This means a rule-
set in the header section of a document overrides a linked style sheet, while a 
ruleset in the body of a document overrides one in the header. In addition, more 
local (or inline) styles only override the parent attributes where overlap occurs. 
We’ll look at this more in Chapter 5.

Inline
Inline styles are enclosed in straight quotes using the style attribute with 
whichever tag you want to affect. For example, if you wanted to cause a para-
graph of text to display using the Verdana font, you could use an inline style 
declaration like this:

<p style="font-family:verdana;">

If you also wanted to make that text blue, you can add another rule to do 
just that. (Rules are separated by semicolons.)

<p style="font-family:verdana;color: blue;">

Inline styles are best for making quick changes to a page, but aren’t suited for 
styling an entire document or website. The reason is that when styles are added 
to a tag, they occur only for that individual tag and not for all similar tags on the 
page. To affect all similar tags on the page, use internal or external styles.

Internal
When you want to change the font for all the paragraphs on a single page, you 
can use an internal (also called embedded) style sheet. Internal styles are 
added with the style element in the header content of the page. Here’s an ex-
ample of what an internal style sheet might look like:

<head> 
<title>Amy's Flowers</title> 
<style type="text/css"> 
h1 {font-family: georgia; color: blue;} 
p {font-family: verdana;} 
</style> 
</head>

These are CSS rules.
The two rules together are considered a style declaration.

All rules end with semicolons.

These are called selectors.

The two rules together are contained 
within curly brackets.
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With internal style sheets, a selector is placed before the declaration, which 
is enclosed in curly brackets. The selector tells the browser which aspect of the 
page you want to affect. In the preceding example, h1 and p are each used as 
selectors to tell the browser we want to change the appearance of the most 
important headlines and all paragraphs on the page.

Some people prefer to break internal rules over several lines to ease read-
ability. That means the following example is just as valid as the preceding 
example:

h1 {font-family:verdana; 
    color:blue;}

You can use certain shorthand properties to reduce the amount of coding 
necessary. For example, instead of specifying both the font-family and font-size 
properties, you could simply use the font property, as in:  
h2 {font: verdana 12pt;}.

External
The third and final type of style sheet is not contained within the HTML page, 
but is housed within its own document and then referenced from within the 
HTML document. An external style sheet doesn’t use the style tag, or contain 
any HTML tags at all, but simply includes a list of rulesets as instructions for 
the browsers. As such, an external style sheet might look like this:

h1 {font-family: georgia; color: blue;} 
h2 {font-family: georgia, color: orange;} 
p {font-family: verdana; font-size:12pt;}

After you create your external style sheet, save it as a text file with a .css 
filename extension. Then return to your HTML file and add the link tag to 
the header content to reference the external style sheet, as in the following 
example:

<head> 
<title>Amy's Flowers</title> 
<link rel="stylesheet" type="text/css" href="styles.css" /> 
</head>

These are CSS properties.
These are the property values.

This specifies the type 
of file being linked.

This specifies the file containing 
the external style sheet.
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QUIZ
Choose the correct responses to each of the multiple-choice questions. 

Which file format is not suitable for web graphics to be viewed in a browser?1. 

GIFA. 
PSDB. 
PNGC. 
JPEGD. 

What does a checkerboard pattern indicate when it is visible in a file viewed in a 2. 
graphics editor?

ditheringA. 
animationB. 
interlacingC. 
compressionD. 
transparencyE. 

Which file format is limited to no more than 256 colors?3. 

GIFA. 
PSDB. 
TIFFC. 
JPEGD. 
PNG-24E. 

True or False: You can save a triangular-shaped GIF.4. 

TrueA. 
FalseB. 

Which element is used to tell the browser which version of HTML (or XHTML) is 5. 
used?

HTMLA. 
VERSIONB. 
DOCTYPEC. 
IDENTIFIERD. 
HTMLVERSE. 

Which tags surround the header content of a webpage?6. 

<title></title>A. 
<head></head>B. 
<html></html>C. 
<body></body>D. 
<header></header>E. 
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If the following code was added to the header content of a page, within which 7. 
set of tags would it be contained?

function message () 
    {alert("Hello World");}

<link></link>A. 
<meta></meta>B. 
<style></style>C. 
<script></script>D. 

If the same CSS rule is defined in all three types of style sheets affecting a single 8. 
webpage, which one takes precedence?

inlineA. 
internalB. 
externalC. 
embeddedD. 

When multiple rules are included within a single CSS declaration, which character 9. 
separates them?

colonA. 
periodB. 
semicolonC. 
curly bracketD. 
quotation markE. 

In the following style declaration, which is the property?10. 

h2 {font-family: verdana;}

h2A. 
verdanaB. 
font-familyC. 
font-family: verdanaD. 
h2 {font-family:verdana;}E. 
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FIGURE 4-2
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because they should only be used in the proper order, from h1 down to h6. For 
example, you wouldn’t create an outline that began with a small letter a and 
was followed by the roman numeral I. Instead, you would begin with the roman 
numeral I, follow that with a capital A, and so on. In like manner, an <h1> 
should be followed by an <h2>, as opposed to an <h3>.

While the heading element does change the size of the text contained by it, 
this element is primarily used as a structural element to identify the headings 
within various content areas. So at this point, don’t try to change or alter the 
font characteristics of your headings. We’ll do that with a style sheet in the next 
chapter.

Paragraphs
The next most basic method of structuring text content is with the paragraph 
element. HTML is different from traditional word processors because you can-
not simply press the RETURN or ENTER key to end a paragraph, and then press 
the TAB key to indent a new one. Instead, you have to use tags to tell the 
browser where to start and end paragraphs, as well as any other types of 
breaks.

The paragraph element (which is coded as <p>...</p>) functions specifi-
cally as a container for paragraphs of text. This means you use an opening 
paragraph tag at the beginning of your paragraph, and a closing version at the 
end. Here’s what this ends up looking like:

<p>CHOP POINT CAMP is a Maine summer camp combining a strong 
residential camping program with the excitement of an adventurous 
trip program. Each summer, 80 teenagers between the ages of 12 
and 18 come to Chop Point from all over the world to have one of 
the best summers of their lives.</p>

Even though the paragraph element’s sole purpose is to contain paragraphs 
of text, it doesn’t automatically indent them. That can be achieved through a 
style sheet, if desired. Instead, paragraphs created with <p> are separated by 
blank lines.

Line Breaks
Sometimes it’s necessary to force a line break within a chunk of text. The line 
break element is an inline tag perfect for this purpose. Adding <br /> to your 
code is the same as pressing SHIFT-RETURN or ENTER on your keyboard in a word 
processor. It causes the browser to stop printing text on that line and drop 
down to the next line.
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Relative vs. Absolute Links
When linking to other content, it’s very important to properly format the hyper-
text reference. For example, to link to CNN’s website, you must include the entire 
address, beginning with the http:// (which is called the protocol). This is called an 
absolute link because it leaves no doubt as to where the linked content is located.

By contrast, a relative link uses a path relative to the current page. This means 
the actual path taken to reach the file might vary depending on where you are 
in the file structure. Relative links are most commonly used when you want to 
link from one page to another within a single website. Here’s an example link-
ing from a file called quote.html to another one named benefits.html:

<a href="../careers/humanresources/benefits.html">Benefits</a>

In this example, the ../ at the beginning of the hypertext reference tells the 
browser to go up one level within the file structure from the current location. 
Then, the benefits.html file will be found in the humanresources folder within 
the careers folder at that level. 

Then, if you wanted to link from the benefits.html page back to the quote.
html page, the link might look like this:

<a href="../../contact/quote.html">Request a Quote</a>

The following illustration helps clarify the relationship between the two files.
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Most servers are also set up to recognize a single slash as a direct link back to 
the root directory of the server. So <a href="/index.html"> links back to the 
main index page regardless of where the file you’re linking from is located. This 
type of link is called a root-relative path.

Interior Links
What about when you want to link to a section of content within a webpage, 
as opposed to the entire page? In this case, you must first define the destination 
by using the name attribute: 

<h2 name="contact-form">Contact Form</h2>

You can either add the name attribute to an existing tag—as I did in the previ-
ous example—or you can use the a element to create the anchor anywhere on 
the page:

<a name="section1"></a>

When it’s time to link to the section of the page, you need only to add the 
destination name (prefaced by a pound sign) to the end of the hypertext refer-
ence, like this:

<a href="/company.html#contact-form">Contact Us</a>

Other Links
It’s important to note you can also use the a element to add links to e-mail ad-
dresses and multimedia files and a variety of other types of content. In each 
case, you need to follow the same basic structure:

<a href="destination">

So as already shown, an absolute link to another website would look like:

<a href="http://www.foxnews.com">

A link to an e-mail link would look similar, just with a different destination 
prefaced by the mailto protocol:

<a href="mailto:email@emailaddress.com">

Alternatively, a link to execute a bit of JavaScript code (which I’ll explain more 
in Chapter 7) when clicked would be prefaced by the javascript protocol:

<a href="javascript:window.open('http://example.com','Window 
Title','width=350.height=550')">
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<form action="application.asp" method="post"> 
<fieldset> 
   <legend>Personal Information</legend> 
   <label for="personal-name">Name:</label> <input type="text" 
name="personal-name" id="personal-name" /> 
   <label for="personal-email">Email:</label> <input type="text" 
name="personal-email" id="personal-email" /> 
   <label for="personal-phone">Phone:</label> <input type="text" 
name="personal-phone" id="personal-phone" /> 
</fieldset> 
<fieldset> 
   <legend>Employment History</legend> 
   <label for="employment-title-01">Job Title</label> <input type="text" 
name="employment-title-01" id="employment-title-01" /> 
   <label for="employment-dates-01">Employment Dates</label> <input 
type="text" name="employment-dates-01" id="employment-dates-01" /> 
   <label for="employment-company-01">Employer</label> <input 
type="text" name="employment-company-01" id="employment-company-01" /> 
   ... more employment history ... 
</fieldset> 
<fieldset> 
   <legend>Education</legend> 
   <label for="education-degree-01">Degree</label> <input type="text" 
name="education-degree-01" id="education-degree-01" /> 
   <label for="education-school-01">University</label> <input type="text" 
name="education-school-01" id="education-school-01" /> 
   ... more education ... 
</fieldset> 
<input type="submit" value="Submit" name="submit" /> 
</form>

This creates a basic structure, which can then be customized with a style 
sheet. Alternatively, you can use a table to structure a form, where each input 
control and label are contained within cells of the table. That type of structure 
might look like this:

<form> 
<table> 
   <tr><td><label for="name">Name</label></td> 
       <td><input type="text" name="name" /></td> 
   </tr> 
   <tr><td><label for="email">Email</label></td> 
       <td><input type="text" name="email" /></td> 
   </tr> 
... more rows and input controls ... 
</table> 
</form>

You may be wondering which method of structuring forms—tables or fieldsets— 
is better. Well, each one has its pros and cons, depending on the situation.  







     W E B  D E S I G N   

A link to a multimedia file is essentially the same as any other link. This 
means you can use the a element and href attribute, like this: 

<a href="slideshow.mov" title="Click to see this slideshow">Watch 
this student's slideshow.</a>

Users who click this link will be prompted to either download the file or view 
it now (in whichever application is set up to handle the file type).

Alternatively, you can cause the file to display directly within the context of 
your page. As long as the appropriate plug-in is installed on the user’s computer, 
the file loads and plays along with anything else that might appear on that page. 
HTML’s object element is perfect for embedding all sorts of multimedia, from 
Flash files to YouTube movies. Thankfully, YouTube (and other similar sites) 
provide lots of help for anyone trying to embed their files on other pages. 

If you visit www.youtube.com and locate the video you’d like to embed, 
you’ll find the necessary code for both linking to and embedding the file. Here’s 
some code provided by YouTube, which we can use to better understand the 
object tag:

<object width="480" height="385"> 
   <param name="movie" value="http://www.youtube.com/v/FK-s2ek_5Cc&hl=en_
US&fs=1&rel=0"></param> 
   <param name="allowFullScreen" value="true"></param> 
   <param name="allowscriptaccess" value="always"></param> 
   <embed src="http://www.youtube.com/v/FK-s2ek_5Cc&hl=en_US&fs=1&rel=0" 
type="application/x-shockwave-flash" allowscriptaccess="always" 
allowfullscreen="true" width="480" height="385"></embed> 
</object> 

In this example, the opening object tag has only the width and height 
attributes, used to tell the browser how much space to allot to the media file. 
Next, param tags (short for parameter) are used to specify the individual file 
characteristics. The most important one—and the only one we really need in 
this case—identifies the location of the YouTube video. The other two are pro-
prietary Flash features.

Before the object element was the preferred method for embedding media 
files, some browsers used the embed element. In an effort to reach the widest pos-
sible audience (which may include users of very old browsers), YouTube includes 
an embed element with the same information as was already provided by the 
object and param elements. That way, if the page is viewed within a browser that 
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QUIZ
Choose the correct response to each of the multiple-choice questions. 

Which tag is considered the key to setting up content blocks within HTML?1. 

<p>A. 
<id>B. 
<div>C. 
<span>D. 
<body>E. 

Which is 2. not true about block-level elements in HTML?

They begin on new lines.A. 
They may contain other block-level elements.B. 
They can have margins, padding, and forced dimensions.C. 
They are treated as part of the normal flow of the document and cannot be D. 
moved outside of that.

True or False: Paragraphs created with <p> are automatically indented.3. 

TrueA. 
FalseB. 

Which is 4. not a block-level element?

<p>A. 
<ul>B. 
<br>C. 
<h1>D. 
<table>E. 

Which attribute is used to identify the destination of a web link?5. 

srcA. 
hrefB. 
valueC. 
nameD. 
targetE. 

www.google.com is an example of what type of link?6. 

anchorA. 
interiorB. 
relativeC. 
absoluteD. 
incompleteE. 
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Which is used to create a new row in an HTML table?7. 

<tr>A. 
<to>B. 
<td>C. 
<th>D. 
<tw>E. 

Which is an input control used to create expandable lists in HTML forms?8. 

text fieldsA. 
text menusB. 
radio buttonsC. 
check boxesD. 
select menusE. 

To properly identify an input control’s label, which attribute’s value should be 9. 
the same as the value of the corresponding input control’s id attribute?

idA. 
srcB. 
forC. 
type D. 
valueE. 

Which is used to group related input controls and labels in an HTML form?10. 

<div>A. 
<select>B. 
<object>C. 
<fieldset>D. 
<formgroup>E. 
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the same. In other words, after you name one content area “header,” you cannot 
reuse that id name for any other content area affected by the same style sheet. 

The id attribute can be added to any existing opening tag in the code, so long 
as it is used just once in each page. Because of that limitation, it is commonly used 
with the div element to separate the page content.

When you want to style an element that has an id, you reference that id with 
its name prefaced by a pound sign:

#header {border:1px;}

The pound sign is necessary to let the browser know the selector in question is 
not an element, but rather the value of an id attribute somewhere in the page.

Class Selectors
Similar to the id selector, a class selector is a custom selector you create spe-
cifically for your pages. The difference, though, is that class selectors can be 
applied multiple times throughout your pages. For example, a class might be 
used to apply a style called “highlight” that adds a yellow background color 
behind various important bits of text on multiple pages.

In the HTML code, the class attribute is used to specify the class’s name. 
Just like the id attribute, the class attribute can be added to any existing 
opening tag in the body section of the code, or you can use a span tag with the 
class attribute to apply a class to a section of text not already affected by 
another tag.

<span class="highlight">This text is highlighted.</span>

In the style sheet, classes are preceded by periods. This tells the browser that 
the selector is not an HTML element or the value of an id attribute, but a 
custom name applied with the class attribute.

.highlight {background-color:yellow;}

Other Selectors
Aside from the basic type, id, and class selectors, there are a number of other 
ways to be more specific about which element is being styled. 

Universal Selector
The asterisk (*) is the universal selector in CSS. Similar to running a wildcard 
search, using an asterisk as your selector causes all elements on the page to be 
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styled with the declaration. This can be helpful to force all the text on your 
page to use the same font family:

* {font-family: verdana;}

Attribute Selectors
When you style content with type selectors, you sometimes need to be more 
specific about which elements to affect. Suppose you needed to style all links 
to a particular website differently so they stood out. An attribute selector is 
perfect for situations like this.

a[href="http://www.mycompany.com"] {font-weight:bold;}

With the syntax for attribute selectors, the attribute is enclosed within 
straight brackets after the element name. Then, if you want to look only for 
attributes with a certain value (like in the previous example), you include that 
value inside the straight brackets as I did. In this case, it causes the style to be 
applied to all instances of the following HTML code within the page:

<a href="http://www.mycompany.com">

Descendent Selectors
What if you want to style the paragraphs in the main content section of the 
page differently from those in the header or footer? There are actually a couple 
of ways to accomplish this, one of them being descendent selectors. 

Here’s the HTML code for the scenario I just set up:

<div id="mainContent"><p>Text here</p></div> 
<div id="footer"><p>Text here</p></div>

As you can see, if I use p as my selector, I will affect the paragraphs in both sec-
tions. To style them differently with descendent selectors, my style sheet might 
look like this:

#mainContent p {font-size:12pt;} 
#footer p {font-size:10pt;}

These types of selectors are called descendent selectors because they match 
elements that are descendents of other elements in the document’s family tree. 
When you separate two selectors with a space, you’re telling the browser to look 
for the first selector and then find the second selector inside the first one within 
the code. So in this case, these style declarations only affect paragraphs within 
the mainContent and footer divisions.
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Child Selectors
Child selectors are similar to descendent selectors, in that they allow you to 
style very specific aspects of the page. To understand the difference between 
descendent and child selectors, we need to take a step back and recognize how 
the HTML hierarchy works.

HTML includes its own set of parent-child relationships. In fact, we can cre-
ate an HTML page’s “family tree” just like you might have done in elementary 
school for your own family. Only, in this case, we’re using HTML elements in 
place of family members’ names. Take a look at the following illustration to see 
what I mean.

Body

#Header #Maincontent #Footer

UL

LI

IMG

LI LI LI LI

H1 P

A

P P

A

P

A A

A A A A A

In this example, there is an unordered list (UL) in the header content divi-
sion. That list contains five list items (LI). Each list item is therefore called a 
child of the ul element, as well as a descendent of the header content division 
and the body element. (All elements are descendents of the body element, so 
you might call him the granddaddy of them all…)

Each list item contains a link (A), and some of those links are bold. If we 
wanted to cause only the link colors inside those unbolded list items to be 
orange, we might use a child selector like this:

li > a {color: orange;}

If there were other lists on the page, though, things might get confusing. So to 
clarify, we could add a descendent selector to tell the browser to make only 
those links within a list item inside of the header content division orange:

#header li > a {color: orange;}

As you can see, child selectors are separated by a greater-than symbol in your 
style sheet, while descendent selectors are separated by a space.
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Ems
Em is a scalable unit of measurement, which means it can increase or decrease 
depending on the user’s browser settings. One em is equal to the current font size. 
So if you specify in your body element that a document’s font size is 12 points, 
then for that document 1em = 12 pt. If you later specify that a headline should 
be 2 em, the headline would display at 24 pt.

Dreamweaver uses ems when you specify your page layout should be elastic, 
because text sized with ems can vary depending on the fonts used. 

Pixels
Pixels are the common unit of measure for screens. Depending on your com-
puter and monitor, webpages may display at 72 or 96 pixels per inch (ppi). 
Unfortunately, pixels are not scalable, which means users cannot increase the 
font size if you code a page using pixels for font measurements.

When you size your text with pixels, the text will remain the same size 
regardless of whether the browser window is resized. This is useful when you 
are trying to create a fixed layout where various items on the page need to be 
aligned with one another.

Points
Points are the common unit of measure for print. Seventy-two points make up 
one inch on the printed page. Just like pixels, points are fixed and not scalable.

Percentages
You can also specify font sizes by percentage. Like ems, percentages are scalable. 
In addition, they are dictated by the current font size (either in the page, or if 
that’s not specified, then for the browser). So if the current font size is 12 pt, 
then 100 percent is equal to 12 pt, while 150 percent would be 18 pt.

If you create a new page layout in Dreamweaver using a liquid layout, you’ll 
notice Dreamweaver uses percentages as the preferred unit of measurement to 
allow text to grow and shrink as needed. 

Which to Use?
Ultimately, which unit of measure you use will depend on the goals of your site. 
If accessibility is a chief goal, you will want to steer clear of any unit of measure 
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You can use those RGB color values to define color like this:

<p style="color: rgb(0,0,0);">

Or, you could use the RGB percentages, like this:

<p style="color: rgb(0%,0%,0%);">

Notice that a comma separates each RGB value and the entire set of values is 
placed inside parentheses. A lowercase rgb precedes those parentheses. 

Color Names
You can also specify a color name with the color property:

<p style="color: black;">

HTML 3.2 and 4.0 defined a standard set of 16 colors, which could be ref-
erenced by names. The first version of CSS continued with those 16 colors, and 
orange was added in CSS 2.1. CSS3 finally gives us a larger set of acceptable 
colors. Refer to this online reference to see an updated list of supported color 
names: www.w3schools.com/css/css_colornames.asp.

Wondering which method to use when defining color? Any of them! You can 
tailor your color presentation method to your particular site, using whichever 
method makes the most sense to you.

Transparent Colors
The CSS3 specification defines a new way to specify color so as to make certain 
areas partially transparent. Using RGBA, you can adjust the alpha value (or 
transparency) of a color, using a value between 0.0 (completely transparent) 
and 1.0 (fully opaque). For example, you might use the following code to tell 
the browser to display a headline at 50 percent of its defined color:

h1 {color: rgba(255,50,125,0.5);}

As of this writing, the latest version of Safari, Firefox, and Chrome all support 
RGBA color specification. In addition, the Internet Explorer 9 preview prom-
ises support for this powerful feature. Be cautious in going crazy with RGBA 
until it is fully supported by the majority of browsers in your target audience. 
In the meantime, visit www.css-tricks.com/rgba-browser-support for tips and 
guidance on using RGBA.
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I added a special class called "active" to the Home link in the list. This helps 
set apart the page currently being viewed in the navigation. In this case, it 
means the home page link is styled a bit differently from the other links to help 
remind the user that this is the current page. 

Without the CSS, this really is just a regular bulleted list. It’s the style sheet 
that causes the list to go from looking like a list to looking like a navigation bar. 
The related styles for this particular navigation list look like this:

#nav { 
       width:900px; 
       height: 25px; 
       background-color:#181858; 
       }  
#nav ul { 
       list-style:none; 
       font-size:11pt; 
       color:#006daf; 
       font-family:Arial, Helvetica, sans-serif; 
       text-transform:uppercase; 
       margin:0; 
       padding:0 0 0 20px; 
       }  
#nav li {  
       display:inline; 
       padding:0 8px; 
       line-height:25px; 
       font-size:11pt; 
       }  
#nav a,  
#nav a:link,  
#nav a:visited { 
       color:#fff; 
       text-decoration:none; 
       }  
#nav a:active,  
#nav a:hover { 
       color:#fff; 
       text-decoration:underline; 
       }  
#nav a.active { 
       color:#9bccea; 
       font-weight:bold; 
       text-decoration:none; 
       } 

Some of the CSS properties used to style this list will be covered in more 
detail in Chapter 6.

Here I turn off the bullets.

This causes the list items to display one 
after another, horizontally across the page.

When specifying values for four sides, 
they are always done in the following 

order: top, right, bottom, left.
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QUIZ
Choose the correct responses to each of the multiple-choice questions. 

Which is an example of a type selector?1. 

pA. 
listB. 
#footerC. 
.highlightD. 

Which is an example of a class selector?2. 

pA. 
listB. 
#footerC. 
.highlightD. 

What is the universal selector?3. 

.A. 
!B. 
#C. 
*D. 

Which is an accurate use of an attribute selector?4. 

a.href="http://www.mycompany.com"A. 
a[href="http://www.mycompany.com"] B. 
a(href="http://www.mycompany.com")C. 
a > href="http://www.mycompany.com"D. 

Which character separates child selectors from their parents in a style sheet 5. 
rule?

a spaceA. 
a semicolon (;)B. 
a period (.)C. 
a less-than symbol (<)D. 
a greater-than symbol (>)E. 

 6. :hover is an example of which type of style sheet selector?

id selectorA. 
class selectorB. 
child selectorC. 
descendent selectorD. 
pseudo-class selectorE. 
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 7. #header is an example of which type of style sheet selector?

id selectorA. 
class selectorB. 
child selectorC. 
descendent selectorD. 
pseudo-class selectorE. 

Which style sheet property adjusts the heaviness of the text to which it applies?8. 

font-styleA. 
font-effectB. 
font-familyC. 
font-weightD. 
font-variantE. 

Which style sheet property specifies whether text is italicized?9. 

font-styleA. 
font-effectB. 
font-familyC. 
font-weightD. 
font-variantE. 

Which style sheet property can display text in the Verdana font?10. 

font-styleA. 
font-effectB. 
font-familyC. 
font-weightD. 
font-variantE. 
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subtract the padding and border to leave you just 14 pixels for the actual 

content. By contrast, browsers conforming to the W3C box model will leave 

100 pixels for the content and add the padding and border to it for a total 

box width of 186 pixels.  

 If your target audience contains a large portion of users with older 

browsers, this could be an issue for you. To compensate, some designers 

create multiple style sheets and serve the correct one according to which 

browser is being used. Check out http://en.wikipedia.org/wiki/Internet_ 

Explorer_box_model_bug and http://webdesign.about.com/od/css/a/ 

aaboxmodelhack.htm for work-arounds.

Border
The border property identifies the color, size, and style of each element’s out-
side edges. Sometimes those edges are not visible because they are the same 
color as the page background. Other times, you want to call attention to the 
edges to help set the element apart from others on the page. For example, the 
following bit of code would create a 1-pixel, solid black border on all sides of 
any paragraph assigned to the class named “note”:

p.note { 
    border-width: 1px; 
    border-color: black; 
    border-style: solid; 
}

These and other border properties are outlined in Table 6-1.

You could use CSS shorthand to combine all three border properties in the 
previous code example, like this: border: 1px solid black.

Each of the border properties listed in Table 6-1 can also be specified indi-
vidually for each side of the element. So, you could turn off the borders on the 
left and right while leaving them on for the top and bottom, like this:

p.note { border-width: 2px 0 2px 0; } 

Remember, when using shorthand to style the different sides of a box, values 
are always assigned in a clockwise manner, starting with the top (as in top, right, 
bottom, left).
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Specify the Type of Positioning
First, you need to specify the type of positioning being used. This is done with 
the position property, using the value that corresponds to whichever method 
of positioning is being used. (Note: If you do not specify a method of position-
ing, the default “static” value is used.)

#header { position: absolute; }

Once you determine which method of positioning you’ll use, you must figure 
out the lineage of the element. In other words, you need to identify the contain-
ing block that holds the element being positioned. When elements use absolute 
or fixed positioning, they are placed relative to their closest, positioned contain-
ing block. If there is no such containing block, the browser window is used. 

This means if you want to absolutely position an element, it’s best to place it 
within a content division that is also positioned (using any method except the 
default static value).

Set the Dimensions
After the type of positioning has been identified, it’s time to specify where to 
position the element. The top, right, bottom, and left properties are used 
to tell the browser where each edge of the box should fall within the page: 

#header { position: absolute; 
          top: 20px;  
          left: 20px; }

When an element is relatively positioned, you need only specify the locations 
of two perpendicular sides (such as top and left to tell the browser where to 
place the upper-left corner of the box) in relation to its current location. 

Specifying two parallel sides can cause the browser to become confused 
because left: -10px and right: 10px essentially cancel each other out.

But when you absolutely position an element, you can specify the locations 
of all four sides if needed. Or, you can set the position of just two sides of the 
box and then add the height and width properties to specify the size of  
the box (and ultimately the other two sides). Compare the following two code 
snippets to see how an element is affected by these different strategies.
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First, here a box is positioned 20 pixels from the top edge and 20 pixels from 
the left edge of its containing block. The box is 800 pixels wide and 50 pixels tall.

#header { position: absolute; 
          top: 20px;  
          left: 20px;  
          width: 800px; 
          height: 50px;}

Now compare that to another strategy, where three sides of the box are 
positioned as well as the height, but the width varies according to the size of 
the browser window:

#header { position: absolute; 
          top: 20px;  
          left: 20px;  
          right: 20px; 
          height: 50px;}

In the second instance, the header content box will grow and shrink horizon-
tally according to the size of the browser window as long as it is 20 pixels from 
the left and right sides of its containing block.

Adjust the Layering
When dealing with relative, fixed, or absolute positioning, CSS functions in 
three dimensions: width (along the x axis), height (along the y axis), and depth 
(along the z axis). The z-index property specifies the depth of an element, or 
more specifically, the layering of elements that overlap. If two elements overlap 
when they are positioned, the one with the higher z-index value is placed on 
top. This means you can actually use a negative z-index value to force a layer 
to drop behind others.

When multiple elements have the same z-index value (or when none have 
been set), the order in which the elements are listed in the HTML code generates the 
stacking order: Elements defined earlier are displayed behind those defined later.

The following code sample creates two boxes that overlap on the page. Can 
you figure out which one comes out on top? 

#hilite { position: absolute; 
          top: 20px; 
          left: 20px; 
          width: 200px; 
          height: 50px; 
          padding: 10px; 
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          background-color: yellow; 
          z-index: 2; } 
#lolite { position: absolute; 
          top: 30px; 
          left: 30px; 
          width: 200px; 
          height: 50px; 
          padding: 10px; 
          background-color: gray; 
          z-index: 1; }

The two elements in this sample overlap. However, the z-index value of the 
hilite content division is set to 2, which is higher than the value given to the 
lolite element. This placed the hilite element above the lolite element 
when viewed in a browser (as shown in the following illustration). 

Set the Visibility
After you position an element, you may want to alter its visibility. Why? Some-
times it can be helpful to hide certain elements from view until they are needed. 
This can help you to create multiple layers of content within a single page and 
then bring the required layer forward as needed. It’s easy to hide and display 
layers with the visibility property, like this:

#moreinfo { visibility: hidden; }

The possible values for the visibility property are hidden, visible, and 
collapse. By default, the visibility of elements is inherited from parent objects. 
Also, if you hide an element with relative or static positioning, its dimensions 
continue to affect the flow of the document’s content. So if you don’t want a 
hidden box to cause content to shift, set its display to none instead of hidden.

The collapse value only works for table elements, but is quite useful in tempo-
rarily hiding a row or column without affecting the rest of the table’s layout.
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Define the Overflow
Finally, when you position elements with defined sizes, you need to consider 
how to handle any content within those elements that doesn’t fit. 

Suppose you create a content division to hold your main body copy and give 
it an overall width of 500 pixels and a height of 600 pixels. What if the text for 
one of the pages doesn’t fit within that size? By default, CSS sets all content to 
be visible, regardless of the size of the content box. This means you may end up 
with some not-so-readable results when the extra text flows out onto the rest 
of your page.

To prevent that from happening, you can define how the browser handles 
any content that doesn’t fit—with the overflow property. The four possible 
values are visible, hidden, scroll, and auto. Visible and hidden are fairly obvious, 
and scroll is just what you’d expect: It adds a scroll bar to the box so users can 
access the overflow content.

Auto allows you to let the browser decide what is needed. This is particularly 
useful when a content division’s styling is used on multiple pages—each with 
different amounts of content. If the content division is large enough to accom-
modate its content on one page, no scroll bar will be added. But if the content 
overflows on another page, a scroll bar will be added.

Adding Interactivity
The positioning of elements in a webpage can be a powerful way to add inter-
activity. In particular, this can occur when layers are hidden temporarily (using 
visibility: hidden in the style sheet) and then made visible based on user 
action. Here are just a few ways interactivity might be achieved through CSS 
positioning:

Advertising Have you ever clicked on a link in a banner ad, only to have 
that ad appear to grow larger without the actual webpage changing? Very 
likely, the larger version of the ad was a hidden layer set to appear when 
you clicked the link.

Entertainment While many online games use Flash for interactivity, 
many newer versions are switching to a combination of HTML and CSS, 
thanks to the additional interactivity offered in the forthcoming HTML5. 
These games often place different elements on layers so that they can eas-
ily be moved around on the page, independently of each other.
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Use Backgrounds to Create Columns
You can quickly and easily give the appearance of different colored and/or 
textured columns with a single background image containing each of the faux 
columns. Consider the following illustration to see what such an image might 
look like when viewed in Photoshop.

When this image is used as the background of the page and repeated along 
the vertical axis, we get the appearance of columns that can be used to contain 
various content divisions on the page (as shown in Figure 6-1). For example, 

FIGURE 6-1
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The display property tells the browser to fill the available space with this 
link, which, in this case, should be 100 pixels wide because of the width of the 
image. The padding is set next, to prevent the top of the text from sitting along 
the edges of the button. I’ve set a 12.5-pixel padding along the top and bottom 
edges, but no padding along the left and right edges.

Next I specify the font settings and colors, before finally adding the back-
ground image. I set the initial position of the image to 0 0, which essentially 
makes the first button visible in the box I’ve created.

I use the text-decoration property to turn off the underline for the text 
link, align the text to the center of the button, and then force each text link to 
display in uppercase with the text-transform property. For the hover and 
active states, I then move the background image down a bit each time. Because 
each button is 42 pixels tall, I position the background for the hover state at 
–42px to move it up by 42 pixels. (The hover or rollover state is the second 
button in my background image.)

For the active state, the background is moved up 84 pixels to display the 
bottom button in my background image. Whenever we move “up” the page in 
positioning, we use a negative number. So the vertical position of the image 
changes to –84px. Take a look at Figure 6-3 to see the different states as they 
appear in the browser:

FIGURE 6-3
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QUIZ
Choose the correct responses to each of the multiple-choice questions. 

True or False: Block and inline are two types of boxes used in web develop-1. 
ment.

TrueA. 
FalseB. 

Which property has possible values that include solid2. , dashed, and dotted?
border-colorA. 
border-styleB. 
border-widthC. 
border-formatD. 

Which property is used to specify the buffer space inside the border of a box?3. 

floatA. 
borderB. 
marginC. 
paddingD. 
whitespaceE. 

Which property defines the vertical alignment of text and inline-level elements?4. 

text-alignA. 
font-alignB. 
text-verticalC. 
vertical-alignD. 

Which is not a possible value of the position property?5. 

floatA. 
staticB. 
fixedC. 
relativeD. 
absoluteE. 

When absolute positioning is used, how is the element placed?6. 

relative to its child objectA. 
relative to its current locationB. 
relative to the browser windowC. 
relative to its positioned parent objectD. 
relative to where they would normally be on the pageE. 
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True or False: Absolutely positioned items are removed from the normal docu-7. 
ment flow.

TrueA. 
FalseB. 

What is the purpose of the z-index property?8. 

It specifies the depth of an element.A. 
It specifies the width of an element.B. 
It specifies the height of an element.C. 
It specifies the visibility of an element.D. 

Which property is used to define how the browser handles any content that 9. 
doesn’t fit within the box area?

scrollA. 
displayB. 
positionC. 
visibilityD. 
overflowE. 

Which property controls the starting position of the background color or 10. 
image?

background-colorA. 
background-scrollB. 
background-imageC. 
background-positionD. 
background-attachmentE. 
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if (something) { 
    do this; 
} 
else { 
    do this; 
}

One of the most important aspects of JavaScript is the object. Quite simply, 
an object is anything that can be manipulated or changed by the script. In the 
following example, document is acting as a JavaScript object. It’s telling the 
document within the browser to write "I can write JavaScript!":

document.write ("I can write JavaScript!");

Objects can have methods, which indicate what happens to the objects, just 
as real-world objects can perform actions. (A car can drive or stop, for example.) 
In the case of the previous code snippet, the document is written to. Methods 
are followed by a set of parentheses containing specific instructions on how to 
accomplish the task. That’s why the text to be written to the document was 
contained within parentheses in the previous example.

Just as an object, such as a car, has features (make, model, color, and so forth) 
in the real world, JavaScript objects can also have properties. Objects and prop-
erties are separated by periods. For example, HTML documents can have names, 
images, forms, backgrounds, and so on. When you want to specify the value of 
a property, such as the color of the background, you add the value after the 
property, as in this example:

window.name="popup";

In JavaScript, a variable is something you specify for your own needs, similar 
to custom selectors in CSS. You might think of variables as labels for changeable 
values used within a single script. To define a variable, type var, followed by the 
one-word name of your choice. Remember that JavaScript is case-sensitive. If 
you capitalize a letter when you first define a variable, you must also capitalize 
the letter every time you refer to it. Also, variables must begin with a letter or 
an underscore (_), and never a number.

var DrivingAge;

Likewise, a function is a group of statements to which you give a name so you 
can refer to the group later in the script. To create a function, type function, 

You must write if and else in lowercase 
letters to avoid generating an error.

This line of code is referred to 
as a JavaScript statement.
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These drop-down navigation bars can become extremely complex, but the 
core concept is relatively simple, and that’s what this section discusses: a bare-
bones method for invoking submenus. For more on how to make your naviga-
tion bar bigger and better, refer to the online resources listed at the end of this 
section.

To try this out, place this JavaScript into the header of your page. The bold-
face text indicates pieces of the script you should customize.

<script language="JavaScript" type="text/javascript"> 
 function showLayer(layerName) { 
      document.getElementById(layerName).style.visibility='visible'; 
 } 
 function hideLayer (layerName) { 
      document.getElementById(layerName).style.visibility='hidden'; 
 } 
</script>

Next, adjust your style sheet to format the visible navigation button/link and 
the hidden submenu. Be sure to set the positioning so that the submenu dis-
plays below the top menu. What follows is the style sheet I used to create the 
menus shown in Figures 7-1 and 7-2.

body { 
    font-family: verdana; 
} 
#aboutus { 
    position: absolute; 
    top: 20px; 
    left: 20px; 
    width: 100px; 
    padding: 10px; 
    text-align: center; 
    background-color: #ccc; 
    border:1px solid black; 
    cursor: pointer; 
} 
#aboutus-sub { 
    position: absolute; 
    visibility: hidden; 
    top: 60px; 
    left: 20px; 
    width: 100px; 
    padding: 0px 10px; 
    text-align: center; 
    background-color: #333; 

This changes the cursor to a pointer, to 
help indicate that the content is linked.

I set the visibility to hidden so the sub-
menu is not shown when the page first loads.
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Learning More
If you’d like to learn more about JavaScript, check out some of the following 
resources:

SitePoint.com This site contains DHTML and JavaScript articles (www 
.sitepoint.com/subcat/javascript), as well as a whole blog about this stuff 
(www.sitepoint.com/blogs/category/dhtml-css).

Web Reference JavaScript Articles This website (www.webreference.com/
programming/javascript) includes tutorials, tips, and reviews of tools.

jQuery Why reinvent the wheel? A JavaScript reference library like 
jQuery provides users with predefined functionality, such as the ability to 
rotate sets of images or easily manage FAQ pages.

JavaScript: The Missing Manual by David McFarland (McGraw-Hill, 
2008)

JavaScript: A Beginner’s Guide, Third Edition by John Pollock (McGraw- 
Hill/Professional, 2009)

Always look for the most recent references you can find when working 
with JavaScript. Older scripts were written for older browsers and may or may not 
be valid today. Often, those older browsers required web developers to use  
special workarounds, called hacks, in their scripts. Many of those hacks are no 
longer necessary, and in some cases they can even “break” in modern browsers.

FIGURE 7-2
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PHP has a special function called mail that is able to send e-mail using the 
data sent through the file. In this case, the data being sent is the person’s name, 
e-mail address, and comments (as defined in the original HTML form). 

This PHP file has three distinct sections: one to create the variables, one to 
send the e-mail, and one to identify the next webpage to be displayed. Within 
the section that sends the e-mail, there are four arguments. 

The first one defines the e-mail address to which the message should  
be sent. 

The second argument identifies the subject line.

The third one defines the contents of the e-mail message.

The fourth argument specifies the e-mail address to be listed in the From 
field.

The final section should list the page to be shown after the form is processed. 
This is a different HTML page from the one that housed the form. It should 
contain text that lets the website visitors know the form has been processed. I 
also like to include contact information in case the visitor wants to reach a live 
person before he receives an e-mail response.

After you become comfortable with this most basic method of form 
processing (which does not include any way to prevent spam), you may want 
to tackle more complex forms, perhaps including form validation (making sure 
the fields are completed correctly) and spam prevention. Check out www 
.digital-web.com/articles/bulletproof_contact_form_with_php for a great PHP 
form-processing resource.

Learning More
If you’d like to learn more about PHP, check out some of the following  
resources:

PHP Junkyard This site contains free, downloadable PHP scripts, as well 
as lists of books and tutorials (www.phpjunkyard.com).

PHP Freaks This website (www.phpfreaks.com) bills itself as “your num-
ber one PHP resource,” mostly because it boasts an online community of 
more than 90,000 members. Here you’ll find tutorials, free scripts, and 
tons of folks willing to help you learn and use PHP.

PHP Builder This section of Internet.com (www.phpbuilder.com) is  
specifically geared toward web developers using PHP.
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The W3C maintains the XML standards. Visit www.w3.org/standards/xml to 
learn more.

When I tell you that XML is meant to store data, you might wonder why 
I’m not calling it a database. The reason is traditional databases are tied to spe-
cific software and/or computer systems, but XML is platform- and software-
independent. Databases require that software in order to be interpreted 
properly, whereas XML is referred to as “self-describing” because it contains 
both the data and the element and attribute names to describe it. Having said 
that, many databases allow importing of XML data and exporting as XML 
files.

Terminology and Syntax
XML has elements and attributes, just like HTML. The syntax is pretty much 
the same as in HTML. In HTML, we use the !DOCTYPE statement at the top 
of all HTML files to let the browser know which version of HTML the page 
follows. Likewise, the first line of an XML document includes the XML decla-
ration, like this:

<?xml version="1.0"?>

XML is case-sensitive, which means <eventTitle> and <EVENTtitle> are 
two different elements. 

I’ve already mentioned that you create your own XML elements. While this 
means XML is quite powerful, it has the potential to get confusing. To coun-
teract that, the W3C has set up a few guidelines for developers. A well-formed 
XML document must follow each of the following rules:

The document must have a single root element that contains all other 
elements.

All elements must be properly nested.

All elements must be closed.

All attributes must be included in the opening tags with values enclosed 
between quotes.
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Usage: Exchange Data with RSS
The primary use of XML today is in the exchange of data between sources. In 
fact, a ton of information is exchanged every day through the use of RSS feeds. 
RSS (Really Simple Syndication) has grown so quickly in recent years that even 
though you might not have known what it means, you’ve likely seen it refer-
enced at one website or another. 

Many news sites and web blogs include little orange or blue rectangular 
buttons near a story that is available for syndication by the general public. For 
example, visit www.foxnews.com/rss to see a list of the Fox News content 
available for syndication. Another example comes from Netflix, who provides 
everything with a feed, from new DVD releases to personalized feeds of your 
movie queue: www.netflix.com/RSSFeeds.

Here’s an example that shows the structure of an XML document used to 
hold an RSS feed:

<?xml version="1.0"?> 
<rss version="1.0"> 
   <channel> 
      <title>WendyWillard.com</title> 
      <link>http://www.wendywillard.com</link> 
      <description>a healthy mix of creativity and code</description> 
      <language>en-us</language> 
      <item> 
         <title>Adding Third-Party Content</title> 
         <link>http://wendywillard.com/blog/2010/04/20/adding-third-party-
content</link> 
         <description>When you create websites, you often need to integrate 
content from other sources. Suppose you wanted to load the current weather 
forecast into a page on your site...</description> 
      </item> 
      <item> 
         <title>Web Design Links</title> 
         <link>http://wendywillard.com/blog/2010/04/20/web-design-links</
link> 
         <description>Here's an ever-growing compilation of links from my  
web design books that are useful to web designers.</description> 
      </item> 
   </channel> 
</rss>

As you can see, a feed includes a channel element, which has title, link, descrip-
tion, and language (optional) elements, followed by one or more item elements, 
each of which has its own title, link, and description elements. This file is saved 
as an .xml or .rss file and stored on your web server.
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The next step to creating an RSS feed is to validate it using Feed Validator 
(www.feedvalidator.org). If a problem is found, the tool will let you know so it 
can be corrected. 

To “read” such syndicated content, you need to open the RSS feed in a news 
reader (also called an aggregator). Check out http://blogspace.com/rss/readers 
for a list of some popular news readers.

The final step is to add the feed to your page. There are two places you can 
link the feed. First, you can provide a clickable link within the body of your 
page, which users can click to access the feed:

<a href="feed.rss">RSS Feed</a>

In addition, you can add the reference to the header content of your page. 
When you do so, you’re telling the browser where to find the RSS feed for the 
page, even if there is no clickable link. That way, if a user attempts to view the 
feed for the page through any RSS reader, the correct content will be shown. 

<link rel="alternate" type="application/rss+xml" title="RSS Feed" 
href="http://www.cnn.com/feed.xml" />

Using an RSS Service
Plenty of tools will create a standard XML RSS feed out of the content on your 
site (or anyone else’s, for that matter), so you don’t have to. Here are a few tools 
you can use to easily create, edit, and publish RSS feeds:

FeedFire (www.feedfire.com)

FeedForAll (www.feedforall.com)

Feed43 (www.feed43.com)

Feedity (www.feedity.com)

Also, if you use a content management system or a blog to build and main-
tain your site, you probably can take advantage of built-in RSS tools.
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QUIZ
Choose the correct responses to each of the multiple-choice questions. 

When included within the header content of your HTML page, JavaScript is 1. 
placed in between which tags?

<link></link>A. 
<script></script>B. 
<object></object>C. 
<language></language>D. 
<javascript></javascript>E. 

Which JavaScript event handler is used to cause something to occur when the 2. 
user activates a link?

onblurA. 
onlinkB. 
onclickC. 
onloadD. 
onchangeE. 

True or False: JavaScript is a subset of the Java programming language.3. 

TrueA. 
FalseB. 

What term is used to refer to custom values defined in JavaScript in much the 4. 
same way classes are in CSS?

objectA. 
methodB. 
variableC. 
functionD. 
operatorE. 

Which is 5. not true about the guidelines you must follow when naming PHP  
variables?

Variable names can contain spaces.A. 
Variable names must begin with a letter or an underscore.B. 
Variable names can only contain letters, numbers, and underscores.C. 
Variable names are preceded by dollar signs when they are declared.D. 
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+ and – are examples of what aspect of JavaScript and PHP?6. 

objectsA. 
methodsB. 
variablesC. 
functionsD. 
operatorsE. 

Which is most like HTML in terms of structure and formatting?7. 

JavaA. 
CSSB. 
PHPC. 
XMLD. 
JavaScriptE. 

True or False: XML is case-sensitive.8. 

TrueA. 
FalseB. 

Which is 9. not true about the guidelines you must follow when naming XML  
elements?

XML element names cannot contain any spaces.A. 
XML element names can include any letter or number (aside from the first  B. 
letter).
XML element names are preceded by question marks when they are declared.C. 
XML element names cannot begin with any of the following: numbers, punctuation, D. 
or “xml.”

Which type of document contains the presentation instructions for an XML  10. 
document?

JSSA. 
CSSB. 
PHPC. 
XSLD. 
XSSE. 
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Template Sites
There really are thousands of template sites out there—some better than others. 
Most work under one of three financial models:

Pay per template

Subscription

Free

Obviously, we’d all love to use the free templates, if possible. But usually 
those either aren’t as high quality or don’t offer as much flexibility. Having said 
that, free templates can work quite well for some projects. Just be sure to check 
the license details to verify your project fits within the license guidelines.

The other two options—pay per use and subscription—each involve pay-
ment for services. Subscription-based sites allow you to download and use a 
certain number of templates each month without paying any additional fees. 
These types of sites typically cater to web designers who frequently use tem-
plates for multiple projects each month.

If that doesn’t sound like you, consider simply paying a “per template” fee 
when you find the template you’d like to use. The regular price is typically 
lower, but doesn’t limit others from also using the same template. If you’d like 
to purchase the template and take it off the market, ask for the unique price. 
While the unique price is typically up to ten times the cost of the regular price, 
it means no one else will be able to use that template for another website.

Here are just a few template sites you might try to get started:

Template Monster www.templatemonster.com

DreamTemplate www.dreamtemplate.com

Templates.com www.templates.com

Ice Templates www.icetemplates.com

Template World www.templateworld.com

Pixel Mill www.pixelmill.com

Theme Vault www.themesvault.com

Web Design Library www.webdesign.org

Studio Press www.studiopress.com
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The one caveat to plug-ins is that you can only use official Blogger or Word-
Press plug-ins on hosted blogs. Therefore, if you find another plug-in on the 
Web and want to install it on your hosted blog, you’re out of luck unless it’s 
supported by Blogger or WordPress. So if you want to take advantage of the 
wealth of nonofficial plug-ins and themes available for download, it’s time to 
consider hosting your own blog.

Custom Blogging
When you encounter a project that needs a custom blog hosted on a server you 
(or your administrator) can manage, you can still take advantage of a free blog-
ging tool. As I mentioned, WordPress also offers a downloadable version you 
can install (free of charge) on any server that meets the basic requirements 
(www.wordpress.org/about/requirements).

Most hosting providers actually make the installation process quite painless. 
In fact, several (which are promoted at www.wordpress.org/hosting) offer one-
click installations of WordPress for any sites they host. Using a hosting company 
that offers this type of quick installation is well worth it, and makes WordPress 
accessible to even beginning designers.

After the installation is complete, you’ll want to focus your efforts on the 
template files. As of this writing, those are located in the wp-content/themes 
folder. You can download additional theme templates from developers all over 
the Web (as described in the section on finding stock templates in the beginning 
of this chapter) and paste them into this directory as well.

Themes are a collection of files and styles that work together to create the look 
of your site. When you download a theme, it will contain various page templates 
as well as one or more style sheets to carry the theme through the entire site.

Each theme comes with multiple templates to handle different types of 
pages displayed through the blogging tool. For example, here are a few of the 
template files contained within the default theme:

archives.php

comments.php

footer.php

header.php

index.php
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Working with Dreamweaver Templates
A common way to create a template in Dreamweaver is to first start with an 
existing webpage you’ve designed. This might be the first of a series of interior-
level pages for a large website being developed. Suppose you create the initial 
page according to the original design mockups and get it approved from the 
client. Now you need to build the rest of the pages that follow the same style 
and layout as the first page. Here’s where Dreamweaver’s template feature 
comes in.

Creating a template depends on whether you’re starting from scratch or an 
existing page:

To create a template from an existing page, choose File | Save As Tem-
plate, give it a unique name, and specify the site in which to save the file. 
Then click Save. 

To create a template from scratch, choose File | New and select HTML 
Template as the page style before clicking Create.

When you create a new template in Dreamweaver, it is given a .dwt file exten-
sion. All templates must be stored in the site’s Templates folder (if the folder 
doesn’t already exist, Dreamweaver will create it for you).

If you’re new to Dreamweaver, check out this helpful three-part series about 
building websites in Dreamweaver from Adobe’s Developer Connection:  
www.adobe.com/devnet/dreamweaver/articles/first_website_pt1.html.

Template Regions
After you’ve identified the file as a template, it’s time to specify the types of 
regions in the document. Dreamweaver allows for four types of template 
regions:

Editable regions can be edited and changed by any user. All templates 
need to have at least one editable region. An example of an editable region 
might be the page headline or its main text area.

Locked regions cannot be edited or changed by any user unless the user 
is a template administrator or when the template is edited in Dream-
weaver. An example of a locked region might be the navigation bar of the 
page. This is the default type of region for a template.
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In fact, you can put anything that would be in the body of the document into a 
library item.

These chunks of code are referred to as library items. These files are saved 
with an .lbi extension and housed in a folder called Library in the main direc-
tory of the website. To create a library item, try one of the following actions:

Select File | New, then choose the Blank Page (or Basic Page) category, and 
select Library Item.

Highlight a part of a file and select Modify | Library | Add Object To  
Library.

Highlight a part of a file within the body of the document, and click the 
New Library Item button at the bottom of the Assets panel.

After a code selection is saved as a library item, it can easily be used through-
out the entire site as many times you feel is necessary. To use a library item, first 
make sure the library is visible in the Assets panel (click the book icon on the 
left side of the Assets panel to open the library). Then, drag the item into any 
open page to insert it. 

If you switch to Code view in Dreamweaver, you can see the code that was 
added when you dragged the item into the page. Here’s an example of a library 
item I use to add fine print to HTML e-mails for a client:

<!-- #BeginLibraryItem "/Library/LD-Fine-Print.lbi" --> 
<p style="font-family:Verdana, Arial, Helvetica, sans-serif;font-size:10
px;color:#666666;margin:20px;width:660px;">Let's Dish! is the region's 
leading meal-assembly chain, where customers stock up on homemade, 
freezer-ready meals that take the stress out of dinnertime. For more 
details visit letsdish.com.</p>      
<!-- #EndLibraryItem -->

Whenever you need to edit a library item, you simply double-click the item 
in the library category of the Assets panel and make any necessary changes. 
Then, all pages using that library item will be automatically updated. 

You will still need to upload all changed pages to the live web server after 
edits have been made to any corresponding library items.
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By default, style sheets apply to all media types. But it is easy to create and 
link additional style sheets for different media types. The following code sample 
shows how three different style sheets might be used to target three different 
display methods:

<link rel="stylesheet" media="screen" href="screen.css" type="text/css"> 
<link rel="stylesheet" media="print" href="print.css" type="text/css"> 
<link rel="stylesheet" media="handheld" href="screen-small.css" 
type="text/css">

This method works well when you need to set up completely different style 
sheets for each different media type. If, instead, you only want to change a few 
styles within your main site style sheet, you can use the @media rule in your 
style sheet, like this:

@media print { 
    body { font-size: 10pt; } 
} 
@media screen { 
    body { font-size: 12px; }

Possible media types (whose names are case-sensitive) include:

all

braille

embossed (used for paged Braille readers)

handheld

print

projection

screen

speed

tty (used for teletypes, terminals, and portable devices with limited display 
capabilities)

tv

Printer-Specific Style Sheets
Ever visited a webpage and seen a button labeled “click for printer version” or 
something similar? While that may have led to a PDF or Microsoft Word version 
of the page, it more likely led to the same page displayed with a printer-specific 
style sheet referenced in one of the two methods I just outlined. When creating 
printer-specific style sheets, here are a few things to keep in mind.
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Color
First, always set your background color to white and remove any background 
images you might have already assigned to the page. This ensures the user 
doesn’t waste ink printing a black background with white text for no real rea-
son. What may have looked attractive on screen might only be a big bleed of 
ink on the printed page.

Also, consider the color of text-based content to make sure it will be read-
able even if the page is printed in black and white.

Links
If you turned your link underlines off, be sure to turn them back on. Likewise, 
consider making them bold or otherwise emphasized so they’ll stand out even 
more if printed in black and white. CSS even allows you to specify that link 
URLs should be displayed after the linked text. This would be quite useful if 
someone prints your page and then wants to access its links at a later date.

The following code specifies that the URL should be printed after both vis-
ited and unvisited links:

a:link:after, a:visited:after {  
    content: " (" attr(href) ") "; 
}

If you have a lot of internal links on your pages, you may need to add your 
domain name to this code. Without it, users might see only a portion of the 
URLs printed, such as index.html or aboutus/contact.html. Here’s how to add 
the domain:

a:link:after, a:visited:after {  
    content: " (http://www.company.com" attr(href) ") "; 
}

If you have a combination of internal and external links on your pages, you 
could create a custom class to attach to only those links you want to affect with 
this type of style sheet declaration.

Fonts
The standard font measurement for printed pages is points. Therefore, if you 
used another measurement for your screen pages, such as pixels, be sure to 
change that for your printer-specific style sheet.
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Page Size
Whereas webpages are designed for screen format (landscape, 800 × 600 pixels, 
and so forth), printed pages should be designed for the paper on which they 
will be printed. Most users in the United States will probably print in portrait 
format on standard letter-size paper (8.5 × 11 inches). Be sure to leave at least 
a half-inch margin on all sides.

Positioning
If you styled any aspects of your page to be absolutely positioned, consider 
removing that declaration and allowing the content to flow freely on the printed 
page.

Image Resolution
Images created for the Web are low in screen resolution (72 dpi) because that 
makes them quicker to download. It does not, however, make them pretty 
when printed. In fact, printed web graphics often look quite bad. Therefore, 
when creating alternate versions of webpages that will be printed, avoid graph-
ics whenever possible. If that’s not an option, it’s probably best to instead offer 
the page as a downloadable PDF. I prefer turning off the images and navigation 
whenever possible to allow users to save on ink they might otherwise waste 
printing images they don’t need.

Mobile-Specific Style Sheets
Due to the large number of people accessing the Web from handheld devices, 
it’s common for modern websites to also offer custom versions geared toward 
those users. In particular, you want to restructure the content so it can be easily 
viewed on smaller screens.

Before I list the areas of concern for mobile-specific style sheets, I need to 
mention a few caveats. First, there are some handheld devices that do not sup-
port enough CSS to recognize different media types. Those devices, unfortu-
nately, will continue to display the screen media styles.

Second, there is a handheld device that (as of this writing) will display web-
pages with mobile-specific style sheets even though its screen is quite a bit larger 
than most phones and personal digital assistants (PDAs). Apple’s iPad, launched 
in 2010, contains the word “mobile” in its user agent string, which means it 
should follow styles specified in the handheld category. You could use a detec-
tion script to identify iPad users and deliver a more appropriately styled page. 



Chapter 8  T E M P L AT E S  A N D  M E D I A  T Y P E S          

Refer to http://davidwalsh.name/detect-ipad and http://detectmobilebrowsers 
.mobi for some examples.

Links 
If you’ve ever tried to click a link on a small, handheld screen, you can appreci-
ate how difficult it can be. With that in mind, take steps in your mobile style 
sheet to make your links as easy as possible to click. You might consider using 
display:block to cause text links to span the entire width of the content 
area (thereby making the clickable area larger), and add a background color to 
make them highly visible.

Images
Many mobile users pay according to the amount of data transferred in a given 
month. This means your hefty images can cost users money, in addition to extra 
download time. Consider greatly reducing image sizes to make them quicker to 
download and allow the text to take center stage. Certainly any images that 
aren’t crucial to the content delivery could be removed entirely. 

Because many mobile users access webpages via text-only browsers, it’s all 
the more important to include alternative text for every image in your site. 

Page Size
Whenever possible, avoid absolute widths. There are just so many different 
screen sizes in the mobile market that you’ll end up pleasing very few people 
with a page width of 150 pixels, for example. Stick with relative widths, such 
as 100 percent, to reach the widest possible audience.

Positioning
Designs based on absolute or fixed positioning, as well as those with floats, 
rarely translate well on a handheld device. Consider that a fluid, single-column 
layout is much easier to navigate and read on small screens.

To take advantage of every square pixel of space, try removing the extra 
margins and padding you might have added when creating your default style 
sheet. You rarely need more than three to five pixels of buffer space between 
the edge of the mobile browser and your page’s content. 

When reviewing the positioning of your content divisions, take a critical look 
and decide whether a few of those content divisions could be hidden from 
display on mobile browsers. The advertisements might be necessary on the 
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QUIZ
Choose the correct responses to each of the multiple-choice questions. 

Which is not true about blogs available from WordPress.org?1. 

They are free.A. 
They can be used as Content Management Systems.B. 
They don’t require any special setup on the host computer.C. 
They can be downloaded and installed on your own server.D. 

Which file extension is used for Dreamweaver template files?2. 

.txtA. 

.ssiB. 

.dtfC. 

.dwtD. 

.htmlE. 

Where are Dreamweaver templates stored?3. 

In the Source directory at the root level of your websiteA. 
In the Templates directory at the root level of your websiteB. 
In the Templates directory in the Dreamweaver folder on your local computerC. 
In the Source directory in the Dreamweaver folder on your local computerD. 

All Dreamweaver templates should have at least one of which type of region?4. 

locked regionA. 
editable regionB. 
optional regionC. 
repeating regionD. 

When editing a page based on a template, which type of Dreamweaver template 5. 
region cannot be changed?

locked regionA. 
editable regionB. 
optional regionC. 
repeating regionD. 

Which type of template region can be duplicated by any user?6. 

locked regionA. 
editable regionB. 
optional regionC. 
repeating regionD. 
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Chunks of code stored in .lbi files and used in multiple places throughout a web-7. 
site are referred to as what in Dreamweaver?

assetsA. 
library itemsB. 
local includesC. 
server-side includesD. 

Which directive is used to add a server-side include to an HTML file?8. 

#ssiA. 
#fileB. 
#virtualC. 
#includeD. 

Which file extension is not capable of handling SSIs by default?9. 

.aspA. 

.phpB. 

.htmlC. 

.shtmlD. 

What is the value of the media attribute when linking to a mobile-specific style 10. 
sheet?

phoneA. 
screenB. 
mobileC. 
handheldD. 
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Using deprecated (or phased-out) code If you have been around the 
HTML scene for a few years, you may have picked up a few bad habits 
along the way. One of those could include using the align attribute, for 
example, to quickly align an image within a paragraph of text. While this 
use of the align attribute used to be acceptable, it will cause errors if you 
use it on a page validated against the Strict XHTML validation. Instead, you 
have two options. You could change your DOCTYPE to transitional (which 
will allow for older attributes like align), or use the CSS properties float 
or text-align to properly align text and images on the page.

Missing alt attributes Images always need alternative text specified to 
help nonvisual browsers and search engines understand the content of the 
image. If you don’t specify this text using the alt attribute in your img 
tag, your page will not validate.

Incorrectly nested tags When discussing proper HTML structure, I men-
tioned a structure used to code multiple tags in a row. For example, if you 
want to apply two sets of tags to the same bit of content, you need to open 
and close them like this so that the first to be opened is the last to be 
closed: <p><strong>Red hat</strong><p>

Random machine characters If you copy and paste code from Microsoft 
Word or another similar program, you frequently bring along extraneous 
characters and Microsoft markup that are not important to the HTML. In 
fact, those machine characters may not be visible to you, but they may 
break your code. If you suspect this might be the problem, try removing 
the copied text and then retyping it without using copy and paste. 

After you’ve identified the errors, fix them one at a time, validating the page 
again after each attempt. It can be a daunting process to troubleshoot your 
code, as you go line-by-line looking for problems. Take breaks, and don’t be 
afraid to ask a friend or colleague to give it a try. A fresh set of eyes can quickly 
scout out problem areas that tired eyes can’t see.

You can also validate your HTML and CSS from within the Web Developer 
toolbar for the Firefox browser. As an added bonus, the toolbar includes addi-
tional features to help you debug your pages right within the browser. Visit http://
chrispederick.com/work/web-developer to learn more.
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Testing the Display
After you’ve completed your code testing, it’s time to verify that the page 
displays as you expect in all your target browsers and operating systems. 
Throughout this book, I stress the importance of checking your pages in mul-
tiple browsers and on multiple computer systems to make sure they appear 
correctly.

Even if you don’t have more than one type of computer or browser, after 
your pages are live (uploaded to a web server), you can ask friends to test them 
for you. You can also visit local libraries, schools, and sometimes even shopping 
malls to see how the site fares in different environments.

Each time you visit the site on a different computer, record the browser, 
monitor size, screen resolution, and operating system used. This way, when you 
see errors or bugs, you can get help in determining the problem. Table 9-1 
provides a sample testing checklist to help you record your results.

Alternatively, you can use an online tool like Adobe’s Browser Lab (www 
.browserlab.adobe.com), Browsershots (www.browsershots.org), or Litmus 
(www.litmusapp.com), which will take screen captures of your page on a vari-
ety of different computer systems and browsers. 

Testing the Usability
A key aspect of a website’s success is how well it functions with users. Many 
designers fail to perform usability testing on sites before taking them live, leav-
ing everyone to wonder whether the site will work. Instead, I encourage you to 
perform some simple, yet effective, usability tests on any site you build before 
it goes live.

People often think usability tests are expensive and time-consuming, when 
in fact they can be much more of a cost-saver when you consider how much 
time you might spend on a redesign to fix an unusable site. You don’t need any 
fancy equipment or specialized training to test for usability.

In its most basic form, a usability test requires only three things: a website, 
a tester, and a facilitator. In fact, those three things don’t even need to be in the 
same room (although that is preferable). I have even performed usability tests 
over the phone while watching the user’s screen through a conferencing tool 
such as WebEx (www.webex.com).
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Technically, you may wonder why “a computer” wasn’t included on my list 
of required items for a usability test. Suppose you wanted to test a site before 
it was built. You could do so by printing the mockups of the website and asking 
testers to explain how they might perform certain tasks using the sample 
screens. This process is referred to as testing with paper prototypes and can be a 
great way check the usability of a website well before extensive resources are 
used to actually build it.

Locate the Testers
So you have the website to be tested. How do you find the users? In my expe-
rience, you need only ask. Let’s face it: lots of us like to be the center of atten-
tion… if only for a few minutes. You don’t need a large number of testers either. 
As long as the testers you have are a good representation of the target audience, 
four to six people should be sufficient.

To locate potential users, first check with the client or site owner to identify 
current customers who might be able to help. If the business doesn’t yet have 
an existing customer base, check out the competition. Look for people who 
currently patronize a competitor and ask if they might be willing to participate. 
You could offer a discount coupon as an incentive, or even a small payment to 
compensate them for their time.

It’s a good idea to make sure the tester has not been involved in the design 
or development process at all, is completely new to the website, and is not 
working for the client or website owner. Beyond that, you can ask anyone who 
fits the site’s target audience.

Create the Test
When planning your usability tests, refer back to the process you went through 
to identify the site’s target audience. What goals did you have for the user? 
What did you expect they’d want to accomplish on the site? Use the answers 
to questions like these to write the test scenarios for your users.

You want to be prepared before the usability test so as not to waste anyone’s 
time. It’s best to limit the actual test to about 10 or 15 minutes so you have time 
to debrief the tester afterward and she still is finished in under 30 minutes.

With each test, try to determine whether the user understands the page 
being tested and can successfully use the site’s navigation to locate information. 
General usability tests might evaluate whether a page is difficult to read, where 
users tend to get lost, and how easily accessible the information is. More detailed 
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Depending on what type of computer you have and who is hosting the site, 
you may use one of many different types of desktop or web-based FTP pro-
grams. Or you might use an FTP tool that comes with your HTML editor, such 
as the built-in FTP capabilities with Adobe Dreamweaver. 

Desktop FTP
While there are hundreds of FTP programs available, they all function in the 
same basic way. To begin, you must choose which computer you want to access. 
If you want to upload your files to a web server, enter that computer’s informa-
tion in the space provided for “remote” computer. 

You should receive all the necessary login information (username, pass-
word, etc.) when you sign up for a hosting service. If you’re unsure, check your 
host company’s website or call its customer support line for assistance.

Then, in the space provided for the “local” computer, navigate to the folder 
on your computer containing the file you want to transfer. After you select the 
file to be transferred, you can use the upload button to copy the file to the 
destination location on your host web server. For example, in Dreamweaver, 
the local computer is usually shown on the right, while the remote system 
displays on the left. After clicking a file to upload on the local computer, I can 
click the Put button (it’s a blue “up” arrow) to upload the file to the remote 
system (Figure 9-1).

FIGURE 9-1
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You can also navigate through the host computer’s directory structure by 
clicking the folder names to expand or condense them. Most FTP tools also 
allow you to create new folders on the remote computer and to adjust the set-
tings of those folders. 

This is the most basic method of FTP, where you are simply copying files 
from one computer to another. There will likely be additional options and set-
tings, depending on which FTP tool you decide to use.

Here are a few desktop FTP programs you might check out if you’re using a 
Windows operating system:

CoffeeCup Free FTP www.coffeecup.com/free-ftp 

SmartFTP www.smartftp.com

FTP Voyager www.ftpvoyager.com

WS_FTP www.ipswitch.com

And for Mac users…

YummyFTP www.yummyftp.com

Fetch www.fetchsoftworks.com

VicomsoftFTP www.vicomsoft.com

Transmit www.panic.com

Web-based FTP
If you’re using a free service to host your website, you probably have FTP 
capabilities through that company’s website. This is called web-based FTP 
because you don’t need any additional software to transmit the files—in fact, 
you perform the file transfer directly within your web browser.

Even if your host company doesn’t offer web-based FTP, if you use the Fire-
fox web browser, you have an even better option. While I typically use the 
built-in FTP capabilities in Dreamweaver, since that’s my preferred HTML 
development tool, I sometimes have a need for file transfer outside of Dream-
weaver. In those cases, I use a Firefox add-on called FireFTP.

To install FireFTP (or another web-based FTP tool for Firefox), open Firefox 
and visit https://addons.mozilla.org. Search for FTP. Locate the app you want 
to add, and click the corresponding Download or Add To Firefox button.
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After the FTP app has been installed, you can locate it under the Tools menu 
in Firefox. Similarly to how the previously discussed FTP tool functions, FireFTP 
displays your local files on one side and the remote files on the other. You then 
use the arrows in the middle to transfer files back and forth. Figure 9-2 provides 
a screenshot of this tool in action.

You can also perform basic FTP functions using Internet Explorer on Win-
dows without any additional software or plug-ins. To do so, enter the server name 
with the FTP protocol into the address bar, like this: ftp://servername.com. The 
browser will prompt you for your username and password (if the server requires 
it). You can then upload files by dragging them into a window. 

FIGURE 9-2
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determine which pages are most important. We then conduct 
hypertext-matching analysis to determine which pages are relevant 
to the specific search being conducted. By combining overall 
importance and query-specific relevance, we’re able to put the 
most relevant and reliable results first.

In essence, Google examines not just the page, but the whole website (and 
even linked social media sites), to evaluate the relationships between the pages 
and, therefore, the importance of the content within them. This means a key 
word used in a headline could indicate that it is of greater importance than a 
key word used only within the body copy.

Google is often referred to as a “crawler-based” search engine because its 
systems “crawl” or “spider” the Web to find relevant data. By contrast, some 
search engines are directory based and merely provide an index of sites, but 
they don’t necessarily seek out related data. Each search engine has its own way 
of indexing data in an effort to increase speed and efficiency.

As of July 2010, the top three search engines garnered a whopping 93.9 percent 
of the United States market share, according to comScore (www.comscore.com). 
Google comes in first with just over 65 percent, followed by Yahoo! at just over 
17 percent, and Microsoft (Bing) with 11 percent. Why is this important? Simple: 
You really only need to be listed in these three search engines to reach the vast 
majority of search engine users. With that in mind, let’s focus on these three for 
the rest of this discussion.

Search Engines Look for Key Words
When someone starts a web search, the popular search engines evaluate key 
words and phrases found throughout webpages to find the best matches. Of 
course, content is king, so the best way to ensure users find your site in search 
engines is to include the content they are looking for. But, it’s also important to 
repeat your site’s key words in specific places.

The address A site whose address is www.marylandflorist.com will proba-
bly rank higher than the same site with an address like www.flowersbywendy 
.com, simply because “Maryland” and “florist” are key search terms. For 
this reason, many companies register multiple domains: one with the busi-
ness name and at least one other that describes what the business does.

Headlines Many designers don’t use the heading elements (h1, h2, and 
so on) because they don’t see the need. These elements are actually quite 
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valuable, because the words contained within them signify importance to 
search engines as well as users. Using relevant headlines can go a long way 
toward increasing the usability and searchability of your site.

Body copy This one can’t be emphasized enough. If you are building a 
website for a florist, the site surely needs to include content about flowers 
as well as the products and services offered. Avoid “getting off on a tan-
gent” because it not only dilutes your message but also lowers the page’s 
importance in search engines.

Images No, search engines can’t “see” your images, but they can read the 
alternate text (alt attribute) associated with them. This alternative text 
offers a really great opportunity to enhance the searchability of your site. 
Here’s an example: <img src="image.jpg" alt="Photo of ABC 
Company CEO, James Rile" />.

Links Don’t forget about your links. HTML provides for the title at-
tribute to be included within opening a tags as a way to attach a readable, 
searchable title to each link. Here’s an example: <a href="link.html" 
title="Click to find about more about ABC Company's 

swimming pool products and services">. 

Page title The title at the top of the page may seem insignificant, but it’s 
typically the first thing a search engine user sees from your site, so make 
it count. A title like “Company Home Page” isn’t nearly as effective as 
something like “Flowers by Wendy – Your Source for High Quality Floral 
Arrangements in Northeastern Maryland.”

Finally, use meta data to aid those search engines that support them in iden-
tifying your content. Meta data is hidden instructions about your webpage, such 
as a description and keywords. 

To incorporate meta data, the meta element should be added to each page 
on your site in between the opening and closing head tags. Here is an example 
of how meta elements might be used on a page listing events at a local 
restaurant:

<head> 
<title>Half Pints Pub | Entertainment Calendar</title> 
<meta name="description" content="With dozens of huge HD TV’s at 
Half Pints, you can catch all your favorite games and sporting 
events while enjoying live entertainment, spirited competition, 
and good old-fashioned camaraderie." /> 
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Even search engines that don’t allow users to promote certain links do con-
sider user input. When you search for a phrase, the search engine tracks which 
links are actually clicked within the results. It records that information and 
adjusts the results as needed to ensure the most likely (that is, most popular) 
links display before those that are rarely clicked.

This means we end up with a bit of the “chicken and egg” syndrome. I often 
hear, “How can I increase my ranking if I’m showing up on page 30 of the 
results and no one gets the opportunity to click my link?” Keep reading…

Submit Your Site
All three of the top search engines provide free online forms used to recom-
mend new or updated sites.

Google http://www.google.com/addurl

Yahoo! http://siteexplorer.search.yahoo.com/submit

Bing http://www.bing.com/docs/submit.aspx

Usually, submitting your site using these free tools is enough to get your site 
listed, but it’s not enough to get you anywhere near the top of the search results. 
That, I’m afraid, is not free.

Increase Your Ranking
As a web designer, one of the most common questions I hear from site owners 
is this: How can I increase my ranking in Google? Search engine optimization 
(SEO) involves not only preparing the site to be indexed by the search engines, 
but also being proactive about bringing new customers to the site through 
those same search engines (often in the form of sponsored search advertising).

While SEO should be a key part of any modern website project, many peo-
ple are of the mindset that “if you build it, they will come.” Because of that, 
SEO is often left by the wayside, with companies not really understanding its 
importance until they realize no one is visiting their site.

It’s your job, as a web professional, to educate clients about the importance 
of SEO. If a site is built with SEO in mind from the beginning (using the con-
cepts I mentioned previously), it will be easier to increase the site’s presence in 
the major search engines. 

After the site has been built with SEO in mind, the best way to increase your 
site’s visibility, popularity, and ultimately its ranking in the search engines is to 
take advantage of pay-per-click (PPC) advertising. All of the major search 
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Track Your Progress
Anyone investing in a website needs some method of measuring the success of 
those efforts. In the search engine optimization world, there are a few key 
things you want to monitor:

Site visits and page views The amount of traffic on your site is obviously 
an important part of your site’s success. Measuring the number of people 
accessing your site each day, week, and month can help you plan when 
and where to advertise for additional customers.

Incoming links When other sites link to yours, the popularity of your site 
increases. (As I mentioned, Google considers a site with lots of incoming 
links to be more important than a similar one without any incoming links.) 
You can help increase your chances of acquiring more incoming links by 
performing such tasks as reviewing relevant products on Amazon and 
other online stores, creating a page about your business on Wikipedia, and 
commenting on relevant blogs.

Conversion rate Any web site owner obviously wants to meet the goals 
set for the site or for a particular advertising campaign. Whether the goal 
is to increase sales of a particular product or get more people to sign up 
for your newsletter, you can track that progress by monitoring goal con-
version data. In other words, the data tells you how many site visitors 
actually purchased a product or signed up for a newsletter. 

Bounce rate Monitoring the number of people who view only one page 
of your site or who leave the site quickly can help identify how engaging 
the site’s content is. If a particular page on the site has a high bounce rate, 
it’s probably time to reevaluate the content on that page.

The most widely used method of monitoring these and other aspects of 
websites is a tool called Google Analytics (www.google.com/analytics). To use 
Google Analytics (GA), website owners add a bit of GA code to each page they 
want to monitor. Then, GA tracks how people find the site, how they use it, and 
how you can help them use it more efficiently and effectively.

Because Google Analytics is a free tool, you really have no excuse not to track 
how your site is performing. You simply add a bit of custom code to your pages 
and then watch the results with Google’s browser-based tool (see Figure 9-3). 
Better yet, take advantage of Google’s other webmaster tools (found at www 
.google.com/webmasters) to really boost your site’s online presence. 
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QUIZ
Choose the correct responses to each of the multiple-choice questions. 

Which term refers to the process of checking your code against the W3C  1. 
standards?

testing
procuringB. 
validatingC. 
confirmingD. 
compromisingE. 

Which will not cause an error when a page is checked against the latest W3C 2. 
standards?

missing end tag
incorrectly nested tagsB. 
missing alt attributesC. 
missing image captionsD. 
incorrect DOCTYPE declarationE. 

True or False: Web page colors can appear differently according to the user’s 3. 
environment.

True
FalseB. 

Which is not required for a basic web usability test?4. 

a tester
a websiteB. 
a facilitatorC. 
a computerD. 

What is considered an acceptable minimum test sample when conducting a 5. 
website usability test?

one to two people
B. 

eight to ten peopleC. 
twelve to fifteen peopleD. 
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What is the purpose of an FTP program?6. 

to transfer files from one computer to another
to automate the process of coding HTML filesB. 
to check webpages against the W3C specificationsC. 
to tabulate facts and figures in preparation for web useD. 

Which type of website documentation does not need updating at the end of a 7. 
project in preparation for maintenance?

proposal
site mapsB. 
mockups/compsC. 
design and architecture specificationD. 

Which piece of project documentation outlines the design decisions made dur-8. 
ing the site’s development to ease maintenance of the site?

mockup
site mapB. 
style guideC. 
design planD. 

Which is the most popular search engine (as of this writing)?9. 

B. 
BingC. 
Yahoo!D. 
GoogleE. 

What does the web acronym SEO stand for?10. 

systems evaluation office
search engine optimizationB. 
security engineering officerC. 

D. 
synchronous enhancement organizationE. 
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But you still have the option to read your e-mail in a stand-alone e-mail 
program like Outlook or Apple Mail. And if you are like a growing number of 
people, you might also check your e-mail on a smart phone like a Blackberry or 
iPhone. I just named seven different ways to read an e-mail, and I’m only get-
ting started!

It is virtually impossible to know how your HTML e-mails will display when 
read by the end user. Testing in as many of the popular e-mail readers as possible 
is certainly important, but ultimately you must make smart design decisions that 
ensure the widest possible audience can still glean the message being communi-
cated. Keep this in mind when deciding whether HTML is the best delivery 
method for a particular e-mail.

Con: Readers May Not Even Receive Your Message
Due to the proliferation of HTML e-mail spam, the simple truth is that plain-
text e-mail is more likely to actually get to the reader. This may mean that the 
most important e-mail communication with a customer—such as receipts—
should be kept in plain text.

Many e-mail readers block images and attachments from unknown senders 
or suspected spammers. One reason this happens is that anything attached to 
an e-mail is capable of harboring viruses and other malicious code. Also, when 
you send HTML e-mail with images stored on a web server, you can tell whether 
the e-mail was opened by simply reviewing the site’s access logs to see if the 
images were displayed. This allows spammers to differentiate between active 
e-mail addresses and those that are bad. 

In fact, HTML e-mails are more likely to be tagged as spam simply for having 
embedded images. That means your beautifully designed HTML e-mail may 
end up in a customer’s spam bucket and eventually in the trash without the 
customer even knowing it.

Con: HTML E-mail Takes Longer to Download
Another reason HTML e-mail might not make it to the reader is size. If you get 
a little crazy with large images and hefty attachments, you can cause someone’s 
e-mail system to slow down or even crash. E-mail readers on mobile devices 
often only download the first 100k or so of an e-mail, so it’s important to create 
web graphics that are small in file size and quick to download.

Okay, now that we've moved through a few of the drawbacks, let's switch 
gears and consider the reasons you might want to use HTML e-mail.
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Pro: HTML E-mail Is More Visually Appealing 
Let’s face it: Most of us react more quickly to an image of a double-dip choco-
late ice cream cone on a hot summer day than we might to those words mixed 
in with other text in a crowded paragraph. As the saying goes, “a picture is 
worth a thousand words.” When it comes to marketing, those pictures can mean 
the difference between closing a sale and losing a customer.

Pro: HTML E-mail Is Cost Effective
Advertisers who used to rely on expensive print-mail campaigns are largely 
embracing HTML e-mail as an efficient way to get their messages in front of 
customers more quickly and less expensively. While design costs are about the 
same, the cost of sending a thousand e-mails is significantly less than the cost 
to print and snail-mail a thousand postcards to customers.

Pro: HTML E-mail Is Targeted
While most companies do target certain ZIP codes when sending snail-mail ads, 
e-mail advertising allows you to target specific demographics and behaviors. For 
example, suppose you are a customer of a certain grocery store that has recently 
started offering delivery services. Being interested in this service, you viewed a 
page on the company’s website describing this new feature, but you never actually 
purchased it. Because you were logged into your account with this company at 
the time you viewed the delivery page, they decide to send you a targeted e-mail 
ad offering free delivery on your next order. Such targeted e-mails tend to be 
highly successful.

Know Your Audience
From a legal standpoint, the most important thing to know about your audience is 
whether you have permission to contact them in this manner and for this purpose. 
In short, spam is any e-mail sent without the permission of the recipient. 

Here are a few guidelines to help you e-mail the right people (at least 
legally):

Send e-mail to current customers. Most people consider anyone who has 
purchased from you within the last two years to be a “current” customer.

Send e-mail to people who request information from you, either in person 
or online, but only about relevant topics. In other words, if someone responds 
to a job posting on a company’s website but isn’t hired, it’s not okay for that 
company to start sending him marketing e-mail about its products.
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This means it’s not okay to send marketing messages to e-mail addresses 
you’ve found on other messages that have been forwarded to you or those 
found on the Internet. Just because I post my e-mail address on my personal 
website doesn’t mean I want to receive marketing e-mail from any business 
who visits my website.

While it may be tempting to send mass e-mails to strangers in the hopes they 
might one day become a new customer, it is much more effective to target people 
who have already expressed an interest in your business or product. If you regu-
larly message people who didn’t ask to receive your e-mail, you risk being put on 
“blacklists” held by the various e-mail service providers. Once your site has been 
identified as one that sends spam, it can be difficult to get any of your messages 
through, regardless of whether they are being sent to legitimate recipients.

As a web designer, it’s often up to you to educate others about the dangers 
of spam. If you’re working with a business that is unsure whether its marketing 
list is legal, consider passing along a free “Permission Guidelines Handout” from 
Campaign Monitor: www.campaignmonitor.com/downloads/permission- 
guidelines-handout.

Follow Federal Trade Commission Guidelines
Federal law requires you to always provide a way for a recipient to specify that 
he no longer wishes to receive your messages. At a bare minimum, this means 
you must provide a valid return address to which users can send a “please re-
move me” e-mail. Most reputable e-mail systems offer efficient unsubscribe 
mechanisms allowing recipients to opt out through an online form linked from 
all e-mails.

Federal law further requires you to keep such unsubscribe methods available 
for at least 30 days after e-mails are sent. After receiving an unsubscribe request, 
companies have 30 days to stop sending the recipient e-mail.

To avoid your e-mail being blocked as spam, you also must use legitimate 
headers and subject lines. In other words, you can’t send an e-mail with a sub-
ject of “Free delivery on your next order” unless the offer is valid and indeed 
available to recipients. The from and reply-to address fields must also contain 
valid, active e-mail addresses. Finally, the company’s business name and physi-
cal mailing address must also be visible on the message.

Check out www.ftc.gov/bcp/edu/pubs/business/ecommerce/bus61.shtm for 
more information about the CAN-SPAM Act. 
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Know the Available Tools
The tools used to develop and send HTML e-mails depend somewhat on the 
purpose of the messages being sent and the company that is sending them. As 
I mentioned, an HTML e-mail is really just a webpage. So first, let’s consider 
the tools used to design and develop HTML e-mail.

Design and Development Tools
I don’t have a lot of new tools to tell you about in this section, because the tools 
used to design and develop HTML e-mails are, for the most part, the same as 
those used to develop standard webpages. This means you can continue to use 
Photoshop (or another favorite design tool) to design your e-mails, and Dream-
weaver (or another favorite development tool) to code them. The real differ-
ence comes when you want to publish the e-mails.

Publishing Tools
In the previous chapter, I talked about using FTP software to publish your 
webpages—thereby making them live and accessible by anyone with Internet 
access. HTML e-mail has a completely different publishing process.

The best way to publish, or send, bulk HTML e-mail is to use an e-mail 
service provider (ESP). Similar to an Internet service provider, an ESP handles 
all aspects of bulk e-mail delivery, from managing the recipient lists (both sub-
scribe and unsubscribe features) to tracking the number of times each e-mail is 
opened and clicked.

Just as there are hundreds of ISPs out there, you also have your choice of 
quite a few ESPs. While web designers typically get to choose the design and 
development tools used for a project, we don’t often get to select the ESP. More 
commonly, it is the company sending the e-mail who chooses the e-mail service 
providers. 

As a freelancer, I have used a fair number of ESPs, depending on the com-
pany sending the messages. Each of the tools I’ve used has its own list of pros 
and cons, depending on the business and its audience. Sometimes I am asked to 
make suggestions to companies selecting a new ESP. Here are a few features I 
suggest you look for when researching ESPs:

Contact management tools to handle the subscriber list

E-mail creation tools to help format and lay out the content

E-mail sending tools to help you test your e-mails
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work for HTML e-mail. But because of the inconsistency of support for CSS among 
e-mail readers, there are certain differences you need to be aware of.

Recommendations
When you are coding a webpage that will ultimately be viewed in an e-mail 
reader, there are certain steps you must take to ensure the page displays properly. 
A few of the following recommendations may go directly against something I 
told you in previous chapters, but that’s okay. As I mentioned, coding for e-mail 
has some unique challenges that sometimes cause us to change our standard 
coding methods.

Campaign Monitor, a fabulous ESP and wonderful resource for all things 
HTML e-mail, is part of the Email Standards Project. As such, they have a ton of 
information about CSS support among the most popular e-mail readers. You can 
find this information at www.campaignmonitor.com/css and www.email- 
standards.org/clients.

Keep It Simple
Remember the purpose of your e-mail and stick to it. You don’t need to include 
the entire website’s navigation or layout in an e-mail design. Usually, a header 
and footer, in addition to the main body content, are sufficient. 

While we’re talking about keeping it simple, I should mention that back-
ground images aren’t supported by all the browsers. As such, stick to solid-color 
backgrounds that can be applied with HTML, as opposed to gradients or pat-
terns that require image-based backgrounds.

Figure 10-1 shows an example of a typical HTML e-mail I create for my cli-
ents. Notice that this e-mail is not text heavy, but instead gets the message across 
in just a few sentences. The rest of the e-mail is photographic in nature, to be 
visually appealing and attention-getting. There is a link at the top of the page for 
readers who can’t see the images in their e-mail readers. That link takes users to 
view the same e-mail in their web browser (which generally does a better job of 
displaying HTML e-mail). I’ve marked a few other aspects of the design to point 
out other ways e-mail design is different from that of a traditional webpage.

Use Absolute Paths
Whenever you add a link or an image to a webpage, you have the option of 
using either absolute or relative path names. Relative path names are shorter 
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Because your e-mail is downloaded and displayed on the reader’s system, 
you need to make sure all images are stored on a web server and referenced 
with complete, absolute URLs (i.e., those that start with http://). Likewise, all 
links to other webpages or content need to be absolute.

Store Images on a Live Web Server
I just mentioned this, but I can’t stress how important it is. In order for images 
referenced in an HTML e-mail to display once the e-mail is downloaded by the 
recipient, they must be stored on a live web server and referenced with an 
absolute URL. So, your images will not display if your code looks like this:

<img src="header.jpg" />

When it comes to image storage for e-mail design, you essentially have two 
choices:

Create a folder on the company’s web server to house all e-mail-related 
files and images. In this case, your image URLs might look like: <img 
src="http://www.company.com/email/images/header.jpg" />.

Store the images on your ESP’s web server. If you go this route, your image 
references might look like this: <img src="http://files.myesp 

.com/989543789/6785436574.jpg" />.

Use Tables for Layout
So far, I’ve not discussed any other layout method except for that which is ac-
complished with style sheets. That is because CSS is the preferred layout 
method for webpages that are viewed in web browsers. Unfortunately, e-mail 
readers haven’t yet caught up to web browsers in the display of HTML and 
CSS. So web designers are forced to turn to “old school” layout methods when 
designing for e-mail.

In particular, Microsoft Outlook does a poor job at rendering CSS. As of this 
writing, it does not support the float or position properties in CSS and has very 
little support for padding, margins, and background colors. 

So what do you do if you need to create columns in pages designed to be 
viewed in Microsoft Outlook or other e-mail readers? Although it’s a bit archaic 
and somewhat complex to maintain, you can use HTML tables for page layout. 
Compare Figures 10-1 and 10-2 to see how a table-based layout might work 
for an HTML e-mail. Figure 10-2 shows the layout in “Expanded Tables mode” 
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FIGURE 10-2
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in Dreamweaver, which allows you to see which pieces of the design are in 
which cells. 

While Chapter 4 outlined the basic concepts behind tables, there are a few 
additional things to consider when using tables for page layout. First, there are 
two attributes that can be added to the opening table tag to define the space 
in and around the cells:

cellpadding Defines the space between the content in the cell and the 
edges of that cell

cellspacing Defines the space in between each of the individual 
cells

It is common for designers to split apart e-mail designs and then put them back 
together using tables (as I did with the design shown in Figures 10-1 and 10-2). 
When doing so, you need to eliminate all the space in between the cells to make 
them display seamlessly. The easiest way to accomplish seamless tables in e-mail 
design is to set the table element’s cellpadding, cellspacing, and border 
attributes to zero, like this:

<table cellpadding="0" cellspacing="0" border="0">

Here are a few other guidelines to keep in mind:

Always define the width of your table cells (with the width attribute added 
to the opening td tag) to ensure your layout stays as you intend it to. 

If your table cells contain images, use absolute sizes when defining the 
width or height those cells. In other words, stick to pixel widths instead 
of percentages.

Start with the border set to 1 (border="1") to help you visualize the 
table during development. Then switch it to zero for testing and the final 
delivery.

Use the align attribute inside the opening cell (td) and row (tr) tags to 
specify the horizontal alignment of the content.

Use the valign attribute inside the opening cell (td) and row (tr) tags 
to specify the vertical alignment of the content.
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Alt text is the alternate text that is displayed when an image doesn’t, and is 
added with the alt attribute to the img element. Make sure to use descriptive 
words that explain what users will find when the image is viewed. For example, 
if the image contains a coupon for $20 off, you might code your image like this:

<img src="http://mycompany.com/email/images/coupon.jpg" alt="Use 
this coupon to get $20 OFF your next purchase" />

Another way to help users understand the e-mail content is to include teaser 
text at the top of the page. When an e-mail is initially displayed in an e-mail 
reader, the bottom half can easily be hidden depending on the user’s monitor 
size and screen resolution. And as you just read, the images may be turned off 

FIGURE 10-3
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as well. To combat that, many designers add one or two lines to the top of the 
page, containing text like this:

IN THIS ISSUE: $20 OFF coupon, Stay-cation ideas, and more!
If you can’t see the images, view this message in a web browser instead.

Teaser text should be included on the first line after the opening body tag 
to ensure it is displayed at the very top of the e-mail message. 

Limit Page Widths
While it’s true people seem to be using larger and larger monitors, that doesn’t 
mean you can create e-mails to fill those screens. Most e-mail readers use a 
paneled approach, where the list of mailboxes might run down the left side, 
with the list of messages above the actual message area in the space on the 
right. This means your e-mail needs to fit in a small portion of the overall e-mail 
reader window because the majority of your audience won’t scroll horizontally 
to read an e-mail.

Try to keep your e-mail pages no wider than 700 pixels to avoid the right side 
being cut off.

Avoid Anything Beyond Basic HTML
Because multimedia is so prevalent in web design, it’s not uncommon to be 
asked to add them to e-mail designs as well. Unfortunately, the e-mail readers 
aren’t able to handle multimedia the way web browsers do.

As of this writing, the only reliable way to include any sort of video in an 
e-mail is with an animated GIF. And there is no support for sound at all in any 
e-mail reader. So in short, you cannot realistically add audio or video to any 
HTML e-mail.

And the recommendation isn’t any better for Flash lovers, because Apple’s 
Mail program is the only e-mail client to offer native support for video and 
Flash files. While you can include a “fallback” image when embedding Flash files 
in normal webpages for browsers to display when the Flash player isn’t avail-
able, most e-mail clients won’t even let you do that. So at this point it is best 
to avoid Flash when designing HTML e-mail.

Finally, avoid any sort of client-side scripting like JavaScript, as it won’t work 
and will likely cause your page to be marked as spam.
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a hard time getting your content in front of any of your subscribers. Refer to 
http://spamassassin.apache.org to learn more.

Wondering what might cause an e-mail to be flagged as spam? Here are just 
a few of the many reasons SpamAssassin might give you a higher “spam score.” 
(And in this case, higher is not better.)

HTML link text says “click here”

A WHOLE LINE OF YELLING DETECTED

Message includes “Dear Friend” or “Dear (Name)”

Message contains “call” or “dial” or “toll free” followed by 800, 888, 877, 
866, 855, 844, 833, or 822 (for example, “Call 877-555-5555 for your 
offer now!”)

FIGURE 10-4
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QUIZ
Choose the correct responses to each of the multiple-choice questions. 

True or False: It is acceptable to use CSS shorthand in HTML e-mail.1. 

TrueA. 
FalseB. 

Which methods of adding interactivity to HTML e-mail are widely supported by 2. 
e-mail readers? (Select all that apply.)

FlashA. 
audioB. 
videoC. 
none of the aboveD. 

What is the best definition of spam?3. 

any e-mail sent with a malicious intentA. 
any e-mail sent by a business for sales purposesB. 
any e-mail sent by a business for marketing purposesC. 
any e-mail sent without the permission of the recipientD. 

What does ESP stand for in terms of web design?4. 

e-mail service providerA. 
e-mail systems preparerB. 
electronic service providerC. 
electronic systems participantD. 

True or False: The W3C maintains a special specification for HTML e-mail.5. 

TrueA. 
FalseB. 

Which is the most widely supported layout method among e-mail readers?6. 

CSSA. 
divsB. 
floatsC. 
tablesD. 

Which will 7. not increase an e-mail’s spam score in SpamAssassin?

changing the link colorsA. 
a whole line of capital lettersB. 

C. 
D. 



     W E B  D E S I G N   

Which is the most widely supported method of styling text in HTML e-mail?8. 

any CSSA. 
inline CSSB. 
internal CSSC. 

D. 

Which attribute is added to the opening table tag to adjust the space in between 9. 
each of the individual cells when coding tables for HTML e-mail?

spacingA. 
marginB. 
paddingC. 
cellspacingD. 
cellmarginE. 
cellpaddingF. 

Which link tag will accurately display an image in an HTML e-mail?10. 

<img src="image.jpg" alt="Image" />A. 
<img src="/images/image.jpg" alt="Image" />B. 
<img src="www.company.com/images/image.jpg" alt="Image" />C. 
<img src="http://www.company.com/images/image.jpg" alt="Image" />D. 
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quality assuranceD. 

search engine optimizationE. 

What technology is used to add style to webpages when they are coded?4. 

SSLA. 

PHPB. 

CSSC. 

XHTMLD. 

JavaScriptE. 

Which characters surround all HTML tags?5. 

quotesA. 

bracketsB. 

parenthesesC. 

curly bracketsD. 

forward slashesE. 

ColdFusion is an example of which type of scripting language?6. 

host-sideA. 

client-sideB. 

server-sideC. 

browser-sideD. 

database-sideE. 

Which is 7. not typically affected by a site’s target audience?

design softwareA. 

design mockupsB. 

target browsersC. 

target platformsD. 

target screen area/resolutionsE. 

Which type of information architecture might be called “strict hierarchy”?8. 

All pages are at the same level, where each is accessible from every A. 
other one.

Pages are grouped into sections and each one follows a linear structure.B. 
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Pages are grouped into sections, and within each section the various C. 
pages are always accessible; a user must return to the home page to 
jump to a different section.

Pages are grouped into sections, and within each section the various D. 
pages are always accessible; a user can access other sections without 
returning to the home page.

How is the structure of a website typically documented during the plan-9. 
ning phase of the project?

with a mockupA. 

with a site mapB. 

with a wireframeC. 

with a storyboardD. 

with a technical specificationE. 

How is the style of a website typically documented during the planning 10. 
phase of a project?

with a mockupA. 

with a site mapB. 

with a wireframeC. 

with a storyboardD. 

with a technical specificationE. 

Which color palette is used for screen-based designs?11. 

BMPA. 

RGBB. 

PNGC. 

CMYKD. 

GrayscaleE. 

Which statement best describes how breadcrumb navigation might be 12. 
used on a website?

It provides access to content customized for each user.A. 

It offers one-click access to essential functions of the site.B. 
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It provides related content typically pulled from a database behind C. 
the scenes.

It helps orient users and provides easy access to pages along their path D. 
in the site.

At which dpi are web design mockups typically created?13. 

24A. 

72B. 

96C. 

150D. 

300E. 

What does it mean when an image is royalty-free?14. 

It does not cost money.A. 

It cannot be used for web design.B. 

You must pay a fee each time the image is used.C. 

You don’t have to pay a fee each time the image is used.D. 

Which file format supports alpha transparency?15. 

GIFA. 

BMPB. 

JPEGC. 

PNG-8D. 

PNG-24E. 

Which is 16. not true about dithering in web graphics?

Dithering adds file size.A. 

Dithering is available for JPEG files.B. 

You can specify the amount of dithering between 0 and 100 percent.C. 

Dithering can be useful in providing the appearance of gradations or D. 
subtle color shifts.

Which file compression method requires data to be removed perma-17. 
nently from the image?

lossyA. 

losslessB. 
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inflatedC. 

deflatedD. 

Which element is used to tell the browser what to display in the title 18. 
bar?

<title></title>A. 

<head></head>B. 

<html></html>C. 

<body></body>D. 

<header></header>E. 

Which tag could be used to tell the browser about the author of the 19. 
webpage?

<link>A. 

<title>B. 

<meta>C. 

<style>D. 

<author>E. 

In the following style declaration, which one is the property value?20. 
h2 {font-family:verdana;}

h2A. 

verdanaB. 

font-familyC. 

font-family:verdanaD. 

h2 {font-family:verdana;}E. 

In the following style declaration, which is the rule?21. 
h2 {font-family:verdana;}

h2A. 

verdanaB. 

font-familyC. 

font-family:verdanaD. 

h2 {font-family:verdana;}E. 
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Which type of style sheet is embedded within the HTML element it af-22. 
fects?

inlineA. 

internalB. 

externalC. 

embeddedD. 

Which is 23. not true about current HTML specifications?

All tags must be closed.A. 

All tags should be lowercase.B. 

All tags must be nested properly.C. 

All tag values should be placed within straight quotation marks.D. 

All tags must be indented according to their location within the file E. 
structure.

In the following style declaration, which is the selector?24. 
h2 {font-family:verdana;}

h2A. 

verdanaB. 

font-familyC. 

font-family:verdanaD. 

h2 {font-family:verdana;}E. 

True or False: There are eight levels of heading elements, from <h1> 25. 
down to <h8>.

TrueA. 

FalseB. 

Which is used to create the individual items in an ordered list?26. 

<li>A. 

<ol>B. 

<ul>C. 

<dl>D. 

<dt>E. 
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What must be added before an e-mail address when you’re creating an 27. 
e-mail link?

mms:A. 

mttp:B. 

email:C. 

mailto:D. 

message:E. 

Which creates a single-line text field in an HTML form?28. 

<input type="text" />A. 

<input type="radio" />B. 

<input type="single" />C. 

<input type="multiple" />D. 

<input type="textarea" />E. 

Which element is properly formatted to include an image in a web-29. 
page?

<object src="banner.jpg" name="image" width="400" height="20" />A. 

<img src="banner.jpg" width="400" height="20" alt="Products  B. 
Banner" />

<image src="banner.jpg" width="400" height="20" alt="Products  C. 
Banner" />

<img id="banner.jpg" width="400" height="20" title="Products  D. 
Banner" />

<object type="image" src="banner.jpg" width="400" height="20" E. 
title="Products Banner" />

Which is an example of an id selector?30. 

pA. 

listB. 

#footerC. 

.highlightD. 

Which character separates descendent selectors in a style sheet rule?31. 

a spaceA. 

a colonB. 
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a periodC. 

a less-than symbolD. 

a greater-than symbolE. 

Which character precedes pseudo-classes in a style sheet rule?32. 

a spaceA. 

a colonB. 

a periodC. 

a less-than symbolD. 

a greater-than symbolE. 

How do you tell the browser that a particular style declaration should 33. 
override all others in situations where duplicate rules apply to the same 
element?

Use the !important declaration.A. 

Add *preferred to the end of the declaration.B. 

Put the preferred declaration in the external style sheet.C. 

Place the preferred declaration before all others in the style sheet.D. 

Which style sheet property can display text in small caps?34. 

font-styleA. 

font-effectB. 

font-familyC. 

font-weightD. 

font-variantE. 

Which style sheet property is used to turn off the default underline of 35. 
links?

link-colorA. 

link-borderB. 

text-underlineC. 

text-transformD. 

text-decorationE. 
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Which property is used to specify the buffer space outside of the box’s 36. 
border?

floatA. 

borderB. 

marginC. 

paddingD. 

whitespaceE. 

Which property defines the horizontal alignment of text and block-level 37. 
elements?

text-alignA. 

font-alignB. 

text-horizontalC. 

horizontal-alignD. 

When fixed positioning is used, how is the element placed?38. 

relative to its child objectA. 

relative to its parent objectB. 

relative to its current locationC. 

relative to the viewable space in the browser windowD. 

relative to where they would normally be on the pageE. 

Which property defines whether a background image scrolls when the 39. 
page is scrolled?

background-colorA. 

background-scrollB. 

background-imageC. 

background-positionD. 

background-attachmentE. 

Which HTML attribute allows you to attach a readable, searchable text 40. 
description to the links on your page?

altA. 

titleB. 

descC. 

captionD. 
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True or False: The content of meta elements is displayed to users when 41. 
the page is viewed in the browser.

TrueA. 

FalseB. 

Which element functions as a container for paragraphs of text?42. 

pA. 

pgB. 

paraC. 

paragraphD. 

True or False: The br element is referred to as an empty element.43. 

TrueA. 

FalseB. 

Which type of HTML list puts bullets before each list item by default?44. 

starredA. 

orderedB. 

numberedC. 

unorderedD. 

definitionE. 

Which type of HTML list puts numbers before each list item by default?45. 

starredA. 

orderedB. 

numberedC. 

unorderedD. 

definitionE. 

Which HTML attribute is used to specify in which browser window a 46. 
link should display?

linkA. 

nameB. 

targetC. 

tabindexD. 

accesskeyE. 
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Which HTML attribute is used to define a specific destination 47. within a 
webpage so that you can link to that section of the page’s content?

linkA. 

nameB. 

targetC. 

tabindexD. 

accesskeyE. 

Which HTML element is used to add check boxes to a web form?48. 

formA. 

inputB. 

selectC. 

textareaD. 

Which HTML element is used to add multiple-line text fields to a web 49. 
form?

formA. 

inputB. 

selectC. 

textareaD. 

Which HTML element is used to add radio buttons to a web form?50. 

formA. 

inputB. 

selectC. 

textareaD. 

Which HTML attribute is used to define the initial value of a form’s 51. 
input control when the page is first loaded?

titleA. 

typeB. 

nameC. 

valueD. 
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True or False: The GIF file format is most commonly used for images of 52. 
a photographic nature and those that feature color gradations.

TrueA. 

FalseB. 

Which HTML attribute is used to specify the keyboard shortcut for an 53. 
HTML element?

typeA. 

nameB. 

valueC. 

tabindexD. 

accesskeyE. 

Which two HTML elements are used specifically to structure form input 54. 
controls into labeled groups?

table and trA. 

name and valueB. 

group and labelC. 

form and methodD. 

fieldset and legendE. 

Fill in the blank: When viewed in a browser, all images are displayed in 55. 
the standard screen-based ________ color mode.

spotA. 

RGBB. 

CMYKC. 

web-safeD. 

four-color processE. 

True or False: Web file types that support transparency fall into two 56. 
categories: binary and variable.

TrueA. 

FalseB. 
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Which allows certain pixels within a web graphic to be partially transpar-57. 
ent or partially opaque when viewed in a browser?

interlacingA. 

an alpha channelB. 

lossy compressionC. 

the JPEG file formatD. 

the CMYK color modeE. 

True or False: Dithering does not increase an image’s file size.58. 

TrueA. 

FalseB. 

Fill in the blank: Photoshop’s Save for Web feature allows you to com-59. 
pare up to ______ versions of an image at once.

2A. 

3B. 

4C. 

5D. 

When a partially transparent image is saved as a GIF, it will only display 60. 
appropriately if the background of the page matches the matte color. 
Why?

GIF files don’t support dithering.A. 

GIF files don’t support transparency.B. 

GIF files only support one level of dithering.C. 

GIF files only support one level of transparency.D. 

Which type of style sheet is helpful for making quick changes to a single 61. 
page, but isn’t suited to styling a website with multiple pages?

inlineA. 

sharedB. 

linkedC. 

externalD. 

Which line of HTML code is correct in syntax and form to create a link?62. 

<ahref="http://www.google.com" link="Search Google">Search</a>A. 

<a link="http://www.google.com" title="Search Google">Search</a>B. 
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<a href="http://www.google.com" title="Search Google">Search</a>C. 

<a link="http://www.google.com" href="Search Google">Search</a>D. 

Which line of HTML code is correct in syntax and form?63. 

<em><strong>Don’t Miss This!</em></strong>A. 

<em><strong>Don’t Miss This!<em><strong>B. 

<strong><em>Don’t Miss This!</strong></em>C. 

<strong><em>Don’t Miss This!</em></strong>D. 

Which line of HTML code is correct in syntax and form?64. 

<p css {font-family:verdana;}>A. 

<p css="font-family:verdana;">B. 

<p style {font-family:verdana;}>C. 

<p style="font-family:verdana;">D. 

In the following style declaration, which is the selector?65. 
p {border-left:2px;}

pA. 

2pxB. 

border-leftC. 

border-left:2pxD. 

In the following style declaration, which is the property?66. 
p {border-left:2px;}

pA. 

2pxB. 

border-leftC. 

border-left:2pxD. 

In the following style declaration, which is the rule?67. 
p {border-left:2px;}

pA. 

2pxB. 

border-leftC. 

border-left:2pxD. 
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True or False: Image-based text doesn’t require specific fonts to be loaded on a 68. 
user’s system because an image is essentially a “snapshot” of the text.

TrueA. 

FalseB. 

How many colors are included in what is referred to as the “web-safe” color 69. 
palette?

144A. 

216B. 

256C. 

thousandsD. 

Fill in the blank: Viewing colors in grayscale can help identify problem areas with 70. 
the _________ of the page.

fluidityA. 

structureB. 

contrastC. 

bandwidthD. 

navigationE. 

What are tabs, vertical navigation bars, and sliders are all examples of in terms 71. 
of web design?

multimediaA. 

form fieldsB. 

photographic elementsC. 

visual navigation metaphorsD. 

text-based organizational toolsE. 

What is the primary purpose of eye-tracking studies for web designers?72. 

which headline is read firstA. 

whether the navigation is effectiveB. 

where users look when viewing webpagesC. 

whether users read left-to-right or right-to-leftD. 
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Which web browser is the most widely used among traditional computer 73. 
users?

SafariA. 

FirefoxB. 

ChromeC. 

Internet ExplorerD. 

What does the acronym HTML stand for in web design?74. 

Hypermedia LanguageA. 

Host Terminal Modal LinkB. 

Hypertext Markup LanguageC. 

High-speed Transmission Meta-LanguageD. 

What do we call a script that runs on the web back-end system?75. 

a host-side scriptA. 

a client-side scriptB. 

a server-side scriptC. 

a browser-side scriptD. 

a database-side scriptE. 
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Chapter 9
 1. C
 2. D
 3. A
 4. D
 5. B
 6. A
 7. A
 8. C
 9. E
 10. B

Chapter 10
 1. B
 2. D
 3. D
 4. A
 5. B
 6. D
 7. A
 8. B
 9. D
 10. D

Final Exam 
 1. B
 2. D
 3. E
 4. C
 5. B 
 6. C
 7. A
 8. C
 9. B
 10. A 
 11. B
 12. D
 13. B
 14. D
 15. E

 16. B
 17. A
 18. A
 19. C
 20. B 
21. D
 22. A
 23. E
 24. A
25. B 
 26. A
 27. D
 28. A
 29. B
 30. C 

 
31. A
 32. B
 33. A
 34. E
 35. E
 36. C
 37. A
 38. D
 39. E
 40. B 
 41. B
 42. A
 43. A
 44. D
 45. B 

 46. C
 47. B
 48. B
 49. D
50. B 
 51. D
 52. B
 53. E
 54. E
 55. B 
 56. A
 57. B
 58. B
 59. C
60. D

 61. A
 62. C
 63. D
 64. D
 65. A 
 66. C
 67. D
 68. A
 69. B
 70. C 
 71. D
 72. C
 73. D
 74. C
 75. C
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binary transparency, 61
Bing search engine, 223, 226
Blackberry devices, 236
block-level elements, 93–94, 140, 144, 145
blog plug-ins, 191–192
Blogger, 21, 190, 191–192
blogging, 21, 190–193
blogging tools, 21, 190
BlueHost, 21
body content, 80–81
body copy, 224
body tags, 76, 80, 121, 170, 248
border property, 133, 142–143
border-color property, 143
borders, 101, 133, 142–143
border-style property, 143
border-width property, 143
bottom property, 152
bounce rate, 228
box properties, 140–144
boxes

block, 140
borders, 142–143
browser issues, 141–142
height/width, 140–142, 143
inline, 140
margins/padding, 143–144

brackets [ ], 116
Bravehost, 20
breadcrumb navigation, 48
Browser Lab, 211
browsers. See web browsers
Browsershots, 211
bulleted lists, 96, 133–134, 156–157
business site hosting, 20–21
buttons

Browse, 208
Check, 208
image, 102
links, 131–132, 160
radio, 102
Submit, 13, 102, 106

C
Campaign Monitor, 238, 240, 241, 249
CAN-SPAM Act, 238
captions, 104–105
cascading style sheets. See CSS
cell phones. See mobile devices
cellpadding attribute, 245
cells, 100, 101, 105, 245

cellspacing attribute, 245
check boxes, 102, 104
checked attribute, 104
child selectors, 117
class attribute, 115
class selectors, 115
clear property, 145, 152
client-side scripts, 12, 13, 248
client-side tools, 12–14
CMS (Content Management System),  

187, 188
CMYK color, 43
code. See also coding; scripts

deprecated, 210
indenting, 85
organizing in folders, 75–76
phased-out, 210
testing. See testing
viewing in browser, 11, 76

code editors, 76
coding. See also code; scripts

best practices, 84–85
for e-mail design, 240–252
file structure, 75–84
naming conventions, 85
popular choices for, 13
resources, 6, 13
tasks, 8
tools for, 16–17

CoffeeCup, 17
color

24-bit vs. 32-bit, 64
background, 45, 121, 201
CMYK, 43
foreground, 45
GIF format and, 62, 68
hexidecimal, 126–127
JPEG format and, 62–63
links, 130, 131
names, 128
PNG format and, 63, 69
print-based, 43
printer-specific style sheets, 201
resources, 44
RGB, 43, 60
RGBA, 128
screen design, 43–46
in style sheets, 126–128
text, 45
transparent, 128
web formats and, 60–61
web-safe, 44
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color modes, 60–61, 64
color property, 127, 128, 130
color tools, 46
colorblindness, 45
columns

considerations, 38, 203, 243
creating via backgrounds, 155–156
in tables, 100–101

compression, 60, 62, 64
comps, 221. See also design mockups
computers

desktop, 22, 43, 203–204
laptop, 34, 36
viewing webpages on, 34, 35

conditionals, 166
container elements, 93–94
containers, HTML, 93–99
content

block-level vs. inline elements, 94
body, 80–81
header, 77–80
importance of, 51
links in, 99
overflow, 151
in table cells, 101
vs. style, 90

content blocks, 90–93
Content Management System (CMS), 187, 188
contrast, 44–46
Contribute tool, 199
conversion rate, 228
copyright tag, 78
copywriting tasks, 8
CSS (cascading style sheets), 113–138. See also style 

sheets; styles
applying styles to content blocks, 93
basic CSS code, 81–84
color in, 126–128
in e-mail, 234, 241, 243, 246
external, 81, 83–84, 119, 246
font styles, 122–130
form field styles, 135–136
including, 79
inheritance, 120–121
inline, 81, 82, 246
integrating with HTML, 139–161
internal (embedded), 81, 82–83, 119, 246
link styles, 130–132
list styles, 132–135
overview, 11–12
positioning in. See positioning, CSS
precedence, 119–121
purpose of, 81

selectors, 114–121
versions, 76

.css extension, 76
CSS files, validating, 208

D
data

compression and, 60
form, 106–107
meta data, 224–225
RSS feeds, 179–180
XML, 177

demographics, 23
descendent selectors, 116
description tag, 78
design. See screen design
design and architecture specification, 221
design mockups, 52–56

creating, 52–54
described, 26
examples, 30, 91, 92
managing, 55–56, 221
sharing copies of, 54–56
testing with paper prototypes, 216

design tasks, 5–6
desktop computers, 22, 43, 203–204
development, web, 2–3
devices

considerations, 34
mobile. See mobile devices
screen design and, 34–41

direction property, 129
disabled attribute, 104
display property, 152, 160
displays. See monitors
dithering, 68
div element, 90, 94, 115, 209
DOCTYPE identifier, 76, 209
document storage, 54
document type definitions (DTDs), 77
documentation, 26–30, 221–222
documents. See files; HTML documents
domain names, 21–22
DreamHost, 21
Dreamweaver, 17, 208, 218, 219
Dreamweaver templates, 193–199
Drop Box storage site, 54
drop-down navigation bars, 168–171
Drupal, 187
DTDs (document type definitions), 77
dynamic navigation blocks, 48
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E
editing tasks, 8
elements

alignment, 144
block-level, 93–94, 140, 144, 145
container, 93–94
floating, 144–145
heading, 94–95
hiding/showing, 150
inline, 93–94, 140, 144
layering, 149–150, 153, 154
overflow content and, 151
paragraph, 95–96
positioning, 147–151
pseudo-elements, 118
vs. tags, 12

em measurements, 122, 124
e-mail. See also HTML e-mail

attachments, 236
CSS support, 234, 241, 243, 246
display method, 235–236
images in, 246
links in, 99
on mobile devices, 236, 249, 252
plain-text, 235, 236
project management and, 55
publishing, 239–240
spam, 236, 238, 249–251
target audience, 237–238

e-mail design, 233–254
coding for, 240–252
design/development tools, 239
mistakes/problems, 249
overview, 234
page width, 248
planning for, 235–240
publishing tools, 239–240
standards, 234
storing images, 243
tables in, 243–246
unsubscribe mechanisms, 238

e-mail programs, 234, 236, 248
e-mail service providers (ESPs), 239–240, 243
embed element, 108–109, 209
Embedded Media HTML Generator,  

108–109
entertainment, 151
errors, 9, 85, 209–210
ESPs (e-mail service providers), 239–240, 243
event handlers, 168
exam, final, 255–270, 272

exporting
designs, 68–75
HTML, 72–75
slices, 70, 71

Expression Web, 17
Extensible HTML. See XHTML
Extensible Markup Language. See XML
Extensible Stylesheet Language (XSL), 178
eye-tracking studies, 51

F
Federal Trade Commission (FTC), 238
Feed Validator, 180
fieldset element, 104–106
fieldsets, 104–106
file formats, 60–64. See also specific formats

choosing, 66–71
key terms, 60–62

file structure, 75–84
File Transfer Protocol. See FTP
file uploads, 102, 208
files

dithering and, 68
Flash, 60, 108, 109, 110
graphics, 42–43, 62
multimedia, 99, 108, 109, 204
Photoshop, 60, 71
QuickTime, 109
Real Media, 109
SGML, 208
uploading, 102
Windows Media, 109
XHTML, 208
XML, 208

final exam, 255–270, 272
Firefox browser

FireFTP program, 219–220
screen size, 36–37
Web Developer toolbar, 36–37, 38

FireFTP program, 219–220
Fireworks

considerations, 15
creating slices, 65, 66
export options, 71, 75
exporting HTML from, 74
exporting slices, 71
integration with Photoshop, 74, 75
naming slices, 67–68

fixed positioning, 146–147
Flash

banners, 110
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considerations, 14–16, 110
in e-mail, 248
overview, 14–16
resources, 7
slideshows, 110
versions, 110

Flash 5, 110
Flash (.flv) files, 60, 108, 109, 110
Flash player, 16
Flash-based font replacement tools, 41
flat site architecture, 24
float property, 144–145, 152
floats/floating, 144–145
.flv extension, 60
folders, 75–76
font faces, 39
font families, 125–126
font stacks, 125–126
fonts, 39–40. See also text

cascade of, 39
common, 39, 40
considerations, 39–41, 201
cross-platform issues, 39–40
default, 125
device dependency of, 39
Flash-based font replacement tools, 41
in images, 39
names, 126
printer-specific style sheets, 201
size, 122–125, 130–131
styles, 122–130
using images in place of, 41
Web, 39–40

for attribute, 101–102, 103
foreground color, 45
form field styles, 135–136
form tags, 101
forms, 101–107

attributes, 103–104
check boxes, 102, 104
input controls, 102, 103–104
labels, 101, 103–105
processing, 106–107, 174–175
referencing scripts from, 106–107
structure, 104–106
styles, 135–136
tables, 105–106

frameset DTDs, 77
FreelanceSuite, 28, 55
FTC (Federal Trade Commission), 238
FTP programs, 217–220

G
GA (Google Analytics), 228, 229
games, 151
gamma correction, 63
get method, 106–107
GIF animations, 68, 248
GIF format, 43, 62, 64, 68, 70
GIMP tool, 15
Gmail, 19, 246, 251
Go Daddy, 22
Google AdWords, 227
Google Analytics (GA), 228, 229
Google Blogger, 21, 190, 191–192
Google Code University, 13
Google Docs, 28, 56
Google ranking, 226–227
Google search engine, 222–223, 226
Google search results, 9–10, 225–226
Google Webmaster Central, 227
Google webmaster tools, 228
Google website hosting, 19–20
graphics. See images; photographs
graphics files, 42–43, 62
grayscale, 45
greater-than symbol (>), 117
guides, 65

H
hacks, 171
handheld devices. See mobile devices
head tags, 76, 79, 224
header content, 77–80
header tag, 77
heading elements, 94–95
headings, 94–95, 223–224
headlines, 41, 223–224
height property, 140–141, 152
hexidecimal color, 126–127
hierarchical navigation blocks, 47
hosting, 19–22
Hostway, 21
href attribute, 80, 97
.htm extension, 85
HTML (Hypertext Markup Language), 89–112

considerations, 72, 248–249
content blocks, 90–93
exporting from Fireworks, 74
exporting from Photoshop, 72–74
forms, 101–107
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HTML (Hypertext Markup Language) (cont.)
headings, 94–95
images, 101–107
integrating with CSS, 139–161
layout options, 74–75
line breaks, 95–96
links, 97–99
lists, 96
multimedia, 107–110
overview, 11–12
paragraphs, 95–96
standard code, 42
tables, 100–101
version information, 76, 77
viewing in browser, 11, 76
vs. XML, 176

HTML containers, 93–99
HTML documents

basic code, 76–77
body content, 80–81
considerations, 76
example, 77
header content, 77–80
line breaks, 95–96
links in, 79–80
naming conventions, 85
reference information, 78
validating, 208
version information, 76, 77

HTML elements. See elements
HTML e-mail, 235–237. See also e-mail

alt/teaser text in, 247–248
considerations, 234
design of. See e-mail design
download time, 236
example, 241, 242
images in, 236, 237, 243, 246
multimedia in, 248
pros/cons, 235–237
publishing, 239–240
spam, 236, 238, 249–251
target audience, 237–238
testing, 249–252
tools for, 239–240

.html extension, 85, 198
html tag, 76
HTML tags

basics, 76–77
considerations, 11, 12
empty, 78, 96, 209
missing, 209
nesting, 84–85, 210

references, 80
spacing between, 84
vs. elements, 12

HTML5, 16, 76, 84
hub-and-spoke architecture, 24
Hypertext Markup Language. See HTML
hypertext reference, 97

I
id attribute, 115, 135
id selectors, 93, 114–115
IE. See Internet Explorer
Illustrator, 15
image-based links, 158–161
image-based text, 41
images. See also photographs

alignment, 210
background, 155–156
in e-mail, 236, 237, 243, 246
floating, 144–145
fonts in, 39
for headlines, 41
HTML, 101–107
interlaced, 61–62
keywords in, 224
as links, 158–161
mobile-specific style sheets, 203
printer-specific style sheets, 204
progressive, 61–62
resolution, 202
search engines and, 224
stored on live web server, 243
transparent, 61
using in place of fonts, 41

img element, 107, 210, 247
!important declaration, 121
index page, 24, 99
information architecture, 4–5, 23–25
inheritance, 120–121
inline elements, 93–94, 140, 144
inline style sheets, 81, 82, 246
input controls, 101, 102, 103–106
input element, 103
interactivity, 151–152
interlaced images, 61–62
Internet Explorer (IE)

box display and, 141
fixed positioning and, 147
FTP functions on, 220
screen size, 37
versions, 41
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Internet speed, 42–43
intranets, 23
iPad, 202–203
iPhones, 34, 36, 236. See also mobile devices

J
Java language, 166
JavaScript, 166–176

considerations, 166, 248
drop-down navigation bars, 168–171
links to, 99
overview, 166
references, 171
resources, 168
syntax, 166–168
terminology, 166–168
usage, 168–171

Joomla!, 187
JPEG format, 43, 62–63, 68–71
.js extension, 76

K
key words, 223–225, 227
keyboard shortcuts, 97
keywords tag, 78

L
label tags, 101–102
labels, 101, 103–105
laptop computers, 34, 36
layering elements, 149–150, 153, 154
layout. See webpage layout
.lbi extension, 196
left property, 152
legend element, 104–106
letter-spacing property, 129
library items, 195–197
line breaks, 95–96
line-height property, 129
link element, 79–80
link styles, 130–132
link tag, 79–80
links

absolute, 98–99, 241–243
anchors, 97, 99
backgrounds, 158–161
base element, 78–79
button, 131–132, 160
color, 130, 131
considerations, 201

in content, 99
destination, 97, 99
in e-mail, 99
external, 201
image-based, 158–161
incoming, 228
interactive, 152
interior, 99
internal, 201
to JavaScript code, 99
keyboard shortcuts, 97
keywords in, 224
link element, 79–80
mobile-specific style sheets, 203
multimedia, 99, 107–108
navigation, 46
overview, 97–99
printer-specific style sheets, 201
relative, 98–99, 241–242
source, 97
“sponsored,” 226–227
styles, 130–131
tab order, 97

lists
bulleted, 96, 133–134, 156–157
definition lists, 96
described, 96
navigation, 132–135
ordered, 96, 117
styles, 132–135
types of, 96
unordered, 96, 156

list-style properties, 132
list-style-image property, 133, 157
list-style-position property, 133
list-style-type property, 133
Litmus testing tool, 211, 249
local navigation, 48
lossless compression, 60
lossy compression, 60
LoVe/HAte mnemonic device, 130
LZW compression, 62

M
Mac OS–based systems

color palette, 43–44
font issues, 39–40
FTP programs, 219

machine characters, 210
MailChimp, 249
MailingCheck tool, 249
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maintenance tasks, 10–11
margin property, 143–144
margins, 94, 120, 143–144, 202
market research, 23
maxlength attribute, 104
media. See also multimedia

stock, 53–54
types of, 199–204

Media Temple, 21
menus, 49, 102, 136
meta data, 224–225
meta elements, 78, 224–225
meta tags, 78
method attribute, 106–107
Microsoft Outlook, 243
Microsoft Search Advertising, 227
mobile devices

considerations, 34
e-mail on, 236, 249, 252
iPad, 202–203
multimedia files and, 109, 204
screen area, 36
screen design for, 38–39
stock templates for, 186
viewing webpages on, 34
webpage size and, 203

mobile-specific style sheets, 202–204
mockups. See design mockups
monitors

considerations, 44, 63, 127
screen area, 35–39, 249
testing page display, 211

multidimensional architecture, 25
multimedia, 107–110. See also media

in e-mail, 248
links in, 99
overview, 107–108

multimedia files, 99, 108, 109, 204
multimedia tasks, 7
multiple attribute, 104

N
name attribute, 99, 103
naming conventions, 67–68, 85
navigation

breadcrumb, 48
documenting, 26, 27
drop-down navigation bars, 168–171
example of, 48–50
interactive, 152
links, 46
local, 48

primary, 46
reference, 48
screen design, 46–50
secondary, 46
shortcut, 48

navigation blocks, 47–48
navigation lists, 132–135
nesting tags, 84–85, 210
NoteTab, 17

O
object element, 108–109
object tag, 108–109
operating systems. See also specific OS entries

color palette, 43–44
target audience, 22
webpage testing, 211, 212–215

optimization
search engine, 9–10, 226–227
slices, 68, 71, 73–74

overflow content, 151
overflow property, 151, 152

P
<p> (paragraph) tag, 95–96
padding, 143–144, 245
padding property, 143–144
Paint Shop Pro, 15
paragraph (<p>) tag, 95–96
paragraphs, in HTML, 95–96
param tags, 108
parent-child relationships, 117
pay-per-click (PPC) advertising, 226–227
PDAs. See mobile devices
percentage (%) measurement, 122
percentages, 124, 127–128
period (.), 115
personal digital assistants. See mobile devices
personal site hosting, 19–20
photographs. See also images

JPEG format, 68–69
royalty-free, 53
size, 38
stock, 53–54
tips for, 38
on webpages, 38

Photoshop
considerations, 14, 15
creating slices, 65–66
design mockups, 52
export options, 70, 71, 75
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exporting HTML from, 72–74
exporting slices, 71
integration with Fireworks, 74, 75
naming slices, 67–68
Save for Web feature, 70

Photoshop Elements, 14
Photoshop (.psd) files, 60, 71
PHP, 172–176
pixels, 124
pixels (px) measurement, 122
PNG format, 63, 64, 69, 70
points, 124
points (pt) measurement, 122
position property, 152
positioning, CSS, 146–153

absolute, 146–147, 202
adding interactivity via, 151–152
adjusting layering, 149–150
altering visibility, 150
block-level vs. inline elements, 94
considerations, 75
defining overflow, 151
elements on pages, 147–151
fixed, 146–147
floating elements, 144–145
properties, 152–153
relative, 146
setting dimensions, 148–149
specifying type of, 148
static, 146

positioning elements, 146–153, 202, 203–204
post method, 106–107
pound sign (#), 93, 115
PPC (pay-per-click) advertising, 226–227
printer-specific style sheets, 200–202
programming. See code; coding
progressive images, 61–62
project management, 3–4, 55
proposal, 221
protocols, 98
prototypes, 216
.psd (Photoshop) files, 60, 71
pseudo-classes, 118, 119
pseudo-elements, 118
pt (points) measurement, 122
PulpMotion tool, 110
px (pixels) measurement, 122

Q
quality, photographs, 68
quality assurance (QA), 8–9
QuickTime files, 109

quizzes
answers to, 271–272
Chapter 1, 31–32
Chapter 2, 57–58
Chapter 3, 86–87
Chapter 4, 111–112
Chapter 5, 137–138
Chapter 6, 162–163
Chapter 7, 182–183
Chapter 8, 205–206
Chapter 9, 230–231
Chapter 10, 253–254

quotation marks (""), 81, 82, 84, 173, 177
quote marks ('), 126

R
radio buttons, 102
ranking, Google, 226–227
readonly attribute, 104
Real Media files, 109
Really Simple Syndication. See RSS
reference navigation, 48
related navigation, 48
relative links, 98–99, 241–242
relative positioning, 146
resolution

images, 202
printer-specific style sheets, 202
screen, 35–39

RFP (Request for Proposal), 18
RGB color, 43
RGB color mode, 60, 63
RGB percentages, 127–128
RGB values, 127–128
RGBA color specification, 128
right property, 152
robots tag, 78
rollovers, 152
root directory, 99
root-relative path, 99
RSS feeds, 179–180
RSS services, 180

S
Scalable Inman Flash Replacement (sIFR) tool, 41
Scratchmedia, 25
screen area, 35–39
screen design, 33–58

color, 43–46
considerations, 34
contrast, 44–46
devices, 34–41
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screen design (cont.)
for mobile devices, 38–39
navigation, 46–50
resolution, 35–39
transitions, 50
web browsers and, 41–42

script element, 79
scripting. See coding
scripts. See also code; coding

adding, 79
client-side, 12, 13, 248
referencing from forms, 106–107
server-side, 12–13
sources for, 106

scroll bars, 151
scrolling, 38
search engine methodology, 222–226
search engine optimization (SEO), 9–10, 226–227
Search Engine Watch, 225, 227
search engines, 222–229

considerations, 225–226
crawler-based, 223
directory-based, 223
key words, 223–225, 227
overview, 222–226
popular pages, 225–226
resources, 10
sponsored links/sites, 226–227
submitting websites to, 226–227
top search engines, 223

select menus, 102
selected attribute, 104
selectors, 83, 114–121
SEO. See search engine optimization
SEO Logic, 227
servers, 85, 217–220, 243
server-side includes (SSIs), 197–199
server-side scripts, 12–13
server-side tools, 12–14
SGML files, 208
shortcut navigation, 48
.shtml extension, 198
sIFR (Scalable Inman Flash Replacement) tool, 41
Silverlight, 16
site maps, 26, 27, 221
site planning, 18–25
Site5 web hosting, 21
size attribute, 103
slices, 64–68

creating, 65–66
exporting, 71
naming, 67–68

optimizing, 68, 71, 73–74
using guides, 65

sliders, 50
slideshows, 110
spam, e-mail, 236, 238, 249–251
spam test, 249–251
SpamAssassin, 249–251
span tag, 115
special characters, 85
special effects, 204
sponsored links/sites, 226–227
src attribute, 103, 107
SSIs (server-side includes), 197–199
statement of work, 26, 221
static positioning, 146
stock media, 53–54
stock templates, 186–189
storyboards, 29, 221
strict DTDs, 77
strict hierarchy architecture, 25
style element, 79
style guides, 221–222
style sheets. See also CSS

considerations, 199
media types and, 199–204
mobile-specific, 202–204
printer-specific, 200–202

styles. See also CSS
applying to content blocks, 93
backgrounds, 153–161
documenting, 26, 27
forms, 135–136
links, 130–131
lists, 132–135
text, 129–130
vs. content, 90

Submit buttons, 13, 102, 106
.swf (Flash) files, 60
SwishMiniMax tool, 110

T
tabindex attribute, 97, 104
table cells, 100, 101, 105, 245
table tags, 100, 209, 245
tables

in e-mail, 243–246
forms, 105–106
HTML, 100–101

tag clouds, 50
tags. See HTML tags
target attribute, 97
target audience, 22–23
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Target.com, 34, 35, 36
tasks, web design, 3–11
teams, web design, 3–11
teaser text, 246–248
template regions, 194–195
template sites, 189
templates

Adobe Contribute, 199
blogs, 190–193
considerations, 186, 188, 199
described, 185
Dreamweaver, 193–199
media types and, 199–204
mobile versions, 186
page size, 188, 203
resources for, 189
software requirements, 188
stock, 186–189
themes, 188, 192–193
types of, 187
web browser, 56

testing, 208–217
code, 208–210
conducting trial tests, 217
considerations, 208
in different operating systems, 211, 212–215
display, 211
e-mail clients, 234, 236
finding potential testers, 216
HTML e-mail, 249–252
importance of, 9
pages in web browsers, 42, 211, 212–215
with paper prototypes, 216
resources, 9
usability, 211–217
validation by direct input, 208
validation by file upload, 208
validation by URI, 208

testing tasks, 8–9
tests

creating, 216–217
facilitating, 217
spam, 249–251
trial, 217

text. See also fonts
alignment, 144
alt, 210, 246–248
color, 45
cross-platform issues, 39–40
extraneous characters, 210
fixed width, 38
image-based, 41
line breaks, 95–96

rendered by browser, 39
size, 125, 130–131
styles, 129–130
teaser, 246–248
tips for, 38
on webpages, 38

text areas, 37–38, 102
text fields, 102
text-align property, 144
text-decoration property, 129, 160
text-indent property, 129
text-shadow property, 129
text-spacing property, 129
text-transform property, 129, 160
themes, template, 188, 192–193
title attribute, 80, 97, 107
title bar, 78
title element, 78
titles, 78, 224, 251
top property, 152
transitional DTDs, 77
transitions, 50
transparency, 61, 64, 69, 70
transparent colors, 128
Tripod, 20
type attribute, 103
type selectors, 114

U
uniform resource identifiers (URIs), 208
universal selector (*), 115–116
uploading

files, 102
validating code by file upload, 208
Web sites, 217–220

URIs (uniform resource identifiers), 208
URLs (uniform resource locators)

absolute, 241–243
base, 78–79
links to. See links

usability testing, 211–217
user experience (UX), 5

V
validation tools, 208–210
valign attribute, 245
value attribute, 104
variable transparency, 61
variables

JavaScript, 167
PHP, 172–175
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vertical-align property, 144
videos

embedding into webpages, 108–109, 209
YouTube, 108, 209

visibility property, 150, 152
Visual Web Developer, 17

W
W3C (World Wide Web Consortium), 42, 76
W3C validator, 208–209
web browsers. See also specific browsers

box display and, 141–142
considerations, 41–42
designing for multiple, 41–42
fonts and, 39
forms and, 136
mockups and, 56
pseudo-elements/classes and, 118
screen design, 41–42
templates, 56
testing pages in, 42, 211, 212–215
use statistics, 41
viewing HTML code in, 11, 76

web design
bandwidth, 42–43
cross-platform issues, 22
described, 2
documentation, 26–30, 221–222
exporting designs, 68–75
getting started, 1–32
information architecture, 4–5, 23–25
overview, 2–3
resources, 5, 25
site planning, 18–25
tasks, 3–11
teams, 3–11
technologies, 11–14
templates. See templates
tools for, 14–17
vs. web development, 2–3

web designers, 2
Web Developer toolbar, 36–37, 38
web development, 2–3
web file formats, 60–64
Web fonts, 39–40
web forms. See forms
web servers, 85, 217–220, 243
webdesignerstoolkit.com, 52
WebEx tool, 211
webpage layout, 50–51

creating design mockups, 52–56
documenting layouts, 26, 27

guidelines, 51
importance of content, 51
options, 74–75

webpages. See also websites
adding interactivity, 151–152
download speed, 42–43
embedding video into, 108–109, 209
eye-tracking studies, 51
“fold,” 38
keywords in, 223–225, 227
“liquid pages,” 38
maintaining with Contribute, 199
on mobile devices. See mobile devices
multimedia in, 99, 107–110
photographs on, 38
popular, 225–226
positioning elements on, 147–151
screen size and, 35–39, 203
scrolling, 38
size, 42–43, 202, 203
structure, 51, 90–93
templates for. See templates
testing, 208–217
text on, 38
titles, 224
transitions, 50
viewing, 34, 35
views, number of, 228
width, 38

web-safe colors, 44
website address, 223
Website Grader, 227
websites. See also webpages

design mockups, 54, 55
front-end vs. back-end, 3
helping users find, 222–229
hosting, 22–23
increasing ranking, 226–227
maintenance tasks. See maintenance
site maps, 26, 27
“sponsored,” 226–227
structure, 26, 27
submitting to search engines, 226
target audience, 22–23
testing. See testing
tracking progress of, 228–229
uploading to server, 217–220
visits to, 228

width property, 140–141, 152
widths

boxes, 140–142, 143
images, 107–108



I ndex        

text areas, 37–38
webpages, 38

Windows Media files, 109
Windows-based systems

color palette, 43–44
font issues, 39–40
FTP programs/functions, 219, 220

wireframes, 28, 221
WordPress, 21, 187, 190, 191–192
World Wide Web Consortium. See W3C
WYSIWYG visual editors, 16, 17

X
x axis, 149
XHTML (Extensible HTML), 84, 209, 210
XHTML files, 208

XML (Extensible Markup Language), 176–181
XML files, 208
XSL (Extensible Stylesheet Language), 178

Y
y axis, 149
Yahoo! Advertising, 227
Yahoo! search engine, 223, 226
YouTube videos, 108, 209

Z
z axis, 149
z-index property, 149, 152
z-index value, 149–150
Zoho Projects, 28, 55
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