
f you’ve caught any episode of the 
feel-good weepfest that is Extreme 
Makeover: Home Edition on Sun-
days, you know the big payoff comes 
when host Ty Pennington, bullhorn 
in hand and standing with the family, 
tells the bus driver, “Move that bus!” 

That’s when they find their dilapidated house 
has morphed into a fantasy home and the  
tears flow both on and off screen.

The tears flowing at your 
business on Monday are prob-
ably not from your employees 
reliving that moment. Instead, 
the water works are caused by 
the fact your Web site more re-
sembles the broken-down shack 
than the high-class home. If 
your Web site has become an 
afterthought of tacked-on ad-
ditions and “someday we’ll fix 
that” patches, maybe it’s time 
to give it a makeover. And 
you don’t need Ty to make  
it happen.

Whether it’s a home or a 
home page, a successful rede-
sign begins with planning. So, 
before you start designing but-
tons, think about what you want to achieve 
with your Web site. Do you want to increase 
on-line sales? Establish your brand? Drive 
more traffic to your physical location? Start 

by deciding on your goals and then build 
your Web pages to support them.

Think about the expectations custom-
ers will bring to your site and how you 
will meet them. For example, if a customer 
communicates through your Web site, how 
will you respond and how long will it take? 
If you keep a customer waiting too long for 
a response, that may be a customer lost.

Once you set your goals, then you can 
get creative. As you do, design for the end 
user, not for yourself, your staff, or indus-
try insiders. That means using language 

that makes sense to your intended audi-
ence. Translate Web terminology (and any 
other jargon) into plain English that users  
will understand. 

There’s a difference between design-
ing a Web site and designing a print piece. 
Print media offers a world of fonts, but your 
choices are limited on the Web. If you try 
to get around that by displaying fancy text 

as a graphic, search engines 
won’t be able to find it. Those 
search engines are crucial as 
they can bring in a big chunk of  
Web traffic.

Search engines often link 
users through the back or side 
door of Web sites rather than 
the home page. Make sure you 
optimize those pages for search 
engines as well. A few simple 
tricks can mean the difference 
between Web anonymity and 
search engine stardom. 

Balance the need to be 
“cool” with practicality. Some 
design elements, such as Flash 
graphics or oddly-shaped pho-
tos, may look great, but could 
cause an endless array of prob-

lems. Sometimes, keeping it simple is still 
the best advice. 

At some point, you have to decide where 
the buck stops. It’s okay to have a commit-
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: Life is good

A new “Like what you do”  
section highlights Life is good’s 
many fundraising activities 
for terminally ill children, and 
calls on consumers to join 
them in making the world a  

better place.

Before, customer service 
took place by phone. The 
redesigned site highlights 
customer service informa-
tion and lets customers track  
orders, view order history, 
manage gift certificates, 
and even make returns.

Life is good’s old Web site was organized 
around products. The new site enhances 
the company’s message of fun and 
optimism, letting customers browse 

based on their own interests and preferences.

Life is good cus-
tomers are drawn 
to its optimistic 

slogans and char-
acters having fun 

outdoors. The new 
site features these 
more prominently.

Beyond clothing, Life is good sells a variety 
of home and sporting goods. The new 

site makes these easier to find, with 
a multi-tiered navigation structure 

that lets users browse by audience 
type, category of product, or area 

of interest.
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: Orr & Reno
Orr & Reno’s 
old Web site was 
straightforward, but 
cold. The new site 
uses warm, inviting 

colors, images of 
people, and in-
teresting archi-
tectural shots 
to project the  
image of a 

p ro f e s s i o n a l , 
but approachable, 
firm that caters to  
NH businesses.

A news area on the redesigned site keeps the 
firm looking active and fresh. The section was 
designed so that staff members could update 
it themselves as the need arose.

Note the wasted 
space on Orr & 
Reno’s old Web 
site—prime real 
estate that’s now 
put to good use 

by highlighting the 
firm’s key strengths: 

areas of practice, 
attorneys and suc-

cess stories.

While the previous design had only four menu opitions, 
the redesign provides more user-friendly labeling and  
reduces the clicks required to get to desired information.

Every page of Orr & 
Reno’s new site is 

searchable and print-
able, making it easy 
for potential clients 

to find what they’re 
looking for.
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Mistake #1: 
 Starting with the Look

Companies sometimes know how they 
want their Web sites to look before the 
design even begins. That’s putting the 
cart before the horse. 

A good design begins with a strategy. 
For example, study your old Web logs to 
see how visitors have used your site in the 
past. That way, you can learn from mis-
takes and capitalize on customer brows-
ing trends. The look should enhance the 
function of your Web site, not drive it.

Mistake #2: 
Designing for your Convenience

Don’t organize your site based on 
what’s familiar or convenient for your or-
ganization or its departments. You want a 
site that’s convenient for end users. They 
come first. 

Don’t assume that everyone will ap-
proach your site the same way. Different 
audiences use the Web and search sites 
differently, so provide a variety of ways for 
people to get at information, but don’t 
overwhelm them.

Mistake #3: 
Underestimating the Cost

Don’t low-ball your own project. Com-
panies often misjudge the time it takes 
to prepare content, provide links, gather 
images, and thoroughly test a Web site. 
Developing a Web site is a major effort, so 
make sure you budget enough time and 
resources for it. 

Mistake #4: 
Launching on Friday

Whatever you do, don’t launch a new Web 
site on a Friday. Invariably, something will go 
wrong over the weekend when no one’s 
around to handle it. Unveil your new site on a 
Monday or Tuesday and prepare your staff to 
deal with unexpected developments.  

Mistake #5: 
No Forwarding Address

If you’re not careful, a redesign could 
leave a lot of dead links and 404 “Page not 
found” messages in its wake. To avoid user 
frustration, make sure old, unused links re-
direct to current pages or to a search page 
where people can find what they’re after. 

tee review the design and make sugges-
tions, but don’t let that bog down the pro-
cess. Give one or two people the authority 
to make final decisions and let them com-
municate with the design team.

Having the right tools makes all the dif-
ference in carpentry and in Web design. 
Make sure your Web developers use stan-
dard tools that your Information Technol-
ogy department is familiar with. If they 
don’t, your IT folks will have a hard time 
doing maintenance on the site or updating 
it—and you’ll have a less dynamic, flexible 
Web presence. 

If possible, have your site hosted by the 
same company that did your makeover. This 
will avoid finger pointing if something goes 
amiss—and it usually does, somewhere 
along the line.

Finally, be sure to leave room in your 
makeover budget to make tweaks in the de-
sign as needed. Just as a last-minute, slap-
dash paint job can ruin the most beautiful 
home renovation project, choices that are 
rushed because you don’t have the budget 
can ruin your Web redesign. ■
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A little planning can save a lot of hassle. 
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