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Inside NAVSEA City

Guide to Creating Your Neighborhood

INTRODUCTION

Inside NAVSEA City is a web tool created to allow organizations within NAVSEA to develop their own internal web presence without the need to hire technical experts.  The content management system behind Inside NAVSEA City allows users to focus solely on content.  The content management system, known as the NAVSEA City Web Manager, allows the Neighborhood Leader, or the organizer of the content, to determine what information will be displayed within a given neighborhood.  This document is intended to support you in the process of creating the information design for your neighborhood.  It identifies the roles of the participants in the creation and maintenance of the neighborhood, describes the differences between open and closed neighborhoods and identifies modules that will be available to you to create your neighborhood.  The templates for entering text and attaching images or documents will allow you to create your content without having a technical background.  During your training, you will receive a manual that will give you precise instructions for using the Web Manager.   The Public Affairs Office is developing a style guide that you can use for preparing the text of your news features.

Before beginning the survey of the modules, it is important to understand the roles of the people who will be managing the neighborhoods.  
USER ROLES

Administrators – The NAVSEA City Administrators are responsible for creating new neighborhood areas and setting up the accounts and rights for the Neighborhood Leaders. The Administrator also creates and removes user accounts as needed. Administrators will also provide user support for lost passwords, inactive accounts etc. Administrators CANNOT create or approve content within the neighborhood areas.

Neighborhood Leader – This user role is responsible for creating the structure and management team for one or more neighborhood areas. This person is responsible for determining if a neighborhood should be open to the entire command or should be restricted to a particular user group. The Neighborhood Leader also determines which users will be Content Providers and Content Managers for their neighborhood. In addition, the Neighborhood Leader creates and selects content types, modules and folder areas. This person will be responsible for establishing content maintenance policy for their neighborhood as well as determining the level of security the information will need.  Hit statistics and content status reports are available to leaders to help them with the supervision of their neighborhoods.

The Neighborhood Leader can perform the roles of the Content Manager and the Content Provider, but to get the full benefit of the Web Manager or content management system, it is recommended that responsibilities be distributed among the people who are actually responsible for creating the content as part of their job.

Content Manager – The Content Manager is primarily responsible for reviewing and editing content submitted by designated Content Providers before it is posted to the live website. This user will also remove outdated or inaccurate content and extend the “lifespan” of system expired content when necessary. In addition, the Content Manager will also review and analyze content usage statistics and content status reports.

Content Provider – This user role is responsible for creating content, based on pre-defined types, for one or more areas of the neighborhood.  The information they submit will be reviewed and approved by a Content Manager prior to posting on the live website.  

OPEN VERSUS CLOSED NEIGHBORHOODS

Inside NAVSEA City is a tool designed for sharing information with your organization and with the Command.  In some cases, information will need to be restricted so that only a selected group can access it.  Neighborhood Leaders will decide if they have a need for this feature, what information requires restriction, and which individuals should have access to it.  If it is determined that a neighborhood requires an area to store private information, it is recommended that they create a second neighborhood to house it, allowing for their unrestricted information to be shared with the Command.  Contact the Web Manager Administrator to create a restricted, or closed neighborhood.

As you review your content, keep in mind that the highest level of security that Inside NAVSEA City can support is For Official Use Only.  We expect that most of the information you’ll want to post will be unclassified, but just to make sure we’ve included some guidelines for determining the level of classification of the information you’d like to post.  
Non-Sensitive.  There is no effect on NAVSEA operations if data are lost or compromised.  No financial liability.  You may leave this information in an open neighborhood.

Controlled Unclassified Information. Unclassified data that requires the application of controls and protective measures for a variety of reasons. Data compromise could result in some measure of legal and/or financial liability.  Since the Intranet is maintained in a controlled environment, all NAVSEA employees and certain contractors have access to this information, you may wish to consider putting this in a closed neighborhood.  

For Official Use Only (FOUO). This marking is applied to unclassified information that may be exempt from mandatory release to the public under the Freedom of Information Act (FOIA).  This information needs to be password protected in a closed neighborhood.  

U-NNPI/NOFORN.  Unclassified Navy Nuclear Propulsion Information and Not Releasable to Foreign Nationals.  Currently, foreign nationals have no access to the NAVSEA Intranet, but Inside NAVSEA City has not been accredited to process U-NNPI/NOFORN information.  You will need to make other arrangements to distribute this information.  

WHO CAN USE INSIDE NAVSEA CITY?

Inside NAVSEA City is intended for internal use.  It is available to anyone within the NAVSEA environment, including the Headquarters, PEOs, Field Activities and Shipyards.  Anyone who has access to the NAVSEA Infrastructure, whether within the office environment, telecommuting or on travel may use the Intranet.  Use outside of the office environment will require a Government supplied machine.  Access can be provided on a limited basis to those outside the Command who need to view this information, for example, personnel stationed at the Pentagon.  In this case, a PKI certificate supplied by the originating organization is required to authenticate access.  This is described in the following diagram:

[image: image2.png]ZNAVAL SEA SYSTEMS COMMAN
e

icrosoft Internet Explorer

Fie Vew Favories Tooks Help

y

Gtk 5 - @ [0 4| Qearch ([Favortes vieds 3| B+ S [ - =

ddress [) hitp:fjwwuw.beinow.comjdemolnavssacity/

Google <] @psearchweh_ Gsemchste | Gk @pageirto ~ @) - 1ol

et

NAVSEA CITY

EMPLOYEE INFO

SEARCH

Advanced Sesisn

Howe DIRECTORY _ NEIGHBORHOODS __CALENDAR

APRIL23, 2002 HEADLINES

FEATURE STORY

ey N
et [
—

USS Cole Returning to the Fleet
NAVSEA, Offica of Congrassional and Fublic Afairs

Paszuord

Nearly to yaars to the day sfter ariving st Portzmouth Naval Shipyard, USS City of Corpus Christi (S50
705) returned o the Shipyard lsst week following 5a3 trials, the final step in a record satting Enginaerad
Refueling Overhaul (ERG). The submarine and har crew of 150 officers and Sailors were welzomed home
by 3 jubilant contingant of family mambers and 3 justly <stisfied Shipyard Projact Taam.

Usage Rules
Creste Prafile

knowLEDGEBASE N\

2 Ack Jasves
3 cows (Livelink)
3 Clas=ifieds

19 Dictianary Link

4 DONCIO Glossary

READ MORE

[ All Hand: Meszages
9 Comaressions Ststus
9 Early pird

9 NAVSEA Obseruer

9 News wires

TRAVEL SUPPORT

8 Travel Office Info
© Ride-sharing

B Expedia

© Mapouest

VISITOR INFO

© padas Request Forms
@ maps.

 parking Info

© Property paz: Info

9 isit Request Forms

3 Suggestions
3 wablinks.

e —
T —

IcONKEY.

B Image Gallers
5 video Gallers
5 audio Gallers

|

[ e 7

histart || fmbox - icrosoft ... | webManager

| E6uide_to_creating_...|[E1NAVAL SEA SYSTE... SANAVSEA CITY New

S4B cssan




MODULES

As the Neighborhood Leader, you are responsible for managing the content structure of your area Inside NAVSEA City.  For each module you decide to incorporate, you’ll need to determine who can provide this information and keep it current.  You may wish to create a plan that identifies the modules you plan to use, who will provide the content and the date by which the information will be provided.  A worksheet is provided at the end of this document for your convenience.   Populating your content the first time is only the first step; making sure it is kept up to date is part of your responsibility as well.  The Web Manager system will assist you by sending your Content Providers email messages that notify them when their content has aged beyond the date you specify when you create the neighborhood.  The Web Manager will also generate reports that can be used by your Content Managers to ensure that the content within your neighborhood is being maintained.

As you are planning your neighborhood, make sure you think carefully about the items you place on the page.  Instead of telling everything there is to know about your organization, consider instead what other organizations may wish to learn about you.  This is an opportunity to share information that you receive repeated questions about from outsiders.   Your Neighborhood is a communication tool not only for your own team members, but also for your internal NAVSEA customers.  If yours is a service organization, make sure that you are using layman’s terms to describe to others how to use your services.  The following are types of content or features that your organization may wish to support within its neighborhood space:
Feature Story – A story of interest throughout your neighborhood that may include an image.  For example, an award given to one of the programs your organization supports, with a picture of the award ceremony.  If your organization does not have a digital camera, you can arrange with your Public Affairs Office to borrow one when you may have special events that you’ll want to capture in film.  If you feel that your neighborhood feature story should be shared with the public, contact the Public Affairs Office (SEA00D) about how to make that happen.

Headline Ticker – This is a scrolling banner that highlights local and command-wide news of interest.  At the neighborhood level, this content type acts like any other module in that it can be moved to different locations on your page.  The headline can be made into a link to another content type such as a news story or employee spotlight.

News – This module can be used to share program updates, highlight events, recognize awards or accomplishments, etc. relevant to your neighborhood.

Employee Spotlight – This option gives each neighborhood the opportunity to recognize individuals or teams for a special effort or accomplishment.  This module also has the option for attaching an image.  Ex:  Jane Doe just reached her 25th year of service to the Navy.

Quote of the Day – This option is available for those who would like to create a database of quotes that will be randomly displayed in a module on your neighborhood’s homepage.  There are many sources of quotes on the web that can provide you with inspiration for your database such as Bartlett’s Quotes (http://www.bartleby.com/100/).

Weblinks – This area is available to provide a home for the variety of hyperlinks to internal/external websites or applications that are significant to your neighborhood.  The Weblinks can be categorized so that they are easier to find and maintain.

Training Information – This is an excellent way to highlight training resources available within your organization.  This could be information about on-line courses or seminars available to enhance your team.  If you have a CD that contains a training course, please contact the NAVSEA Web Coordinator about posting this information.

Location Information – For those organizations located outside of the Washington Navy Yard, this area provides the opportunity to share maps, nearby hotels, places of interest in and around your location for your team and fellow NAVSEA employees that may travel to your site.

Calendar – Corporate Calendar:  NAVSEA HQ will develop the basic calendar of events for use by all commands, which will be updated weekly (daily if needed).  

It is expected that individual commands and business units will develop their own calendars, but these calendars will have superimposed on them the basic events for the entire corporation to facilitate coordination in planning events (specific reminders of important dates so there isn’t doubling of events).  If you have an event you would like to appear on the Command-level calendar, contact the Public Affairs Office.

Suggestions – This module collects information from your users about anything from the information in your neighborhood to feedback on one of the products or programs associated with your neighborhood.  NAVSEA Suggestions is a place where constructive, professional suggestions can be submitted in addition to the chain of command within the organization.  You will need to designate a Content Manager for your suggestion box who can provide timely responses if you decide to activate this module.   The Manager of this area should know enough about your organization to address the suggestions or locate people that can.

Discussion Board - The NAVSEA Discussion Boards are a great way to exchange ideas and discuss issues with other staff in the organization regardless of time or physical location. We encourage the free expression of your ideas and opinions, as long as it is work-related, responsible, free of insult and respectful of others.  Guidelines for use of this function will be included on Inside NAVSEA City within this module.

Congressional Status – This is an area where an organization can communicate the current status of legislation that impacts projects or programs.  At the corporate level, Congressional Status will address the legislation that impacts the Department of Defense, the Navy and NAVSEA.

Related Neighborhoods – This module will allow you to provide links to neighborhoods and communities represented in the system that are related to your organization. 
Media Library – This is a command-wide feature for storing images as well as audio and video clips.  It is recommended that these types of attachments be uploaded into this database and then associated with specific content pieces.  An exception to this process would be if the attachment has not been cleared for public release, in which case, the attachment should be added directly to the content and not stored in the Media Library.  

For best results when uploading images, a minimum size of 144 x 192 pixels or 2 x 2.667 inches is recommended.  Low-resolution images (required) should have no greater that 72 DPI.  High-resolution images are optional and are intended for print ready graphics greater than 72 DPI.

Please limit Media Center content to a maximum file size of 30 Megabytes.

Custom Modules:  In addition to the modules described above, Neighborhood Leaders will have the ability to create customized content types that may better reflect your organization’s unique content.  Any module can be turned on or off by the Neighborhood Leader based on the needs of their neighborhood.  

Database Applications: If you have existing web enabled applications or databases that you would like to include in your neighborhood, it is possible to link to that information.  However, if you are interested in migrating an application onto the intranet server, it will be handled on a case-by-case basis.  Please contact the site administrator to set up a meeting.

NOTES

Global search is a key feature of Inside NAVSEA City, and capturing the appropriate meta-data when considering your content is vital to this feature.  As content is entered into the templates it is stored in databases that allow your content to be searched from anywhere on the site.  For information that does not reside in the database (Ex:  external Weblinks or applications) the way in which you summarize the purpose/content of that information will determine if and how people can locate it through the search feature.  Think in terms of keywords that your users would enter in an attempt to search for that information, and then create a descriptive paragraph that includes those keywords.  If you use acronyms or other abbreviations to name your content, it is helpful if you use both the full name and its abbreviation in your description.

CDMS (Livelink) and other document management systems are used locally for the storage of documents and Inside NAVSEA City is not a substitute for a document management system.  If you wish to use a document that appears on an external website, such as a GAO Report, please use a link rather than copying the entire document into the site.  
WHAT IS THE NAVSEA CITY WEB MANAGER?

The new NAVSEA intranet system, Inside NAVSEA City, is a dynamic system that utilizes database aware templates to order, format, and display information (content) entered by different types of users.  The functionality and presentation of the website varies depending on the settings and configurations made using the NAVSEA City Web Manager.

Only registered content providers, content managers, and neighborhood leaders can access the NAVSEA City Web Manager. The appropriate menu options will automatically be displayed for each user’s access level.

NAVSEA City Web Manager is a web-based system for content creation, editing and approval for the Inside NAVSEA City intranet system.  Content is created by “content providers” and approved by “content managers” or “neighborhood leaders”.  Approved content is used by content managers and neighborhood leaders to populate neighborhood areas.  Consider using the Inverted Pyramid Model (see Appendix V) when creating content for the Web.

 

The system is designed to automate the process of content approval through email notifications triggered by the submission of new content or the expiration of existing content.  When content of a specific types is submitted, the NAVSEA City Web Manager will automatically send an email notification to the Content Manager of that area indicating that they have content pending approval.  

HOW TO ACCESS THE SYSTEM (LOGON)

Open your Internet Explorer browser and enter the following URL:

https://inside.navsea.navy.mil


In the “My City” module, enter your full email address and the password that was sent via email from the NAVSEACITY MANAGER, and then click on the “logon” button (the system will not recognize the command if you hit the “enter” key after inputting your logon information – you must click on the “logon” button).
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The first time you enter the NAVSEA City Web Manager, select “My Profile” in the “My City” module and change your password.  It is recommended that you use the “hint” option to help you remember the password you select for this system.  If you incorrectly logon to the system three consecutive times, your account will become disabled.  Contact your neighborhood leader to reactivate your account.

NAVSEA City Web Manager sessions will time-out after 20 minutes of inactivity in the system.  A partial record could be lost, so you are encouraged to save incomplete information and submit completed records to prevent loss.

If you have any questions about the level of permissions you have been given in the NAVSEA City Web Manager, or the Content Types to which you have access, contact your neighborhood leader. 

CREATING NEW CONTENT

Upon entering the NAVSEA City Web Manager System, you will be presented with the options that have been made available to you by your neighborhood leader.  As a content provider, your permissions allow you to submit content to the system for the managers and neighborhood leader to use in the population of your neighborhood.  

First, select the neighborhood for which you will be adding content then click the orange “go” button.  In most cases, providers will only have access to one neighborhood.  

From the “Choose Type” drop down menu at the top of the screen, select the type of content that you would like to create and click on the right-facing arrow next to the drop down menu.  This will take you to a list view of every record of that type that you have created (if you have not added any content, this list view will be blank).  To add a record, click on the “Add (Content Type)” tab, which will take you to the template created for that content type.
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To add another record, click on the “Add (Content Type)” tab, which will take you to the template created for that content type.  The minimum information required for submitting new content varies for each type; the system will prompt you if more information is needed.  For example, when submitting a weblink, the title, a summary and the URL for the weblink will need to be entered into the fields provided in the template.  This information can be cut and pasted from other documents, or created specifically for your neighborhood.  It is recommended that providers not cut and paste entire documents from other websites, but instead link to that information.


Once you have completely filled in the fields provided, select from the options at the bottom the screen:  Attach a File, Submit for Approval, or Save (if the option to Attach a File is not available, the template for this content type was not created to support that function).

Attach a File  

If you would like to attach a document, image, audio, or video file, select the “Attach a File” option and then click “Submit”.  Please note that files uploaded to Inside NAVSEA City cannot have periods contained within their names. The following table illustrates the types of attachments that can be used in the NAVSEA City Web Manager:

	Adobe Acrobat (.pdf)
	MPEG Audio Layer 3 (mp3)

	Adobe Photoshop (.psd)
	Quicktime Movie (.mov)

	Audio Interchange File (.aif)
	Real Audio File (.ra)

	Audio Interchange File Format (.aiff)
	Real Video File (.rv/.ram)

	Audio Streaming File (.asf)
	Tag Image File (.tif)

	Audio Video Interleaved (.avi)
	Tag Image File Format (.tiff)

	Batch File (.bat)
	Text File (.txt)

	Bit Map (.bmp)
	Universal Resource Locator (.url)

	Encapsulated Postscript (.eps)
	WaveForm Sound (.wav)

	Executable File (.exe)
	Windows Media Video (.wmv)

	Graphics Interchange Format (.gif)
	MS Excel (.xls)

	Hypertext Markup Language (.html/.htm)
	MS Powerpoint (.ppt)

	JPEG Bitmap (.jpg)
	MS Word Document (.doc)

	JPEG Compressed Bitmap (jpeg)
	Zip File (.zip)

	Moving Picture Expert (.mpeg/.mpe)
	


The system will provide you with the following Media options from the “Select Attachment” page:  


Attachment:  Image or Audio/Video

If you choose to attach an image that is not already in the Media Library, you will have the opportunity to add a low-resolution and a high-resolution version.  For best results when uploading images, a minimum size of 144 x 192 pixels or 2 x 2.667 inches is recommended.  Low-resolution images (required) should have no greater than 72 DPI.  High-resolution images are optional and are intended for print ready graphics greater than 72 DPI.


Browse your computer for the image or audio/video file you want to attach.  Either double click on the file icon, or single click and select “Open”.  Give the file a title and description.  Remember: the text you enter here will allow the image to be found in a system wide search, so be sure to provide thorough and accurate information.

Lastly, provide a Section 508 descriptor of the image, transcript of the audio, or transcript and descriptor of the video to ensure compliance with the Americans with Disabilities Act.  The text you enter in this field will provide data for the reader software used by individuals with vision impairments or allow users with hearing impairments to read the dialog of a video.  Alternately, you can include contact information for the individual that can provide an accessible version of the attachment.  Please visit http://www.section508.gov/ for more information on Section 508 accessibility guidelines.

When you have completed the required fields, select “Submit” for a thumbnail view and details about the attachment(s) you have added.  If you decide that you would like to delete the attachment, select the trashcan icon in the right column.  If you are satisfied with this attachment, select “Return to Options”.  Go through the same process for each additional attachment, or select “Back to Content” to return to the content record.

Attachment:  Image or Audio/Video from Media Library

If you want to attach an image or audio/video file that already exists in the Media Library, choose this option from the “Select Attachment” menu.  Find the file(s) that you want to attach, click on the “Select” box for each file and when done, click “Continue”.  A screen will come up that summarizes the number of attachments you selected; click “Continue”.  If you need additional attachments, resume the process from the “Select Attachments” menu, otherwise, choose “Back to Content” to submit or save the record.

Attachment:  File

File attachments include MS Word, MS PowerPoint, MS Excel, Adobe PDF’s and Text files.  As with an image or audio/video attachment (described above), you will browse your computer to locate the file and either double click or single click and select “Open” to attach the file.  Next, give your attachment a title, description and Section 508 text.


SUBMIT FOR APPROVAL

Once you are done entering content and adding attachments, select “Return to Content” and select “Submit for Approval”.  The status of this content in the list view will read “Pending” and an email will be generated by the system notifying your Content Manager that there is new content to review.  Any time that you update or change a content record it will need to be approved before appearing in your neighborhood.  If, for some reason, the content manager disapproves a record that you created, an email will be sent to notify you.  If the manager chooses, an explanation for why the content was disapproved may be included with instructions on how to change the record.  To edit content that exists in the database, see the “Modify Existing Content” instructions below.

SAVE FOR LATER

The option to “Save” a record is available if you have to leave the NAVSEA City Web Manager before you are finished with a content record, or if you do not have all of the information needed to complete the entry.  The record will not be forwarded to the content manager, but will acquire a status of “In Process” until you return to complete the entry.

MODIFY EXISTING CONTENT

As a Content Provider, you only have the ability to modify the content that you have created.  First, select the neighborhood in which the content was added.  From there, select the type of content you want to modify.  Find the record by browsing the list view or searching by a keyword in the title.  Click on the name of the record and make any changes or updates to the required fields.  

To add an attachment to an existing record, follow the same process as adding an attachment for a new record.  Select “Attach a File” and click “Submit”.  Select the media or file type that you want to add, complete the required fields, and click “Submit”.

If you need to delete an attachment, select “Attach a File” and click “Submit”.  Click on the “Attachments” tab to view existing attachments.  From this screen you can delete by clicking on the trashcan icon that is in the same row as the attachment you want to delete.  Select “Return to Options” and “Back to Content” if you are done with the attachments for the record.  Select “Submit for Approval” and “Submit” to complete the action.

CONTENT EXPIRATION

To ensure that the content housed in your neighborhood is kept current, every content record entered into the NAVSEA City Web Manager will have an expiration date.  The default expiration date is 90 days from the date it is entered into the system (this can be adjusted by your neighborhood leader).  Seven days prior to a record’s expiration, the system will send an email notification to the content “owner” (the individual who created the content record or records) listing the content that will expire.  It is then up to the creator of that content to review the content, determine if is still relevant and/or make modifications and re-submit the record.  If the content expires, it will be no longer be visible in your neighborhood.
CONTENT FLOW CHART


APPENDIX 1 - CONTENT

Appendix 1A:  Microcontent: Headlines, Page Titles, and Subject Lines

useit.com   Alertbox  Sept. 1998 Microcontent 

Jakob Nielsen's Alertbox for September 6, 1998:

Microcontent needs to be pearls of clarity: you get 40-60 characters to explain your macrocontent. Unless the title or subject make it absolutely clear what the page or email is about, users will never open it. 

The requirements for online headlines are very different from printed headlines because they are used differently. The two main differences in headline use are: 

· Online headlines are often displayed out of context: as part of a list of articles, in an email program's list of incoming messages, in a search engine hitlist, or in a browser's bookmark menu or other navigation aid. Some of these situations are very out of context: search engine hits can relate to any random topic, so users don't get the benefit of applying background understanding to the interpretation of the headline. The same goes for email subjects. 

· Even when a headline is displayed together with related content, the difficulty of reading online and the reduced amount of information that can be seen in a glance make it harder for users to learn enough from the surrounding data. In print, a headline is tightly associated with photos, decks, subheads, and the full body of the article, all of which can be interpreted in a single glance. Online, a much smaller amount of information will be visible in the window, and even that information is harder and more unpleasant to read, so people often don't do so. While scanning the list of stories on a site like news.com, users often only look at the highlighted headlines and skip most of the summaries. 

Because of these differences, the headline text has to stand on its own and make sense when the rest of the content is not available. Sure, users can click on the headline to get the full article, but they are too busy to do so for every single headline they see on the Web. I predict that users will soon be so deluged with email that they will delete messages unseen if the subject line doesn't make sense to them. 

If you create listings of other people's content, it is almost always best to rewrite their headlines. Very few people currently understand the art of writing online microcontent that works when placed elsewhere on the Web. Thus, to serve your users better, you have to do the work yourself. 

Guidelines for Microcontent

· Clearly explain what the article (or email) is about in terms that relate to the user. Microcontent should be an ultra-short abstract of its associated macrocontent. 

· Written in plain language: no puns, no "cute" or "clever" headlines. 

· No teasers that try to entice people to click to find out what the story is about. Users have been burned too often on the Web to have time to wait for a page to download unless they have clear expectations for what they will get. In print, curiosity can get people to turn the page or start reading an article. Online, it's simply too painful for people to do so. 

· Skip leading articles like "the" and "a" in email subjects and page titles (but do include them in headlines that are embedded within a page). Shorter microcontent is more scannable, and since lists are often alphabetized, you don't want your content to be listed under "T" in a confused mess with many other pages starting with "the". 

· Make the first word an important, information-carrying one. Results in better position in alphabetized lists and facilitates scanning. For example, start with the name of the company, person, or concept discussed in an article. 

· Do not make all page titles start with the same word: they will be hard to differentiate when scanning a list. Move common markers toward the end of the line. For example, the title of this page is Microcontent: Headlines and Subject Lines (Alertbox Sept. 1998). 

· In email sent from your website, make the "From" field clarify the customer relationship and reduce the appearance of spam or anonymous intrusion (but don't use the name of the customer service rep. unless the user has actually established a relationship with that person: mail from unknown people also has a tendency to be deleted and will be harder for users to find in a search). 

Examples

Email subject: Opportunity 
Makes the message seem like spam. A sure way to be deleted/unread. 

Email subject: Web Design Conference in Norway 

Sounds like a conference announcement: would be deleted unread by somebody who doesn't plan to travel to Norway any time soon. Better subject line: Invitation: Keynote speaker at Norwegian Web Design Conference. 

Email from line: musicblvd@musicblvd.com 

Email subject: Your Music Boulevard Order 
Not a horrible subject, but it would have been better to say Music Boulevard Order Shipped to You Today (starting with an information-carrying word and being more precise than the original). The from line should have included a human-readable name like Music Boulevard Customer Service 

Page title: Big Blue and Wall Street too 
Probably has something to do with investing in IBM, but people who don't know that nickname would be at a complete loss and would never be attracted to clicking on this headline. Even people who do realize that the story will be about IBM don't get told what's new or interesting in the article. 

Page title: Reading your PC 
Say again? What can this possibly be about? This is a real example (as are all the others) from a major U.S. newspaper. It probably worked fine in print, but not in a listing of headlines on a third-party website. 

Page title: Sound Card Competition Heats Up 

When shown on a computer-related site, this is a great headline. When placed out of context it may be better to add a qualifier: Sound Card Competition Increases in PC Market. Note that the page title will still work if the last part is chopped off in some listings. 

Appendix 1B:  Eyetracking Study of Web Readers
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Jakob Nielsen's Alertbox, May 14, 2000

In May 2000, the Poynter Institute released an eyetracking study of how people read news on the Web, mainly focusing on newspaper sites. Their results confirm the findings from my previous studies in 1994 and 1997 of how users read on the Web. This, despite the fact that these studies used different methodologies, tested different users and different sites, had different goals, and were conducted at very different stages of the growth of the Web. 

As discussed in a sidebar, there are a few methodological weaknesses in the Poynter study that make a few of their minor conclusions suspect, but the main findings are very robust and credible. When different people keep finding the same results year by year, it is time to take the findings seriously and to base Web design on the data and not on wishful thinking. 

Web content is intellectually bankrupt and almost never designed to comply with the way users behave online. Almost all websites contain content that would have worked just as well in print. Even online-only webzines are filled with linear articles with traditional blocks-of-text layouts. No hyperlinks, no scannability. New forms of content that are optimized for online are exceedingly rare, and I keep returning to the same four examples when I am asked to name good writing for the Web: Tomalak's Realm, AnchorDesk, the Feed Daily mini-column, and Yahoo Full Coverage. 

Main Findings

Text Attracts Attention Before Graphics

Of users' first three eye-fixations on a page, only 22% were on graphics; 78% were on text. In general, users were first drawn to headlines, article summaries, and captions. They often did not look at the images at all until the second or third visit to a page. 

Keep Headlines Simple and Direct

Confirming our findings from 1997, the users in the current study also preferred straightforward headlines to funny or cute ones. A new finding was that users often praised the Web headlines for being better than the headlines in print newspapers. It seems that several of the news sites have taken the earlier findings to heart and have started rewriting their headlines for online.

Shallow Reading Combined With Selected Depth

It was more than three times as common for users to limit their reading to a brief as opposed to reading a full article. Even when reading a "full" article, users only read about 75% of the text. 

In other words, the most common behavior is to hunt for information and be ruthless in ignoring details. But once the prey has been caught, users will sometimes dive in more deeply. Thus, Web content needs to support both aspects of information access: foraging and consumption. Text needs to be scannable, but it also needs to provide the answers users seek. 

Interlaced Browsing

Users in the Poynter study frequently alternated between multiple sites: 

· they would read something in one window 

· then switch to another window and visit another site 

· and then return to the first window and read some more on the first site; possibly to turn to the second window again later in the session 

I observed this behavior as early as 1994: users would interlace browsing sessions in several windows. Doing so is particularly easy on big monitors that show several full-page windows simultaneously, but can also be done on small screens. The Windows task bar facilitates session-interlaced browsing as long as users stay below eight sessions or so. 

I admit that I was surprised when we started seeing interlaced browsing in 1994. Previous studies had not identified this behavior, so I originally expected people to browse a specific site and stay with its navigation features until they decided that they were done with it. In retrospect it is clear why interlacing was not seen in the old days: we were simply not studying sufficiently rich hyperspaces. 

The lesson for site designers is that users are not focused on any single site. There is not even such a thing as "a visit" to a site: even while the user is "visiting" your site, he or she is also checking out the competition. Truly, the Web as a whole forms the user experience. 

Site design must accommodate people who leave and return frequently: 

· Help users reorient themselves 

· Plain and simple headlines immediately tell users what each page is about 

· Simple page titles that start with a salient keyword help users pick out pages from the minimized tiles in the Windows task bar 

· Do not assume users can remember their entire browsing session: 

· Provide breadcrumbs and other location tools 

· Do not change the standard link colors - doing so makes it harder to recognize what pages the user has already seen 

· Use standard terminology to minimize the need for users to switch context and remember what you call things 

· During user testing, interrupt the users for a few minutes if they don't leave your site on their own (in order to test their ability to return to the site) 

Implications for Non-Newspaper Sites

It is not really a weakness of the Poynter study that it focused on newspaper sites. It is fair enough to study a narrow genre. But since the vast majority of websites are not newspaper sites, I want to mention some limitations in transferring the findings to other types of sites such as corporate sites, ecommerce sites, or intranets: 

· Trust is less of an issue for newspapers, which usually have high integrity. Other sites need to fight for credibility and must reduce marketese, slogans, and other elements that generate distrust. 

· Users are likely to spend much less time on other sites. Ten minutes would be a long visit to most sites. 

· Users will read fewer words on other sites than they do on newspaper sites. Editorial integrity and journalistic objectivity make people more willing to read a larger percentage of the material. The task of reading news implies willingness to process more words more than the average Web task, which is directed at finding specific information and solutions. 

The new eye tracking study is mostly applicable to all types of websites. Most of the Poynter findings confirm earlier findings from studies of many other types of sites, so they relate to basic characteristics of reading on the Web and are not limited to newspapers. 

Adding one more study to the list of evidence for different reading behavior will hopefully convince more Internet executives of the need to write differently for the Web and hire specialized Web editors who understand online content. 

Read All About It

· Poynter Institute: Project report site (main site) - unfortunately this site uses frames, which makes it difficult to link to specific findings. 

· Poynter Institute: Definitely Not Your Father's Newspaper, Surprise! All Eyes on Text, and A Deeper Probe Confirms Findings (editorial coverage) 

· Editor & Publisher: Eyetrack Online News Study May Surprise You 

· WIRED News: Online News All About Text 

· New York Times: A High-Tech Vision Lifts Fidelity (use of eye-tracking to design financial websites - this usability technique is not just for newspaper sites) 

Appendix 1C:  How Users Read on the Web
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Jakob Nielsen's Alertbox for October 1, 1997:

How Users Read on the Web

They don't. 

People rarely read Web pages word by word; instead, they scan the page, picking out individual words and sentences. In a recent study John Morkes and I found that 79 percent of our test users always scanned any new page they came across; only 16 percent read word-by-word. 

As a result, Web pages have to employ scannable text, using 

· Highlighted keywords (hypertext links serve as one form of highlighting; typeface variations and color are others) 

· Meaningful sub-headings (not "clever" ones) 

· Bulleted lists 

· One idea per paragraph (users will skip over any additional ideas if they are not caught by the first few words in the paragraph) 

· The inverted pyramid style, starting with the conclusion. 

· Half the word count (or less) than conventional writing 

We found that credibility is important for Web users, since it is unclear who is behind information on the Web and whether a page can be trusted. Credibility can be increased by high-quality graphics, good writing, and use of outbound hypertext links. Links to other sites show that the authors have done their homework and are not afraid to let readers visit other sites. 

Users detested "marketese"; the promotional writing style with boastful subjective claims ("hottest ever") that currently is prevalent on the Web. Web users are busy: they want to get the straight facts. Also, credibility suffers when users clearly see that the site exaggerates. 

Measuring the Effect of Improved Web Writing

To measure the effect of some of the content guidelines we had identified, we developed five different versions of the same website (same basic information; different wording; same site navigation). We then had users perform the same tasks with the different sites. As shown in the table, measured usability was dramatically higher for the concise version (58% better) and for the scannable version (47% better). And when we combined three ideas for improved writing style into a single site, the result was truly stellar: 124% better usability. 

	Site Version
	Sample Paragraph
	Usability Improvement (relative to control condition)

	Promotional writing (control condition) using the "marketese" found on many commercial websites
	Nebraska is filled with internationally recognized attractions that draw large crowds of people every year, without fail. In 1996, some of the most popular places were Fort Robinson State Park (355,000 visitors), Scotts Bluff National Monument (132,166), Arbor Lodge State Historical Park & Museum (100,000), Carhenge (86,598), Stuhr Museum of the Prairie Pioneer (60,002), and Buffalo Bill Ranch State Historical Park (28,446).
	0% 

(by definition)

	Concise text with about half the word count as the control condition
	In 1996, six of the best-attended attractions in Nebraska were Fort Robinson State Park, Scotts Bluff National Monument, Arbor Lodge State Historical Park & Museum, Carhenge, Stuhr Museum of the Prairie Pioneer, and Buffalo Bill Ranch State Historical Park.
	58%

	Scannable layout using the same text as the control condition in a layout that facilitated scanning
	Nebraska is filled with internationally recognized attractions that draw large crowds of people every year, without fail. In 1996, some of the most popular places were:

· Fort Robinson State Park (355,000 visitors)

· Scotts Bluff National Monument (132,166)

· Arbor Lodge State Historical Park & Museum (100,000)

· Carhenge (86,598)

· Stuhr Museum of the Prairie Pioneer (60,002)

· Buffalo Bill Ranch State Historical Park (28,446).
	47%

	Objective language using neutral rather than subjective, boastful, or exaggerated language (otherwise the same as the control condition)
	Nebraska has several attractions. In 1996, some of the most-visited places were Fort Robinson State Park (355,000 visitors), Scotts Bluff National Monument (132,166), Arbor Lodge State Historical Park & Museum (100,000), Carhenge (86,598), Stuhr Museum of the Prairie Pioneer (60,002), and Buffalo Bill Ranch State Historical Park (28,446).
	27%

	Combined version using all three improvements in writing style together: concise, scannable, and objective
	In 1996, six of the most-visited places in Nebraska were:

· Fort Robinson State Park

· Scotts Bluff National Monument

· Arbor Lodge State Historical Park & Museum

· Carhenge

· Stuhr Museum of the Prairie Pioneer

· Buffalo Bill Ranch State Historical Park
	124%


It was somewhat surprising to us that usability was improved by a good deal in the objective language version (27% better). We had expected that users would like this version better than the promotional site (as indeed they did), but we thought that the performance metrics would have been the same for both kinds of language. As it turned out, our four performance measures (time, errors, memory, and site structure) were also better for the objective version than for the promotional version. Our conjecture to explain this finding is that promotional language imposes a cognitive burden on users who have to spend resources on filtering out the hyperbole to get at the facts. When people read a paragraph that starts "Nebraska is filled with internationally recognized attractions," their first reaction is no, it's not, and this thought slows them down and distracts them from using the site. 

Appendix 1D:  Be Succinct! (Writing for the Web)

useit.com   Alertbox Mar. 1997: Writing for the Web 

Jakob Nielsen's Alertbox for March 15, 1997

The three main guidelines for writing for the Web are: 

· Be succinct: write no more than 50% of the text you would have used in a hardcopy publication 

· Write for scannability: don't require users to read long continuous blocks of text 

· Use hypertext to split up long information into multiple pages 

Short Texts

Reading from computer screens is about 25% slower than reading from paper. Even users who don't know this human factors research usually say that they feel unpleasant when reading online text. As a result, people don't want to read a lot of text from computer screens: you should write 50% less text and not just 25% less since it's not only a matter of reading speed but also a matter of feeling good. We also know that users don't like to scroll: one more reason to keep pages short. 

The screen readability problem will be solved in the future, since screens with 300 dpi resolution have been invented and have been found to have as good readability as paper. High-resolution screens are currently too expensive (high-end monitors in commercial use have about 110 dpi), but will be available in a few years and common ten years from now. 

Scannability

Because it is so painful to read text on computer screens and because the online experience seems to foster some amount of impatience, users tend not to read streams of text fully. Instead, users scan text and pick out keywords, sentences, and paragraphs of interest while skipping over those parts of the text they care less about. 

Skimming instead of reading is a fact of the Web and has been confirmed by countless usability studies. Webwriters have to acknowledge this fact and write for scannability: 

· Structure articles with two or even three levels of headlines (a general page heading plus subheads - and sub-sub-heads when appropriate). Nested headings also facilitate access for blind users with screenreaders 

· Use meaningful rather than "cute" headings (i.e., reading a heading should tell the user what the page or section is about) 

· Use highlighting and emphasis to make important words catch the user's eye. Colored text can also be used for emphasis, and hypertext anchors stand out by virtue of being blue and underlined

Hypertext Structure

Make text short without sacrificing depth of content by splitting the information up into multiple nodes connected by hypertext links. Each page can be brief and yet the full hyperspace can contain much more information than would be feasible in a printed article. Long and detailed background information can be relegated to secondary pages; similarly, information of interest to a minority of readers can be made available through a link without penalizing those readers who don't want it. 

Hypertext should not be used to segment a long linear story into multiple pages: having to download several segments slows down reading and makes printing more difficult. Proper hypertext structure is not a single flow "continued on page 2"; instead split the information into coherent chunks that each focus on a certain topic. The guiding principle should be to allow readers to select those topics they care about and only download those pages. In other words, the hypertext structure should be based on an audience analysis. 

Each hypertext page should be written according to the "inverse pyramid" principle and start with a short conclusion so that users can get the gist of the page even if they don't read all of it. 

Appendix 1E:  Inverted Pyramids in Cyberspace
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Jakob Nielsen's Alertbox for June 1996:

Frames: Just say No! 

This succinct introduction is an example of the inverted pyramid style: starting with the conclusion. If I wanted to write a column about frames I would continue with one or two examples of why frames suck (can't bookmark or print a view) and conclude with a discussion of the fundamental issues (frames impair the user's navigation and break the fundamental user model of the Web as being composed of unitary pages). 

One of the occupational hazards of getting a Ph.D. is a distinct predilection for the traditional pyramid style of exposition. I normally write the way I was trained to write: starting with the foundation and gradually building to the conclusion. Most research papers and engineering reports open with a problem statement, then review the prior art, and move into a detailed discussion of the different options that are considered and the methods that are used. After plowing through twenty pages of basics the patient reader may find a section entitled results with detailed tables, charts, and statistical tests; and after an additional five pages of this, a page or so of conclusions is reached. Phew... 

Journalists have long adhered to the inverse approach: start the article by telling the reader the conclusion ("After long debate, the Assembly voted to increase state taxes by 10 percent"), follow by the most important supporting information, and end by giving the background. This style is known as the inverted pyramid for the simple reason that it turns the traditional pyramid style around. Inverted-pyramid writing is useful for newspapers because readers can stop at any time and will still get the most important parts of the article. 

On the Web, the inverted pyramid becomes even more important since we know from several user studies that users don't scroll, so they will very frequently be left to read only the top part of an article. Very interested readers will scroll, and these few motivated souls will reach the foundation of the pyramid and get the full story in all its gory detail. 

Journalism on the Web is definitely different from print journalism. For example, Melinda McAdams' case study of the Washington Post's Digital Ink notes that online newspapers allow articles to remain available online for years. This again means that writers can link to old articles instead of having to summarize background information in every article. Also, as noted by Sam Vincent Meddis, it is possible to link to full background materials and to construct digests of links to multiple treatments of an issue (as indeed I have done with the two links in this paragraph). 

In other words, the Web is a linking medium and we know from hypertext theory that writing for interlinked information spaces is different than writing linear flows of text. In fact, George Landow, a Professor of English literature, coined the phrases rhetoric of departure and rhetoric of arrival to indicate the need for both ends of the link to give users some understanding of where they can go as well as why the arrival page is of relevance to them. 

Therefore, we would expect Web writers to split their writing into smaller, coherent pieces to avoid long scrolling pages. Each page would be structured as an inverted pyramid, but the entire work would seem more like a set of pyramids floating in cyberspace than as a traditional "article". Unfortunately, it is hard to learn this new writing style. I am certainly not there yet myself, as you can see. 

Good example of inverted-pyramid site: The Ziff-Davis AnchorDesk starts with a paragraph-length summary of each story. Click on a link to get a page-length story and click again (if interested) for extensive background articles. 

APPENDIX 2 – BASIC HTML

Appendix 2A - Creating Hyperlinks using HTML

The following html construction can be written in the text of content pieces to create external, and email hyperlinks in summaries and content bodies:

External Link in the Current Window   <a href=”actual hyperlink” alt=”name of the link”> visible name of the link </a>

Example: <a href=”http://www.yahoo.com” alt=”Yahoo Search Engine”> Yahoo Search Engine </a>

External Link in New Window<a href=”actual hyperlink” alt=”name of the link” target=”whole”> visible name of the link </a>

Example: <a href=”http://www.yahoo.com” alt=”Yahoo Search Engine” target=”whole”> Yahoo Search Engine </a>

Internal Link   <a href=”File Location” alt=”name of the Page”> visible name of the page </a>

Example: <a href=”product_template.asp?txtTypeID=9&txtDataID=1450” alt=”PM Code PMS473”> Program AIEWS AN/SLY-2 </a>

Email link <a href=”mailto:email address” alt=”name of e-mail”> Visible address or name of e-mail </a>

Example: <a href=”mailto:jdoe@navsea.navy.mil” alt=”John Doe”> Email John Doe </a>

Please Note: The syntax of these constructs must be followed exactly. Remember to include the closing tag </a> after the visible text, and to put quotes around the information inside the tags as shown. 

Appendix 2B - Common HTML Formatting Tags

Below are the common formatting tags in HTML, with instructions and examples that you can use in the NAVSEA City Web Manager for your content pieces:

Bold

<b> Text </b> would be shown as Text.
Italics

<i> Text </i> would be shown as Text.
Lists: Unordered (bulleted)
<ul>

     <li>Rose</li>

     <li>Tulip</li>

     <li>Daffodil</li>

</ul>

The preceding HTML would be shown as:

· Rose

· Tulip

· Daffodil

Line Break

<br>

This tag causes a hard return at the point in which it is inserted into the text.

Fonts

NAVSEA City colors and font styles can be applied to content entered in web manager.

Use the following html around your text to utilize different styles:

<font class="header">New text Styles</font>

Will appear as:

New text Styles  (Blue)
Following is the complete list of font classes available within the Inside NAVSEA City Style Guide (Note that many of the following fonts are colors, some of which are indicated by their class names):

	class 
	HTML
	Link
	Link - Hover

	bodytxt:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	bodytxt2:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	ltblue:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	dkblue:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	lttan:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	mdtan:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	dktan:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	header:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	title:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	subtitle:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	subtitle2:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	subtitle3:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	subtitle4:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	subtitle5:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	calday:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	caption:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	caption2:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	fineprint:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City

	dkfineprint:
	Inside NAVSEA City
	Inside NAVSEA City
	Inside NAVSEA City


Please Note: Remember to include the closing tag, </b></i></li> etc., if required, after the formatted text. 

Closed Neighborhoods





Access from NAVSEA IP Address





Access from Non-NAVSEA IP Address





Open Neighborhoods





INSIDE NAVSEA CITY





Teleworkers and Travelers





No login required if coming from an approved NAVSEA network (this is IP filtered)





Login Required





PKI authentication required from Non-NAVSEA network 





Login Required in addition to PKI authentication 





NOTE:  If you need to leave the NAVSEA City Web Manager prior to completing a content record, select the “Save” option and return to the record later. 





Select “Back to Content”





Select “Return to Options”





Complete the Required Fields for Content Type





Submit for Approval (or Save)





Submit for Approval (or Save)





Complete Attachment Fields 





Select Attachment Type





Attachments – Attach a File





Complete/Update Content Record





No Attachments – Submit for Approval


(or SAVE)





Modify Existing Content





Add New Content





Select existing content record to complete an “In Progress” or update an “Approved” record





Select “Add (Content Type)” Tab for a New Record





Select Content Type





Select Neighborhood





TIP:  Whoever enters content into the NAVSEA City Web Manager becomes the “owner” of that content.  Prior to the expiration of each piece of content, the owner will be sent an email notification prompting the owner to review that piece of content, determine if it is still correct and relevant, and re-submit it to the Content Manager.  The content record can be updated at any time if the information changes.  If the content expires it will be automatically removed from your neighborhood but still available in the database via the Web manager.





Please limit Media Center content to a maximum file size of 30 Megabytes.
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