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What Web Designers do?
• Information Design: 

• Information Hierarchy
• Web Site/Page areas and their function

• Interface Design:
• Navigation Design
• Interaction
• Animation/Effects

• Design Graphic Elements:
• Colors
• Images/Videos
• Typography
• Forms/shapes
• Other graphics



Web Design Workflow: Planning
1. Defining Goals: 

company goals (usually provided by the client)

2. Understanding the Audience:
user goals – determined by marketing/ethnographic research and analysis of it’s 
results

3. Brainstorming: ideas, keywords, features etc.

4. Website Specification: contains documentation of previous steps and a detailed 
description of the website: sitemap, elements, goals, features, technologies 
used, etc.



Web Design Workflow: Visualization
1. Moodboard: look and feel, colors, patterns, fonts, images, etc.

2. Wireframe: first hand sketches, then digital format

3. Mockup: detailed, pixel perfect Photoshop/Illustrator project

4. Development: cutting the mockup, creating markup, writing HTML, CSS, JS 
etc. 



Defining the Website



Defining Business Goals
Speak with the client and try to understand what business goals they are trying to achieve with the 
website: 

• Marketing– drive traffic, engage prospects, generate leads and re-engage existing customers: 
• Brand diffusion
• Getting more engagement in Social Media
• Improve SEO 

• Sales– help close sales by validating and supporting sales team communications, better conversion 
rates

• Customer Support – improve customer satisfaction through better service
• Improve user experience
• Better Information Architecture
• Improve accessibility

• Webmasters– simplify and optimize content updates and website management
• IT– integrate with other systems; meet security, performance and scalability requirements

• Operations– reduce costs by streamlining and automating workflows and tasks

• HR– attract and recruit new employees and support current employees



Defining End User Goals

• Who are the end users?
• What is the value for end users? 
• What they are going to do on the website?
• How would they get to it (device, source etc.)?



A problem: 
We all have biases, assumptions, and perspectives. Naturally, we all tend 
to build products that fulfill our own preferences, desires, and ways of 
thinking.

We are not our users. We need to design for them 
and not for ourselves.

There are methods to ensure we create products tailor made for the 
specific needs and goals of our users.



Personas
To help answering these questions when designing UX (user 
experience) frequently we use personas. 

• Personas enable the designer to focus on a manageable and memorable cast of 
characters, instead of focusing on thousands of individuals. 

• Personas aid designers to create different designs for different kinds of people and to 
design for a specific somebody, rather than a generic everybody.

Learn more: 
• About working with personas: 
https://www.smashingmagazine.com/2014/08/a-closer-look-at-personas-part-
1/#components-of-goal-directed-design-that-support-personas
• Find the PDF Template at:
https://creativecompanion.wordpress.com/2011/05/05/the-persona-core-poster/

https://www.smashingmagazine.com/2014/08/a-closer-look-at-personas-part-1/#components-of-goal-directed-design-that-support-personas
https://creativecompanion.wordpress.com/2011/05/05/the-persona-core-poster/


Personas: what is
Personas are archetypes (models) that 
represent groups of real users who have 
similar attributes.
A persona is depicted as a specific person but is not a real 
individual; rather, it is synthesized from observations of 
many people. Each persona represents a significant 
portion of people in the real world.
A persona encapsulates and explains the most critical data 
about users in a way that team members can understand, 
remember, and relate to.



What Are Personas Used For?
• Build empathy: When a designer creates a persona, they are crafting the lens 

through which they will see the world.

• Develop focus: Having a clear target is important. For projects with more than one 
user type, a list of personas will help you to prioritize which users are more 
important than others.

• Communicate and form consensus: the personas document helps to communicate 
research findings to people who were not able to be a part of the interviews with 
users. Establishing a medium for shared knowledge brings all members of a team 
on the same page.



What Are Personas Used For?
• Make and defend decisions: When a design choice is brought into question, 

defending it based on real data and research on users (as represented by a 
persona) is the best way to show others the logical and user-focused reasoning 
behind the decision.

• Measure effectiveness: Various implementations of a design can be “tested” by 
pairing a persona with a scenario, similar to how we test designs with real users. 





How Are Personas Created? 
• Interview and/or observe an adequate number of people.
• Find patterns in the interviewees’ responses and actions, and use those to group similar 

people together.
• Create archetypical models of those groups, based on the patterns found.
• Drawing from that understanding of users and the model of that understanding, create 

user-centered designs.
• Share those models with other team members and business owners.

If you can’t interview actual clients, invent them! 
Ask business owners about their audience and try to be as realistic as you can. 

Find the PDF Persona Template at: 
https://creativecompanion.wordpress.com/2011/05/05/the-persona-core-poster/

https://creativecompanion.wordpress.com/2011/05/05/the-persona-core-poster/


How Are 
Personas 
Created? 



Example: 



Create at least two personas basing on their differences:

GEOGRAPHICAL: 

continent
country
country region
city
density
climate
population
subway station
city area

DEMOGRAPHIC:

age 
gender 
family size 
occupation 
income 
education 
religion 
race
nationality

PSYCHOGRAPHIC:

lifestyle
social class
AlOs (activity, 
interest, opinion)
personal values 
attitudes

BEHAVIORAL:

occasions 
degree of loyalty 
benefits sought 
usage
buyer readiness stage
user status



Brainstorming

• List keywords associated with the client and their activity
• Gather elements of branding (logo, name, slogan, photos etc.) 
• What is the feel of the site? 
• What would help to achieve project goals? 
• What are the elements of enjoyment on the website? 
• What interactivity tools would be appropriate? 
• What will be the sitemap of the website? Draw its tree structure. 



Website Specification
• Company Introduction – What they do, the brand etc. 
• Objectives/Goals – as listed in previous slides
• Key Audiences – general description of target audiences and personas set if 

available
• Provisional site structure – website tree structure
• Technical specifications – software requirements, technologies to be used, etc.
• Non-functional requirements – various characteristics: load time, SEO optimized 

code, responsive design etc.
• Other websites: 

• Websites company likes and/or dislikes
• Who are company’s competitors?





Visualization





Moodboard: what is

A physical or digital presentation board that visually captures the 
mood or feel of a particular assignment or task that can help a 
designer make aesthetic and goal-related choices before a project 
begins.

Key Benefits: 
• Reinforces brand
• Projects image of professionalism
• Impressive to clients
• Great sales tool
• Value added service



Moodboard: how it helps
Moodboard helps to understand does this design… 

• Reflect customers brand? 

• Meet the end user’s needs? 

• Satisfy the goals of ad strategy? 

• Etc.

Instead of focusing on client’s preferences (like favorite colors or 
fonts), it helps to focus on project goals and helps to communicate 
with the client, fast-tracking projects approval.

Moodboards help you to gather ideas and make important design choices, 
making you ready for the next design step. 



Moodboard: what to put

• Fonts
• Including various 

styles, weight etc. 
• Numbers and 

punctuation

• Text Samples: 
• Titles, 
• Subtitles,
• Quotations,
• Links 



Moodboard: what to put

• Branded 
materials: 

• Company logo
• Brand Colors, 

fonts etc.



Moodboard: what to put

• Colors
• Color palette
• Color swatches 
• Paint strokes
• Reference Images



• Photographs
• Relevant Stock 

Photos
• Personal 

photographs 
• Video clips 

In today’s websites 
great images and 
videos are in the 
heart of successful 
design

Moodboard: what to put



• Forms and Shapes
• Brush strokes
• Icons
• Infpgraphics
• Geometrics 
• Contours
• Organics
• Curves
• Etc. 

Moodboard: what to put



• Illustrations
• Doddles
• Collages

Moodboard: what to put



• Fabric swatches
• Paper swatches
• Scrapbooking 

sheets
• Wrapping paper 

scraps
• Magazine  tear-

outs
• Textures
• And even physical 

objects

Moodboard: what to put



Moodboard: what to put

Designer Info: 

 Date

 Your name

 Your company name

 Your contact info

Customer Info: 

 Customer name

 Customer logo 

 Project Overview



Moodboard: where to get stuff

• Free Images:
• http://search.creativecommons.org/
• https://morguefile.com/
• Image stocks:
• https://stock.adobe.com/
• https://www.gettyimages.it/
• http://www.thinkstockphotos.com/
• https://us.fotolia.com/

http://search.creativecommons.org/
https://morguefile.com/
http://www.thinkstockphotos.com/
http://www.thinkstockphotos.com/
http://www.thinkstockphotos.com/
https://us.fotolia.com/


Moodboard: select elements wisely

Don’t put elements randomly or just because you like them
Each element is there for a purpose: 
• It tells a story 
• Inspires ideas
• Brings value to overall concept

You should be able to clearly answer the question:

Why is this element in the moodboard?  



Moodboard: Layout

• Good moodboard is a peace of graphic design
• Create an equilibrated composition
• Do not overload your moodboards
• Use white space wisely 
• Consider building a template for your projects  



Determining website goals: 

Keyword brainstorming



Moodboard: Examples
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Assignment for next week:

Get ready for your final project:  
1. Make teams of 2 students
2. Choose a business – it should be an existing busines, 

your family or friends or local business in Florence that 
you like. They should have an old website or no website 
at all. 

3. Define business goals
4. Create 2 personas to rappresent target audience
5. Create website specification
6. Create Moodboard 
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