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How to make a 
website happen

Managing the project from conception 
through to launch and beyond

Jane Burrows
Making Links

Sydney, November 2005

INTRO

! Have worked in in-house publishing roles in print and web environments for the past 5 
years.

! Now in charge of Infoxchange Australia’s online news and information services –
community sector news boards.

Work daily with the web, and with web designers and developers, plus other techs who 
manage the networks and hardware.

But NOT a technical person – my perspective is project management, not web development 
in the usual, techie sense. 

I.E. I approach websites as a communications activity not a technical project.

This is why I have elected to run this workshop- because managing a website project is a lot 
less daunting than the jargon makes it seem.

Also because resourcing of community organisations and NGOs means that often workers 
take on communications projects like this one with little background or support.
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How to make a website happen 
Overview of session

! Planning –purpose and usage

! Development – dealing with contractors

! Launching – make a splash

! Maintenance – post-launch updating

With that in mind I have divided website project management into four parts:

1. Planning – working out the why and who for of your site
2. Development – toing and froing with designers and developers. 

Please note: this does not cover creation of sites in Dreamweaver or 
similar packages, however there are website design workshops included 

in the program.
3. Launching – some tips for making sure your hard work doesn’t go unnoticed.
4. Updating – keeping the site alive once the novelty has worn off.

I’d like to flag at this point that I have taken this from the most basic starting points, but I’m 
sure some of you have experience with website projects. I hope I’m not teaching you how 
to suck eggs! 

Please also feel free to raise examples or issues from your own experiences in the course of 
the workshop.
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How to make a website happen 
Planning: Who

! Who will use the website? (And why?)

Like with any type of project, the planning phase is crucial – being thorough here will make 
the rest of the project much easier.

For this reason, discussion about planning forms the greatest part of this workshop.

You can build a picture of 
• How complex a site you’ll need
• What type of software should be used
• The tone of the content on the site
• How hard it will be to maintain the website
• How much it will all cost

There are some key questions for this phase that can help to clarify these issues.
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How to make a website happen 
Planning: Who

Loyal readers

Staff

Members

Donors

Researchers

Clients

Community 
members

Elderly people

Non-English 
speakers

People with 
disabilities

In other words, your site’s target audience.

Different users are likely to have different needs of a website.

Some demographic differences that can affect the way people use a website.
• Young/old
• People with disabilities (cognitive, vision)
• People whose main language is not English

The user’s relationship to your business also has an impact on what they need from it.

For example:
• Clients will want information about the services you provide
• Donors will want to know what benefit your activities serve
• Staff might need tools to help them do their jobs
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How to make a website happen 
Planning: How

! Who will use the website? (And why?)

! How will they use it? (And what for?)

Who they are has a bearing on how they will use the site – how and what for
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How to make a website happen 
Planning: How

! From home, work or a public access point

! Regularly, hardly ever or once

! Long sessions or short visits

! For fun or for work

! Passively or (inter)actively

From home, work or elsewhere: 
•This has a bearing on the way your site is developed. Home users can’t be presumed to 
have the latest computer or broadband internet, so a heavily graphical site that takes a 
long time to load is going to be nothing but frustrating.

How frequently:
•If your site is for staff, they might log on at least weekly. 

•On the other hand, your site might devoted to a topic such as applying for a study grant. 
Your target audience might use it once, or a few times in an isolated period of their lives.

•This has a bearing on whether you can rely on users to learn how the site works, or 
whether everything should be up front from the outset. Also, whether there should be effort 
put into drawing people back to the site – probably not in the case of the study grants.

How long for?
•Organisation members might check into the site regularly for a reasonable time to catch up 
with the news.
•Staff members might use it five times a day just to look up phone numbers or download a 
resource.
•A student using your site for research might visit once for an extended session.

Leisure or labour?
•Does your site have a professional interest, or a personal one?

Passively or actively?
•By contributing their own content
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How to make a website happen 
Planning: Aims

! Who will use the website? (And why?)

! How will they use it? (And what for?)

! What is the main aim of the site?

At this point you should be able to sum up the main intention behind developing your 
website.

(You can of course start from this point, but I find I always end up asking myself the 
first two questions before I can clarify the third.)
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How to make a website happen 
Planning: Aims

A resource for people with a particular community service 
need with information about available services and 
related news.

I have included some statements of aim for different types of websites that would be used in 
different ways by different people.

1. Could be used regularly or irregularly, quite likely from home. Usage would be passive –
finding out from the website, not interacting.

2. Not likely to be used regularly by that many people.  Suggests a more formal ‘PR’ tone of 
content. Very useful as an online billboard – letting the internet-using world know you’re 
there.

3. Regular usage, quite possibly for personal interest. Users have the opportunity to interact 
with each other and the site managers.
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How to make a website happen 
Planning: Aims

A resource for people with a particular community service 
need with information about available services and 
related news.

A showcase of the organisations achievements and a new 
way for people to find out about the organisation.
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How to make a website happen 
Planning: Aims

A resource for people with a particular community service 
need with information about available services and 
related news.

A showcase of the organisations achievements and a new 
way for people to find out about the organisation.

A hub for a ‘community of interest’, with an open news 
board, a space to discuss views and access to relevant 
resources.
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How to make a website happen 
Planning: Development and 

Management

! Who will use the website? (And why?)

! How will they use it? (And what for?)

! What is the main aim of the site?

! Who will create the site?

! Who in the organisation will manage it?

The final two points are the ‘pointy end’ and often come down to resources.
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How to make a website happen 
Planning: Development and 

Management
Development options:

! In-house
! Design agency
! Volunteer

Management:

! Single administrator

! No structured coordination

! Designated team
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How to make a website happen 
Development

! Budget

! Audience and purpose

! Accessibility requirements

! Logo/corporate style

! Client ideas for look and feel

! Proposed content

! Client intentions for updating

! Timelines

1. The big question: How much do you want to spend?

2. A good design agency should also want to know all the points we just covered: your 
audience and your purpose. In particular, any accessibilty or usability requirements of the 
audience will impact on how the site is developed.

3. Also
• Do you have an organisation logo/corporate style.
• What look and feel you have in mind – Infoxchange likes to find out what other 

websites the client uses and likes.
• What content you have in mind – how much, and in what sort of structure.

4. Do you want to edit it yourself? Using content management software, or a standard web 
publishing package. Most of the sites we create at Infoxchange are built with Content 
Management applications because clients can edit the content by just filling in a form. 
This means you don’t have to buy any software or train staff in how to use it.

5. Timelines – when you need it by, when you will have the content ready by. 
Considerations for this are the workload of the contributors, and the approval process 
(something Infoxchange clients frequently underestimate.)
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How to make a website happen 
Launching

! Launch event

! ‘Narrowcast’ promotion

! Mainstream PR and advertising

! Direct mail

How you launch your site depends on your budget, the audience and the scale of the 
project.

Offline strategies:
• For a staff or member-focussed site you could host a launch party. Use the opportunity to 

show users how the site works and sign people up for any mailing lists or password 
protected areas.

• If it is a site for a ‘community of interest’ or a specific topic, try approaching other 
organisations in that field to ask if you can issue a notice via their communication 
channels. In particular, sites that offer a community service, or service information, will 
often be of use and interest to other community service workers. You may wish to offer 
reciprocal linking or promotion of their activities on your site in exchange. 

• If you are trying to attract a very broad audience (‘the general public’) you would be well 
advised to issue a press release – unfortunately this process is a story for another 
workshop, but as a tip, the community and IT sections of mainstream publications may 
be interested in your site.

• Direct mail or email is a targeted option for an audience that is already known to you, e.g. 
existing clients. If the budget stretches, mouse pads or stickers are still a good way to 
connect the offline communication to the website. Email is ideal, however, as a link can 
be included.
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How to make a website happen 
Launching: Website optimisation

! Website metadata

! Frequently used keywords

! Registration with search engines

! Linking

! Sponsored links and banner ads

And then there is ‘website optimisation’.

This means raising your site’s position in search engine rankings.

There are companies that will do this for you – depending on the purpose of your site this 
may be worth the money.

But there are some tricks that you can employ yourself:
• Metadata – title, keywords and description.
• Use of keywords in the content of the site as frequently as possible.
• Registration with search engines. This will enable your site to be categorised, for 

example on Yahoo.
• Links from other sites – every time your site is linked from elsewhere on the web, your 

ranking increases.
• Internal links – this applies to links within the site itself.
• Sponsored links – for example, the right hand bar of Google. Banner advertising is also 

gaining ground as a form of revenue even for not-for-profit entities.
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How to make a website happen 
Maintenance

! Plan ahead

! Impose an updating schedule

! Designate a content team

! Make the site the focal point

Infoxchange sees it happen all too often: a client works hard to develop their site, does all 
the right things in terms of planning and even splashes out on champagne for the launch 
party. 

6 months later, the news item about the launch is still on the site – along with a notice 
advising users to ‘Stay tuned for more useful resources coming soon’.

Maintaining the initial momentum of a new website is difficult, particularly when the 
organisation and its stakeholders have got along fine without one for so long. 

• Planning for the long-term maintenance of the site in the first place can help. For 
example, it might be a nice idea to have a news section, but do you really have enough 
news to sustain it? Or time to update it? Dated content in a News section can give the 
impression that the site isn’t maintained, even when you are updating other areas.

• With or without a news section, consider implementing an updating schedule: its 
frequency will depend on the nature of your content. If there are numerous people 
contributing content make sure they know at the outset that they are expected to update 
it on that basis.

• If your organisation is large and there are numerous different contributors across it, you 
could also convene a web content team. Give individuals responsibility for their area’s 
space on the site, and meet every now and then so they know of other developments and 
can provide feedback. 

• If that doesn’t do it, you might want to force the issue: refocus some of your stakeholder 
communications onto the site. For example, instead of emailing a PDF of the newsletter, 
send an email with a link to the same information on the website. 

In fact, Infoxchange makes sites with connected graphical email 
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How to make a website happen 
Summary

! Planning

! Development

! Launching

! Maintenance

With that in mind I have divided website project management into four parts:

1. Planning – working out the why and who for of your site
2. Development – toing and froing with designers and developers. 

Please note: this does not cover creation of sites in Dreamweaver or 
similar packages, however there are website design workshops included 

in the program.
3. Launching – some tips for making sure your hard work doesn’t go unnoticed.
4. Updating – keeping the site alive once the novelty has worn off.

I’d like to flag at this point that I have taken this from the most basic starting points, but I’m 
sure some of you have experience with website projects. I hope I’m not teaching you how 
to suck eggs! 

Please also feel free to raise examples or issues from your own experiences in the course of 
the workshop.
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How to make a website happen 
Contacts

Thank you!

Telephone (03)9418 7421
Email: jane@infoxchange.net.au

Web: www.infoxchange.net.au

Jane Burrows

So there you have some of the ingredients for a good website project. I hope this has taken 
some of the mystery out of it – it really is like any other project in many ways.

Thank you for your time.


