

















Taking Your Talent to the Web

Provide client training

Sometimes it is enough to tell your clients which fonts and colors you used.
Sometimes it is enough to tell your children not to play with matches.
Usually, it is not enough. That's why, whenever possible, the designer and
other team members should have after-meetings to discuss the site in
detail and provide as much client training as possible,

Besides helping the client avoid ruining a beautiful site, in-house training
also sends the message that your company cares. Clients who know you
care will come back with additional projects and will tell their friends on
the golf course about the integrity of your company.

If your clients are going to be writing HTML or (bless us) creating new
images, it is worth sitting down with them, at their computer or yours, and
pointing out the fine nuances of what you've done. You might even buy
fonts for them (matching the fonts you used), install the fonts on the
client's computer, and show them how to work with Extensis Suitcase or
Adobe Type Manager Deluxe.

You may feel ludicrous doing this, especially if the client is not a graphic
designer, but it's foolish to underestimate other people's creative potential.
Besides, if they're going to do the work anyway, you owe them and your-
self every possible assistance.

This whale thing is fairly unsavory, we're afraid. It's rather like a dentist
training patients to extract their own teeth, but it is an aspect of the busi-
ness, and coping is better than lamenting.

Learn about your client's methods

Training is often bi-directional. While explaining your methods to an in-
house peer (or turning a client into a junior web designer of sorts), you also
should learn as much as you can about the way your client will work with
the site. If possible, you should learn about the software your client will be
using. It's highly unlikely that your client will create HTML and other web
markup by hand. Fortunately, the number of WYSIWYG web editors con-
sidered good enough to use is fairly limited, so you can learn the basics and
pitfalls of your client’s software of choice even if you never touch the stuff
yourself.

169



170

WHO: Riding the Project Life Cycle: Work the Process

We recently ran into a puzzling problem where the web typography we had
established via Style Sheets kept disappearing from the client's site after
he took it over. We had written a Global Style Sheet, placed it in a secure
location, and instructed the client never to touch it. Yet every time he
updated the front page, the Style Sheet reverted to an early, inferior vision,
and the client was constantly contacting us to ask why the site was going
to Hell.

Eventually we discovered that a site maintenance feature built into the
client's software was the culprit behind the Case of the Changing Style
Sheet. When the client updated his index page, his software program asked
if he wanted to "upload related files." Because that sounded like a pretty
good idea, the client always clicked Yes. The program then automatically
uploaded dozens of files from his hard drive to the server. An old Style Sheet
on his hard drive was automatically replacing the newer one we had cre-
ated. We re-sent him the updated Style Sheet, instructed him to turn off
the site maintenance feature, and from then on, all was well.

WORK THE PROCESS

The process you've just read about varies by agency, but the general out-
lines and the lessons involved should hold true for most companies and
projects. Some agencies keep themselves fairly aloof from their clients and
manage to do wonderful work in spite (or because) of it. Others become
deeply involved with their clients, establishing long-lasting, trust-based
relationships.

Some hold their clients to ironclad contracts and schedules, while others
are loose and almost playful in their approach. Some shops show the client
exactly one comp—take it or leave it. Others cover the walls. Some agen-
cies charge astronomical fees merely to write a proposal; others write pro-
posals, design comps, and create storyboards on spec—a terribly ill-advised
approach, but not as rare as it ought to be.
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The main thing to remember is that every phase, every step of the process,
is potentially empowering. If you use initial meetings to establish trust and
help sharpen the client's vision, you will find yourself working on sites
worth designing—for clients who respect you instead of mistrusting and
fighting with you. If you use the design phase to fully explore possibilities,
you will come up with richer designs and avoid structural problems in the
implementation phase. If you cooperate with team members and your
client during the production phase, you will encounter fewer problems dur-
ing testing. If you train your clients respectfully, your best efforts will be
preserved, you'll be able to look at your old sites without experiencing nau-
sea, and the credibility of your work will win you new and better projects.





