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In this Shelly Cashman Series® Web Design: Introductory, Fifth Edition book, you will find 
an educationally sound and easy-to-follow pedagogy that artfully combines screen shots, 
marginal elements, and text with full color to produce a visually appealing and easy-to-
understand presentation of web design. This textbook conveys useful design concepts and 
techniques typically not addressed in web authoring textbooks. It explains the connections 
between a detailed design plan that considers audience needs, web site design, and vari-
ous technical issues. Students learn how to balance these elements to create a successful, 
responsive web site.

The book’s seven chapters emphasize key written concepts and principles with 
 numerous Design Tips boxed throughout the text. A variety of challenging research-based 
and hands-on activities both within and at the conclusion of each chapter test comprehen-
sion, build web research skills and design awareness, and encourage critical thinking about 
current issues in web design.

Objectives of This Textbook
Web Design: Introductory, Fifth Edition is intended for a one-unit introductory web design 
course, or a web authoring course that teaches web design techniques and also covers 
HTML, creating device- and platform-independent websites using responsive web design 
techniques, CSS, and SEO. The objectives of this book are to:

•	Present	a	practical	approach	to	web	design	using	a	blend	of	traditional	development	
guidelines with current technologies and trends, including responsive web design

•	Give	students	an	in-depth	understanding	of	web	design	concepts	and	techniques	that	are	
essential to planning, creating, testing, publishing, and maintaining web sites

•	Define	and	describe	in	detail	the	six	steps	in	developing	a	solid	web	design	plan:		identify	
the website’s purpose and target audience; determine the website’s general content; 
select the website’s structure; specify the website’s navigation system; design the look and 
feel of the website; and test, publish, and maintain the website

•	Present	the	material	in	a	full-color,	visually	appealing	and	exciting,	easy-to-read	manner	
with a format that invites students to learn

•	Provide	students	with	Toolkit	marginal	elements	that	indicate	related	content	available	
in the appendices

•	Direct	students	to	the	web	to	do	additional	research	and	allow	them	to	evaluate	and	
assess the design techniques and technologies discussed in the book by  providing 
them with search terms in the Q&A marginal elements, Your Turn exercises, and 
 end-of-chapter exercises

•	Provide	an	ongoing	case	study	and	assignments	that	promote	student	participation	in	
learning about web design

WEB DESIGN Preface
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Preface   vii

Distinguishing Features
The distinguishing features of Web Design: Introductory, Fifth Edition include the 
following:

Responsive Web Design

This text focuses on the basic concepts of responsive web design that teach 
 considerations for creating websites that are device- and platform-independent.

A Blend of Traditional Development with Current 
 Technologies

This book goes beyond a theoretical view of web design; every effort has been made to 
use procedures, tools, and solutions that parallel those used by web designers in today’s 
business world.

Realistic examples support definitions, concepts, and techniques, enabling  students 
to learn in the context of solving realistic problems, much like the ones they will 
encounter while working in the web design field. In this textbook, students learn to 
apply best practices while avoiding common pitfalls. In addition, the numerous Design 
Tips summarize and highlight important topics.

Visually Appealing

The design of this textbook combines screen shots, drawings, marginal elements, boxes, 
tables, and text into a full-color, visually appealing, and easy-to-read book. The many 
 figures in the book clarify the narrative, reinforce important points, and show screen shots 
that reflect the latest trends in web design. The marginal elements and boxes highlight 
features such as exploratory exercises, design topics, common questions and answers, and 
search terms for students to do additional research on the web.

Introductory Presentation of Web Design

No previous web design experience is assumed, and no prior programming experience is 
required. This book is written specifically for students for whom continuity, simplicity, and 
practicality are essential.

More than 80 Design Tips are boxed throughout the book. The function 

of the Design Tips is to emphasize important web design concepts of 

which students should be aware as they design websites.

DESIGN 
TIP

The Internet and the World Wide Web 3

laptop computer, pointing to either a text or image link with the mouse pointer changes 
the pointer from an arrow to a hand pointer. When you tap or click a link, you might 
view a picture or video, listen to a song, jump to a different webpage at the same  website, 
or move to a webpage at a different website. Exploring the web by moving from one 
 webpage to another is sometimes called browsing or surfi ng the web. To visually indi-
cate that you have previously tapped or clicked a text link, the color of a tapped or clicked 
text link might change. You can see this change in color when you return to the webpage 
containing the tapped or clicked link.

Figure 1-2 A website’s primary page is its home page.

Figure 1-3 Webpages at the same website or across different websites are connected by links.

What is a landing 
page?
A landing page is the 
page on a website that 
a visitor sees when 
they tap or click a link 
from an ad, search 
engine result, or social 
media promotion. 
The copy on a landing 
page is specifi c to the 
method by which the 
user arrived at the 
page, and is often used 
as a marketing tool.

Q
&

A

Who originally 
created the World 
Wide Web?
Tim Berners-Lee, 
a programmer at 
CERN in Switzerland, 
is credited with 
the early vision 
and technological 
developments that led 
to today’s World Wide 
Web.

Q
&

A

Whether you choose to indicate hyperlinks in text by color, bold, or underline, be 

consistent throughout your website.
DESIGN 
TIP

logo

hyperlink to 
additional 
site content

navigation

Recipes 
link

home page

page that opens when you click 
Recipes from the home page
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188 Chapter 7 Promoting and Maintaining a Website 

ADVERTISING NETWORKS An advertising network, such as Advertising.com, 
Batanga Network (Figure 7-10), and ValueClick Media, brings together companies that 
want to purchase online or in-app advertising with companies that want to sell ads on 
their  websites or in their apps. When a visitor clicks an ad from a webpage or from within 
an app, the visitor’s browser goes to the ad’s link target, which usually is a landing page for 
the advertised product or service. Ads provided by an advertising network are stored on an 
ad server and “served up” when added to a search results page or when a visitor requests a 
publisher’s pages. In-app ads often appear between games in a gaming app, or when a user 
performs certain actions within an app. 

1. Search the web using the search tool of your 

choice and the keywords af� liate programs 

or similar keywords to research affi liate 

 programs from two points of view: as an 

advertiser and as a publisher. 

2. Do any of the affi liate programs include 

in-app advertising? How do the fees and 

compensations differ between website 

advertising and in-app advertising?

3. Summarize your research. Discuss the 

advantages and disadvantages of being an 

Exploring Affi liate Programs

affi liate program advertiser and a publisher. 

Discuss the role of an affi liate management 

network. 

4. Assume you are part of the web design 

team for a large B2C website. What advice 

would you give the website’s owner on 

participation in an affi liate program as an 

advertiser or as a publisher? Submit your 

fi ndings in the format requested by your 

instructor.

YOUR 
TURN

Figure 7-10 An online advertising network brings together website advertisers and publishers.
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What is a link 
exchange program?
A reciprocal link is 
a link between two 
website owners who 
agree informally to 
put a respective link 
to the other’s website 
on their webpages. 
Reciprocal links 
work well when the 
companies are in 
related fi elds, but are 
not direct competitors. 
Some websites 
provide link exchange 
programs that offer 
reciprocal links free or 
at a cost to members. 
Members of a link 
exchange program can 
choose other member 
websites with which 
to exchange reciprocal 
links.

Q
&

A

Toolkit Feature

The new Toolkit elements in the margins throughout the book indicate relevant, 
 additional coverage in one of the Appendices on HTML, CSS, RWD, and SEO so 
 students can learn more.
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Q&A Boxes

These marginal annotations provide answers to common questions that complement the 
topics covered, adding depth and perspective to the learning process.

Organization of This Textbook
Web Design: Introductory, Fifth Edition provides basic instruction on how to plan and design 
a successful website that achieves the website’s intended purpose. The material comprises 
seven chapters, four appendices, and a glossary/index.

CHAPTER 1 — THE ENVIRONMENT AND THE TOOLS In Chapter 1, students 
are introduced to the Internet, World Wide Web, websites, and web pages. Topics 
include domain names; how the Internet and the web influence society; methods and 
devices users use to connect to the Internet and the web; types of websites; tools for 
creating websites; and web design roles.

CHAPTER 2 — WEB PUBLISHING FUNDAMENTALS In Chapter 2, students are 
introduced to the advantages of web publishing, basic design principles, and writing 
techniques for the web. Topics include publishing advantages related to connectivity, 

timeliness, interactivity, reduced production costs, and economical, rapid distri-
bution; responsive web design issues; balance and proximity; contrast and focus; 
unity; scannable text; using color as a design tool; and technical, privacy, accessibil-
ity, and usability issues.

CHAPTER 3 — PLANNING A SUCCESSFUL WEBSITE: PART 1 In Chapter 3, 
students are introduced to the initial three steps in the six-step planning pro-
cess for developing a solid website design plan: (1) identify the website’s purpose 
and target audience, (2) determine the website’s general content, and (3) select 
the  website’s structure. Topics include identifying a specific topic for a website; 
 defining target audience wants, needs, and expectations; choosing content; adding 
value-added content; and using an outline, storyboard, or flowchart to plan the 
site’s structure.

CHAPTER 4 — PLANNING A SUCCESSFUL WEBSITE: PART 2 In Chapter 4, 
 students are introduced to the remaining three steps in the planning process for develop-
ing a design plan: (4) specify the website’s structure, (5) design the look and feel of the 
website, and (6) test, publish, and maintain the website. Topics include the relationship 
between page length, content placement, and usability; maintaining visual consistency 
across all pages at the site using color and page layout; and creating both a user-based 
and a user-controlled navigation and search system that works with touch screens and all 
device types. A final design plan checklist is provided.

1

Introduction

Designing and building a website is no longer a diffi cult, intimidating 

 undertaking; evolving web technologies have simplifi ed the job. Applying 

web technologies is only part of what is required to produce a  successful 

website that is viewable on multiple devices and screen sizes. A website 

that effectively communicates, educates, entertains, or provides a venue 

for conducting business transactions also requires good web design. This 

book explains the basic elements of good web design and shows you how 

to develop compelling websites and webpages for specifi c purposes or 

 audiences. Chapter 1 begins the process by describing the Internet and the 

World Wide Web. Next, you learn about the various ways users connect 

to the Internet. The chapter then describes different types of websites and 

the tools for  creating them. Finally, the chapter discusses the various roles, 

responsibilities, and skills essential to successful web design.

The Environment 
and the Tools

Objectives
After completing this chapter, you will be able to:

 1. Describe the Internet and the 
World Wide Web

 2. Discuss ways to access the Internet 
and the web

 3. Categorize types of websites

 4. Identify web design tools

 5. Explain web design principles, 
roles, and required skills
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Introduction

Chapter 1 introduced you to the Internet and the web and design tools 

used to create webpages. In this chapter, you learn about the advantages of 

web publishing and discover the basic design principles behind publishing 

a  successful website. The chapter discusses responsive web design, adding 

interactivity to your website, writing for the web, and effective uses of color 

and layout. Finally, you learn about the technical, legal, privacy, accessibility, 

and usability issues surrounding web publishing.

Web Publishing  
Fundamentals

Objectives
After completing this chapter, you will be able to:

 1. Describe the advantages of web 
publishing

 2. Discuss basic web design principles

 3. Define the requirements for 
writing for the web

 4. Explain the use of color as a web 
design tool

 5. Identify web publishing issues
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Multiple Your Turn exercises within each 

 chapter provide hands-on activities that allow 

students to put concepts and skills learned in 

Your Turn Exercises

the chapter to practical, real-world use. Your 

Turn exercises call for critical thinking and 

often require online research.

YOUR 
TURN

viii Preface
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Preface   ix

CHAPTER 5 — TYPOGRAPHY AND IMAGES In Chapter 5, students are introduced 
to typography and images for the web environment. Topics include typographic principles, 
guidelines, and tips; web image file formats and sources; and optimization techniques for 
creating web-ready images.

CHAPTER 6 — MULTIMEDIA AND INTERACTIVITY ELEMENTS In Chapter 6, 
 students are introduced to the basics of web multimedia and interactivity and methods 
to add these elements to web pages. Topics include guidelines and sources for using mul-
timedia; types of web page animation; adding and editing web page audio and video; and 
web-based forms, avatars, live chat, and other interactive web page elements.

CHAPTER 7 — PROMOTING AND MAINTAINING A WEBSITE In Chapter 7, 
 students learn how to implement a plan to test, publish, promote, and maintain a website 
successfully. Topics include prepublishing testing of webpages; acquiring server space 
and uploading a website’s files to a server; promoting a published website using search 
tools, social media, and online advertising networks; the importance of regular website 
 maintenance; and using web analytics to evaluate website performance.

APPENDIx A — HTML 5 This Appendix is a reference for HTML, a markup 
 language used to create webpages. Knowing the basics of HTML syntax and learning 
about the latest version, HTML 5, allows students to troubleshoot and/or optimize 
the	sometimes-problematic	code	generated	by	WYSIWYG	editors.	Additionally,	a	
 fundamental knowledge of HTML 5 tools helps interpret the source code of features 
and functions found on other websites that students might want to include on their 
own sites.

APPENDIx B — CASCADING STYLE SHEETS (CSS) The CSS Appendix is a brief 
introduction to Cascading Style Sheets in support of the discussion of CSS in various 
chapters in this book.  

APPENDIx C — RESPONSIVE WEB DESIGN This new Appendix provides a brief 
introduction to the decision-making process and the technologies and considerations 
involved when creating a site for multiple devices, platforms, and screen sizes.

APPENDIx D — SEARCH ENGINE OPTIMIzATION (SEO) This new Appendix 
introduces students to how search engines rank and evaluate websites to include in search 
results, as well as techniques for and careers in SEO.

End-of-Chapter Student Activities
A notable strength of the Shelly Cashman Series textbooks is the extensive student 
 activities at the end of each chapter. Well-structured student activities can make the 
 difference between students merely participating in a class and students retaining the 
information they learn. The activities in this book include the following:

•	CHAPTER REVIEW A review of chapter highlights is presented at the end of each 
chapter.

•	TERMS TO KNOW This list of key terms found in the chapter together with the page 
numbers on which the terms are defined helps students master the chapter material.

•	TEST YOUR KNOWLEDGE Two pencil-and-paper activities are designed to 
test  students’ understanding of the material in the chapter: matching terms and 
 short-answer questions.

APPENDIX HTML 5 A
Introduction
Hypertext Markup Language (HTML) is the original language used for publishing  
webpages.	It	is	a	nonproprietary	format,		originally	based	on	Standard	Generalized	
Markup	Language	(SGML).	HTML	code	instructs	web	browsers	how	to	display		webpage	
content. Since 1990, HTML has been the  standard technology for creating webpages, 
with HTML 4 being the last accepted update in 1997. The W3C introduced HTML 5 
as a replacement in 2012; as of the writing of this text, it has not been fully adopted and 
implemented. This appendix covers HTML syntax, HTML tools, new features of HTML 
5, and a list of HTML tags.

HTML Syntax
HTML uses tags such as <h1> and <p> to structure webpage content into headings, 
 paragraphs, lists, hyperlinks, images, and so on. Most HTML tags follow the same basic 
structure <name> attribute=value </name>:

•	 Start tag — The start tag introduces the element by name. For example, <ol> is the 
start tag for an ordered list.

•	 Attribute — Many HTML tags have attributes that you can use to specify 
 additional structural or formatting requirements. Tags can have several associated 
required, standard, and optional attributes. Many tags also use event  attributes, 
which occur based on an action, such as onkeypress or onclick. An ordered list 
 attribute example is type, which refers to the type of ordered list.

•	 Value — Values defi ne the attribute. Not all elements require a value. Values appear 
after an attribute, and start with an equal sign. Ordered list type values include 
=A (capital letters), =i (lowercase roman numerals), and =1 (Arabic numerals). 

•	 End tag — The end tag follows the completed element. For example, </ol> is the 
end tag for a paragraph. Not all elements require an end tag. Void elements, for 
example meta, embed, and link, are elements that do not need an end tag.

HTML documents consist of a header and a body. The body contains the webpage 
content and structural information. 

The header contains meta data, which is information about the document itself, such 
as the title. Header information appears between the <head>…</head> tags. Informa-
tion in the header is not visible on the webpage. The browser uses meta data to display 
the webpage’s title and description in the browser title bar and in search engine results. 
Search engines use meta data to add the webpage to the search index. The following list 
includes important header information to include: 

•	 Title — The webpage’s title appears in the browser’s title bar and provides a 
description	of	the	page’s	contents.	Place	the	title	between	the	<title>…</title> tags.

•	 Language — You must not only specify the document language (HTML), but also 
which human language you are using. Screen readers and other adaptive devices 

Is HTML a 
programming 
language?
HTML is not actually 
a programming 
language because 
its purpose is not to 
create programs or 
apps. It is a markup 
language that uses 
rules to specify the 
formatting and 
placement of webpage 
elements. 

Q
&

A

Where can I learn 
more about HTML 
tags and attributes?
This appendix includes 
a table with many 
HTML tags and 
associated attributes. 
For a comprehensive 
list, more thorough 
descriptions, and 
examples of all HTML 
tags, visit the World 
Wide Web Consortium 
Web site at 
www.w3.org.

Q
&

A

What is the 
relationship 
between CSS and 
HTML?
An HTML document 
contains the structure 
and content of a 
webpage, whereas a 
CSS document specifi es 
the formatting of the 
webpage content.

Q
&

A

Chapter Review 35

Test your knowledge of chapter content and key terms.

Instructions: Reinforce what you learned in this chapter with games, exercises, training, 
and many other online activities and resources. Reinforcement activities and resources 
are available at no additional cost on www.cengagebrain.com.

LEARN IT 
ONLINE

Investigate current web design developments with the Trends exercises.

Write a brief essay about each of the following trends, using the web as your research 
tool. For each trend, identify at least one webpage URL used as a research source. Be 
prepared to discuss your fi ndings in class.

1  Responsive Web Design
Responsive web design (RWD) strategies optimize websites to be viewable on multiple 
device types and screen sizes. Research guidelines and techniques for responsive web 
design. Submit your fi ndings in the format requested by your instructor.

2  Social Networking and Bookmarking
How do social networking and bookmarking websites such as Facebook and Digg 
affect Internet users’ personal interactions with the Internet? As a web designer, how 
can you take advantage of these trends? Visit at least one social networking and social 
bookmarking website to see how users share information. Identify at least one website 
that encourages and provides opportunities for users to share content using these 
technologies.

TRENDS

Challenge your perspective of the web and web design technology with the 
@Issue exercises.

Write a brief essay in response to the following issues, using the web as your research 
tool. For each issue, identify at least one webpage URL used as a research source. Be 
prepared to discuss your fi ndings in class.

1  Impact on Lifestyle
With developments in technology such as smartphones, people are constantly able to 
stay connected. Whether by phone calls, text messages, alerts from websites about 
new content, or social networking websites such as Facebook and Twitter, technology 
provides many distractions. How do these developments enhance daily life? How have 
they changed daily life from fi ve or ten years ago? What is a negative impact? Discuss 
the impact of technology on your lifestyle and that of those around you. 

2  Meta Tag Abuse 
Web designers use meta tags to enable search engines to easily categorize webpage 
content. Some web designers use meta tags that refl ect popular search trends, but have 
nothing to do with their webpage content. Use a search engine to search for meta tag 
abuse. Is including unrelated meta tags unethical? How should search engines deal with 
websites that misuse meta tags? If possible, fi nd examples of commonly misused meta 
tags. Discuss your conclusions regarding the ethical use of meta tags. 

AT ISSUE 
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•	LEARN IT ONLINE Reinforce what you learned in this chapter with games, exercises, 
training, and many other online activities and resources. Reinforcement activities and 
resources are available at no additional cost on www.cengagebrain.com.

• TRENDS The Trends exercises encourage students to explore the latest developments 
in the web design technologies and concepts introduced in the chapter.

•		@ ISSUE Web design is not without its controversial issues. At the end of each 
 chapter, two topics are presented that challenge students to examine critically their 
 perspective of web design concepts and technologies.

•	HANDS ON To complete their introduction to web design, these exercises require 
that students use the web to gather and evaluate additional information about the 
 concepts and techniques discussed in the chapter.

•	TEAM APPROACH Two Team Approach assignments engage students, getting them 
to work collaboratively to reinforce the concepts in the chapter.

•	CASE STUDY The Case Study is an ongoing development process in web design 
using the concepts, techniques, and Design Tips presented in each section. The Case 
Study requires students to apply their knowledge starting in Chapter 1 and continuing 
through Chapter 7 as they prepare, plan, create, and then publish their own websites.

Instructor Resources
The Instructor Resources include both teaching and testing aids and can be accessed 
online at www.cengage.com/login.

•	INSTRUCTOR’S MANUAL Includes lecture notes summarizing the chapter  sections, 
figures and boxed elements found in every chapter, teacher tips, classroom activities, lab 
activities, and quick quizzes in Microsoft Word files.

•	SYLLABUS Contains easily customizable sample syllabi that cover policies, 
 assignments, exams, and other course information.

•	FIGURE FILES Illustrations for every figure in the textbook are available in  electronic 
form. Figures are provided both with and without callouts. 

•	POWERPOINT PRESENTATIONS A one-click-per-slide presentation system provides 
PowerPoint	slides	for	every	subject	in	each	chapter.	Presentations	are	based	on	chapter	
objectives.

•	TEST BANK AND TEST ENGINE Test Banks include questions for every  chapter, 
feature objective-based and critical-thinking question types, and include page number 
references and figure references, when appropriate.

•	ADDITIONAL ACTIVITIES FOR STUDENTS Consists of Chapter Reinforcement 
Exercises, which are true/false, multiple-choice, and short answer  questions that help 
 students gain confidence in the material learned.

x Preface
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Preface   xi

CourseNotes 
Cengage Learning’s CourseNotes are six-panel quick reference cards that reinforce the 
most important and widely used features of a software application or technology con-
cept in a visual and user-friendly format. CourseNotes serve as a great reference tool 
for students, both during and after the course. CourseNotes are available for Adobe 
Dreamweaver	CS6,	HTML	5,	Web	2.0,	Buyer’s	Guide:	Tips	for	Purchasing	a	New	
Computer,	Best	Practices	in	Social	Networking,	Hot	Topics	in	Technology,	and	many	
more. Visit www.cengagebrain.com to learn more!

About Our Covers
The Shelly Cashman Series is continually updating our approach and content to reflect 
the way today’s students learn and experience new technology. This focus on student suc-
cess is reflected on our covers, which feature real students from The University of Rhode 
Island using the Shelly Cashman Series in their courses, and reflect the varied ages and 
backgrounds of the students learning with our books. When you use the Shelly Cashman 
Series, you can be assured that you are learning computer skills using the most effective 
courseware available.

Australia • Brazil • Japan • Korea • Mexico • Singapore • Spain • United Kingdom • United States

Jennifer T. Campbell

INTRODUCTORY

WEB DEsign
Fifth Edition

© Tom Kates/Cengage Learning

C8742_FM.indd   1 07/04/14   3:11 PM

C8742_FM.indd   11 07/04/14   3:29 PM

Copyright 2015 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



C8742_FM.indd   12 07/04/14   3:29 PM

Copyright 2015 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



1

Introduction

Designing and building a website is no longer a difficult, intimidating 

 undertaking; evolving web technologies have simplified the job. Applying 

web technologies is only part of what is required to produce a  successful 

website that is viewable on multiple devices and screen sizes. A website 

that effectively communicates, educates, entertains, or provides a venue 

for conducting business transactions also requires good web design. This 

book explains the basic elements of good web design and shows you how 

to develop compelling websites and webpages for specific purposes or 

 audiences. Chapter 1 begins the process by describing the Internet and the 

World Wide Web. Next, you learn about the various ways users connect 

to the Internet. The chapter then describes different types of websites and 

the tools for  creating them. Finally, the chapter discusses the various roles, 

responsibilities, and skills essential to successful web design.

The Environment  
and the Tools

Objectives
After completing this chapter, you will be able to:

 1. Describe the Internet and the 
World Wide Web

 2. Discuss ways to access the Internet 
and the web

 3. Categorize types of websites

 4. Identify web design tools

 5. Explain web design principles, 
roles, and required skills
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2 Chapter 1 The Environment and the Tools 

The Internet and the World Wide Web
A computer network consists of connected computers, mobile devices, printers, and 
data storage devices that share computing resources and data. Computer networks are 
everywhere — in home offices, in student computer labs, in public places such as coffee 
shops and libraries, and in the offices of organizations and businesses around the world. 
The Internet is a worldwide public network (Figure 1-1) that connects millions of these 
private networks. For example, on a college campus, the student lab network, the faculty 
computer network, and the administration network can all connect to the Internet.

What is Web 2.0?
Web 2.0 technologies 
and practices are 
designed to make 
users’ web experiences 
interactive by 
incorporating social 
media and user-driven 
content into webpages.

Q
&

A

Figure 1-1 The Internet is a worldwide public network that connects private networks.

World Wide Web

The World Wide Web (web) is a part of the Internet that consists of  connected 
 computers called web servers that store electronic documents called webpages. A 
 webpage is a specially formatted document that can contain images, text, interactive 
 elements, and hyperlinks, which are links to other pages. A website is a group of related 
webpages. A website’s primary page, or home page, typically provides information about 
the website’s purpose and content. Figure 1-2 shows the home page of Jive Software. Jive’s 
home page includes standard home page elements, including a company logo, navigation 
elements, a search feature, and links to additional content.

A hyperlink, or simply a link, is a word, phrase, or image that connects webpages. 
Figure 1-3 shows the Gourmet.com home page and the webpage that appears when you 
click a link on the home page. You often can identify a text link by its appearance. Text 
links usually are bold, underlined, or differ in color from the rest of the text. An image 
link might be more difficult to visually identify; however, if you are using a desktop or 

What is Internet2?
Internet2 is a major 
cooperative initiative 
among academia, 
industry, and 
government agencies 
to increase the 
Internet’s capabilities 
and solve some of 
its challenges. The 
nonprofit initiative 
has more than 300 
university, corporate, 
government, and 
international members 
and sponsors devoted 
to developing and 
using new and 
emerging network 
technologies that 
facilitate research and 
education.

Q
&

A
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The Internet and the World Wide Web 3

laptop computer, pointing to either a text or image link with the mouse pointer changes 
the pointer from an arrow to a hand pointer. When you tap or click a link, you might 
view a picture or video, listen to a song, jump to a different webpage at the same  website, 
or move to a webpage at a different website. Exploring the web by moving from one 
 webpage to another is sometimes called browsing or surfing the web. To visually indi-
cate that you have previously tapped or clicked a text link, the color of a tapped or clicked 
text link might change. You can see this change in color when you return to the webpage 
containing the tapped or clicked link.

Figure 1-2 A website’s primary page is its home page.

Figure 1-3 Webpages at the same website or across different websites are connected by links.

What is a landing 
page?
A landing page is the 
page on a website that 
a visitor sees when 
they tap or click a link 
from an ad, search 
engine result, or social 
media promotion. 
The copy on a landing 
page is specific to the 
method by which the 
user arrived at the 
page, and is often used 
as a marketing tool.

Q
&

A

Who originally 
created the World 
Wide Web?
Tim Berners-Lee, 
a programmer at 
CERN in Switzerland, 
is credited with 
the early vision 
and technological 
developments that led 
to today’s World Wide 
Web.

Q
&

A

Whether you choose to indicate hyperlinks in text by color, bold, or underline, be 

consistent throughout your website.
DESIGN 
TIP

logo

hyperlink to 
additional  
site content

navigation

Recipes  
link

home page

page that opens when you click 
Recipes from the home page
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4 Chapter 1 The Environment and the Tools 

Although some use the terms Internet and web interchangeably, remember that the 
Internet and the web are not one and the same. As stated previously, the Internet is a 
worldwide public network that links private networks. The Internet gives users access to a 
variety of resources for communication, research, file sharing, and commerce. The web, a 
subset of the Internet, is just one of those resources.

Influence on Society

The Internet and the web have significantly influenced the way the world 
 communicates, educates, entertains, and conducts business. Friends, families, and busi-
ness colleagues exchange electronic messages using email, chat, and texting. Students use 
the web for research, to access podcasts or transcripts of lectures, or to collaborate on a 
group project. People of all ages access the Internet and the web for entertainment using 
gaming, music, video, and other apps on their computers or mobile devices. Consum-
ers who shop online save time, gas, and sometimes money by taking advantage of online 
shopping websites and websites that offer reviews and pricing comparisons. Businesses use 
Internet and web technologies to interact with their suppliers and customers for increased 
productivity and profitability. Businesses can also use tools such as videoconferencing to 
reduce costs associated with business travel or to allow employees to telecommute. 

communIcAtIon Individuals and organizations of all types use websites to 
 communicate ideas and information. By effectively designing webpages and selectively 
choosing content, you can ensure that your website’s webpages deliver the website’s 
 message successfully and persuasively. When a webpage’s design is consistent,  balanced, and 
focused, and the content communicates trustworthiness, timeliness, and value, such as the 
MSN home page shown in Figure 1-4, you are more likely to save a link to the webpage, 
called a bookmark or favorite when using a browser, or create a shortcut to it on your 
desktop or mobile device’s home screen so you can revisit the website. On the other hand, 
you quickly will move on from a poorly designed website or if the content appears unreli-
able, outdated, or trivial. You will learn more about design values in Chapter 2.

What is cloud 
computing?
The term cloud 
computing refers to 
an environment where 
files and software are 
stored and shared 
online. For example, 
Google Drive™ 
provides a suite of 
online software, 
file storage, and 
collaboration tools. 
You can edit, save, 
and share documents 
without downloading 
either the software 
or the files to your 
computer.

Q
&

A

Figure 1-4 The MSN home page communicates up-to-date, accurate information.
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What is an app?
An app (short for 
application) is a 
software program. The 
term, app, typically 
refers to programs 
that run on mobile 
devices (mobile apps) 
or the web (web apps). 
Apps are an integral 
part of Internet 
technology. This book 
focuses on general 
web design principles 
rather than app 
development, design, 
and integration.

Q
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The Internet and the World Wide Web 5

Other communication options that rely on Internet and web technologies include 
email, blogging, social networking, social bookmarking, chat, instant messaging, virtual 
meetings and collaborative workspaces, video sharing, VoIP, interactive gaming, and 3D 
virtual worlds.

Businesses and individuals heavily rely on electronic messages called email. Popular 
email software, such as Mozilla® Thunderbird®, Microsoft Outlook®, Google Gmail™, or 
Windows Live Mail®, allows users to attach graphics, video, sound, and other computer 
files to email messages. Email is a fast, inexpensive, and widely used online communica-
tion tool.

Internet Relay Chat (IRC) and web-based chat are communication technolo-
gies that provide a venue, such as a chat room or discussion forum, where people with 
common interests can exchange text, video, files, or multimedia messages in real time. 
Instant messaging, also called IM chat, is another popular way individuals can exchange 
one-to-one messages in real time using a chat window that is only visible to those par-
ticipating in the chat. Examples of IM chat programs are AOL Instant Messenger® 
(AIM), Yahoo! Messenger, Windows Live Messenger®, ICQ®, and Trillian™. The differ-
ence between IRC and IM is that IRC chats are public exchanges between two or more 
people in a chat room who do not necessarily know each other. With an IM program, 
you chat privately with people you know. Social networking platforms such as Facebook 
 (Figure 1-5) and Twitter include IM technology. Mobile IM (MIM) enables users to chat 
using mobile devices.

Design your website so that it communicates trustworthiness, timeliness,  

and value.
DESIGN 
TIP

Is the Internet’s 
societal influence all 
good?
Being constantly 
connected has its 
price. In the past, 
employees’ workdays 
were done when they 
physically left the 
office, but now they 
can be expected to 
keep on top of work-
related communication 
during what used to 
be personal, family, 
or leisure time. The 
need to constantly 
check social media, 
sports scores, or text 
messages can have 
a negative effect on 
human relationships. 
To learn more, use a 
search engine to search 
for the Internet’s 
negative effects.

Q
&

A

Figure 1-5 IM chat programs allow users to exchange private messages in real time.

What is text speak?
text speak describes 
abbreviations and 
shortcuts for common 
phrases commonly 
used by text and chat 
users, such as LOL 
(laugh out loud) or 
gr8 (great). For more 
information, use a 
search engine to 
search for text speak.

Q
&

A

Technology vendors, such as Microsoft, WebEx, and GoToMeeting (Figure 1-6 on the 
next page),  provide access to collaborative workspaces or virtual meeting spaces, which are 
websites that allow users to communicate with each other using text, audio, video, whiteboard, 
and shared files without leaving their own desks. Businesses that use collaborative workspaces 
and virtual meeting spaces can improve employee productivity and reduce expenses.

chat 
window
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6 Chapter 1 The Environment and the Tools 

A blog (short for weblog), such as What’s Your Brave? (Figure 1-7), is an online 
 journal or diary. Millions of people go online to share ideas and information by hosting 
and participating in blogs — a process called blogging. Many blogs enable and encour-
age users to add comments to posts. Video sharing websites, sometimes called video 
 blogging websites, such as YouTube and Vimeo (Figure 1-7), allow users to share and 
comment on personal and professional videos.

Social networking is the term used to describe websites and apps, such as  Twitter, 
Instagram, Facebook, and LinkedIn (Figure 1-8), that allow participants to create a 
personal network of friends or business contacts. Users then use communication tools 
provided by the website to interact with those in their personal network by sharing text, 
comments, pictures, contacts, and more. Social bookmarking, provided by websites such 
as Delicious, Newsvine, FARK, StumbleUpon, and Digg (Figure 1-8), allows users to 
share their webpage favorites, bookmarks, and tags — keywords that reference specific 
images or documents — with others.

Figure 1-6 Collaborative workspaces support teamwork from remote locations.

Figure 1-7 Text and video blogging websites allow web users to share ideas, information, and video files.

sign up to 
subscribe

blog post

video 
playing

sharing 
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The Internet and the World Wide Web 7

Gamers by the millions interact with each other by playing massively multiplayer 
online games (MMOGs), such as MinecraftTM and World of Warcraft®. Others create 
alternative personas that live their lives in 3D virtual worlds, such as Second Life® or 
Entropia Universe®.

A wiki is a group of related webpages to which users add, edit, or delete content by 
using a web browser. A well-known example of a wiki is Wikipedia, an online encyclope-
dia. Figure 1-9 shows a Wikipedia webpage that displays information about mobile web 
browsers.

EducAtIon There are very few topics you cannot learn about by turning to the web. 
You can take an online course from an academic institution to earn a degree or certifi-
cate, or watch a video or read a blog post by an amateur expert. Several universities and 
academic institutions, such as MIT, publish some or all of their educational materials 
online, including homework and video lectures, so that they are free and open to everyone 

Figure 1-8 Social networking websites and social bookmarking websites allow users to share information with one another.

Figure 1-9 Wikipedia and other wiki websites enable users to catalog and manage content collaboratively.

What does it mean 
to “go viral”?
When many users 
view and share an 
article, blog entry, 
website, or video with 
others using social 
networking, blogs, 
and mass media, 
exposing the content 
to thousands or 
millions of users in a 
short amount of time, 
inspiring commentary 
and in some cases 
imitations, the content 
has “gone viral.” 
Q

&
A

What are hashtags?
A hashtag is a word 
or phrase preceded 
by the # symbol. 
Posters on Twitter 
and social networking 
websites such as 
Instagram commonly 
use hashtags. Use 
of hashtags creates 
a group of related 
messages, such as all 
messages regarding 
a TV show, a certain 
celebrity, or an event 
such as an election.
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8 Chapter 1 The Environment and the Tools 

(Figure 1-10). Instructors often use the web to publish podcasts or videos of lectures, 
 webpage links for research, syllabi and grades, and more for their students. 

EntErtAInmEnt And nEWS Interactive multimedia experiences and continually 
updated content lure millions of people to the web for entertainment and news. Popular 
entertainment websites offer music, videos, sports, games, and more. For example, you 
can use the web to watch last night’s episode of your favorite television program, check 
out entertainment news at IMDb (Figure 1-11), or play fantasy baseball at mlb.com. At 
sophisticated entertainment and news websites such as NBCNews.com (Figure 1-11), you 
can read news stories or watch news clips or video clips from programs. Additionally, the 
NBCNews website provides interactive elements, such as the ability to add comments or 
share an article on your social media profile. 

Figure 1-10 The web offers formal and informal teaching and learning opportunities.

What is flipped 
classroom?
Flipped classroom 
is a teaching model 
where students 
learn the concepts at 
home, often using 
web technologies 
such as ebooks and 
instructor-created 
videos of lectures. 
Classroom time is 
spent employing the 
practices learned at 
home. 

Q
&

A

Any formal or informal educational website should contain content that is timely, 

accurate, and appealing. Such websites also should include elements to provide 

feedback, maintain records, and assess learning. Educational websites should also 

include information about the authority or experience of the website’s content 

providers.

DESIGN 
TIP

Include methods to share your website’s content by providing links to send 

 content using email, or post to the user’s Facebook page, RSS feed, or account 

on Pinterest or Twitter. Also provide links to related content that website users 

would find interesting and relevant.
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TIP
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The Internet and the World Wide Web 9

E-commErcE Electronic commerce or e-commerce encompasses a wide  variety 
of online business activities, including consumer shopping and investing and the exchange 
of business data and transactions within a company or among multiple  companies 
 (Figure 1-12). For example, a pet groomer might offer his or her services using an 
 e-commerce website where a pet owner could find valuable information, such as the 
 groomer’s telephone number, location, list of services, and rates charged; the pet owner 
could then schedule an appointment online. At the other end of the e-commerce spectrum, 
a large manufacturing company could use the Internet and the web to communicate policies 
and procedures to its employees, exchange business information with its vendors and other 
business partners, process sales transactions, and provide online support to its customers.

E-commerce websites can be categorized by the participants involved in the 
 transactions (Figure 1-13), such as businesses and consumers.

Figure 1-11 Entertainment and news websites provide continually updated multimedia content.

Figure 1-12 B2C, B2B, and C2C are types of e-commerce transactions.

To develop an e-commerce website, you must determine the potential customers 

for your products or services. If appropriate to do so, associate your e-commerce 

website with a database that supplies up-to-date product information such as 

available inventory, sizes, colors, and more. Provide a search feature so custom-

ers can easily find what they need, and electronic payment services, such as direct 

purchase or a third-party payment service such as PayPal.
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E-commerce transaction types

Category Description

Business-to-consumer (B2c) e-commerce B2C e-commerce involves the sale of an endless 
assortment of products and services directly to 
consumers. Transactions take place between an 
online business and an individual consumer.

Business-to-business (B2B) e-commerce B2B e-commerce involves the sale of products 
and services and the exchange of data between 
businesses, and accounts for the majority of 
e-commerce transactions in the corporate world.

consumer-to-consumer (c2c) e-commerce In C2C e-commerce, business transactions 
occur between consumers. Examples of C2C 
e-commerce include online auctions and  
person-to-person classified ads.
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