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BackgroundBackground

www theOEC orgwww.theOEC.org
• Website designed in 2004

 C S  ll P   ff b  • No CMS, all HTML/FTP, one staff member 
to update
N i i   d• Navigation not connected

• Limited social media sharing, no RSS, etc.
• 3- to 4-click donation process hindered 

fundraising







BackgroundBackground

• 2012 - Financial conditions right to 2012 Financial conditions right to 
update website and online presence

• Planning began in Feb  2012 • Planning began in Feb. 2012 
launch set for Nov. 2012
rescheduled for Jan  2013 (after holidays)rescheduled for Jan. 2013 (after holidays)

• Budget: $30,000, excluding hosting costs 
d t l h t/ i tand post-launch support/maintenance



Plan for the PlanPlan for the Plan
14-page document detailing 6 phases of project:

1 i t l d t l di  d h 1. internal and external discovery and research 
including budget, goals, timeline, scope of 
work, selecting CMS; , g ;

2. creating the project RFP and selecting the 
developer;

3. designing the site; 
4. creating content; 
5 d t i i g g i g d  d5. determining ongoing needs; and
6. planning for future stages of the website.



GoalsGoals
• Strategic Objective
• Measurable Goals• Measurable Goals
For first year after launch:
 Increase revenue generated online by 50% Increase revenue generated online by 50%
 Increase unique page visitors by 30%
 25% more “social shares” from website 25% more “social shares” from website
Traffic goals:
 Ti it i t 3 i t Time on site: increase to 3 minutes
 Pages viewed per visit: increase to 3
 B d f 80% 50% Bounce rate: reduce from 80% to 50%



1) Research & Discovery1) Research & Discovery
• Web Team  

G l  l i• Google analytics
• User personas

B di g/ gi g• Branding/messaging
• Wishlists > outline functions & features
• Outline navigation• Outline navigation
• Review CMS
• Gather photographyGather photography
• New donation software
• Focus groups – internal and externalFocus groups internal and external
• External surveys



User PersonasUser Personas



Choosing Drupalg p
Needs:
• CMS that will serve us for the long-term
• Flexibility in layouts (different template pages)
• Sufficient IT support available and it should still be in 

operation for many years to comep y y
• Not hosted through FTP
• Mobile-ready, if not a separate site

Reviewed: 
• Joomla - tons of nonprofits use this

l f h d h ld• Drupal - one of the most used in the world
• Wordpress - easy to use but very limited in abilities
• Tumblr - new CMS similar to WordpressTumblr new CMS similar to Wordpress
• Plone
• DotNetNuke



2) RFP & Developer2) RFP & Developer

• 14-page RFP to 7 different firms14 page RFP to 7 different firms
 Must be experienced in Drupal or give               

compelling reasons to use something else

• Selected Database Designs dbdes.com

Drupal themer (front-end) (MA)p ( ) ( )
Back-end developer (CA)
Project Manager (MA)

• Selected freelance graphic designer who 
has worked with DBDES careyotto.com (OR)



3) Designing the Site 3) Designing the Site 

• Navigation outline & wireframes > feedbackNavigation outline & wireframes > feedback
• Graphic design options > feedback
• Specs: Core Drupal 7  AdaptiveTheme  • Specs: Core Drupal 7, AdaptiveTheme  

with the responsive CSS disabled
R i d iResponsive design
Very fast
HTML5
Web content accessibility (WCAG 2.0)                   
for people with disabilities







3) Designing the Site 3) Designing the Site 

• Rely as much as possible on CSS and standardRely as much as possible on CSS and standard 
dynamic layout features built into Views, 
Blocks Panels and/or Context etc ratherBlocks, Panels and/or Context, etc., rather 
than on complex template logic and 
embedded codeembedded code

• Taxonomy, vocabulary & tagging













Building the SiteBuilding the Site

• 420 billable hours by DBDS (only charged half)420 billable hours by DBDS (only charged half)
• Started development in August –
launched mid Januarylaunched mid‐January

• Graphic designer – brought in after 
i f dwireframes agreed on

• According to developers, site was very 
straightforward to build



4) Content Development4) Content Development

• All content written and/or edited by All content written and/or edited by 
Marketing Team (Dir. and Assoc.)

• Staff very involved in determining • Staff very involved in determining 
content for their sections
T i i   D l l  • Training on Drupal early on

• Transfer/update old site content -
archive of material to populate new site
Press releases, position papers, news clips



5-6) Ongoing & Future Needs5 6) Ongoing & Future Needs

DBDES Ongoing Support ContractDBDES Ongoing Support Contract
• Quarterly VPS security updates and Drupal updates, 

estimated at 2 - 4 hours per quarter
• Ongoing support, e.g., training, support, and small 

site enhancements, on a per request basis
Web formsWeb forms
 Splashify

NTEN Drupal ChatNTEN Drupal Chat
Linode for hosting
N t t  (d d t  f di ) Next stages (dependent on funding) 



Web FormWeb Form



SplashifySplashify



ChallengesChallenges
• Tight Budget
 All t t dd d i t ll All content added internally
 Not everything on wishlists
 No separate/customized mobile site
 Built just before responsive sites were really 

small‐budget affordable
• Third Party Integration
 Convio – email and action alert system. HTML5 

not supported by Convio's WYSIWYGpp y
• Staff pushback









ResultsResults
• Clean, color photos, and easy to navigate
U i diff t l d l i ti t th• Using different colors and clear navigation at the 
top and left, visitors always know where they are 
and where else they can goy g

• Content‐wise, the site is more reflective of the 
OEC as an organization, bringing our work to the 
forefront and giving people immediate actions toforefront and giving people immediate actions to 
take on every page

• Variety of ways to view related infoy y
• Staff trained on writing for web (SEO combined            
with messaging), using WSIWYG with editor                  
i ht lrights only





















ResultsResults

• 6 5% under budget6.5% under budget
• Overwhelming positive review from 

supporters/donors  board and staff supporters/donors, board and staff 
members
E ti l ffi i  i  ti  d • Exponential efficiency in creating and 
updating content = saved staff time



Stats Compared Jan. to Nov.p
Year to Year

Goals Results

Increase online donations by 50% 52% increase

Increase unique page visitors by 30% 19% increase

25% more “social shares” from website 87% increase

Increase time per session to 3 minutes 58 seconds to 2:03

Increase pages viewed per visit to 3 1.61 pages per visit to 2.04

Bounce rate: reduce from 80% to 50%. From 80% to 71%
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