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	BLOG
	Blogs are short, frequently updated posts that are arranged chronologically - like a what's new page or a journal. The content and purposes of blogs vary greatly - they can simply provide links and commentary about other web sites; they can be a form of "latest news", or they can be diaries, photos, poetry, mini-essays, project updates, even fiction. Blogs posts are like instant messages to the web.

Blogger http://www.blogger.com/ 

Livejournal http://www.livejournal.com/ 

	
	

	CHUNKING
	Chunking is the process of breaking up text into shorter chunks, and the task of writing meaningful headings and subheadings for the resulting sections. On the Web, this is often necessary even when the text was originally written as a long coherent piece with no visual indicators of structure (a practice known as rewrite editing). Aim to produce coherent chunks focusing on specific topics, in order to allow users to select and read only topics of interest. When appropriate, a long, printable coherent piece can be provided alongside the chunked version.

	
	

	COMMUNITY BLOG
	Community-based blogs such as slashdot (/.) and kuro5hin have been termed collaborative media - in these news sites, anyone can submit an article and vote and comment on other articles, giving rise to a new form of group journalism.

Slashdot http://www.slashdot.org/ 

Kuro5hin http://www.kuro5hin.org/ 

Metafilter http://www.metafilter.com/ 

	
	

	THE "FOLD"
	For newspapers, the fold marks the point where a newspaper is folded in half. Important information and the lead story appear above the fold because they are visible even when the paper is lying folded. The fold on a web page is the point below which users with average-sized screens will need to start scrolling.

	
	

	GENRE
	A genre is a category of composition, as in music, film, literature, or, more recently the Web. It is marked by a distinctive style, form, or content, which allows readers/viewers/users to recognise whether they are dealing with, for example, a soap opera or a horror movie. On the Web, new genres have, and are still evolving, such as for example, personal home pages, corporate web sites, or large "portals".

	
	

	INFORMATION ARCHITECTURE
	Information architecture describes the design of the organisation, categorisation, labelling, navigation, and searching systems on a Web site that helps users find, use and manage information.

	
	

	INFORMATION SCENT
	The theory of information scent tries to explain how people find and use information by comparing them to animals foraging for food. As "informavores", we forage about in information spaces, looking for the best information, following scents which seem promising. In areas where we don't pick up the particular scent of the kind of information we need, we simply move on. (e.g. Card et al 2001). When users are browsing, they need labelling systems, which help them to get to the right destinations. Each link should carry the scent of the destination to which it leads. When users are searching, the language they use to formulate queries needs to match the language used on the web site - in documents, their titles and in their metadata. If  the users of a site are undecided, frustrated, or confused, there is a good chance that the information scent on that site has been poorly designed.

	
	

	INVERTED PYRAMID
	The inverted pyramid is a journalistic method of writing a story using a summary lead paragraph and arranging the facts in diminishing order of importance. Journalistic articles start with the conclusion, and provide the key information in the first paragraphs ("Police used tear gas and rubber bullets to break up yesterday's peaceful protest against current energy policies.") The inverted pyramid refers to a triangle turned upside down. These articles are "top-heavy" as they start with the most important points and end with the least important. Since the "weightiest" information comes first, readers can stop reading after the first couple of paragraphs and still get the most important parts of the article.

	
	

	KICKERS
	In journalism, a kicker is a short, lead-in phrase above the main headline.

	
	

	LEAD PARAGRAPH
	This is the introductory paragraph or sentence that leads into the story. In classic journalistic writing, a summary lead answers the key questions Who?, What?, When?, Where?, Why? and How?

	
	

	LINK TEXT
	Link text is the descriptive text which anchors most links. This text should be as informative as possible, if the user is to understand where the link will take them.

	
	

	LINK TITLES
	Link titles are one of the less-used attributes of the HTML anchor tag. An example of a link title is 

<a link='http://www.writing.uct.ac.za/" title="A course teaching content development for the Web.">Writing for the World Wide Web</a>

Link titles help web users to understand where they will go if they click on a particular link, thus contributing to the "rhetoric of departure" which is necessary in order to combat disorientation and improve navigation on the Web. 

	
	

	LOCAL NAVIGATION
	These are the local sub-categories of the site, and are conventionally represented in navigational links that are specific to each main section of the site.

	
	


	METADATA
	Metadata on web pages is hidden data about data. It provides descriptive information about web resources, much like a card or computerized catalogue of a library provides descriptive information on the books in a library. Web page metadata  is sometimes used by search engines to display descriptions in their results lists. It can also be used by search engines to inform the decision about whether a particular page matches a user's query.

	
	

	MICROCONTENT
	On the Web, or in email, microcontent is a succinct snippet (about 40-60 characters) of text, which explains, stands in for and links to a more substantial piece of content, in another context. This could be the header of an email. Given this explanatory function, the microcontent needs to be as informative as possible: "Unless the title or subject make it absolutely clear what the page or email is about, users will never open it" (Nielsen).  Examples of microcontent include email headers, SMS messages, web page titles, and web page headlines.

	
	

	NAVIGATION
	The navigation of a site is the way in which the links which take users around the site are organised. A site’s navigation may be organised by topic (hierarchically), through a database, by date or alphabetically, or through unstructured hyperlinks.

	
	

	OVERVIEW PARAGRAPH
	Like the lead paragraph of a journalistic article, the overview paragraph of a web article or whole web site provides an overview or summary of the content of the entire article or site. Such overviews are most useful when they contain links to the content they summarise.

	
	

	PAGE TITLES
	This is the title of the page, as it appears in the HTML header of the document, e.g. <title>Writing for theWorld Wide Web: Guidelines for successful communication</title>.

	
	

	PERSISTENT NAVIGATION
	Persistent navigation refers to the major categories of the site, and is conventionally represented in navigational links which are present on each page of the site.

	
	


	PULL QUOTE
	A pull quote in print journalism is a short quote from an article that is pulled out and highlighted because it expresses a key idea, an interesting or dramatic viewpoint, or a pithy summary of the topic. Pull quotes are differentiated from the body of an article by being set in a visually distinctive format and type to attract readers, and aid in skimming. Pull quotes are also effective when you need to add visual interest to otherwise monotonous columns of plain text.

	
	

	SKIMMING AND SCANNING
	Skimming and scanning are useful reading practices for people who need to make sense of a great deal of information quickly. Skimming involves searching for the main ideas - readers often do this by reading the first and last paragraphs. They also note any other organizational cues, such as summaries and sub-headings. Scanning involves readers running their eyes down the page looking for specific facts or key words and phrases.

	
	

	SLASHDOT
	See Community blogs

	
	

	TAGLINES
	In marketing, taglines are used to communicate a message about a product or brand (e.g. Kentucky Fried Chicken "Finger Lickin' Good", Nike "Just Do It") on the Web, a tagline communicates your web site's identity and purpose in one very short sentence. Taglines are usually associated with the site logo, often in the top left-hand corner of the page layout (for Western sites). Taglines are particularly important if the name of the site is not self-explanatory, and doesn’t make plain what users can find there. Similarly taglines are useful if the site is not well-known, or if the public have an incorrect perception of the site’s orientation.

	
	

	TEASER
	In a newspaper, the teaser is a front-page box or boxes advertising a paper's inside contents, sometimes called the menu. The idea is that these boxes tease the reader to continue reading inside the paper. A similar strategy is used on web sites, although the use of enigmatic, humorous or misleading teasers is not always appropriate.
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