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LEARNING OBJECTIVES 

• Enhance understanding of the role a digital presence can play in creating and 
supporting the service delivery system for providers and people living with 
HIV 

• Increase awareness of how graphic design, information architecture and its 
principles can impact outcomes along the HIV care continuum  

• Provide tools, techniques including new media and existing best practices to 
improve the digital presence of the Ryan White HIV Programs  

design information  
architecture 

plain  
language 

health  
literacy 

new media &  
best practices 
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Numerous RWHAPs throughout the country maintain a digital presence through their website. In fact a common practice for these planning bodies is to only use their sites as a means to post minutes, agendas and any other supporting documents thereby satisfying the federal legislative requirements.

(ii) The records, reports, transcripts, minutes, agenda or other documents which were made available to or prepared for or by the council shall be made available for public inspection and copying at a single location.


Often these websites are a missed opportunity to strengthen and support the service delivery system and people living with HIV (PLWH). The impact a well-designed site can have is both far-reaching and instrumental in a program’s mission to align itself to the National HIV/AIDS Strategy to achieve an AIDS-free generation by 2020. By utilizing best practice principles of graphic design, information architecture, plain writing and clear communications, health literacy and health education, RWHAP websites can be a significant digital tool used to engage and empower consumers, support providers and involve stakeholders in the community. 



DIGITAL LEXICON 

• Digital Presence 

• Information Architecture 

• Content Strategy 

• Plain language 

• Health literacy 

• New media 

• Responsive web design 

• User experience 

 

It’s all that stuff you do online with your story 
(that’s a new name for really cool content that 
has a narrative). Like engaging with customers 
on social media and your website… 
 

The practice of deciding how to arrange the 
parts of something to be understandable. 
 

Content strategy focuses on the planning, 
creation, delivery, and governance of 
content.  Content not only includes the words 
on the page but also the images and multimedia 
that are used.  

Writing designed to ensure the reader understands 
as quickly, easily, and completely as possible. Plain 
language strives to be easy to read, understand, and 
use. It avoids verbose, convoluted language and 
jargon 
   

The degree to which individuals have the capacity 
to obtain, process, and understand 
basic health information and services needed to 
make appropriate health decisions. Health 
literacy is dependent on individual and systemic 
factors: Communication skills of lay persons and 
professionals. 
   

Interactive forms of communication that use the 
Internet, including podcasts, RSS feeds, social 
networks, text messaging, blogs, wikis, virtual 
worlds and more! 

Responsive web design (or "RWD") is a type of 
web design that provides a customized viewing 
experience for different browser platforms 
A RWD will display a different interface 
depending on what device is used to access the 
site. For example, a responsive website may 
appear one way on a laptop, another way on 
a tablet and still another way on a smartphone. 

Focuses on having a deep understanding of 
users, what they need, what they value, their 
abilities, and also their limitations.  It also takes 
into account the business goals and objectives 
of the group managing the project. UX best 
practices promote improving the quality of the 
user’s interaction with and perceptions of your 
product and any related services. 
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Digital Presence: It’s all that stuff you do online with your story (that’s a new name for really cool content that has a narrative). Like engaging with customers on social media and your website…
Information Architecture: The practice of deciding how to arrange the parts of something to be understandable.
Content Strategy: Content strategy focuses on the planning, creation, delivery, and governance of content.  Content not only includes the words on the page but also the images and multimedia that are used. 
Plain language: Writing designed to ensure the reader understands as quickly, easily, and completely as possible. Plain language strives to be easy to read, understand, and use. It avoids verbose, convoluted language and jargon
Health literacy: The degree to which individuals have the capacity to obtain, process, and understand basic health information and services needed to make appropriate health decisions. 1. Health literacy is dependent on individual and systemic factors: Communication skills of lay persons and professionals.
New media: Interactive forms of communication that use the Internet, including podcasts, RSS feeds, social networks, text messaging, blogs, wikis, virtual worlds and more!
Responsive: Responsive web design (or "RWD") is a type ofweb design that provides a customized viewing experience for different browserplatforms. A website created with RWD will display a different interface depending on what device is used to access the site. For example, a responsive website may appear one way on a laptop, another way on a tablet, and still another way on smartphone.
User experience: Focuses on having a deep understanding of users, what they need, what they value, their abilities, and also their limitations.  It also takes into account the business goals and objectives of the group managing the project. UX best practices promote improving the quality of the user’s interaction with and perceptions of your product and any related services.



DIGITAL  
PRESENCE 



DIGITAL PRESENCE BASICS 

• What is digital presence? 

• Building blocks of a digital presence 

• The importance of a digital presence 

• What is a digital presence for Ryan White HIV/AIDS 
Programs? 



WHAT IS A DIGITAL PRESENCE? 

Your digital presence is the sum of all your online activities across web, mobile, 
social, and even large screen. In essence, it’s your organization, business or 
program….just online. And having a good or bad digital presence can have 
material impact on your brand, your revenue, and, most importantly, your long 
term success. 
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Presentation Notes
Having a digital presence simply means that you occupy space online – simply put. 10 years ago this meant having your own company website. If you had one, you were probably quite content that your company was keeping up with the advances into digital. Perhaps you even considered your organization to be ‘digitally savvy’. Today, you have social media, mobile, and all forms of online advertising to consider when it comes to creating a digital presence for your brand - and it encompasses so much more than just a website.

Your users want access to information about your offerings when they need it, and they’re accessing it via a range of different devices. You now not only need to think about making themselves available digitally, but they also need to consider how their brand is presented to the ‘always-connected’ consumer who is accessing information from desktops, smartphones and tablets – on the move, instantaneously. INSERT FACTS AND FIGURES REGARDING MINORITES ACCESSING MOBILE LAYOUTS




BUILDING BLOCKS OF A DIGITAL PRESENCE? 

1. Content 

2. Strategy 

3. Design/IA 

4. Technology / Responsive 

 

Presenter
Presentation Notes
If you don't have a digital presence today, you don't exist.

This statement might give you anxiety, but without a proper plan, you shouldn't rush to expand your online presence. You need a solid foundation on top of which to build what really amounts to your front door to the world. The importance of this shouldn't be lost on you, and you'll need a dependable framework to serve as a guide.

To build a stable foundation, you need to address four unique and interrelated components: content, strategy, design and technology. Your focus on each of these must be in equal and measured parts, ensuring a balanced approach to your digital presence. Think of the components as four table legs, where over- or under-emphasizing one will result in the table falling over.

Content: The first issue you need to address is defining the message you want to communicate. Typically this begins with your mission statement and expands from there to convey what your product or service can do for potential customers.
This message often is born from advertising or marketing teams, but you should remember that in the digital world, it's critical to focus on engagement. At the heart of the internet is interactivity, and it's critical to acknowledge that we operate in an environment of engagement, rather than an old broadcast model.

Strategy: Once you have defined the "what," fine tune it by addressing why you are in business and why would someone want to listen to and engage with your message. Combining the "what" and the "why" helps you crystallize a plan for your messaging and communications. Your strategy should focus on your engagement over a period of time to establish a relationship with customers. This will chart your roadmap, guiding your company from where you are to where you would like to be.

Design: By now, you know what your message is and why you are communicating it, but if the receiving party doesn't engage with it, you've failed. The packaging for your message is extremely important, so this is where aesthetics and customer experience come into play.
The rise of digital at the end of the last century and through the last decade saw the parallel focus on usability. A well-designed user experience can really differentiate your company from the rest of the market.
The design and aesthetics of your message are just as important -- and unfortunately, sometimes more so -- than the actual content. It has to be accessible, engaging, and understandable so that the receiving party can absorb and process what is being communicated.

Technology: The final component is often the least understood and, as a result, overlooked. Everyone knows how to drive a car, but very few understand how the car works. Similarly, everyone is online, and yet, a very small group of individuals truly understand how digital technology works.
The fourth, and most important, component is technology. I do admit a slight bias toward this, given my role as a CTO, but objectively, one can't overstate its importance. Without the proper tools to execute the job, it doesn't matter what your message is, why you are communicating it or what it looks like. You will be unable to connect or engage with your customers without appropriate technology.

By no means is this a comprehensive plan which you can plug and play into your business environment. It's high-level guidance outlining the four key components required to drive digital success.



THE IMPORTANCE OF A DIGITAL PRESENCE FOR A RWHAP 

● SUPPORTS  Providers by publicly stating eligibility requirements making it easier for clients to access care, 
thus improving the client experience at Provider sites 
 

● CONNECTS people with information and services. This includes connecting individuals with healthcare 
providers and people living with HIV with one another. New media can also connect the families, friends, and 
caregivers of people living with HIV ands AIDS to resources for their loved ones and themselves. 
 

● COLLABORATES with other people—including those within your organization or community. 
 

● CREATES new content, services, communities, and channels of communication that help you deliver 
information and services. 
 

● EFFECTIVE management of chronic conditions 
 

● IDENTIFIES populations & demographic 
○ Unaware of status 
○ Newly diagnosed 
○ Those engaged in HIV care 
○ Service providers 
○ Planning council members 
○ Caregivers 
○ Major stakeholders in the community 
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Presentation Notes
With nearly 90% of Americans now online and nearly half of all consumers making decisions based on online data, the digital frontier is more important than ever before. 

Patients access to handheld devices such as smartphones and tablets and their associated health applications can enhance doctor-patient communication and enable patients to more effectively focus on their well-being. 

Participants in the roundtable articulated two major arguments for why health care providers, insurance carriers, and other stakeholders should expand utilization of mobile platforms and go the extra mile to promote the use of mobile devices and applications in underserved communities. First, mobile devices, telemedicine and health applications can bolster preventive and follow-up care for minority mobile users, thereby improving their health outcomes. Second, mobile technology has the potential to reduce administrative expenses and inefficiencies that contribute to rising healthcare costs and reduce access to affordable care.

As of 2010, 59% of all adult Americans go online wirelessly12 – that is, they access the Internet with a laptop using a wi-fi connection or mobile broadband card, or they do it via cell phone– an increase over the 51% reported the previous year.13 Further, a recent Joint Center study found that people of color lead the way in mobile access, especially using handheld devices.14 It said “nearly two-thirds of African Americans (64%) and Latinos (63%) are wireless Internet users, and minority Americans are significantly more likely to own a cell phone than their white counterparts (87% of blacks and Hispanics own a cell phone, compared to 80% of whites).”15 

Data collected from the California HealthCare Foundation found that “89% of people with mobile Internet seek health information online compared to 40% of consumers with a wired connection.”16 Among minorities, African American cell phone owners (15%) are more likely than whites (7%) and Latinos (11%) to use these mobile health applications (such as those outlined below).17 Additionally, 25% of African-American cell phone owners have looked up health information on their phone, compared to 15% of whites and 19% of Latinos.18
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WHAT IS A DIGITAL PRESENCE FOR RWHAP? 

Information Architecture 
Design 



INFORMATION  
ARCHITECTURE 



INFORMATION ARCHITECTURE BASICS 

• What is Information Architecture 

• Why a well thought out IA matters 

• What you need to know 

 

Presenter
Presentation Notes
Our understanding of the world is largely determined by our ability to organize information. Where do you live? What do you do? Who are you? Our answers reveal the systems of classification that form the very foundations of our understanding. We live in towns within states within countries. We work in departments in companies in industries. We are parents, children, and siblings, each an integral part of a family tree.

We organize to understand, to explain, and to control. Our classification systems inherently reflect social and political perspectives and objectives. We live in the first world. They live in the third world. The way we organize, label, and relate information influences the way people comprehend that information.




WHAT IS INFORMATION ARCHITECTURE 

• The organization, search, and navigation 
systems that help people to complete tasks, 
find what they need, and understand what 
they've found. 
 

Presenter
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As information architects, we organize information so that people can find the right answers to their questions. We strive to support casual browsing and directed searching. Our aim is to apply organization and labeling systems that make sense to users.
Information Architecture Basics
Information architecture (IA) focuses on organizing, structuring, and labeling content in an effective and sustainable way.  The goal is to help users find information and complete tasks.  To do this, you need to understand how the pieces fit together to create the larger picture, how items relate to each other within the system.




WHY A WELL THOUGHT OUT IA MATTERS 

• Build bridges between: 
 

 Users & Content 
 Strategy & Tactics 
 Units & Disciplines 
 Platforms & Channels 
 Research & Practice 
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Why a Well Thought Out IA Matters
According to Peter Morville , the purpose of your IA is to help users understand where they are, what they’ve found, what’s around, and what to expect.  As a result, your IA informs the content strategy through identifying word choice as well as informing user interface designand interaction design through playing a role in the wireframing and prototyping processes.



WHAT YOU NEED TO KNOW 

• In order to be successful you need a diverse understanding of 
industry standards for creating, storing, accessing and presenting 
information. 

 Organization Schemes and Structures 
 Labeling Systems 
 Navigation Systems 
 Search Systems 

Presenter
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What You Need to Know
To be successful, you need a diverse understanding of industry standards for creating, storing, accessing and presenting information. The main components of IA:
Organization Schemes and Structures: How you categorize and structure information
Labeling Systems: How you represent information
Navigation Systems: How users browse or move through information
Search Systems: How users look for information

In order to create these systems of information, you need to understand the interdependent nature of users, content, and context.  Rosenfeld and Morville referred to this as the “information ecology” and visualized it as a venn diagram.  Each circle refers to:
Context: business goals, funding, politics, culture, technology, resources, constraints
Content: content objectives, document and data types, volume, existing structure, governance and ownership
Users: audience, tasks, needs, information-seeking behavior, experience






WHAT YOU NEED TO KNOW 
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What You Need to Know Pt II

In order to create these systems of information, you need to understand the interdependent nature of users, content, and context.  Rosenfeld and Morville referred to this as the “information ecology” and visualized it as a venn diagram.  Each circle refers to:
Context: business goals, funding, politics, culture, technology, resources, constraints
Content: content objectives, document and data types, volume, existing structure, governance and ownership
Users: audience, tasks, needs, information-seeking behavior, experience






DESIGN AND YOUR DIGITAL PRESENCE 



DESIGN BASICS 

• Basic Elements of Visual Design 

• Principals of Visual Design 

• Why Visual Design Works 
 

 



BASIC ELEMENTS OF VISUAL DESIGN 

• Color palette choices and combinations  

• Typography  

• Your organizations brand 
 

 

Presenter
Presentation Notes
Color palette choices and combinations are used to differentiate items, create depth, add emphasis, and/or help organize information.  Color theory examines how various choices psychologically impact users.
Typography refers to which fonts are chosen, their size, alignment, color, and spacing.
Your organizations brand




PRINCIPLES FOR CREATING A VISUAL DESIGN 

A successful visual design applies the following principles to elements noted above and effectively brings them 
together in a way that makes sense.  When trying to figure out how to use the basic elements consider: 

Unity has to do with all elements on a page visually or conceptually appearing to belong together. Visual 
design must strike a balance between unity and variety to avoid a dull or overwhelming design. 

Gestalt, in visual design, helps users perceive the overall design as opposed to individual elements. If the 
design elements are arranged properly, the Gestalt of the overall design will be very clear. 

Space is “defined when something is placed in it”, according to Alex White in his book,The Elements of Graphic 
Design. Incorporating space into a design helps reduce noise, increase readability, and/or create illusion. White 
space is an important part of your layout strategy. 

Hierarchy shows the difference in significance between items.  Designers often create hierarchies through 
different font sizes, colors, and placement on the page. Usually, items at the top are perceived as most 
important. 

 

 



PRINCIPLES FOR CREATING A VISUAL DESIGN 

Balance creates the perception that there is equal distribution.  This does not always imply that there is 
symmetry. 

Contrast focuses on making items stand out by emphasizing differences in size, color, direction, and other 
characteristics. 

Scale identifies a range of sizes; it creates interest and depth by demonstrating how each item relates to each 
other based on size. 

Dominance focuses on having one element as the focal point and others being subordinate.  This is often done 
through scaling and contrasting based on size, color, position, shape, etc. 

Similarity refers to creating continuity throughout a design without direct duplication. Similarity is used to make 
pieces work together over an interface and help users learn the interface quicker. 
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Before we talk about how we pulled it all together, let’s go back in time to look at the challenges the LVTGA site was experiencing….



WHY VISUAL CONTENT WORKS 

• Why is visual communication so powerful? It isn’t just because of the pretty pictures; 
it’s straight-up science. The brain absorbs and synthesizes visual information faster 
than any other stimuli, making visual content an incredibly effective medium. 
 

• We are now in the age of visual information where visual content plays a role in every 
part of life. As 65 percent of the population is visual learners, images are clearly key to 
engaging people. 
 

• With faster broadband, cellular networks, and high-resolution screens, high-quality 
images are playing a bigger part in visual design.  



WHY  

OUR BRAINS 

LOVE  

VISUAL CONTENT 

VISUAL CONTENT IS ONE OF THE MOST POWERFUL 
COMMUNICATION MEDIUMS. IT’S SIMPLE: 
OUR BRAINS PROCESS VISUALS MORE EFFICIENTLY 
THAN TEXT ALONE, WHICH MAKES VISUAL CONTENT 
MORE INTERESTING, ENGAGING AND EFFECTIVE 



WHY IT WORKS VISUAL CONTENT IS EFFECTIVE BECAUSE IT’S 

THE TYPE OF COMMUNICATION OUR BRAINS 

CRAVE 

Time is takes for our 
brains to process visual 
cues: 

Average user 
attention span: 

¼ second 8 seconds 







COMPREHENSION 
Our brains are pre-wired to automatically interpret 
relationships between objects, allowing for almost instant 
comprehension with minimal effort. 
 
Notice how quickly your eye finds variations in these 
attributes! 

The brain also interprets visuals faster 
than it can process the language 
associated with them. 
 
Which sign below is easier to process? 



RETENTION 
Our visual system is able to make rapid connections to already-stored information in our 
memories, helping cement concepts in our brains. 
 

Design devices facilitate this connection and retention 
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A design with an aesthetic and emotional appeal also prompts a qualitative connection deepening the encoding of information and making retention more likely!




LVTGA REDESIGN CHALLENGES 

It looks like an amateur 
created the website; it is 
not eye catching… 
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HEADER
First and foremost, headers provide site identity and in some cases global navigation and a search function. Occassionally other tools are located within the header as well. The exact location and arrangement of the components vary from site to site, but the overall design pattern has become fairly consistent. 
 
Presently there really is not global header aside from a graphic banner with the organizations name on it.
 
Recommendations: Create a global header that will remain in position at the top of each web page even in the cases of pages that scroll (referred to as a “sticky” header). Global headers assets will include but are not limited to:�
Navigation links
Organization logo mark
Sub-navigation links or tabs
Contact information
HIV/AIDS-related widgets such as testing centers, etc.




LVTGA REDESIGN CHALLENGES 

1. It looks like an amateur created the website; it 
is not eye catching 

2. The way the detailed information is laid out in 
each tab is hard to read/follow 

3. It is boring…a lack of color 
4. There is a lot of information included, but it is 

hard to navigate what is the most up-to-date 
and relevant.  

5. The way you access the calendar and meeting 
minutes/agendas is not very user friendly 

6. The logomark was sophmoric at best utilizing 
just a brush stroke for the AIDS ribbon 
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LVTGA REDESIGN CHALLENGES 

• Global Elements 
• Navigation 
• Footer 
• Homepage 
• Calendar 
• Agendas & Minutes 
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HOW WE CREATED LVTGA’S NEW DIGITAL PRESENCE 



WHAT OUTCOMES HAS LVTGA EXPERIENCED? 

• Alignment of Parts A & B 
• Provider satisfaction 
• People in care 
• Health & medical literacy 



HOW CAN GRANTEES, 
PLANNING BODIES ENHANCE 
THEIR DIGITAL PRESENCE? 



WORKING WITH DESIGNERS 

• Overview | Client Information 
• Current Site | Domain Information 
• Target Audience | Community 
• Website Design, Image and Style 
• Website Content, Features and Management 
• Functionality 
• Other Websites and Competition 
• Technical Requirements 
• Promotion 

Presenter
Presentation Notes
Client input is the foundation upon which successful identities are built. Before you begin, make sure you can articulate and identify the overall goals and development of this project including specific answers regarding the vision, type of business, message, voice/tone, audience, look & feel and application




ONLINE RESOURCES 

www.aids.gov 
www.usability.gov 
www.careacttarget.org 
www.HHS.gov 
www.access-board.gov 
www.socialmediatoday.com 
www.kff.org/hivaids/ 

 

 

WEBSITES 



VISUAL CONTENT RESOURCES 

Photo sharing sites 

Royalty-free stock art sites 



QUESTIONS / FORUM 

Alisha Barrett, Director of Part A LVTGA 



2016 NATIONAL RYAN WHITE CONFERENCE ON HIV CARE & TREATMENT 

Obtaining CME/CE Credit 
If you would like to receive continuing 
education credit for this activity, please 
visit: 
 

http://ryanwhite.cds.pesgce.com  
 

 

Presenter
Presentation Notes
Required slide. 
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