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Re-Design/Program Obit-Mag.com homepage layout:
Addition of a daily blog/Intel Column to left rail
Replace navigation elements and subsequent content management system functionality
Use best practices to encourage interaction/sharing/recommendation for home page and all interior pages.
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Re-Design/Program Obit-Mag.com inside page layout:
Addition of a daily blog/Intel Column to left rail
Replace navigation elements and subsequent content management system functionality
Use best practices to encourage interaction/sharing/recommendation for all pages.
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Len Lesser's Pesky blood. The media has used what she calls “about-to-die images”™ to represent all manner of violent and
MOVE AMAZO N ADS < Character Lingers in incomprehensible events, from the great Chicago Fire to the shooting of Iranian student Neda Agha-Soltan on
our Imagination the streets of Tehran in 2009. Why? Think of it as a coping mechanism.

continue >
WITH I N TH E STO RY About-to-dic images freeze the tragic story at its most pregnant moment, so that even when we know the
outcome is grim, a silent pause has been created in which we can argue back against the image, fanaticize,
PUT RELATED Co NTENT = MORE STORIES BY sympathize, imagine other outcomes, and generally think things through.
MATT BLANGHARD

WITH PIX 1t’s a little like what Cartier-Bresson called the “decisive moment,” a shutter click in which the infinite
o N LE FT RAI L ' possibilities for human action can be seen funneling down to one, irrevocable choice,

But for Zelizer, a professor of communications at the University of Pennsylvania, our Bressonian penchant for
freezing such moments may be an essential part of our politics. By giving us space for action, the about-to-die
image draws us into the action, forcing us to complete the unfinished sequence we’ve been shown, and to relive
and re-experience both the real events and what we wished had happened. We're active participants whether we
like it or not.

Text test Lest test
test test test test
test test test.
continue >

“The about to die image counteracts the notion that whatever is depicted is over and done,” Zelizer writes, and
thus it remains forever “open to spectatorship, debate, conversation, interpretation, contestation, challenge,
exchange, ownership.” These tragic images are open, and therefore never really over. That makes them useful
symbols, tools and memory devices — the very stuff from which we build our understanding of the world.

M Zelizer has built a career at the
" crossroads of journalism and violence,
publishing well-regarded books on the
el Kennedy assassination, visual culture
“®  ofthe Holocaust, and Sept. 11. She
: was living in Jerusalem in 2000 when
l1 | television footage emerged of the
12-year-old Palestinian boy
Mohammed Aldura and his father
~~= being shot in the crossfire between
Israeli soldiers and Palestinian
protestors. The image of Aldura and
his father became a pan-Arab icon,
painted on walls and printed on
postage stamps, but it was not of two
blocdied bodies but of two terrified
living people, apparently about to die.
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The RE-Design Prepares the Foundation for a New Consumer Product
— The LivesArchive: Write and publish an obit at Obit-Mag.com

Our research has determined that placing an obit in the newspaper is expensive and restrictive. In many metropolitan areas you can
casily spend upwards of $500 for two inches of text.

Life stories are important, and they deserve more room than a typical newspaper or website can provide. That's why Obit-Mag.com,
an established, award-winning web site about Life, Death and Transitions, has created and trademarked The LivesArchive, where the
user can publish a permanent online obituary of unlimited length, with photo(s) for a one-time submission fee.

Why is Obit-Mag.com positioned to make this offer? Because, the user-submitted obituary of a loved one will appear alongside stories
by some of the nation’s most respected journalists, on a website dedicated to telling the stories of intriguing lives.

To that end, we have partnered with the Library of Congress. Every obituary in the American Lives Archive will be housed in the
Local History and Genealogy Reading Room in Washington, D.C. and will be accessible to future generations and part of our nation’s
history.

Obits submitted that are of particular note, quality or interest will be highlighted as feature stories on Obit-Mag.com. The people who
submit these stories will be awarded a $100.00 prize and see their story featured on the Obit-Mag.com homepage.

Program Goals: User Interface/Experience:

Obit-Mag.com has always presented an environment where visitors can READ... Like most online/print magazines, this is a very pas-
sive experience on the part of the user. We need to make Obit-Mag.com an environment that entices the visitor to:

WRITE, SHARE, and RECOMMEND the experience through Social Media.

The interface should spark the user to “create something that will last forever” through publication on Obit-Mag.com and the archive
at the Library of Congress. The experience should be seamless and logical/organic:

WRITE your experience,
SAVE/REVISIT/EDIT if you need to.
PAY the submission fee

SHARE the story you submitted

FEEL like you are part of something larger and of value.

The placement of the Pay Wall in this process is crucial. If it is presented too soon, the user would immediately opt out. They must
have something invested before they are asked to make payment.

Best practices and knowledge of user behavior is imperative. The user flow of the interface should pull the largest possible percentage
of visitors who start the process through to make a purchase.

We Need Expert Advice to Build Our Storefront & Implement Our Pay Wall / E-commerce Application
We Need to Craft a Compelling and Effective Advertising Message to Build Consumer Awareness
Make Obit-Mag.com = Obituaries



USER NEEDS, SITE OBJECTIVES AND SITE FUNCTIONALITY

The following pages illustrate the initial research that Obit-Mag.com has undertaken to determine a foundation for:

User Needs / Site Objectives

Functional Specifications / Content Requirements

We will require advice for strategy and programming to create and implement best practices for:

Interactive Design / Information Architecture

Interface Design / Navigation Design

Obit-Mag will provide graphic elements for Visual Design.

Web as software interface

Visual Design: graphic treatment of interface
elements (the "look" in "look-and-feel")

Interface Design: as in traditional HCI:
design of interface elements to facilitate
user interaction with functionality
Information Design: in the Tuftean sense:
designing the presentation of information
to facilitate understanding

Interaction Design: development of
application flows to facilitate user tasks,
defining how the user interacts with
site functionality

Functional Specifications: "feature set":
detailed descriptions of functionality the site
must include in order to meet user needs

User Needs: externally derived goals

for the site; identified through user research,
ethnoftechno/psychographics, etc.

Site Objectives: business, creative, or other
internally derived goals for the site

task-oriented

Concrete

Completion
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Abstract
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Web as hypertext system

Visual Design: visual treatment of text,
graphic page elements and navigational
components

MNavigation Design: design of interface
elements to facilitate the user's movement
through the information architecture
Information Design: in the Tuftean sense:
designing the presentation of information
to facilitate understanding

Information Architecture: structural design
of the information space to facilitate
intuitive access to content

Content Requirements: definition of
content elements required in the site
in order to meet user needs

User Needs: externally derived goals

for the site; identified through user research,
ethno/techno/psychographics, etc.

Site Objectives: business, creative, or other
internally derived goals for the site

information-oriented



USER NEEDS:

TOOLS INSPIRATION TIME REWARD

AN UNDERSTANDING OF

ENCOURAGEMENT THE PROBLEM

AWARENESS OF THE EXISTENCE OF THE LIVES ARCHIVE AND OBIT-MAG.COM




USER NEEDS:

A place to input the A Place to Preview

A Place to Upload a Photo

story [obit] or ask for help and Save the Story

A FEELING OF PERSONAL SATISFACTION

P> COMFORTABLE > SAFE

> EASY P> SECURE

P> INTUITIVE P> CARED FOR
P> FAMILIAR P> GUIDED

A Permanent Place to A Place to Pay for
Share the Story their Purchase

PART OF SOMETHING
BIGGER: OBIT-MAG.COM



SITE OBJECTIVES

Fill the Vacuum of
Funeral Director Created Assist the User in Creating
Newspaper Controlled Family a Narrative and History
History and Narrative

Save Family History
Permanently at
the Library of Congress

Connect Related Memories of
Friends/Families/Colleagues
through Affiliations

Allow the User to Share their Satisfy Survivor Responsibility
story with Friends and family “This story IS important”

PRODUCE REVENUE NOW/NEW READERS & OPPORTUNITES FOR OBIT-MAG



SITE FUNCTIONALITY

P> A TEXT EDITOR [THESAURUS/SPELL CHECK]
P> PHOTO UPLOADER

P> INSTRUCTION VIDEO/FLOW CHART

P> SAVE AND PREVIEW FEATURE

P> INSTRUCTIONAL PROMPTS [GUIDANCE]
P> ECOMMERCE APPLICATION

P> SOCIAL NETWORKING INTERFACE

P> ADDRESS BOOK CRAWLER

P> “LOCK” LOGO [SAFE & SECURE]

P> AUTOMATIC E-MAIL FEATURE

P> IMS TO CONNECT RELATED STORIES

D> “ARE YOU STUCK?” GAME-LIKE MADLIB INTERFACE. FILLIN WORKBOOK
P> EXTERNAL OBIT FINDER [GOOGLE SEARCH: DEATH NOTICE + NAME]
P> CROPPING TOOL FOR PHOTOS

P> SUBMIT FOR PUBLISHING CONSIDERATION @ OBIT-MAG.COM

P> MULTIPLE CONTRIBUTORS TO ONE STORY [LIKE GOOGLE DOCS]




USER SCENARIOS - BASED ON ANALYTICAL DATA OF CURRENT USER PATHS TO OBIT-MAG.COM

Through the use of Google Analytics, we have been able to determine the most common paths that visitors follow to arrive at the
pages of Obit-Mag.com:

How do People Find Obit-Mag.com?
During 2010, Obit-Mag.com’s average daily unique visits rose to approximately 2,210. In looking at the data from Google Analytics,
we can determine the paths they followed to find us.

What's interesting — and challenging for the new initiative — is that scant few read an Obit-Mag article because they have an interest
in death, obituaries or any of the other things that we think are the foundations of our brand.

Our audience is made up of the following segments:
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M Direct Traffic
74,625.00 (16.37%)

Other
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wamtinc/® 27 21% Search Engines




They are not Searching for “Obituaries” - They ARE searching for Obit Magazine...
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They Most Likely One-Time Visitors
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What did They Read? NOT OBITUARIES.
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VISTORS REFERRED FROM OUTSIDE SOURCES TO SPECIFIC STORIES

| FOUND OUT ABOUT OBIT-MAG.COM FROM ANOTHER WEB SITE OR SEARCH
— Put LivesArchive in front of them SEE NEW INSIDE PAGES WIREFRAME

| WANT TO KNOW WHAT THE LIVESARCHIVE IS...
— Interaction featuring Marilyn Johnson talking about the
importance of obituaries & survivor responsibility; “Preserve EVERY story...”

YES: | HAVE AN EXISTING OBITUARY.
— Search for it: Automatic Google Search [death notice + User Submitted name]
... IF FOUND USER PATH 1 AND 1B
... IFNOT FOUND “PITCH” CONCRETE EXAMPLE OF “THE PROBLEM”

YES: | UNDERSTAND THE PROBLEM—I WANT TO CREATE ONE...SEE USER SCENARIO #1B

USER PATH #1

IMMEDIATE ACCESS TO
TEXT EDITOR
PHOTO UPLOAD / CROP TOOL

SAVE / PREVIEW

PAY / EECOMMERCE APP

ACCESS TO FB SHARE APP




USER PATH 1B - USERS WHO NEED HELP TO FULLY PARTICIPATE

| WANT TO CREATE AN OBIT
— Video /flash Animation featuring Marilyn Johnson praising their understanding of

the problem and of survivor responsibility; “Preserve EVERY story...” AND introduction
of THE WORKBOOK

THE WORKBOOK...
— MadLlibs Style fill-in form that automatically populates the Text Editor.

AUTOMATICALLY POPULATES TEXT EDITOR
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Commander Edward Thomas Sullivan, (USN Ret.), passed away peacefully on Friday,
Feb. 25, 2011, after a valiant battle with mesothelioma.

Cmdr. Sullivan was born on Feb. 11, 1926, in Chicago, lll., to John A. and Mildred
(Swartz) Sullivan. He was raised in Bridgeport, and he graduated from St. Augustine
School and attended Central High School.

He enlisted in the U.S. Navy in 1943 at age 17, serving until he was discharged in
1946. During that time Cmdr. Sullivan served as a signalman and as a member of the
Navy Armed Guard Gun Crew protecting merchant ship convoys carrying supplies,
munitions, and troops. During World War Il he saw service in the Pacific, Caribbean,
and Atlantic, including a northern Arctic convoy to Murmansk and Archangel, Russia.

Returning to school, he graduated from Boston University and later received a master’s




USER SCENARIO - OPT OUT AFTER FIRST PITCH - “THIS IS TOO HARD”
| HAVE A NEWSPAPER OR FUNERAL DIRECTOR CREATED OBIT.
— | like it the way it is > SEE USER PATH #1 AND #1B
| DON'T LIKE IT, BUT DON'T KNOW WHAT TO DO... SEE USER PATH #2

NO: OPT OUT: THIS IS TOO HARD.
— Suggest saving it “as is”... SEE USER PATH #1AND #1B

YES: | UNDERSTAND AND | WANT TO DO THIS... CONTINUE USER PATH #2



USER PATH #2

INTERACTION
MARILYN JOHNSON
WILL HELP YOU FIX IT

ACCESS TO TEXT EDITOR PROMPTS [MARILYN]
PHOTO UPLOAD / CROP TOOL GIVING SUGGESTIONS

OPT OUT #1 - SUGGEST: IT’S IMPORTANT PROCEED TO
THIS IS TOO HARD... TO SAVE IT - EVEN “AS IS" USER PATH #1

TIMED PROMPT TIMED PROMPT
DO YOU WANT TO SAVE & DO YOU WANT TO ASK A
RETURN LATER?” FRIEND FOR HELP?”

TIMED PROMPT
"WHAT’S THEIR E-MAIL
ADDRESS?"
[ADDRESS BOOK CAPTURE]

PAYWALL/REGISTER
GENERATE USER NAME/PW
AUTO E-MAIL REMINDERS




USER SCENARIO - USER WHO COMES DIRECTLY TO THE LIVESARCHIVE
AND WANTS TO PARTICIPATE:

} | ALREADY HAVE AN OBIT & | SIMPLY WANT TO PUBLISH AND SHARE IT.
}l DON’'T NEED ASSISTANCE
} | DON'T HAVE TIME/WANT TO GET THIS DONE QUICKLY

> | ALREADY UNDERSTAND WHY I’'M HERE AND WHY THIS IS IMPORTANT

SEE USER PATH #1



