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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.

CURRENT HOMEPAGE

PROPOSED CHANGES TO HOMEPAGE

SMALLER MASTHEAD
NEW LOGO

MOVE/MINIMIZE NAVIGATION 

NEW  INTEL COLUMN

MOVE/UPDATE SHARING APP

5-STORY ROTATING GRAPHIC
HOVER OVER DOTS/JAVA

MOVE SIGN IN/REGISTER 

ADDITIONAL HEADLINES

WIDER AD ON RIGHT RAIL
NEW AD ON MASTHEAD

NEW 980 PIXEL AD ABOVE FOLD

NEW ADS TO PROMOTE BLOGS 
AND WEEKLY FEATURES

GIVE THE READER MORE
CHOICES TO READ MORE PAGES

PLACE INTERACTION
IN HIGHEST VISIBILITY AREAS

BETTER UTILIZE SPACE FOR
ADVERTISING AND PROMOTION

DRIVE READERS TO
THE LIVESARCHIVE



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.

CURRENT STORY PAGE

PROPOSED CHANGES TO STORY PAGE

SMALLER MASTHEAD
NEW LOGO

MOVE/MINIMIZE NAVIGATION 

NEW  INTEL COLUMN

GIVE THE READER MORE
CHOICES TO READ MORE PAGES

PLACE INTERACTION
IN HIGHEST VISIBILITY AREAS

BETTER UTILIZE SPACE FOR
ADVERTISING AND PROMOTION

DRIVE READERS TO
THE LIVESARCHIVE

FACEBOOK COMMENTING APP
ALL SHARING/INTERACTION 

MOVED FOR HIGHEST VISIBILITY

MOVE AMAZON ADS
WITHIN THE STORY

PUT RELATED CONTENT
WITH PIX

ON LEFT RAIL



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 

easily 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.
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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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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

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

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

YES: I HAVE AN EXISTING OBITUARY.
 — Search for it: Automatic Google Search [death notice + User Submitted name]
  … IF FOUND USER PATH 1 AND 1B
  … IF NOT FOUND ”PITCH” CONCRETE EXAMPLE OF “THE PROBLEM”

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

IMMEDIATE ACCESS TO 
TEXT EDITOR

PHOTO UPLOAD / CROP TOOL 

SAVE / PREVIEW

PAY / E-COMMERCE APP

ACCESS TO FB SHARE APP

USER PATH #1 



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

I 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…
 — MadLibs Style fill-in form that automatically populates the Text Editor.

[NAME] of [CITY, STATE] died on [MM/DD/YEAR] of [CAUSE]

Born in [CITY,STATE] to [MOTHER] and [FATHER], [FIRST 
NAME] attended [SCHOOLS] where [HE/SHE] studied [SUB-
JECT] and graduated with a [DEGREE] in [SUBJECT] in [CLASS 
YEAR].

After [HIGH SCHOOL/COLLEGE], [HE/SHE]

[WORKED subroutine PROFESSION/COMPANY/POSITION/
ACCOMPLISHMENTS]

and or [MARRIED subroutine SPOUSE/CHILDREN/GRAND-
CHILDREN/MEMORIES]

ETC…
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AUTOMATICALLY POPULATES TEXT EDITOR

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, Ill., 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 II 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”

I HAVE A NEWSPAPER OR FUNERAL DIRECTOR CREATED OBIT.
 — I like it the way it is > SEE USER PATH #1 AND #1B

I DONʼT LIKE IT, BUT DONʼT 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: I UNDERSTAND AND I WANT TO DO THIS… CONTINUE USER PATH #2
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SEE USER PATH #1 

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

I ALREADY HAVE AN OBIT & I SIMPLY WANT TO PUBLISH AND SHARE IT.

I DONʼT NEED ASSISTANCE

I DONʼT HAVE TIME/WANT TO GET THIS DONE QUICKLY

I ALREADY UNDERSTAND WHY IʼM HERE AND WHY THIS IS IMPORTANT


