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Introduction

For this Website Localization project we will be editing to separate CSS files to alter the same web content so that it better addresses the two groups we have chosen. Here, we will be constructing style sheets aimed at the baby-boom generation within the United States (ages 40-65), both males and females. For our other site, we will be designing a style sheet aimed at college aged students of the United States (ages 18-25), both male and female.
Below, we have provided primary research on both groups. This information was gathered via interviews we conducted with members of both target audiences. In addition, we have also compiled personas of both groups based on the interviews as well as visiting professional websites specifically geared toward these groups we have chosen. Lastly, we conclude with a few design recommendations based on the information we have gathered. 
Primary Research on “Baby-boom” Generation Audience 

One audience group we examined are baby-boomers, ages 40-65, either male or female, who are not particularly technologically-savvy.  We would ask them how they use the internet, what they prefer in a site, and a few special questions about the Olympics to find out what kinds of things they would prefer to see in a site such as ours.  

To find out more about this group primary research was done.  2 members were interviewed, one a 46-year-old female and the other a 49-year-old male.  The female is a social worker who is not technologically-savvy, and the male owns a small business and considers himself comfortable with technology.  

Our findings are as follows:

· Both casually watched the Olympics, depending on the events and interference with other shows.

· They were interested in big events, such as the opening procession, figure skating and downhill skiing, and paid special attention to events with hyped athletes such as Bode Miller.

· They would be most likely to look at the Olympic page for schedules, scoring, and athlete bios.  The female expressed some interest in the history of the Olympics and the town it was in.  

· Both would be comfortable spending time surfing around the website, although the female was more likely to take the time to find the website in the first place.

· The female would prefer a more straightforward approach to the website, with easy to follow navigation and obvious ways to get to where she needs to go.  If she gets frustrated with a site, she would give up on it. 

· They both use the internet fairly frequently.  The male uses it all day long, for business, email, news, and online poker.  The female goes online primarily for checking email and playing online games after work, although has more recently gotten into looking up things, such as recipes, on Google.  

Neither expressed much interest in the color scheme and layout except that they prefer sites that are easy to read since they both wear glasses.  The female said that calming, sophisticated coloring “might be nice.”

US “Baby-boom” Generation Persona

Aged roughly 45-60 years, this audience is made up of the middle-aged now living in the United States. Born in post-World War II America, the Baby boomers have grown up in a world without much of the technology we enjoy today, but instead have grown into it as it has come along. The majority of this demographic are still working, but nearing retirement age. In addition, most of this generation inevitably has basic experience with computers and other technologies through work and other facets of daily life.

INTERNET USE

Living in America today usually requires some understanding of internet browsing and e-mail. Those in this generation with a 9-5 office job, or anything similar, have undoubtedly been exposed to and/or required to use the internet. However, this generation as a whole, while not having grown up with the internet may find simple sites easier to use and much more preferable to anything complex or flashy. 

Internet use outside of a work environment, such as for recreation or entertainment, is not as common among this demographic as say the college group. This needs to be taken into consideration as well when designing a site aimed at this audience.  

Primary Research on College-Age Audience

According to the college students I spoke with, they are looking for usability, interactivity and innovative design in a website.  Most students said they preferred a colorful, image-filled layout with a fresh design, rather than a clean, simplistic design.  They emphasized that they spend a lot of time on the internet, and like to see something new. 


Students stressed that it is important to remember that they are often on the internet looking for not just information, but entertainment.  They like websites to be interactive, and entertaining.  Most said that they would trade some usability for a more interactive, multimedia-style experience.  One student emphasized that he doesn’t want to be treated like a child, and would prefer a site that is less easy to navigate, but has more options available.


This student was not the norm, however.  Most students expressed the need for usability in a website.  


“If I can’t use it easily, I’m going to get frustrated and leave.  I don’t have the time to sit and feel my way around a website,” said one student, who expresses the opinion of most of the students I spoke with.  They all said they were looking for a website that was high in usability.

Our findings are as follows:

· Website design for this group must not also be informative, but also attention-grabbing and entertaining as well.

· People of this age group are capable of navigating almost all kinds of sites as well as various features such as, pull-down menus, frames, video, audio and so on.

· Overall, this group’s internet usage is frequent (almost a daily basis) and their understanding of site navigation is very good.
· The winter Olympics have introduced many youth oriented events over the years, and this college-age audience would probably be drawn to events such as snow boarding and down-hill skiing more so than others
US College Student Persona 

Aged roughly18-23 years, this audience consists of high school graduates, incoming college freshman, those currently attending college as well as recent graduates. Incorporating males and females, this group is comprised only of US citizens who are currently living within the United States. 
Currently, the college-aged makeup a generation all their own--having been exposed to computers and technology through most of their adolescence as well as all their young-adult life they are constantly exposed to information through internet, TV, movies, videogames, satellite radio and so on. Going to college in the United States today requires at least a basic understanding of computers, the internet and various applications such as word, explorer, excel and the like. 
INTERNET USE

Attending college itself often requires daily visits to websites for homework, e-mails, bill payments and shopping for textbooks. Some classes can even be completed entirely online. Today’s college student is more than familiar with web browsing, searching and site-navigation. This demographic can easily be viewed as one of the most “tech-savvy” and knowledgeable when it comes to internet use. This must be taken into consideration when designing a webpage aimed at addressing this group.
DESIGN RECOMMENDATIONS

For the “Baby-boom” Generation Audience:

Considering the persona and the primary research we conducted, it has become obvious that a site for the Olympics geared toward addressing this group of people is going to require certain features. First, the overall layout of the site must be simple and easy to use above all else. Perhaps a standard two-column layout on the home page with a navigation bar down the left side would be best, simply because it is such a common design and so easy to navigate.

In addition to this overall layout, one should refrain from including any distracting color schemes, graphics, complex links or any confusing at all. It isn’t that this group is unfamiliar with the internet; it’s that this age group primarily uses the internet for business purposes and not for entertainment and fun. Easy access to information and fluid usability must be paramount in the design of this page.

· The color scheme shouldn’t be flashy or youthful, but rather subdued and professional. The site should command a sense of officialdom and integrity.

· The overall layout of the site should be simple and well ordered. There should be absolutely no room for confusion.

· The navigation should be the clearest element of the site. There is no need for excessive navigation tools here.

· The type face should either be a simple sans-serif or a more official Times New Roman type of font.
For the College-Age Audience: 

Taking into account the information from the primary research as well as the persona, there are a few key elements which can be integrated into this web design to better suit the demographic. First, being familiar with the internet for school and entertainment purposes, one shouldn’t shy away from using features such as pull-down menus, flash graphics as well as bright and striking visuals and themes.

In addition, taking into consideration the target audience, one should gear the site towards quick and efficient access to information as college students may not wish to spend as much time in a single site as other groups would. This can be achieved by having a home page which delivers a basic summary on all the information the site contains with corresponding links to further related information. 

· The color scheme should be flashy and youthful, but not over ambitious or tacky.

· The overall layout of the site can be somewhat more complex that the middle-aged audience site. However, simplicity of some degree is still a good thing.

· Site navigation can contain more in depth features.

· The type face shouldn’t be just simple black, but should contrast with the background well. For example, if the background is red, perhaps the text could be yellow.
RESEARCH

All the research done for this report was gathered via interviews with members of our target audience and through visiting some of the popular websites of our target audiences.

Among those visited were vh1.com, mtv.com, olympic.org, nytimes.com and aarp.com.
