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Tuning Up and Toning Down Your Website Presence
This information is not about choosing the technical format of your website, i.e., html vs. php vs. flash; it is about presenting yourself professionally to those contracting for your services.
Launching your first website can be exciting as well as challenging.  Many believe that merely making your presence known is the catalyst their business needs.  
However, many find that word-of-mouth trumps any form of advertising. The odds of someone stumbling onto a website called Janedoelnc.com are slim, but if an attorney hears about (Name, LNC) services, they will want to know more about the LNC. For those that know you, or have heard of you, a website presence is invaluable.
If you need a reason to slow your rush into the internet marketplace, this is it: invariably, you will later groan at something you have written and want to change it. 

Your goal is to have your website represent you professionally.  You will want visitors/potential clients to do the following:

· Remain on the site for an extended period to read your information 
· Navigate through the pages of your site to fully understand your services
· Understand your professional goals and objectives
· Return for updated information on a regularly
· Recommend your website to others 

General recommendations

· Visit the websites of large law firms.  Most are tasteful and understated, reflecting the serious business of hiring legal representation. This is the tone to strive for, elegance and sincerity.

· Graphics make the first impression, but if those Google downloads appear on other sites or in other forms, using them on your site does not differentiate you from other LNC’s.




· There are resources for making your website look professional and aesthetically pleasing.

· Consult with other LNC, friends and business acquaintances to recommend websites and/or companies/individuals to assist you in building your website. 

· Think carefully before providing a link to your curriculum vitae (CV) or sample work.

· Resumes/CVs change frequently but you may forget to upload a new version
· Access to your curriculum vitae gives opposing counsel an edge
· Your reports are proprietary, do not give away your style
· Often, a redacted report overlooks a piece of identifying information on a case
· Even if you later remove uploaded documents, copies can still exist in cyberspace
· Consider embedding your email address in an image file, rather than as a clickable link.  Pesky robots and web crawlers seek and capture email addresses exposing you to unnecessary spam, spyware or virus-filled downloads (never open an .exe or .zip file attachment unless it comes from a trusted source).

· Email contact forms are quite useful.  They provide the opportunity for others to ask questions or just contact you without giving away your email address to robots and crawlers.

· Provide means of communicating by both email and a physical address. If you work from home and are reluctant to provide that information, consider a post office box for letter correspondence, preserving your home address for records from trusted sources.

Presentation is everything.  How you say something can be just as important as what you have to say, and with that in mind, consider the “Ten Commandments” of tasteful presentation. If a potential client never makes it past or even through your landing page, your website will not grow your business.


Ten Commandments  
I. Do not write in ALL-CAPS, continuous italics, or use exclamation marks! 

The first rule of writing is to avoid text that misleads the reader, is difficult to navigate or uses punctuation to communicate an emotion when words should suffice.  
· Do not underline a word for any reason since underlining is the universal symbol for active links. You will evoke considerable impatience by underlining a word that does not link to additional information.
· All-cap text is the equivalent of shouting, and is harder to read than normal text.  Capital letters communicate emphasis, but that emphasis rapidly loses impact if over-utilized. 
· The same holds true for italics and bolding. 
· Capitalization, italics and bolding are appropriate for selective use in a header (such as LNC COMPANY NAME, LLC or LNC Company Name, LLC, or LNC Company Name, LLC), but as a rule of thumb, choose only one style.
· The exclamation mark is common in personal or informal communication but never when writing for the public or in a professional document.


II. Do not write in neon or pink. Ever.

There is no place for pink text on a website or in an email unless your product is nail polish, and even then, its use is questionable. No matter how feminine your taste, on the web, you are a businessperson. Use of color in banners or headings is attractive, but the color should complement the rest of the page.
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III. Never center the entire body of your text

The human eye naturally follows a reading flow from left to right. 
Centering changes this 
orientation.  Centered text draws the reader to the middle, then left, then 
right… it slows down comprehension and 
is generally fatiguing. 
Just as italics, caps and color are only 
appropriate for 
emphasis, so 
should centering be used sparingly. Recipes are centered, titles 
are centered, and ideally your life is centered, 
but the text of your website should be justified left.


IV. Avoid mixing fonts

Limiting your website to one conservative typeface is virtually foolproof.  If you use a second typeface, let it be one that complements your primary font.  A good example of this goes back to all-caps and italics.  Some fonts work well for regular text (Ariel, Times New Roman, Myriad Pro) but are not particularly attractive in the italics version. 
Too much font- and STYLE-mixing

V. Scale down the large font size 

Large font sizes look young, i.e., dotting an “i’” with a heart. They also take up more room on the page.  

Where possible, complete a thought or a paragraph without forcing the reader to page-down while reading.

VI & VII.  Do not pack a page with long paragraphs and avoid too many graphics

If you pack a page with paragraphs of text, the reader automatically feels that it is “too much trouble” to wade through. They will go elsewhere that is more reader-friendly.  Conversely, a graphics-filled page communicates that you have little to say and are using pictures to fill the void. 

· Try using bullets sparingly to make a point (do not mix bullets and centering).  
· A bullet draws attention to the text without looking garish. 
· Bullets come in various shapes, sizes and colors, and do not burden you with grammar.

VIII. Resist plagiarizing for three reasons: 

· It is always illegal 
· It is always unethical  
· The owner of those words may visit your site 

We all look at other websites and this influences our own creativity.  When listing your LNC services, some plagiarizing is inevitable. It just is. How many ways can you describe the same service that everyone else advertises? 

If you are a new legal nurse consultant, you may be unsure exactly what services you offer.  Pull authoritative data from organizational sites if you credit the source.  Avoid, at all costs, using another nurse’s personal slogan. That belongs to the creator.


IX. Do not use superlative statements to describe your service

Coke and Pepsi tout their products but do not say their soft drink is “the best”.  As an LNC, you will discredit yourself with unrealistic claims of being the best, the most well-known and the most trusted.  Communicate your unique qualities without making such statements.


X. Revisit your website frequently

This cannot be said enough times.  Revisit your website frequently. 

What sounded brilliant the day you wrote it might not reflect your thinking one-month or even one week later.  

A good website will not make you a better legal nurse consultant, but it can communicate to others you are a professional worthy of consideration.  
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