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PECULIARITIES OF WEB WRITING

Abstract

The complex of interdependent reasons ensures the relevance of this
study. At the moment, there are a large number of different Internet users,
which continues to increase steadily. There is also a significant increase
in the volume of textual information presented on the Internet, which needs
to be effectively conveyed to users and made convenient for perception.
At the same time, the model of reading Internet texts differs from ordinary
texts, which necessitates the use of appropriate techniques to improve
the perception of textual information. The article discusses the characteristic
differences between Internet texts and their paper analogues. These
differences are explained by the technical characteristics of the Internet,
and include interactivity, readability, and technology. The novelty
of the research lies in the fact that on the basis of the identified specific
features, methods of composing Internet texts are proposed to improve their
perception. The practical significance of the work lies in the fact that
the proposed recommendations can be used by web writers when creating
Internet texts.
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1. What makes the web different?

The web is a publishing medium, but it is significantly different
from broadcast and print media. It is most often viewed on a TV-like screen
and can have news / entertainment roles, so it is often subconsciously linked
with radio or TV, but there are important differences [3, 2].

Interactivity — the web is much more interactive than TV or radio,
you don’t just sit back and wait for the next website to come along, you
have to find it yourself. This also means you are not bound by someone
else’s schedule, so there is much greater freedom for the user [3, 2].

It is not as interactive, or as familiar as a book or magazine.
It doesn’t always have a linear journey, with a contents table, preface,
beginning, middle and end. The user has to search [3, 2].

Readability — reading from a computer screen is tiring on your eyes,
and much slower than reading from print [3, 2].

Technology — wusers have varying technology, with varying
capabilities. They may be using a slow dial-up connection to the internet, or
have older versions of software, so you cannot always determine the user
experience [3, 2].

2. Why good web writing matters

As a result of these factors, people read differently on the web.
For years, usability researchers have found that web users rarely read entire
pages, word for word. Web users: 1) scan pages, 2) pick out key words and
phrases, 3) read in quick, short bursts, 4) are action oriented, and expect
results quickly, 5) have a specific objective in mind, click and forage
in search of bits of information that lead them towards a goal [1, 3].

There is evidence, in fact, that shows that reading on a screen is
physiologically more difficult than reading on paper. Reading long
paragraphs on a screen hurts the eyes, is laborious and time consuming
in a medium known for speed. Users will read longer pages if the content
provides detail related to the user’s specific goal. However, even though
users will read more when the information provides extended data on their
topic of interest, good web writing practices should still be employed. It is
also important to note than for long content, users may be more likely
to print it out to read it. Effective web writing involves having the proper
content, written in the right style and formatted for effective scanning [1, 3].

Understanding that people read web pages differently than other
media is key to writing and laying out content that will promote your
relevant topics. Think about reading a web page like reading a newspaper.
When you pick up a newspaper, you don't start with the first word and read
all the way to the bottom of the page like you would with a book [2].
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You scan the front page for headlines that stand out, stopping
on the ones that seem interesting and then you read through the related
article. Or you see a headline for a story on page 2 or another section
entirely and turn the page to view that story immediately. People approach
websites the same way. No matter what page they enter on, they scan
the page for something that will keep their interest. Headlines, bullet items,
text formatting and clear navigation all help the scanability of your page.
Ifthey came looking for something specific, they are immediately
on the lookout for more information about that topic of interest [2].

The average person spends about 10 to 20 seconds on a webpage.
If they can’t find what they are looking for they move onto the next page.
Eye-tracking visualizations show that users often read web pages in an F-
shaped pattern: two horizontal stripes followed by a vertical stripe.
By putting keywords on the F not only will your readers be able to find
what they are looking for your page will also be searchable [2, 4].

3. Common content mistakes

In the early days of the web, success was measured in terms
of numbers — having thousands of pages with hundreds of thousands of page
views and millions of hits meant you had a successful website. Because
of the relative ease of publishing to the web, not to mention the low cost,
organizations put anything and everything they possibly could on their
websites. Designs and technologies may have improved, but many old
practices still prevail [1, 3-4].

Here are a few mistakes to avoid. Do NOT:

1. Welcome people to your website and explain what a website is [1, 4].

2. Put your mission statement on your home page, unless this is
the most important content your users search for when visiting your site, it
should not be on your home page [1, p. 4].

3. Organize your website and write content to reflect your
organization. Present related tasks and content together on the site,
regardless of who does them within your organization. Use language and terms
that your audiences use, regardless of what you call them internally [1, 4].

4. Put every piece of printed content you have on your website.
If your visitors don’t need it and you can’t maintain it, do not put it on your
site [1, 4].

5. Use “marketese” or promotional writing on the web. The web is
a very direct, informal medium. When your readers scan your content, every
word is valuable. Do not fill your pages with marketing “fluff” or needless
formalities. Boastful, exaggerated language reduces the likelihood that your
content will be read or believed [1, 4].
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6. Post a PDF version of a document unless necessary, unless
the format and integrity of the original printed document must
be maintained. PDF (portable document format by Adobe), Word
documents or any other printed document type are not intended for the web
and pose issues with search-ability, access and readability [1, 5].

4. Writing Style

Traditional academic writing follows a pyramid style — laying
a foundation using many sources and supporting research, gradually
working up to a logical conclusion. Writing in this style requires your users
to do a lot of reading to get to the point. This is not the way to write
for the web. Good web writing follows the inverted pyramid style, which is
borrowed from journalism. In this style, the most important information is
presented first, with additional supporting detail to follow. By putting
the main idea first, readers can decide if the content is relevant and either
read more or move on, avoiding reading paragraphs of information only
to find it was not what they were looking for [1, 5].

When writing for the web it is necessary to: 1) catch your readers’
attention in the first few words; 2) start with the conclusion, follow with the
details; 3) remember who, what, where, when, why and how; 4) have only one
idea per paragraph; 5) use half the word count of traditional writing [1, 5].

Also, when writing for the web it is important to:

1) write to be found in a search, which means using words that your
target audiences use when searching [1, 5];

2) be clear, concise and direct, which suggests using the active
voice, cutting wordy phrases, trying to make your sentences or phrases as
concise and direct as possible and good word choice [1, 6]. Also, it is better
to use simple words. You don’t need to impress your readers with your
word choice. People read simpler words faster [1, 8];

3) provide context, which means providing readers with cues
that a particular section or instruction applies to them. It helps readers scan
your page. The best way to do this is to start with something the user
already knows, and then provide the new information. This is known
as the “Given-New Principle”. Example: “If your financial aid award
includes a PLUS loan, send the following documentation to the Student
Accounts office:” [1, 8];

4) use parallel constructions. To improve readability, present similar
content in parallel constructions — consistent patterns in the way information
is written. People anticipate patterns when reading and grasp information
more quickly when patterns exist. Switching patterns requires more mental
energy [1, 8];
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5) sentence fragments are o.k. When writing for the web, complete
sentences are not always necessary. There is a difference between coherent
fragments or phrases and telegraphic writing. Avoid telegraphic writing —
leaving out articles such as “the” or “a” to shorten a sentence. This only
makes the sentence more difficult to read and comprehend. Telegraphic writing
may be appropriate for navigation, but not in the body of the page [1, 9];

6) use longer, more descriptive links. Your users should know
what to expect when clicking a link. When providing links in your content
(contextual links), choose 7-11 words that are informative [1, 9]. You may
also choose to provide brief descriptions with a shorter link to inform your
audiences [1, 10].

5. Conclusion

So, proper writing style can dramatically improve usability. Jakob
Nielsen measured 5 different versions of the same website (same
information and navigation, with variations in wording and format)
and found that creating objective, scannable and concise content on a site
greatly improved usability. Objective language implies using neutral rather
than subjective, boastful, or exaggerated language. Scannable layout
suggests using the text in a layout that facilitates scanning. Concise text
means using about half the word count as the control condition.
The combined version of the text employing all three improvements
in writing style together improved its usability by 124% [1, 14].
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U JINTepaTypOBEICHUS, MarHUTOTOPCKUIN rOCyIapCTBEHHBIN TEXHUYECKHIA
yHusepcuret uMm. I. . Hocosga,
455000, Poccus, r. Marauroropck, np. Jlenuna, 1. 38

Kommiekc ~ B3auMOOOYCIIOBJICHHBIX ~ NPUYMH  OOecrieuyuBaeT
aKTyalbHOCTh HACTOSAIIECTO HcclenoBaHus. Ha  Tekymmid MOMEHT
CYIIECTBYET OOJNBIIOE KOJMYECTBO PA3NUYHBIX IOJH30BaTEICH HHTEPHET,
KOTOpPO€ TPOAODKAET HEYKJIOHHO YBEIMUYHBAThCA. Taroke HabOmromaercs
3HAYUTEBHBIH POCT 0OBEMOB TEKCTOBOH WMH(OPMALWH. IPEACTaBICHHON
B UHTEPHET, KOTOPYIO HE00X0IUMO 3¢ dexTHBHO JIOHECTH
JI0 TIOJIB30BaTeNeH, crenaTs ynoOHOU s BocupusATHs. [Ipu 3ToM Monmens
YTCHUA HUHTCPHET TCKCTOB OTJINYaCTCA oT OOBIYHBIX TCKCTOB,
YTO 00YCJIOBIMBACT HEOOXOJMMOCTh HCIOJB30BAHUS COOTBETCTBYIOLIUX
NpUEMOB JUIS YJIYYIICHUsS] BOCIPHUATUS TEKCTOBOW MH(popMauuu. B crarbe
pacCMaTpuBAIOTCA XapaKTCPHBIC OTINYNA UHTCPHET TEKCTOB OT 6yMa)KHI)IX
aHAJIOTOB, KOTOpPbIE OOBACHIIOTCA TEXHUYECKHMH XapaKTepHCTUKaMHU
HUHTCEPHCT, u BKJIKOYAKOT HWHTCPAKTUBHOCTD, '-II/IT8.6CJ'II>HOCTI>,
TEXHOJIOTUYHOCTh. HOBHM3HA MCCIIeIOBaHUS COCTOHUT B TOM, YTO Ha OCHOBE
BBIJICTICHHBIX CIECHU()UIESCKUX UYepT MPEATarafoTcsi CHOCOObI COCTAaBICHUS
WHTEPHET  TEKCTOB, IIO3BOJIIOIIME  YIy4YIIUTh WX  BOCIIPHATHE.
[MpakTrdeckas 3HAYUMOCTH PAOOTHI 3aKIIFOYAECTCS B TOM, UTO Mpe/IaraeMble
PEKOMEHIAIMA MOTYT HCIOJNb30BaThCsl BeO-paliTepaMyu TpH CO3AaHUH
HHTEpPHET TEKCTOB.
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