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Foreword 

This project has been a whirl wind of learning from first hearing about the challenge ahead, 

to the completed thesis you see before you.  

 

Originally, Getting Lippy was to be a cosmetics site for busy women, allowing for the 

exploration of the online magazine industry, but doing so using a safe topic area. 

However, as I learnt more about the web and the wealth of possibilities it had to offer it 

seemed I was selling women short by rehashing a topic that had been sold to them time and 

time again. aȅ Ǉƭŀƴǎ ŦƻǊ ǘƘŜ ƻǊƛƎƛƴŀƭ Ψōǳǎȅ ǿƻƳŜƴΩ ŀƴƎƭŜ ǿƻǳƭŘ ƘŀǾŜ ŎŜǊǘŀƛƴƭȅ ŦƻǳƴŘ ƛǘǎ 

place online, but this option seemed, on the whole, safe and thus unrewarding. Of course, 

the original plan has its place in the journey of the site as a whole. The frustration I felt 

ǘǊȅƛƴƎ ǘƻ ōŜ ŀΣ ΨǎƳŀƭƭ ŦƛǎƘ ƛƴ ŀ ōƛƎ ǇƻƴŘΩ ƭŜŘ ƳŜ ǘƻ Ƴȅ Ŧƛƴŀƭ ǊŜǎǳƭǘΣ thus you will find the 

original research report, potential design and other work included in the appendix.    

The change in direction came when I simply could not think of how to visually represent the 

cosmetics site. I wanted it to be feminine but strong and because this was not seemingly 

possible I realised the cosmetics site was not how I wanted to present women online. I 

instead wanted to create something unique and unusual. And this is where Getting Lippy ς 

The Online Boozepaper was born... 
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The Elevator Pitch ɀ Problem and Value 

 

 

Through publications and magazines, the Web presents the unique opportunity to create niche 

communities of like-minded people, however weird and wonderful those minds may be. Getting 

Lippy will join this assortment of small ventures as a mock newspaper, with its unique selling point 

ōŜƛƴƎ ǘƘŀǘ ƛǘΩǎ written by women, currently underrepresented in comedic offerings. Getting Lippy 

will present their random drink-fuelled conversations as mock hard hitting news pieces and 

magazine articles. I will act as editor to this group of women to ensure quality and consistency.  To 

fulfil the magazines aim of presenting female humour to a larger audience, the target readership will 

not be limited to women; rather, the common ground will be a shared sense of humour.  Although 

revenue is something worthy of consideration for the future, the first phase of the project is to 

create this community of people who are seeking niche content online and keen to share a joke or 

two.  
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Initial Brief 

The Problem 

The problem addressed by this project is two-fold. Firstly, there is the larger issue of the 

under representation of female comedic worth and sense of humour. Any glance at ǘƘŜ ΨǘƻǇ 

мллΩ ŎƻƳŜŘƛŀƴǎ ƭƛǎǘ ǿƛƭƭ ǎŜŜ ŀ ŘƛǎǘƛƴŎǘ ƭŀŎƪ ƻŦ ŦŜƳŀƭŜ ǊŜǇǊŜǎŜƴǘŀǘƛƻƴΦ Arguably, this is not 

because women are simply not funny, but that their style of humour has not been given the 

right platform or means of expression.  

The second part of the problem is the state of the magazine and newspaper industry. Print 

publications are in decline, partly due to the explosion and availability of a vast wealth of 

free, quality content online with even the most niche of needs represented. This new 

breadth of content available has meant with all the success stories of online publications, 

there are many stories of even major players finding the challenges of the webs limitless 

possibilities intimidating and unpredictable.  

How the Need has been met with Comparable Web-projects 

Magazines and newspapers are thoroughly represented online, with most major 

publications now publishing their entire print content on the web (including supplements).  

 

Figure 1 ς The Observer, part of the Guardian group. 
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The Guardian is one such example, allowing its audience members to interact and engage with their 

content in ways they were unable to ōŜŦƻǊŜΦ tǊŜǾƛƻǳǎƭȅ ǘƘŜ Ψ[ŜǘǘŜǊǎ ǘƻ ǘƘŜ 9ŘƛǘƻǊΩ ǇŀƎŜ ǿŀǎ ǘƘŜ Ƴƻǎǘ 

notable form of public engagement with the news media but they are having to adapt their 

relationship with the public by embracing new ways of communication. However not all are finding 

this transition to be smooth, as the revolution of free content online has meant a shift readers needs 

and expectations. Smaller ventures are finding room to thrive in the online environment, often not 

shackled by the responsibility of also being available in print, and itΩs these smaller ventures which 

are most comparable with the aims of Getting Lippy. Tina Brown, Editor and co-founder of The Daily 

Beast ŎƻƳƳŜƴǘŜŘ ǘƘŀǘΣ ά¢ƘŜ ŜȄŎƛǘƛƴƎ ǘƘƛƴƎ ƻŦ ŘƻƛƴƎ ǎƻƳŜǘƘƛƴƎ ƻƴƭƛƴŜ ƛǎ ǘƘŀǘ ȅƻǳ Ŏŀƴ ǎǳŘŘŜƴƭȅ ŦƛƴŘ 

an audience.έ1 

 

Figure 2 - Tina Brown's the Daily Beast 

Her site has 4.6 million unique visitors per month, a figure which even surprised Tina herself. This 

site is successful due to the quality of its content and its ability to embrace web design, interactivity 

and technology.  The Daily Beast is able to combine pictures, video, a forum and reader comments 

to create a true sense of community and a continuously evolving site.  

 

 

 

                                                           
1
 Ken Whyte Interviews Tina Brown at CMDC, Masthead, Ken Whyte, 

http://www.mastheadonline.com/news/2010/20100414902.shtml, (accessed 18 July 2010). 

http://www.mastheadonline.com/news/2010/20100414902.shtml
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The web even has on offer sites similar to that which I am proposing.  The Daily Mash in their own 

ǿƻǊŘǎ ƛǎΣ Ψŀ ǎŀǘƛǊƛŎŀƭ ǿŜōǎƛǘŜ ŎƻǾŜǊƛƴƎ ƴŀǘƛƻƴŀƭ ŀƴŘ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ƴŜǿǎ ǿƛǘƘ ǎǇƻƻŦ ǎǘƻǊƛŜǎΣ 

ŎƻƳƳŜƴǘŀǊȅ ŀƴŘ ƻǇƛƴƛƻƴΩ2.  

 

Figure 3 - The Daily Mash Satirical Newspaper 

This advert-heavy satirical newspaper relies solely on the quality of its writing to draw its audience 

and is the best of its kind, insuring repeat visits. It clearly has not had the same level of investment 

as The Daily Beast, but still thrives online due to its loyal readership.  

For all their differences, the two projects are also quite similar. Content lead, they use standard 

online magazine layouts and best practices to get as many people reading as possible. They have 

ǘŀƪŜƴ ŀ ΨƭŜǘ ƻǳǊ ŀǳŘƛŜƴŎŜ ŦƛƴŘ ǳǎΣ ǿƘƻŜǾŜǊ ǘƘŜȅ Ƴŀȅ ōŜΩΣ ŀǇǇǊƻŀŎƘ ŀƴŘ ƘŀǾŜ ƴƻǘ ŀǘǘŜƳǇǘŜŘ ǘƻ 

second guess who their audience may be.  

Both these sites have noted an important factor. Stay true to yourself and the readers will follow if 

ǘƘŜȅ ǿŀƴǘ ƛǘΦ ¸ƻǳ ŎŀƴΩǘ ŦƻǊŎŜ ƛǘΣ ȅƻǳ Ƨǳǎǘ ƘŀǾŜ ǘƻ ƘƻǇŜ ǇŜƻǇƭŜ ǎƘŀǊŜ ƛƴ ȅƻǳǊ ǾƛǎƛƻƴΦ   

However there is far more content available online and it is ǿƻǊǘƘ ŎƻƳǇŀǊƛƴƎ ŀ ǎƛǘŜ ǿƛǘƘ ǘƘŜ ΨŦŜƳŀƭŜΩ 

angle involved to see what methods are used here. A search on Google in to female publications 

produced the following result. 

                                                           
2
 About Us, The Daily Mash http://www.thedailymash.co.uk/about-the-daily-mash/ (accessed 16 July 2010) 

http://www.thedailymash.co.uk/about-the-daily-mash/
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Figure 4 - The Complete Woman Magazine 

 

This web project uses strong feminine stereotypes to tap in to its target audience.  This type of 

project seems to represent how women are currently being address online,which is in a very 

predictableΣ ΨǇƛƴƪΩ way. However, it can still be a useful project to analyse. It deals with magazine, 

not news articles, and its writing style is suited to this. It has used the low start up costs and profit 

potential of the web to start something which is seemingly successful and well read. 

It can also servŜ ŀǎ ŀƴ Ψŀƴǘƛ-ŜȄŀƳǇƭŜΩ ƻŦ Ƙƻǿ L ŘƻƴΩǘ ǿŀƴǘ Ƴȅ ǎƛǘŜ ǘƻ ƭƻƻƪ ŀƴŘ ŦŜŜƭΦ  

And with non Web-Projects 

Perhaps the most famous satirical publication is Private Eye, which 

crudely comments on the current issues of the day using pictures 

and articles. The magazine continues to be a success with 

subscription numbers still very strong, but even this project has an 

online presence.  
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How this will create value 

From the initial research it is obvious that publications are finding they can exist 

comfortably online and satire has even been able to thrive as their content is able to reach a 

wider audience easily and cheaply. However, it is particularly in the area of female comedic 

writing that the web lacks representation and there is still room for something new to exist 

in this areaΦ CǳǊǘƘŜǊ ǘƻ ǘƘƛǎΣ ǘƘŜ ǘƻǇƛŎǎ ŎƻǾŜǊŜŘ ōȅ DŜǘǘƛƴƎ [ƛǇǇȅ ǿƻƴΩǘ ōŜ ΨǿƘŀǘΩǎ ƛƴ ǘƘŜ 

ƴŜǿǎΩ ƛǘ ǿƛƭƭ ōŜ ǘƘŜ ǊŀƴŘƻƳ ƳǳǎƛƴƎǎ ƻŦ ǿƻƳŜƴ ƛƴ ǘƘŜ Ǉǳō ǘƘŀǘ ƛƴǎǇƛǊŜǎ ƻǘƘŜǊǎ ǘƻ ǎŀȅ ΨL 

ŀƭǿŀȅǎ ǘƘƻǳƎƘǘ ǘƘŀǘΗΩΦ Its emphasis is to create something unique but appreciated.  

 

 

Unique Selling Proposition 

This site will be unique because of its writers. Strong, intelligent and very funny women able 

to create audience drawing content online.  
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Competitor Websites and Comparable Productions 

        = Business          = Commodity          = Firmness          = Delight 

Our initial research reveals general trends in online magazines in terms of format and 

approach. Generally we find a communal blog approach where journalists contribute 

separate articles which are then arranged by their appropriate category as part of an 

elaborate content management system.  

The Daily Beast ς Online News and Social Commentary 

Although the Daily Beast does not deal with the same content as Getting Lippy, it provides 

an excellent over arching example of how an online magazine should be run. It has used 

content, an appreciation of website interaction and excellent design to draw itself an 

audience of around 4 million unique visitors a month. This is an excellent example as its also 

an online only publication, starting around a year ago and not being able to rely on loyal 

print readership that are happy to convert to online content.  

Daily Beasts Demographics are as follows (courtesy of Alexa.com):  
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We can  see that their audience is in the older age bracket (45+) and are largely female. The 

Daily Beast has successfuly targeted busy women (they view the site at work) and they are 

without question a success story for gathering loyal readership.  

Business 

Tina Brow said of her own business ŀǇǇǊƻŀŎƘΣ ΨWe were lucky in a way to start in the deepest 

recession since 1929. Our business plan required us to focus on traffic first, then in the second half 

of the year on advertisersτǿƘƛŎƘ ǿŀǎ ŀ ƎƻƻŘ ǘƘƛƴƎ ōŜŎŀǳǎŜ ǘƘŜǊŜ ǿŜǊŜƴΩǘ ŀƴȅΦ bƻǿ ǿŜ ƘŀǾŜ 

started ǘƻ ǊŜŜƭ ΨŜƳ ƛƴΦΩ3 Brown has wisely allowed the time for the business to develop a customer 

base before investigating potential revenue streamsΦ /ǳǊǊŜƴǘƭȅ ǘƘŜ ǎƛǘŜΩǎ ōǳǎƛƴŜǎǎ ƛǎ ǘƻ ǳƴŘŜǊǎǘŀƴŘ 

the online magazine market, rather than try and pre-empt it.  

Commodity 

The content is organised in a logical and thought out manner with articles organised as you 

would expect in a print publication, in to topic areas. Also the information architecture 

allows for regular columnists to fit naturally in to a subject column whilst maintaining their 

status as regular contributers. All this can easily be navigated from the homepage, or from 

the navigation tab on every page. This is part of the business approach to truly understand 

the readers interaction with the site and has benefited the audience greatly. The readership 

ŀǊŜ ŀƭǎƻ ŀŎǘƛǾŜƭȅ ŜƴŎƻǳǊŀƎŜŘ ǘƻ ŎƻƳƳŜƴǘ ƻƴ ƴŜǿǎ ǎǘƻǊƛŜǎΣ ǿƛǘƘ .Ǌƻǿƴ ǎŀȅƛƴƎ ƘŜǊǎŜƭŦΣ ΨI love 

ǘƘŜ ǎƳŀǊǘΣ ŜƴƎŀƎŜŘ ŀǳŘƛŜƴŎŜ ŀǊƎǳƛƴƎ ǿƛǘƘ ǳǎ ŀƴŘ ƻƴŜ ŀƴƻǘƘŜǊΦΩ 

Firmness 

The site is based on a content management system which has been fabricated to allow for 

multiple users to contribute their content, whilst mainting the integrity of the information 

architecture through accurate categories. The content is available in various forms, from 

written articles to video content and this site has used the full capabilities of the web for 

communicating information.   

                                                           
3
 The Daily Beast Turns One, The Daily Beast, http://www.thedailybeast.com/blogs-and-stories/2009-10-

05/the-daily-beast-turns-one/ (accessed 17 July 2010) 

http://www.thedailybeast.com/blogs-and-stories/2009-10-05/the-daily-beast-turns-one/
http://www.thedailybeast.com/blogs-and-stories/2009-10-05/the-daily-beast-turns-one/
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Delight  

Despite the standard online magazine structure (the busy homepage, grid layout and 

horizontal navigation) The Daily Beast has secured uniqueness in design through bold 

headings and consistent use of typography. A simple white background frames the grid 

layout and a bold red colour is used to highlight sections throughout the site. Rather than 

adapting a print design to fit online, The Daily Beast has been able to create its own online 

personality.  

 

 

Advertising will be 

appearing on the site but 

currently it is all about 

quality of content 

¢ƘŜ 5ŀƛƭȅ .ŜŀǎǘΩǎ ǘŀƎ ƭƛƴŜ ΨǊŜŀŘ ǘƘƛǎ 

ǎƪƛǇ ǘƘŀǘΩ ƛǎ ŀ ǎǳōǘƭŜ ŀǇǇǊŜŎƛŀǘƛƻƴ ƻŦ 

how their readership uses the 

content on their site.  

The content is organised in 

various ways, to guide the 

reader through by columnist, 

or by content.   

 

The site uses a wealth of 

technology, from video to java 

script, all on a CMS designed to 

allow multiple users to contribute.  

The exaggerated headings and 

punchy red design lets you know 

immediately which site you are on. 

The red implies danger and power.   

Readers are encouraged 

to interact with the site, 

even on their personal 

networking pages.   
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The Daily Mash ɀ Satirical News Online 

Wikipedia defines The Daily Mash as a British satirical website providing parodic 

commentary on current affairs and other news stories4. The content of this site is similar to 

that proposed for Getting Lippy and is one of the most popular sites of its kind. It is often 

adult in its humour and is unashamedly scathing in its approach.  Through its sense of 

humour, The Daily Mash has been described as insightful and has gained loyal readership 

through consistently quality content.  

Daily aŀǎƘΩǎ Demographics are as follows (courtesy of Alexa.com):  

 

The demographic is decidedly different to that of The Daily Beast. It has a largely young 

male educated audience. This is a significant observation in the target audience of online 

magazines. When we add a satirical and comedic angle the age and gender of the 

readership changes.  This begins to support the idea that female comedic needs are 

currently underrepresented online.  

                                                           
4
 The Daily Mash, Wikipedia, http://en.wikipedia.org/wiki/The_Daily_Mash (accessed 17 July 2010) 

http://en.wikipedia.org/wiki/The_Daily_Mash
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Business 

The revenue stream for this site ƛǎ ŀ ōŀǎƛŎ ΨǇŀȅ-per-ŎƭƛŎƪΩ ƳƻŘŜƭ and is agressive in its placing 

of adverts. The site also has a shop where promotional t-shirts and other merchandise can 

be purchased. They also have a strong market for their books, showing a continued reliance 

in print publications to make money.  

Commodity 

The Daily Mash has a similar structure to The Daily Beast in that it is a traditional grid based 

layout where the most recent news is displayed on the homepage, whilst the navigation 

allows for exploration of the archives. The main news articles are positioned to the left of 

the page, whilst content such as videos are placed rather untidily to the right. The 

impression is that the main focus of the site is its written content. Users can subscribe to the 

newsletter but are not encouraged to comment on stories and no forum is available. 

Authors are also not a significant factor in the stories and are displayed more as a constant 

stream of conciousness. 

Firmness 

The site is based on a simple layout, perhaps Wordpress or something similar. A simple drop 

down menu is used but generally the site is simple and based around multiple contributers 

adding articles to the site.  

Delight 

In terms of design the site is very simple. In the same manner as The Daily Beast it is a 

simple grid layout with a white background but the only real design flair comes in the logo, 

which is in a wiggly, playful font. Generally though simple web fonts are used and links have 

simply been left in blue. For this site, content is king. 
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The site has a pay-per-click 

revenue model and adverts 

are placed in attention 

grabbing sections of the 

site.  

The advertising is often in 

video form and is very 

much geared to a young 

male audience (beer in this 

example).   

The site does not include a 

forum or ability to 

comment, but it does have 

an app, Twitter and 

Facebook page.    

The site is 

very simple 

and seems 

cheaply put 

together.    

The site is not author lead, rather 

the audience are expected to read 

the stories in chronological order 

and know from which news stories 

they originate.   

The site relies on other 

means of income including 

merchandise and books.   

The site has no real artistic flair 

to it, but this is not necessary 

for the site. Its shackled 

together look helps highlight 

that the site is content lead.    
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Complete Woman Magazine ɀ Targeting the female market 

Complete Woman Magazine helps represent ǘƘŜ ŦƻǊƳ ǿƻƳŜƴΩǎ ƳŀƎŀȊƛƴŜǎ ƘŀǾŜ ƳŀŘŜ 

online. Although DŜǘǘƛƴƎ [ƛǇǇȅ ǿƻƴΩǘ ŀŎǘƛǾŜƭȅ ǘŀǊƎŜǘ ǿƻƳŜƴΣ ƛǘΩǎ ƛmportant to understand 

ǿƻƳŜƴΩǎ ǇƭŀŎŜ ƛƴ ǘƘŜ ƳŀǊƪŜǘǇƭŀŎŜΦ  

Daily Beasts Demographics are as follows (courtesy of Alexa.com):  

 

Young women at work are the main audience for this site, showing that the obvious 

approach towards women has worked. Although this shows what audience a site like this 

can expect, what is more interesting is that, due to the subject matter, we can expect that 

the authors are women and this is where it has strong similarities with Getting Lippy. It is 

these pink stereotypes of femininity I plan to avoid, but in order to do so ƛǘΩǎ necessary to 

understand them.  
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Business 

Although site generally seems to be a labour of love, there is a revenue stream which comes  

from pay per click adverts. They seem to be placed in respectable places on the site showing 

that money is not the main focus.  

 

Commodity 

¢ƘŜ ǎƛǘŜ ƛǎ ǎǇƭƛǘ ƛƴ ǘƻ ƭƛŦŜǎǘȅƭŜ ŎŀǘŜƎƻǊƛŜǎ ǎǳŎƘ ŀǎ ΨaƻƴŜȅΩ ŀƴŘ Ψ.ŜŀǳǘȅΩ ŀƴŘ ǘƘŜ ŀǊǘƛŎƭŜǎ ŀǊŜ 

actively called blogs to secure the online feel. The homepage, as with other sites in the 

magazine style , provides an opportunity to see the latest and most popular features. 

However the archives are neatly organised and can be accessed through the navigation. The 

ŀǊǘƛŎŜǎ ŀǊŜ ƴƻǘ ΨƴŜǿǎΩ ǊŀǘƘŜǊ ǘƘŜȅ ŀǊŜ ƳƻǊŜ ΨŦŜŀǘǳǊŜǎΩΦ This is similar to the approach of 

Getting Lippy and it is clearly a concept which women are comfortable with.  A newsletter is 

available for readers to sign up to.  

Firmness 

The site appears to be a Wordpress blog allowing for mutiple users to easily contribute. It 

also means that design is easy to implement.  

Delight 

The website throws every female stereotype at you. Its pink, with a picture of a happy, 

pretty women in the header.  The layout is in a grid based style which helps keep the 

content methodically organised and easy to navigate. Generally, however, little imagination 

and originality has gone in to the design. In order to guarantee the female audience it seems 

it has been blatant in its design approach. However, the fact the site has so successfully 

drawn in its target ŀǳŘƛŜƴŎŜ ǎƘƻǿǎ ǘƘŀǘ ǇŜǊƘŀǇǎ ǎƻƳŜ ƻŦ ǘƘŜǎŜ ǎǘŜǊŜƻǘȅǇŜǎ ǎƘƻǳƭŘƴΩǘ ōŜ 

over looked and can help with understanding women on the web.  
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The site is logically categorised and 

has a news feed and allowing for 

comments.    

Advertising is scattered 

throughout the site, but 

has been adjusted to be 

blend in with the site.    

The design of the site 

plays to many female 

stereotypes, mostly 

with the use of pink.     

Chronology is not necessarily  

important to the site, as the topics are 

over-ŀǊŎƘƛƴƎ ǿƻƳŜƴΩǎ ƛǎǎǳŜǎΦ ¢ƘǳǎΣ  

only the homepage implies a 

chronological order.    

The site has widgets, such as a 

ΨǊŜŎŜƴǘ ǇƻǎǘǎΩ ǎŜŎǘƛƻƴ ǿƘƛŎƘ ƛƳǇƭƛŜǎ 

a Wordpress site.     

The design is 

unoriginal and 

lacks uniqueness.      



 

Getting Lippy Thesis Project ς Kerri-Anne Ellis 09/10 

 

Private Eye ς An Offline Project Online 

Private Eye is a magazine well established in the consciousness of the British public. 

²ƛƪƛǇŜŘƛŀ ŜǾŜƴ ǎŀȅǎ ƻŦ ǘƘŜ ƳŀƎŀȊƛƴŜΣ Ψ!ǎ ǘƘŜ ¦Yϥǎ ōŜǎǘ-selling current magazine, such is its 

long-term popularity and significance that many recurring jokes in Private Eye have entered 

ǇƻǇǳƭŀǊ ŎǳƭǘǳǊŜ ŦǊƻƳ ƛǘǎ ǇŀƎŜǎΦΩ5 Offline its success is clear, and its unapologetically crass 

style is something Getting Lippy shall strive for. Thus, itΩs necessary to investigate how it has 

transferred to an online presence and what kind of audience it is attracting to it.  

tǊƛǾŀǘŜ 9ȅŜΩǎ Demographics are as follows (courtesy of Alexa.com):  

 

Again, we see males are the main audience members of this magazine online, although 

unlike the Daily Mash, they are slightly older. This supports the argument that comedy 

writing, particularly in this style, is currently dominated by men. By the looks of the authors 

on the site, it is also dominated by male writers. Thus there is a trend for comedic 

magazines to be written by men, for men, and this seems to be established even before the 

web, in print publications. This has helped indentify a gap in the market and but also 

provides strong examples of how to successfully execute the satirical style online.  

                                                           
5
 Private Eye, Wikipedia, http://en.wikipedia.org/wiki/Private_Eye (accessed 15 July 2010).  

http://en.wikipedia.org/wiki/Private_Eye
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Business 

Private Eye relies on two elements for its income. Firstly there is the standard pay per click 

advertising we can see throughout the site. But also there is the active encouragement to buy print 

subscriptions. Although much of the content is offered online, not all of it is and loyal fans are being 

persuaded to also keep their loyalty offline as well as on. You are even able to buy gift subscriptions.  

The Private Eye has a long history of regular subscribers and can for some time rely on their loyalty. 

The impression is that this website is to attract a new audience to the publication.  

 

Commodity 

The ǎƛǘŜ Ƙŀǎ ƳƻǊŜ ΨŦƻƻǘŜǊΩ ǘȅǇŜ ƘŜŀŘƛƴƎǎ ƛƴ ƛǘǎ ƘƻǊƛȊƻƴǘŀƭ ƴŀǾƛƎŀǘƛƻƴ όƛƴŎƭǳŘƛƴƎ ΨǎǳōǎŎǊƛōŜΩ ŀƴŘ 

ΨŎƻƴǘŀŎǘ ǳǎΩ ǿƘƛŎƘ ŀǊŜ ŀƭƭ ǊŜǇŜŀǘŜŘ ƛƴ ǘƘŜ ŦƻƻǘŜǊύ ǿƘŜǊŜ ŀǎ ŀǊǘƛŎƭŜ ŎŀǘŜƎƻǊies are placed down the 

side. Athough this does not appear greatly unusual  in terms of information architecture it does 

create an heirarchy where actions (subscribing) are giving priority over navigating the articles.  

The site also includes a level of interactivity, from ΨŜȅŜǇƭŀȅŜǊΩ which offers audio and video content 

and also online games. Audience members are not allowed to comment on articles instantly, but 

ǘƘŜȅ Ƴŀȅ ǘƘǊƻǳƎƘ ŎƻƴǘŀŎǘƛƴƎ ǘƘŜ ŜŘƛǘƻǊ ǘƘǊƻǳƎƘ ŜƳŀƛƭ ƛƴ ǘƘŜ ǘǊŀŘƛǘƛƻƴŀƭ ΨƭŜǘǘŜǊǎ ǇŀƎŜΩ ǎǘȅƭŜΦ  

Firmness 

The site does not seem to have a group blog feel to it. The articles are taken straight from their print 

publication and pasted online. On investigating the source of the site it seems it is entirely based on 

tables, an old fashioned approach to web design. Although this is probably left over from when the 

site was first built, it shows a lack of desire to invest too much time and money online.  

Delight 

Further to the lack of investment online, the Private Eye has showed little imagination in its design. It 

continues its use of the Private Eye font and logo in the header that is available in the print 

publication. Elsewhere, little originality has been implemented in the design and little personality 

has been placed in to it. The white background fits the other styles and the homepage is a grid 

layout highlighting the latest news. Generally, however, its more of a holding space for offline 

content rather then a well loved and nutured website.  
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Little effort has gone into the design of 

this site, including the layout. Content 

seems crammed and typography is not 

really considered to help ease this 

issue.       

The main focus of this sites 

business seems to be getting 

new people to sign up for the 

content, and eventually to the 

print publication.   

The site has a 

strange hierarchy of 

ΨŀŎǘƛƻƴǎΩ ƻǾŜǊ 

ΨƴŀǾƛƎŀǘƛƴƎΩΦ   

Readers are 

encouraged to 

follow online (aka 

spread the word)   

The sites old fashioned structure 

is apparent in crushed 

appearance and unreliability. 

tŀǊǘǎ ƻŦ ǇŀƎŜǎ ƻŦǘŜƴ ŘƻƴΩǘ ƭƻŀŘΦ    

The only part that appears not to 

ōŜ ƻƴ ǘƘŜ ΨŘŜŦŀǳƭǘΩ ǎŜǘǘƛƴƎ ƛǎ ǘƘŜ 

logo, and this is taken from the 

print publication.     


