
COMMUNICATIONS 
WORKSHOP

Yorkshire and Humber Region u3a (YAHR) 

Friday 17th March 2023, 10.30 – 3.00



Housekeeping  (AG)

❖Fire exits, FRPs 

❖Toilets

❖MOBILE PHONES - off or to SILENT please

❖PHOTOS  
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PROGRAMME (Morning) 

Importance of Good Communications (Pat Collard)

Maximising the Value of Your Website (Elaine Toms)

Comfort Break

Social Media   (Margaret Fiddes & Helen Stevens)

12.30 Lunch Break  
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Pat Collard 

Cottingham u3a

Chair of YAHR 

Importance of Good 

Communications

Planning and Integration



What do we mean by communication?

• Greeting people
• Give information or instructions 
• Seeking information or answers to questions
• Advertise
• Encourage participation
• Share thoughts
• Build / maintain a relationship 
• Keeping in touch 
• Requesting something
• Express emotions



Ways to communicate

•Face to face conversation / meetings
•Online conversation / meetings
•Landline / mobile phone
•Text
•Email
•Beacon 
•WhatsApp
•Messenger
•Social Media



Ways to communicate

•Letter
•Newsletter 
•Announcements
•Flyer / poster / leaflets 
•Website
•Information packs 
•Magazines 



Best way? 

•Audience – individual, groups, members, non members 
•Number of people involved in the process 
•Reason for the communication
•Two way process

•Whose responsibility?
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Maximising the value of 

your website

+ Q&A re websites and issues

Prof Elaine Toms

(Ilkley & District u3a)



Elaine Toms
Professor of Information Innovation & 

Management

University of Sheffield
elaine_toms@hotmail.com

March 2023

Maximising the 
Value of your U3A 

Website



What gives your 
Website Value?

Happy visitors!
New members!
Repeat visits!

They can find & do what they need
They can find & do what you want them to find & do

Effortlessly
Efficiently

How?
❖ Clear intent
❖ Consistency, simplicity, functionality
❖ Appropriate use of colour, topography, imagery
❖ Invokes trust, safety and security
❖ Usable
And its awesome!



What is the purpose of a website? of your 
website?

INFORMATION TRANSACTION INTERACTION ARCHIVE REPUTATION
Provides 
information for 
users & visitors; 
enables 
findability

Enables an 
exchange usually 
of money; join, 
renew, sell 
tickets

Enables user 
engagement with 
content; 
browsing, gaming, 
exploration

Used to store 
information in the 
formal sense; 
aimed more at 
the 
organisation’s 
administrators 
than the users

What is your Call to Action (CTA) on the Homepage, on other pages?
Get new members? Keep members? Join and pay fees? ….

Build a reputation 
locally for the 
group

Do you have a clear intention?



People! Users! 
❖Who are you building this for? 

❖Who is your primary group? What are their needs?

Remember:  in any design/development, you are not your user.

• Why do they come?

• What do they do?

• What do they expect?

• Do you really know? 

❖Random Visitors? Members? Prospective Members? Supporters of Prospective Members?

❖Or is all your data based on supposition and ‘looking around the last room’?

The U3A Conveyor Belt!

Who starts is not the same person that finally leaves at a ripe old age!



What affects their ‘visit’?



Fonts

❖Highly legible, not artsy, minimal script
❖Good Contrast with background
❖Typical: 3 fonts in 3 sizes



Colour 1
❖ Colours must work together, not overwhelm; and communicate 

the same kind of information everywhere in the interface.

❖ Use the 60-30-10 rule: 

• 60% for dominant, 

• 30% for secondary, & 

• 10% accent colour. 

❖ Small number of colours reinforces visual hierarchy and 

contrast

❖ If you are inexperienced, choose monochromatic; 

❖ Colour harmony is critical. If you don’t know what you are 

doing have a look at https://color.adobe.com/explore 

❖ Use them consistently throughout the site

https://www.nngroup.com/articles/color-enhance-
design/

Adjacent 
colours create 
low contrast

Produce 
high 
contrast

Softens 
contrast

Safe



Colour 2

How many colours are on this page?
Does it affect readability?
Does it affect focus?

Do you/should you follow the U3A brand? 

https://www.u3a.org.uk/brand-guidelines/u3a-brand-guidelines-2022/download

From the u3a:
• use secondary colours sparingly.
• make use of white space and avoid large areas of black 
• be sensitive when using the Dark Blue; it can overpower 
• only use the secondary colours as highlights, page dividers or as part 

of a set 
• avoid an excessive amount of different secondary colours in one 

design 

https://www.u3a.org.uk/brand-guidelines/u3a-brand-guidelines-2022/download


Images/Graphics

❖Establish a relationship with visitors – invoke trust, 
security, etc

❖Use what is necessary and what is value added

❖Need human faces of the organisation; not stock photos 
that are mere decoration

❖Users pay close attention to images that contain relevant 
information, but ignore fluffy pictures used to "jazz up" 
web pages.

❖Example: shoppers are more confident when seeing 
people just like them with a product

Avoid background images which take up bandwidth and make 
your site slower, particularly if local network issues



Text & Writing
❖Write like a journalist! Use the Inverted 
Pyramid
❖Plan story structure where the most 
important information (or what might 
even be considered the conclusion) is 
presented first.
❖gets to the point quickly and supports 
all types of readers

❖Be succinct: write no more than 50% of 

the text you would have used in a print pub

❖Note: digital text does not affect reading 

speed, but it does affect comprehension!

❖Write for scannability: don't require users 

to read long continuous blocks of text.

• Use paragraph breaks.

• Use lists. Studies show that more people will 

look at lists with bullet points than other formats. 

• Organise content in logical ‘buckets’ with 

distinctive labels.

❖Think mobile!

Need to Know

Nice 
to 

Know





Layout 1

❖Content that is too big or small usually is visually a disaster

❖Need a flexible layout

❖Predictable layout helps users read and scan efficiently

❖Think about what will appear ‘above the fold’

❖Whitespace is important; without it a page can be 

overwhelming

❖Use a grid!

Aligned: traditional
Alternating: popular, breaks monotony, but 
more awkward to scan

But…
Images that are informational are looked at 
more often than those that are decoration 
regardless of the alignment

How people 
read a page



Layout 2 – Grids 
❖ Predictable layout helps users read and 

scan efficiently
❖ Align the content to the cells in the grid
❖ Good grid is adaptable to different 

screen sizes and orientations
❖ Use ‘gutters’ to add whitespace to 

columns, although you can create a 
texture effect (e.g., quilt) 

Most 
important 
elements in 
largest 
chunks

Good 
for 
product
s & lists

Content in 
columns; 
gutter & 
margins are 
white 
space



Layout 3 – Grids 

Column
Modular



Navigation – the Wayfinding

❖KISS principle; make it easy for people
❖Hick’s Law: more options you supply, 
the longer it takes to make a decision. 

Types of Menus:

❖Global Navigation: top level, appears on 
every page and provides access to all pages, 
directly or indirectly

❖Local Navigation: subsite specific; the detail 
underneath each option on the global 
navigation

Website

About Us Groups

Group List

Group 1

Group 2

Join a 
Group

Events Join Us
Committe

es
Contact 

Us

Local Navigation: contextual to 
user’s current location; how is 
the Group content subdivided 
(e.g., Group 1)

Global Navigation:  top level of 
content hierarchy; remains the 
same on every page; should be 
able to predict its content

Current Page: Content page

Also
❖Search: use if you have good and I mean good 
search, otherwise an exercise in user frustration
❖Sitemap: a categorisation of content (what do we 
have) and not navigation (how do I get there?



Global Navigation – the Top Level Menu
❖5-7 items unless there is a very good reason!
❖Clearly named categories, mutually exclusive, prioritization – beginning and end 
for key items. Avoid generic labels (e.g., documents, videos)
❖Optimise for easy access to frequently used ones
❖Make them visible and look clickable; avoid using buttons which are visual clutter. 
Use buttons for actions, e.g., download, sign up
❖Use both logo and home to link back to the home screen

1. How many menu 
options?

2. Are these the best 
groupings?

3. Can any be merged?
4. What does a user need 

to see first?

Global Navigation Bar Examples – Which ones are the most effective?



Public site

Internal Staff site

If you have to 
tell us, then 
they are not 
very visible!



Note order from top to bottom
1. Name
2. Tagline
3. Menu
4. CTA (Call to Action)



Breadcrumbs
❖Works like “you are here” on a map; Shows the pathway home
❖Use breadcrumbs so visitors can see where they are in the hierarchy. 
❖Insert at the top, not the bottom of the page, but they do not replace the top 
level menu
❖Include homepage as first  and the current page as the last item in the 
breadcrumb trail
❖Very tricky on mobile; use with caution



Local Navigation
❖Displayed in one of these ways:

• Horizontally, below the global navigation 

• Sidebar (on the left); presents options in 
form an L-shape

• As dropdown menus
▪ Conserve screen space

▪ Don’t use long dropdowns that require scrolling

▪ Keep the label in view when dropdown is open

❖Must be visible but not dominate 
the global navigation bar
❖Footer navigation

• Used on large sites

Good menu design needs a good 
information architecture

Examples 
with 

dropdown 
menus

From Age UK

Levels 2 & 3 are 
collapsed into one 
display



The ‘Groups’ pages
• What is the best way to handle groups?

• Many classifications: by

• Title

• Topic

• Day/Time of meet

• Availability (e.g., spaces, full)

• Group leader

• Fee or free

• Venue or place

• Frequency

• Group leader

• Colour key?

• Sometimes confused with new group ideas, joining a group, groups in other areas or at 

national level, purpose of u3a

• presence of decorative icons that occupy what could be useful information

• What is the best order?

• What is the best layout?



The ’Fold’

What is the call 
to action on a 
Groups’ page?

Why do people 
select Groups 
from the top?

Would you re-
structure this 
page?

Generic introduction

About new groups

About administering a 
group
A push to join a group

Explanation of navigation

Finally - toward 
bottom of second 
page, the groups!

About health

About a paper copy



Homepage 1

What message do these project?



Homepage 2 What message 
do these 
project?



Homepage 3 
❖the most valuable part of the website real 

estate – get this wrong and everything else is 

lost.

❖What is the focus? What does the visitor see 

and intuit?

❖How much of your space on the homepage is 

used wisely?

❖How much is devoted to ads, filler, stock 

photos, too much blank space?

Perform a blink test!

A visitor should be able to gather the main 

message in less time than it takes to blink, i.e., 

less than five seconds.

Design of Homepage

❖Who you are? Logo? 

❖Include a tag line that says what and who you 

are. Not everyone will know what the U3A is

❖One click from anywhere on website to get 

here. Typically the Logo in upper left

❖Navigation menu horizontally toward the top 

of each page

❖Use negative (i.e., white) space to advantage 

so there is no overcrowding 

❖Include a search input box, but only if it works!

❖Start each link with the most important word

First impressions count! Takes 50 
milliseconds for people to form an opinion 
about your website. 
impacts ‘stickiness’ and credibility



Does the 5 sec test work here?



Does the 5 sec test work here?







Designing for which Device(s)? How U3A Yorkshire is 
viewed on different devices

iPhone

iPad

Desktop

Note: this also illustrates the commonly use principle: 
important stuff ‘above the fold’. What is below the fold here?

• Mobile is how most accesses the Internet.
• Search engines recognize this and reward mobile-friendly sites that 

are mobile-friendly. 70% of first page results are optimized for mobile 
devices.

• Website must be responsive to screen size and displaying correctly 
across, phones, tablets and desktop

• Check https://search.google.com/test/mobile-friendly to see how 
your website fares

https://search.google.com/test/mobile-friendly


What gives a Website 
Value?

Happy visitors!
New members!
Repeat visits!

They can find & do what they need
They can find & do what you want them to find & do

Effortlessly
Efficiently

Key considerations
❖ A logical information architecture that 

supports a useful top level menu which 
leads to a secondary local menus or to a 
page

❖ Legible text, easily scannable
❖ Appropriate use of colour and images
❖ Informative homepage that clearly 

identifies who and what you are in a 
easy to read layout

❖ Works as well in mobile as it does on a 
laptop

How?
❖ Clear intent
❖ Consistency, simplicity, functionality
❖ Appropriate use of colour, topography, imagery
❖ Invokes trust, safety and security
❖ Usable
And its awesome!
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Social Media
what’s in it for us? 

Margaret Fiddes

(Regional Trustee/Sherburn u3a)

& Helen Stevens (Ilkley & District u3a)

This 
Phot
o by 
Unkn

https://www.flickr.com/photos/thecampbells/7842096300/
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LUNCH BREAK 
(please allow with Special Dietary Requests go first)

We re-convene at 1.00pm
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AFTERNOON PROGRAMME

Communicating with our members (Angie Grain)

Comfort Break 

Rethinking your u3a’s Communications (Elaine Toms)

Closing Remarks, Q&As, Feedback 

3pm Close



Communicating 
with Members

Hessle u3a



















Hessle University of the Third Age

This is to certify that

{{Forename}} {{Surname}}

Is a paid up member of Hessle u3a

Membership Number {{Roll Number}}

Expires 31/10/2023

Hessle University of the Third Age

This is to certify that

Laurence Howe

Is a paid up member of Hessle u3a

Membership Number  232

Expires 31/10/2023

Bob Jackson

Membership Secretary
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Communicating with our 

own members
(Group Discussions)

Angie Grain 

(Ilkley & District u3a) 
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FOR DISCUSSION……. 

a. Why are good Communications with your members important?  (What is at 

risk if they are not good?) Is this a Retention issue? 

b. What media can you use and how do you decide what content is appropriate 

for each? 

c. Do you use printed ( + posted/hand delivered) newspapers/magazines? 

What is their role? 

d. What is the difference between an E-newsletter and a printed 

newspaper/magazine? Is there a need for both? What about the cost and 

environmental impacts?

e. Do INTERNAL communications have any role in Recruitment of new 

members?

f. How do you ensure that non-internet users are not sidelined? 

g. How to encourage members to contribute? 
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E-Newsletters – the good, the bad and …….

❑Examples of good practice

❑What to avoid ? 

❑Compare with non-u3a newsletters you 

receive; what can we learn from them?  
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Publications brought today

➢Any examples of good ideas? 

➢In format, content, design etc 

➢What have you learned from 

them? 
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SOME OF THE DANGERS WHEN COMMUNICATING WITH MEMBERS:

a) Too much text – not enough images

b) Too worthy and not enough FUN? 

c) Full of acronyms and/or jargon (e.g. YAHR, TAT, TAM) 

d) Isolating the non-internet users

e) Dominance of retrospective content 

f) Not keeping up with u3a activities (Trustees’ plans, 
new groups, events etc). Need for joined-up Comms. 

a) Publicising groups that already have waiting lists

b) Can members refer to back copies via the website? 

c) Information overload and E-mail overload
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Communications to members – Scenarios

How would you deal with these? 

1. Local organisation (shop, sports centre, theatre) is offering discounts to 

u3a members. 

2. A new residential housing provider in your town wants to publicise their 

open day event and invite u3a members.

3. Local Community-run Arts Centre requests you publicise their 

programme to members

4. A local charity needs more volunteers and asks you to circulate this to 

members

5. One of your members is organising an event (lecture, trip, concert, 

sports etc) in only TWO weeks time; inviting all members to participate. 
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Rethinking YOUR u3a’s  

Communications: 
Developing a Plan 

Prof Elaine Toms



Communications Plan

1. What is your objective? What is the communication trying to 

achieve?

2. What information or actionable item will it contain? What will be the 

content, the essence of the message?

3. When and how often will this information be communicated?

4. What method will you use?

5. Who will receive it?

6. Who is responsible for dissemination? How will you know it has 

been done successfully?
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Closing Remarks, Q&As, 

Feedback 
Pat Collard 
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Thank you for coming

We hope that you enjoyed it and found it useful

Have a safe journey home.


