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Introduction and purpose
The Community College of Baltimore County’s external website (www.ccbcmd.edu) is
the face of CCBC. Often it is the first impression visitors have of the college and we
want it to be a positive experience.
The goals of the website are to:
1. Attract and engage prospective students.
a. Encourage them to apply, visit the campus, request info, etc.
2. Provide web resources for current students.
3. Provide web resources for other key audiences: alumni, community businesses,
donors and potential employees.
4. Promote the wide variety of academic opportunities offered at CCBC.
5. Present a consistent brand and message.
To help ensure a positive user experience, we have standards and best practices in
place to assist you when developing and maintaining content on the website – providing
the best content possible.
The intent of our Web Content Standards is to help ensure that CCBC has a strong,
public presence on the web. These standards written by members of the Web
Management Team include web usability guidelines and best practices in
communications as well as thorough research into the needs of CCBC’s web
audiences.
The college relies on members of all departments to contribute to the development and
maintenance of the college website, but it is critical that we do so with a single, clear,
consistent and credible voice. By conveying a consistent voice, we will cultivate trust
and promote a conversation with our audience as we support their informational needs
and engage them with the CCBC brand and experience.
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Section 1: Appropriate Content
What belongs on the CCBC website
Who is our audience?
The CCBC website is geared toward an external, but local audience. Specifically the
recruitment and retention of students.
Primary audience
•

Prospective students (and parents)

Secondary audiences
•
•
•
•

Current students
Alumni
Prospective employees
General public (community businesses and donors)

What do web users want?
Web users are notoriously impatient. They want to find information and they want it
now. Our visitors should not have to work hard to find their information; again, this goes
back to keeping the content clear and concise.
If they are visiting for the first time, they will typically ask:
1.
2.
3.
4.

What is this?
What can I do here?
Why should I be here?
Where do I begin?

Users will leave if a website is difficult to use and navigate. Users will also leave if a
website is hard to read or does not answer their question.
What do CCBC users want?
Prospective students want to be inspired. They want to know, “Why should I come to
CCBC?” They will also want to know what our academic offerings include, the benefits
of coming here, admissions information, cost, locations, campus life, etc.
Parents of prospective students will want to know about our safety, cost, financial aid,
etc.
Current students want to access resources available to them, stay informed on all
events and happenings, register for classes or perhaps get involved in student activities.
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Alumni want to stay informed and connected to the CCBC community. They want to
know that their involvement is valued and valuable.
Prospective employees are interested in understanding the CCBC culture, job
opportunities and benefits of working here.
The public will want to understand our offerings and opportunities that are relevant to
them. Such as any events that are open to everyone.

What is right for the CCBC website?
www.ccbcmd.edu is our largest and most visible publication serving the marketing and
communications needs of the college. It promotes the college and informs the public of
what CCBC has to offer.
Always consider who your audience is for any page before posting. If the content is of
broad interest to the community, then it goes on the CCBC website.
We should always keep our audience in mind as we think about what we are trying to
accomplish on the website – it is about them, not us. There is always a lot going on at
CCBC, but that does not necessarily mean it should be on the website.
Content that is meant for our inter-office audience (faculty and staff) is better suited on
our intranet.
Rogue Sites: All CCBC web content must be hosted and/or authorized by CCBC.
We do not allow unauthorized third-party sites hosted outside of the CCBC domain
(ccbcmd.edu), such as WordPress, Weebly, or Wix, to advertise CCBC programs,
services and student recruitment. The Web Management Team will remove links to
sites found to be in violation of this policy. If your department needs a larger web
presence, please visit our Sitecore Resources page for more information.

What is not right for the CCBC website?
Since our primary audience is prospective students, we avoid posting information
intended only for our internal audiences on the college website. This includes faculty,
staff and this applies to some of our currently enrolled students.
Information for internal audiences
Information intended for our internal audience detracts from the websites’ public
message. It can confuse prospective and current students as well as other public
audiences. CCBC’s intranet, SharePoint, is where content solely for faculty and staff
resides.
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Examples of faculty and staff information that will not appear of the CCBC public facing
website, include (but are not limited to):
•
•
•
•
•
•

Faculty/employee policies and procedures
Faculty/staff meetings or meeting minutes
Employee forms, procedures and policies
Faculty and staff events (such as a luncheon)
Professional development opportunities for staff
Confidential and proprietary information

Hint: If the form requires a CCBC ID number, then it is an internal form and should
not appear on the public facing website.
Information for small groups of students
We also avoid placing information on the public website intended for small groups of
students. All information for current students on the website should reach sizeable
populations. Meaning that it benefits most, if not all, of our currently enrolled students.
Information for small groups of students belong on myCCBC, CCBC’s student portal.
Examples of information for small groups of students that will not appear of the CCBC
public facing website, include (but are not limited to):
•
•
•
•

Club meetings/events
Class documents, notes or textbook information
Minutes from a student organization meeting
Student news (refer to CCBC Connection)

Advertising
The CCBC website does not accept advertising. We do not display paid advertising on
the public facing website. This includes advertising in exchange for in-kind services.
Such advertising should never be a part of a vendor agreement.
Official sanctioned partnerships or sponsorships endorsed by Institutional Advancement
may be acknowledged on the website, including the display of partner/sponsor logos.
Contact the Web Producer for questions concerning advertising or sponsorship.
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Section 2: Web Accessibility

Ensuring your content is useful for all
Making sure that your content is accessible to all is a good practice from a marketing
and communications perspective, but, where the college website is concerned, it’s also
federal law. All Title IV institutions (those that award federal financial aid to students)
are expected to comply with Section 508 of the Rehabilitation Act. This 1998
amendment to the original 1973 legislation addresses accessibility concerns in
electronic and information technology, including web-based intranet and internet
information and systems.
The criteria that apply to the college website are based on access guidelines developed
by the Web Accessibility Initiative of the World Wide Web Consortium (W3C).
On June 5, 2018, the W3C released an update of its Web Content Accessibility
Guidelines (WCAG) 2.0, a globally recognized, technology-neutral accessibility standard
for web content. WCAG 2.1 builds upon guidance developed by W3C's Web
Accessibility Initiative by expanding coverage of mobile device accessibility and
enhancing access for people with low vision and who have cognitive or learning
disabilities.
When developing online content we must consider:
•
•
•
•
•
•
•
•
•

Hearing
Seeing
Learning differences
Mobility
Time restrictions
Computer security
Available software applications
Mobile devices
Assistive technologies

Additional resources can be found on the Digital Accessibility web section for the
public, the Digital Access Usability SharePoint site for employees and the Digital
Access Usability SoftChalk site for the CCBC community (employees and
students).

pg. 8

Multimedia Accessibility
CCBC is legally required to caption and transcribe all video content. If you use an audio,
video or other multimedia file, you must also provide additional content so that
individuals with disabilities have comparable access to the verbal and nonverbal
communications.
•
•

•

Audio content - An accurate and complete transcript is required. A transcript is
a text version of exactly what is being said in the audio file.
Video content - An accurate and complete audio description is required. An
audio description is an audible sound recording of what is being shown in the
video.
Multimedia (audio and video) content - Accurate and complete synchronized
captions (or transcripts) and audio descriptions are required. Captions are a timesynchronized text version of exactly what is being said and/or a description of the
relevant sounds in the multimedia file. A transcript is a text version of exactly
what is being said in the audio-only file. Audio descriptions are time-synchronized
descriptions of what is being shown in the multimedia file.

Refer to the multimedia section for a detailed description of the video accessibility
standards.

PDF Accessibility
CCBC is also legally required to ensure all online documents are accessible by assistive
technologies including screen readers. PDFs can contain text, links, buttons, form fields,
audio, video and diagrams. PDFs must be in a format that individuals with disabilities
can perceive, understand, navigate, and interact with in the same manner as individuals
without disabilities.
•

Write clear and concise content with meaningful text alternatives for
images. Don’t forget to label all images and table column headers. Use
headings to convey meaning and structure.

•

Design the PDF with accessibility in mind. Provide sufficient contrast
between foreground and background. Clearly identify interactive elements.
Don’t use color alone to convey information. Use headings and spacing to
group related content. Design for different viewpoints (sizes).

•

For interactive documents, ensure that all fields are clearly labelled and
interactive elements are keyboard accessible. Help users avoid and correct
mistakes.

•

Correct warnings and violations found in the Microsoft Word accessibility
checker. Save as an unlocked PDF. Then, use Adobe Acrobat or Reader to
test for accessibility violations. If accessibility violations persist and are
difficult to troubleshoot, test the PDF with assistive technology for a true
diagnostic.
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Refer to the multimedia section for a detailed description of the PDF accessibility
standards.
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Section 3: Writing for the Web
Standards and guidelines for online copy
It’s up to you – designated contributors and owners of CCBC website content – to help
users find the information they need, when they need it. The following guidelines and
standards will assist you in presenting information accurately, clearly and succinctly.

Know your audience and your purpose
Good writing of any kind begins with a clear goal and a solid understanding of your
audience. Determine who your audience is and what they need. Adapt your voice and
content to fit your audience, and ask yourself: “why did they seek out this Web content?”
Re-evaluate your efforts periodically to make sure you are still on target. When you
have multiple audiences, target your core audience.
Hint: Always ask yourself first, “what does my audience want to know/find/do?”
then, “what else do they need to know to be successful in their goals?”

Establish voice
Voice is created through your word choice, your application of style and grammar,
sentence structure and more. It can be casual or formal, impassioned or neutral,
mocking or respectful. Keeping your target audience in mind, develop an appropriate
voice that fits the context of your message.
The voice should reflect the brand of the college and the goals of the website.
At the highest level, CCBC is about empowering people to reach their goals. The
website exists to help them find the information and services they need from CCBC. As
such, our content should speak with a voice that is professional yet inviting, helpful and
supportive. Written content should not be intimidating in tone or rely on technical terms
and academic jargon. Avoid acronyms whenever possible.
Before: Applicants must submit their complete contact information in order for their
request to be processed in a timely fashion.
After: Be sure to include your complete contact information on your application so
that we can get back to you as soon as possible.
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More information on the CCBC brand and key marketing messages is available in the
college Branding Guide, published by the College Communications department.
Write for the world
Avoid biased or exclusive language. Avoid writing copy that could be perceived as
offensive. CCBC values diversity and our Web content should reflect that value.
Before, gender exclusive:
Each applicant must submit his contact information.
Attempted fix with pronoun agreement error:
Each applicant must submit their full contact information.
Non-exclusive and grammatically correct:
Applicants must submit their full contact information.
A better approach, using appropriate voice:
Be sure to include your complete contact information.

One frequently encountered issue is maintaining gender neutrality. Most writers no
longer use the masculine natural (his, he, him) to refer to an individual of unspecified
gender. However, in attempting to avoid it, we often create an issue of pronoun number
agreement. Consider revising sentences altogether to avoid this issue.

Make text easy to scan and navigate
Most web users do not fully read online content. Instead, they scan pages looking for
key bits of information to help them reach their goals. This makes it increasingly
important to write concisely and make content easy to scan and navigate.
•
•
•

Keep sentences, lists and paragraphs short and to the point.
Use titles, links, headings and sub-headings to make the content easier to find
and scan.
Place the most important and relevant text first.

Be concise
All sentences and paragraphs should be short and on topic. Start sentences with the
most important information and limit to one main point. As a general rule, online text
should have only half as many words as print text, but often one-quarter or even onetenth is called for.
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But shorter isn't always better. Writing succinctly is a juggling act. Cut every
unnecessary word, but never sacrifice clarity for brevity.
Use the 1:3:15 rule:
One idea per sentence.
Three sentences per paragraph.
Fifteen words per sentence.
Streamline content for mobile devices. Smaller screens mean less room for
information. Get straight to the point - make your message within the first ten
seconds or risk losing your user.
In August of 2018, 50.43% of our website visitors were using a cell phone (mobile)
or tablet to view the CCBC website.

Help the user scan by using headings, lists and links
Copy should include titles, headings, subheadings and links that break up the content
and make it easy to scan. Bulleted or numbered lists also help direct the user’s eye to
key points.
Headings and subheadings give readers a quick overview of what's on the page. They
help keep users from getting frustrated by allowing them to quickly gauge whether or
not the page content is relevant to their task. Ideally they should define the page content
as fully as possible with as few words as possible. Because users want to scan
screens, splitting your page using meaningful headings, makes it easier for them to find
information.
Use the headings predefined within Sitecore. See web design section for more
information. Never use all caps as a header. All caps text is difficult to read, takes
users more time to absorb it and can be read incorrectly by screen readers which
violates our web accessibility standards.
Bullet points:
•
•
•
•

Cut down on words.
Organize content.
Stand out from surrounding text.
Slows down the scanning eye.
o This is especially important for larger blocks of content.
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Use numbered lists when the order of the points is important, otherwise use bullets.
Links also attract the scanning eye because they are formatted differently than the text
around them. Choose key words to use as link labels (see section on using hyperlinks).
Hint: Think about the words or phrases your audience might type into a search engine
to find your content. Use those words in your titles and headings. This makes the text
easier for users to scan and helps optimize your content for site and web searches
(see Search Engine Optimization section).

Be consistent
Use consistent vocabulary in link text, titles, headings and body text. Changes in
terminology can easily confuse web users and lead to a frustrating experience. The
college has developed nomenclature standards for some often used CCBC/website
specific cases.
Academic school continuity standards
During the summer of 2020, the academic schools were restructured on the website.
While working on this project, the Web Management Team audited the content to
ensure each school landing page and child (discipline) page were consistent with the
content presented.
Required content elements for:
All academic school landing pages*
• Carousel image
• Contact information
• Description of school
• Academic departments with links to department pages
• Online learning options and marketing promo (typically a financial aid incentive)
All discipline pages*
• Contact information
• Department description
• Links to program pages
• Affiliated Pathway
• Link to CCOs (common course outlines)
*except the School of Continuing Education.
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Put important information first
The “inverted pyramid” writing model places important information at the beginning of
sentences, important sentences at the beginnings of paragraphs and key paragraphs at
the beginning of a block of copy. Other detail and background information are included
in order of diminishing importance. This technique is valuable on the web for the same
reason it was important in 19th century newspapers: the reader can leave the text at
any time and still understand its main point.
Focus on a top task instead of just adding a mission statement.
What is a top task?
A top task is any action that:
•
•

A large number of people need to complete online
Is essential for people to accomplish quickly and easily

Why is it important?
•
•
•

People come to the website with a specific task in mind. If it isn't easy to find and
quickly complete that task, they’ll leave.
Identify the mission (or purpose) of your content, not the mission statement of
your department.
Determine your visitors' #1 top task. Focus your web presence on helping users
complete this task.

Be precise about mechanics and style
Grammatical mistakes, typos and misspellings can spoil a user’s experience and
damage CCBC’s credibility. Not all readers notice, but plenty do. As an academic
institution we often are – and should be – held to a higher standard of perfection in our
communications.
Hint: Have someone unfamiliar with your text proofread for you. Their fresh eyes
will not only catch minor mistakes, but will also pick up language that may be
unclear to the uninitiated reader. Be sure to proofread even recurring text (e.g.,
college name, address, tag line, etc.).
Use Associated Press style and the CCBC Style Guide.
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Is it adviser or advisor?
Do you use a comma before and in a series?
When do you capitalize job titles or department names?
To address these and all other frequent style concerns in a consistent way, CCBC uses
AP style in all external communications. All web content contributors and content
owners have access to an online version of the AP Stylebook, customized to include
CCBC-specific concerns. Note, CCBC has a limited concurrent use license for the
online AP Stylebook. Be sure to close your window when you are finished.
Writing that does not comply with CCBC and AP style cannot be published to the
college website.
Where AP style does not address specific grammar and usage concerns, consult one of
these additional resources:
•
•
•
•
•

CCBC Style Guide
Merriam-Webster online
The Elements of Style by William Strunk Jr.
Style Tip Tuesday weekly Daily Post article about grammar usage.
Contact College Communications at 443.840.4412 or send your question to
bstecker@ccbcmd.edu.
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Using Hyperlinks
Links to other content provide the essence of the web experience for users, but they
must be used and managed carefully.
Incorporate links that add depth to your content
The power of hypertext is that it allows users to explore multiple dimensions of your
content through connections to other resources that provide additional depth. Visitors
expect public websites to take them to other pages and websites that will be helpful.
Content contributors have a responsibility to select and incorporate links that fulfill this
expectation.
Keep links current – review regularly
Links must work and they must lead to relevant, timely information. Broken links and
stale content (even on someone else’s site) immediately undermine the credibility of
your content. To ensure that links to other information that you do not maintain still
function and that the content is being kept up-to-date, check them before each
semester, at minimum. The Web Management Team will remove broken links on the
site.
Let users know when they are leaving the site
Users often assume that any link will take them to a different page on the same website.
When this is not the case and they are not forewarned, they can become frustrated.
Unidentified external link: College costs will continue to rise in the foreseeable
future.
Better approach to identify the link: According to the College Board, college
costs will continue to rise in the foreseeable future.
When linking to another website, use contextual clues and attribution in your copy to let
users know before they click that they’re going to another source. This prepares them
for a new user interface (different look, navigation, etc.) and also sends the cue that
CCBC does not control the content.
Link only to appropriate content
In general terms, like all content on the CCBC website, links should reflect the college’s
mission and values. Clearly, links to salacious, gory or otherwise overtly inappropriate
websites are out-of-bounds. Remember also, however, that external links to politically
partisan sites or product promotion and sales sites are inappropriate, since they may
suggest a political or product endorsement on behalf of the college. Any links to
inappropriate content will be immediately removed.
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Make links usable
To ensure that your links function as you intend them to, they need to be useful for
those reading your content:
Do not use all uppercase letters. Mixed case text is more scannable and users are
more accustomed to links formatted this way.
Do not underline text that does not contain a hyperlink. Users associate underlining
with links. Underlining text that does not contain links can be confusing and may
hamper the effectiveness of actual links as users begin to disregard underlining as a
cue.
Do make links the right length. Links should be long enough to be understood but
short enough to avoid wrapping (continuing on the next line). Links that are too short
may be barely descriptive enough to provide an indication of the content to which they
point. Links that are too long are not readily scannable. Ten words should be the
absolute limit for a link.
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Section 4: Website Alert
The purpose of this policy is to identify when it is appropriate to post an alert on the
CCBC website.

What is an alert?
An alert is an emergency announcement posted in the orange band at the top of every
page of the CCBC website. The orange band is reserved for urgent announcements
that affect students, employees and the community as a whole. An emergency is a
situation which poses an immediate risk to health, life, property or our environment and
which requires urgent action. Once a visitor closes the alert on their device or computer,
they will no longer see it.

Example of how an alert looks on the website.

When is an alert posted?
There are various reasons that would entail posting an alert. The most common
situations in which we post an alert on the CCBC website are as follows:
1. Inclement weather
a. College is closed.
b. College has a delayed opening.
c. College is closing early.
2. Baltimore County Public Schools (BCPS)
a. Closed or closing early.
i. This impacts CCBC classes that take place at BCPS locations.
3. Service outage announcements
a. Learning management system (LMS) and student registration systems are
unavailable.
i. Down for at least 4 hours of scheduled maintenance.
ii. Unavailable due to a computer system issue.
4. Power outage
a. If multiple campuses or extension centers are affected for an extended
period of time.
5. Emergency drills
a. Drills conducted by Public Safety.
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6. Crisis management
a. Disruptive and unexpected event that threatens to harm CCBC or our
community (i.e. fire, natural disaster or any other unplanned emergency
incident).
To ensure the impact of an alert is meaningful, these circumstances must be adhered to
when we post a website alert.

Who posts an alert?
Only a member of the Web Management Team can post or remove an alert.

Want to propose an alert?
All requests must be sent to and processed by the Web Management Team.
In order for a request to be considered:
•
•
•
•
•

Email the proposal seven business days prior to the incident.
Explain why it is important for everyone and details of the incident.
Include the start and end dates. As well as time(s) as applicable.
Summarize the incident in one sentence.
Include a link referral to a CCBC page with more information.

Situations that will not be considered for an alert:
•
•
•
•
•

Cancellation or promotion of an event.
Regularly scheduled closings. Such as holidays and spring/winter break.
Equipment that is “out-of-order.” Such as elevators and atms.
Temporary service outage. Example: if OneCard is down for a few hours.
Temporary change in office hours.

The CCBC website is not be the only place you could post a notice of important
information for students. You should also consider posting on social media, myCCBC
and SharePoint. To design a mass email to students, contact Marketing Services.
For small groups that are affected, consider posting a note on the pages related to the
service. Example: If the Testing Center is closed but the college is otherwise open, a
notice should be posted on the Testing Center landing page.
For emergencies where every second can count, consider contacting Public Safety to
request a Campus Alert. The Web Management Team does not maintain this system.
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Section 5: Multimedia Content

Standards for the use of images, video, audio, PDFs and forms.
The web is distinct in its ability to use multimedia content to engage users and help
them accomplish their tasks. Like all content, images, video, audio, PDF files and forms
should be used carefully to enhance users’ experience and support their task oriented
goals.

Images: illustration, photography
All requests to add images to the CCBC website must be submitted to the Web
Management Team. The following standards are used in determining whether or not an
image will appear on the CCBC website.
Use multimedia to extend and add depth to written content, or to present content in a
more engaging way altogether.
All content should add value to the user’s experience, whether it is writing, sound or
image. Never add photos, illustrations, graphics or video simply as decoration or to
make a page seem more sophisticated; if they are not helping the user understand the
written content or accomplish another task, they are just getting in the way. Most regular
web users intuitively recognize such fluff. It frustrates them and undermines the
credibility of all of your content in their eyes.
Like all other content on the CCBC website, the Web Management Team reserves the
right to approve, reject or edit all multimedia submissions.
High quality, professional photography
The quality of the images selected sends important messages about the quality of the
rest of the content and of the college itself. College Communications maintains a large
library of professional CCBC photographs that are available for use on the web. In the
case of event items, it may be suitable to use amateur photography, but the image
needs to be high quality, high resolution candid action shots related to the item rather
than a predictable, posed shot.
To access photos in the College Communications library, contact Michael Elspas,
Assistant Director of Creative Services.
Up-to-date photography
Images rarely contain dates, but clothing, hairstyles, technology and other visual cues
can give viewers a powerful and immediate indication that something is old. Unless
there is a contextual reason for a dated reference, such imagery gives the impression
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that your content is out-of-date and that those who maintain it are careless. This
undermines the credibility not only of your content, but of the entire site.
Do not use amateurish illustration or clip art
Amateurish illustrations and clip art will not be published to the CCBC website. These
send the wrong message about the effort you’ve put into your content and reflect poorly
on the college.
Submit correct and appropriately sized images
Images on the CCBC website must be specific sizes in order to be featured:
•
•
•

Carousel images: 709 pixels wide x 325 pixels high
Event images: 212 pixels wide x 110 pixels high
Right rail images: 212 pixels wide x 175 pixels high

If you need to resize your image, be sure to maintain the original aspect ratio (the
relationship between the width and height) and be conscious of the image’s resolution.
Otherwise, the image could appear stretched or pixilated. As a general rule, if the image
you have is too small, try to find another image. Do not try to enlarge the image
because this will just make the image appear blurry.
Not only are specific image sizes important, you need to keep file size in mind. Large
images on the web can slow down page load time. Images with a lot of detail are best
saved as a JPEG. Saving a photo as a JPEG will ensure you have the highest quality
image at the lowest possible file size. But that’s not all - compressing your images is an
important step in ensuring images are loading as fast as possible. If you’re saving
images for web in Photoshop, you can use the ‘Save for Web’ options to optimize your
file size. For assistance with photo compression, contact Michael Elspas, Assistant
Director of Creative Services.
Have the rights to the image
Know the source of your images and make sure you have permission to use them. Be
sure to adhere to CCBC’s copyright policy.
Obtain a media release
A release is permission given by the person/people visible in the photo or the owners of
the property, artwork, etc that has been photographed. CCBC requires a media release
for all individuals featured in print, video, and online advertising. Signed release forms
secure legal permission to publish images of people and property. Releases are not
needed for public events. Anyone in a public place, such as a sporting event or
commencement ceremony, has no legal expectation of privacy. Anyone in a private
place has a legal (and reasonable) expectation of privacy.
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Prohibited media
Institutions are not allowed to post images of military individuals in uniform on their
public facing website as it implies unauthorized endorsement from the Department of
Defense (DoD) or any particular Service branch. According to (DoD) directive 1334.1,
“The wearing of the uniform by members of the Armed Forces (including retired
members and members of Reserve components) is prohibited.” Furthermore, Military
Seals are protected by law from unauthorized use and these seals may not be used for
non-official purposes. These protected marks may not be used without prior written
permission.

Videos
Web users today expect and rely on dynamic media. The use of professional video
content to show, illustrate and inform can be a powerful tool. All requests to add video to
the CCBC website must be submitted to the Web Management Team. The following
standards are used in determining whether or not a video will appear on the CCBC
website.
High definition, professional video
You should always strive to make certain that any video you use on the website is as
professional as possible in terms of image quality, sound, lighting and editing. All video
should be shot in high definition (1280 pixels wide x 720 pixels high) and clear, crisp
audio is essential (AAC codec). The College Communications department can assist
your department in producing high quality video for major projects, either by tapping inhouse resources or by helping you coordinate external video production resources.
Contact Creative Services for more information.
Up-to-date video
Clothing, hairstyles, cultural references, slang, technology and other visual and verbal
cues can give viewers a powerful and immediate indication that something is old.
Unless there is a contextual reason for a dated reference, such imagery or dialog can
give the impression that your content is out-of-date and that those who maintain it are
careless. This undermines the credibility not only of your content, but also of the entire
site.
Copyright
Be conscious of copyrights for video clips and music. Know the source of any clips and
background music you’re including and make sure you have permission to use them. Be
sure to adhere to CCBC’s copyright policy.
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Platform
No videos will be uploaded to CCBC’s content management system (Sitecore). All
videos featured on the CCBC site are posted on YouTube, preferably the CCBC
YouTube channel: CCBCMD. Other approved YouTube channels are: CCBC
Instructional Media, CCBC Live and CCBC TV. Video content must be vetted through
Creative Services to ensure there are no violations regarding copyright, branding,
accessibly and then will be uploaded.
The designated content contributors and owners must monitor all content, including
videos, to ensure that the content is still current and relevant. If the external video is
removed or no longer relevant, inform the Web Content Managers immediately so the
video can be removed from the page to ensure the page loads correctly without errors.
Standards for video accessibility
The following features are required for all videos embedded on the public facing CCBC
website (www.ccbcmd.edu/).
1. Text alternatives - Provide text alternatives for any non-text content so that it can
be changed into other forms, such as large print, braille, speech, symbols or
simpler language.
2. Time-based media - Provide alternatives for time-based media.
3. Adaptable content - Create content that can be presented in different ways (for
example simpler layout) without losing information or structure.
4. Distinguishable content - Make it easier for users to see and hear content
including separating foreground from background.
5. Keyboard accessible - Make all functionality available from a keyboard.
6. Enough time - Provide users enough time to read and use content.
7. Seizures and physical reactions - Do not design content in a way that is known to
cause seizures or physical reactions.
8. Compatible - Maximize compatibility with current and future user agents,
including assistive technologies.
Re-editing video content requires re-editing captions, transcripts and/or audio
descriptions. Web Content Accessibility Guidelines 2.1 Section 1.2 (Time-based Media)
includes a full description and analysis of the audio, video and multimedia accessibility
requirements set by the federal government.

PDFs
Adobe’s Portable Document Format (PDF) can be a very useful type of multimedia file
when used properly, but can hamper usability if not created carefully.
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When to use PDFs
PDFs were created as a standard means of sharing documents electronically. Use this
format when the equivalent of a static print document is necessary.
Post a PDF when:
•
•

The document is a formal report needed in its original form, or
Providing a blank form that must be returned with a physical signature.

When not to use PDFs
Do not post a PDF document to take the place of creating a page on the CCBC website.
PDF files used unnecessarily diminish the user experience by requiring additional
navigation, creating longer load times and creating the potential for accessibility issues.
In addition, PDF files do not appear as search results in the sites internal search.
Do not post a PDF when:
•
•
•

The document is a brochure, poster, flyer or PowerPoint presentation.
There is no title and/or headers and the document doesn’t include CCBC
branding as outlined in the CCBC Visual Identity Guide.
The document does not comply with the Standards for PDF Accessibility.

Event, activity and/or program content should added to a current page or created as a
new page on the CCBC website. To request a new page or event submission, please
visit the Sitecore Resources page for more information.

All PDF files posted on the CCBC website must adhere to the Web Content
Standards outlined in this document for quality, branding and accessibility. These
PDF files must be maintained by the designated department content contributors
and owners.
The Web Management Team has the right to decline web content submissions
including PDFs.
Be mindful of the size of your PDF
Most browsers need to download the full PDF before it can be rendered. With anything
larger than 30-40KB, users will have to wait for it to render. Not surprisingly, any
lingering load time means increased odds of impatient users hitting their back buttons.
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According to the founder of Kissmetrics, 40 percent of users will leave a site after just
3 seconds of waiting.
Keep the Media Library organized
The Media Library is where media files are stored and managed within Sitecore. The
Media Library is made up of several folders, organized in a way that mirrors the
organization of the CCBC web pages.
PDF placement
It is critical that content contributors keep the library organized in a way that parallels
the structure of the CCBC pages. This allows you to keep related items grouped
together and organize your media content in a way that will make it easier to retrieve or
update later. In addition, always keep PDFs and images in separate subfolders within a
given section folder.
Filenames
When uploading a new PDF into Sitecore, use the following criteria when naming your
file:
•
•
•
•
•

Use underscores or dashes, no spaces. Every space results in a ‘%20’ inserted
into the URL.
Keep title short and evergreen.
Do not include the year or version of the document.
Do not include terms like “final, “revised”, “draft”, “new”, etc.
Do not include the initials or name of the author.

Examples:
Bad

Good

Website Privacy Policy v3 Pinkett.PDF

Website_Privacy_Policy.PDF

New Campus Map 2020.PDF

Campus-Map.PDF

Make PDFs accessible
Section 508 of federal law requires accessibility compliance for documents posted
online. Developing a more inclusive document strategy is not only a major component of
CCBC’s digital strategy, but a legal requirement to which we are held accountable.
PDFs must be in a format that individuals with disabilities can perceive, understand,
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navigate, and interact with in the same manner as individuals without disabilities. View
the Web Accessibility section for additional details.
Standards for PDF accessibility
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.

Apply text alternative to images with the Alt entry in PDF documents
Create bookmarks in PDF documents
Ensure correct tab and reading order in PDF documents
Hide decorative images with Artifact tag in PDF documents
Indicate required form controls in PDF forms
Use table elements for table markup in PDF documents
Perform OCR on a scanned PDF document to provide actual text
Provide definitions for abbreviations via an E entry for a structure element
Provide headings by marking content with heading tags in PDF documents
Provide labels for interactive form controls in PDF documents
Provide links and link text using the Link annotation and the /Link structure
element in PDF documents
Provide name, role, value information for form fields in PDF documents
Provide replacement text using the /Alt entry for links in PDF documents
Provide running headers and footers in PDF documents
Provide submit buttons with the submit-form action in PDF forms
Set the default language using the /Lang entry in the document catalog of a
PDF document
Specify consistent page numbering for PDF documents
Specify the document title using the Title entry in the document information
dictionary of a PDF document
Specify the language for a passage or phrase with the Lang entry in PDF
documents
Use Adobe Acrobat Pro’s Table Editor to repair mistagged tables
Use List tags for lists in PDF documents
Indicate when user input falls outside the required format or values in PDF
forms
Provide interactive form controls in PDF documents.

After making updates, don’t forget to recheck the PDF for accessibility issues. PDF
Techniques for WCAG 2.0 includes a full description and analysis of the PDF
accessibility requirements set by the federal government.
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Forms
Sitecore has a built-in form feature to collect information on the CCBC website. Forms
created in Sitecore can be embedded seamlessly onto CCBC page(s). You will receive
an email notification every time the form is filled out.
Sitecore forms are intended for use with the public facing website and should be
designed for CCBC’s primary and secondary audiences (see who is our audience
section). If an internal employee form is needed, please utilize the forms feature
available within CCBC’s intranet, such as SharePoint, Office 365, etc.
How to get started
To request a Sitecore form, please complete the following steps:
1. Make sure data you wish to collect does not violate our data collection standards.
2. Design your form questions and fields for the answers.
3. Submit your request to the Web Management Team. Similar to new page
requests, form requests are typically completed within 2 to 4 weeks of
submission.
Things to keep in mind when requesting a form:
Sitecore forms are not secure so you cannot collect restricted information (SSNs,
credit card data, passwords, or other sensitive/confidential information) or any
information protected by HIPAA or FERPA. Refer to the data collection section for
more information.
What information does your form need to collect?
Which fields are required information for the form to be submitted?
Which email address(es) would you like the entries to be sent to?
Data Collection
Sitecore forms (like most online forms, including Google and Office 365) are not secure
and cannot collect sensitive/confidential information or any information protected by
Health Insurance Portability and Accountability Act (HIPAA) or Family Educational
Rights and Privacy Act (FERPA).
The following are prominent examples of data protected by state and federal law and
college policy. This list is not exhaustive.
•

Personal and financial data, including:
o Credit card information
o Social security number
o Date of birth
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•

•

o Passwords
o State identification/driver’s license number
o Bank account information
o Passport number
FERPA-protected information (e.g., student information and grades)
o FERPA does allow directory information to be collected because it's not
generally considered harmful or an invasion of privacy if disclosed. Learn
more about FERPA »
o Examples of directory information include:
 Student's name
 Phone number(s)
 Address(es)
 Email address(es)
 Degrees and awards received
 Most recent educational institution attended
 Major fields of study
 Participation in organized sports/activities
 Dates of attendance
HIPAA-protected information (e.g., health, medical, or psychological information).
Learn more about HIPPA »

Any form request, Sitecore or other platform, attempting to obtain the above
sensitive/protected information, will not be approved or posted on the CCBC website.
Web form design
Use the following form design when creating your form. Form submissions that do not
adhere to these standards, may not be posted.
Keep the form short.
Remove all non-essential fields. Remove fields which collect information that can be:
1. gathered in some other way,
2. collected later,
3. or simply omitted.
Every time you eliminate a field from a form, you increase its chances of being
completed.
Group the related fields together.
Organize your form so the related fields/questions are grouped together. For example,
ask for the student's name in the same section you ask for their email address.
If your form asks about two different topics, section it into two separate groups.
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Know when to use radio buttons, checkboxes, and dropdowns.
•
•
•

Radio buttons should be used when there are multiple options and only one can
be chosen.
Checkboxes are should be used when more than one option can be selected.
Use dropdowns when there are more than six options to choose from.

Where possible, checkboxes and radio buttons should be used instead of dropdowns,
as they are easier for users to navigate. Avoid drop-downs when there are only two or
three options that could be displayed as radio buttons.
Distinguish optional and required fields.
Try to exclude as many optional fields as possible in the form. If some fields are
necessary, but only apply to some users, label these fields as optional. Limit the form to
only a few optional fields, and clearly label them as optional.
Explain formatting requirements for responses.
If a field requires a specific format or type of response, state the exact instructions,
and/or provide examples.
Identify CCBC employees who will receive the form.
These individuals are responsible for the data collected and works with the content
owner to ensure the form remains updated. See list of trained content contributors and
owners.
Submit your request
All form requests are completed by the Web Management Team. Similar to new page
requests, form requests are typically completed within 2 to 4 weeks of submission.
Third party forms
All third party form development and hosting systems must comply with CCBC’s
Website Privacy Policy in order for it to be linked or embedded into the CCBC website:
The CCBC website does not collect personal information about our website
users, unless users choose to submit such information to us. If users choose to
send us a message or fill out a web form with personal information, the
information must be used by the authorized purposes only. Some of the
information may be saved for a designated period of time to comply with federal
archiving policies, but departments cannot share the information with third
parties or government agencies unless required to do so by law.

Events
The online events calendar is administered by the Web Management Team. Events can
be submitted using the event submission form for approval and posting on the CCBC
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website. Information on published events will be shared with the Media Relations Team
for additional promotional opportunities.
What events are appropriate for the CCBC website?
Only events that are organized by, sponsored by or co-sponsored by CCBC entities
(i.e. departments, centers, colleges and/or officially sanctioned student organizations)
are publicized on the online events calendar. CCBC does not accept event submissions
from outside organizations that are not affiliated with or supported by CCBC. The Web
Management Team reserves the right to reject submission of events hosted by nonCCBC affiliated organization that may include participation by members of the CCBC
community.
What events are not appropriate for the CCBC website?
Faculty meetings, private fundraisers, tutoring labs, club meetings, retirement dinners,
invitation-only events, etc. are not appropriate for the public facing CCBC website and
will not be posted.
If your event is hosted by a non-CCBC organization, consider submitting it to CCBC
Connection, the online student newspaper.
What information is needed to submit an event?
Before completing the event submission form, please be sure to gather the following
information:
• Name of event
• Date
• Description
• Start time (end time, if appropriate)
• Location
If an event requires tickets, include the price and where/how to purchase. If an event
requires advance registration or is hosted online, include the URL or instructions to
access the event.
Event processing procedure
All event submissions will be processed within 5 business
days. It's recommended to submit an event 6-weeks in advance to help ensure it
receives adequate coverage and will have the opportunity to be seen by thousands of
people.
If the event is less than 5 business days away, there is no guarantee it will be posted in
time. Any changes requested on an event, such as the location or time, those updates
must be submitted at least 5 business days before the event takes place. If an event
has been canceled or rescheduled, complete the event updates form.
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The Web Management Team reserves the right to approve, reject, edit or make special
considerations for any event submitted to the calendar.
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Section 6: Content Maintenance and Management
The CCBC website is a shared resource and responsibility. Writing compelling content
for the web is just the first step – once content is live on the college website, it needs to
be maintained. This means doing the work needed to ensure all content on the website
is relevant, accurate and current and that it is in accordance with our standards.
Content maintenance can range from something as simple as correcting a typo on a
page, to something as complex as reorganizing or rewriting pages.
Ultimately, if users find content that is wrong, contradictory or out-of-date, it has a huge
negative impact on the overall credibility of the CCBC website. For this reason, the Web
Management Team reserves the right to remove out-of-date content featured on the
site.

Guidelines to keep content accurate and fresh
Do not duplicate content that already exists on the website; link to it instead.
It is critical that we do not duplicate content, this can and will confuse web users. It will
also lead to having misinformation on the college website. For example, if you duplicate
content from another department, when they update their page the information you
copied will be out of date and wrong. We encourage internal linking and content reuse.
So if there is a piece of content you feel will benefit being on a page you are responsible
for editing, link to that page or contact the Web Management Team about reusing the
content chunk on other pages.
Create content that is timeless and avoid posting content that contains dates or
can quickly become stale.
An easy indicator for web users that a site is not being maintained and in turn not
trustworthy is the existence of past dates. If a date is entered in the content of a page, it
is the responsibility of the content contributors and owners to remove or update these
items immediately after the date in question passes. Equally so, content should be
reviewed for words that fix information in time when it no longer applies. For example,
do not describe something as “new,” “proposed” or “upcoming.”
Review content regularly to keep it from becoming out of date.
Create content that your department has the resources to maintain. Make a plan to
maintain the content.
Always keep in mind that web publishing is not instantaneous. You will need to know
which content needs to be updated regularly, schedule time to make the necessary
updates and account for the approval workflows involved. Plan for, at minimum, monthly
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reviews of all content within your purview. Check for accuracy, examine links and make
improvements prior to the start of each semester.
Outdated content misinforms our audience and we do not want that. Any content that is
not properly maintained will be edited or removed from the college website at the
discretion of the Web Management Team.
Pay attention to personnel changes, office locations and contact information.
These items can change with shifts in responsibility or employee turnover. Inaccuracies
here can have an impact on our users’ confidence in your content and CCBC as an
organization.
Do not archive content on the website.
Sitecore is not the platform to house archival information. If it is no longer relevant,
remove the content and if necessary request the Web Management Team to remove
the page altogether. Content that is no longer useful for our target audiences does not
need to be present on the website. It provides no value and hurts our credibility.

Plan ahead with a content strategy
What is a content strategy? It’s getting the right content, to the right people, in the right
place, at the right time. Having a plan in place will also help you keep your content
accurate and relevant.
Your content strategy should include routinely reviewing content, rewriting content and
developing a content timeline or calendar.
Questions to ask yourself:
•
•
•
•
•
•
•

Who is my audience? What are their content needs and preferences?
How can I make my content more useful and usable to my audience?
What topics do I need to address, first? What are the priorities?
Where should I integrate our programs and services?
How frequently should I update the content?
How does our content need to be structured in order for users to find it?
How should I present our content so it is easy for me to update later?

Creating a content calendar
A content calendar allows you to organize tasks in chronological order so you’re more
likely to save time and less likely to forget an update or neglect a step that worked well
in the past. Having a content calendar ensures nothing falls between the cracks and
that your content gets published in time.
Not sure where to start? The Web Management Team created a content calendar
template to help you organize your web updates. Use the template as a guide, but
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adjust it to suit your department’s needs. Download the template or view an example of
a completed content calendar from the Content Strategy page.
The CCBC website will only advertise active programs listed in the CCBC catalog. If
a CCBC credit or non-credit program is discontinued, suspended or still awaiting
MHEC approval, this program will not be advertised on the CCBC website.
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Section 7: Search Engine Optimization (SEO)

Helping internal and external search engines find your content
SEO is important for the success of the CCBC website and is the responsibility of every
contributor. When executed properly, SEO is the process of improving web content so
that search engines can easily understand its purpose.
In short, using SEO techniques can help search engines find your content, which in turn
allows your target audience to find your content. Below we provide a number of
practices to employ when considering building content for the CCBC website.

Choose the right keywords to incorporate in your content
Keyword research refers to the process of finding actual search terms people enter into
search engines when conducting a search. Keyword research requires an
understanding of your targets and the goals of your content. You can find your
keywords by:
•
•
•
•
•

Looking at your existing content and pulling out a few words that are frequently
used.
Getting ideas from competitors who are successful in search.
Refining your keyword list page-by-page based on your research.
Refining your keywords based on performance.
Looking up synonyms of keywords in the content.

To submit keywords for existing CCBC pages, email the Web Content Managers:
Melanie Hotaling and Vanessa Pratnicki. For new pages, please include the keywords
on the new pages templates found on the Sitecore Resources page.

Site and page structure is important
There are certain elements of a website that need to be addressed in order for search
engine spiders to ‘read’ and better understand your content. Below is a list of the most
important structural elements and some best practices in order of importance.
Page title
This is the title of a page that shows up at the top of the browser window. Users don’t
always notice it, but search engines always do. Page titles should be concise and
keyword rich. They should be descriptive of what a reader will find on the page.
Body copy
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Body copy is the text on a web page. Try to optimize between 1-3 keywords per page
and use them at least three times per page. Although it is important to follow these
guidelines when optimizing your page for SEO, when it comes to writing content don’t
sacrifice content quality by trying to incorporate keywords too heavily. You want search
engines to find your pages for your audience.

Encourage links to your content from other (reputable) sites
Search engines view links to your website as votes or recommendations for a website,
so it is important to get as many links to your page as possible. Keep in mind though,
that not all links are equal. A large number of links from low quality websites (like spam
sites, content farms or sites that you can pay to link to your site) can actually hurt your
search rankings. Some ideas for building links to your department pages are:
Local associations & organizations. Is your school or department associated with a
professional association? Is your program accredited by a regional or national body?
Does your department work with the local Chamber of Commerce, a business
association or the Better Business Bureau? Local organizations like these will link back
to CCBC and help search engines trust us as a local authority site. Try to think of other
local groups with which your department or program are affiliated.
Local blogs & websites. We live in an area populated by great local sites and blogs
that we can tap into. Links from these sites establish local trust that the search engines
look for so comment on these blogs and include links to your department pages, offer to
post or request a link for a valuable local resource.
Social media. Link to your department page from Facebook, LinkedIn, YouTube,
Instagram and especially Twitter. Refer to CCBC’s social media policy for guidance and
protocols.

Optimize PDF documents for better search engine visibility
The text in PDFs created with Acrobat (or other similar software programs) can be
viewed by external search engines, so keyword use will help external search engines
understand these documents. PDFs that follow the Standards for PDF Accessibility are
optimized for external SEO.
Regardless of which method you use to create the PDF, the information under
document properties should be filled out to assist with search ability. This information
includes title, author, subject and keywords. Description, author description and
copyright information can be added under advanced options. When populating the
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keywords dialogue box, use keywords that are specific to the subject matter within the
PDF.
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Section 8: Copyright Policies
Follow copyright law when creating and posting content on the college website.
CCBC adheres to U.S. copyright law. Within U.S. law, the doctrine of fair use permits
the reproduction of material under certain circumstances, including criticism, news
reporting, teaching, scholarship, and research. Refrain from publishing copyrighted
material that does not fall within the bounds of fair use.
If you must use copyrighted material on the CCBC website, you must have the written
permission of the copyright owner and the original copyright statement must be included
with the reproduction along with any other attribution that the owner requests. You
should keep your copy of the written permission and provide a copy to the Web Content
Managers.

CCBC statement of copyright
The content on this website is property of the Community College of Baltimore County
and is subject to copyright protections. This includes all text, images, audio, video, etc.
CCBC faculty, staff and students may reproduce content, provided it is for educational
or non-commercial purposes. Users who download, print, and republish content found
on this site must not violate the rights of the college. Those who wish to reproduce
content for functions not deemed “fair” must obtain prior written consent from the CCBC
College Communications office. For more information contact the Web Producer.

pg. 39

Section 9: Website Design
Standards for page types and design elements
Consistency in the user interface for a large website such as ccbcmd.edu is crucial. The
consistent use of design elements such as typography, composition and color to
present information sends important cues to users that help them orient themselves and
travel through a site.

Page types and their functions
When an interface changes haphazardly, and users are forced to continually re-orient
themselves, it frustrates them and ultimately diminishes their ability to complete their
intended task. For this reason, the Web Management Team has designed a collection
of page types and associated visual templates so that the CCBC website maintains
consistency.
Home
The website has one homepage (www.ccbcmd.edu) and it is the entry point for the
majority of site visitors. It provides users with several methods of finding what they are
looking for on the website. These include global navigation, utility navigation, general
search, program/course search, portal logins, and featured content (e.g., events, news).
The college homepage is meant to serve as a conduit that helps our audiences connect
to the information that is relevant to them. It should not be thought of as a bulletin board
upon which the college can post everything we want every audience to see. CCBC does
far too much for far too many different types of users for such an approach to be even
remotely useful.
Key screens
There are a set of unique pages that have specific page designs related to the function
they serve. These include landing pages for important global navigation hubs, pages
that serve critical and specific content types (e.g., programs, courses, news, events)
and search result pages.
Typical page
The most basic and most utilized page type throughout the site, the typical page is used
to display all types of content including titles, headers, text, images, videos, calls-toaction and links.
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Website design standards
Across all of these page types, established graphic standards apply. These standards
are automatically assigned and applied to content by Sitecore and the site’s cascading
style sheets (CSS).
Typography

CCBC color palette

This dark gray/black color is used for the H1 header (page title), body copy text and the
utility navigation background.

This color is designated for the H2 header (subtitle).
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This color is used for the H4 header, table header background, campus life blocks
header background and left navigation header background.

This color is used for the H5 header and the yellow list CTA header background, and
the Headlines header background.

This color is used for the intro text, linked text, left navigation (selected) background,
accordion arrows and the red CTA background.

This light gray color is used for table row backgrounds, accordion backgrounds,
breadcrumb navigation background and the social media footer background.

This color is used for the left navigation tertiary background.

The designated color for carousel caption backgrounds throughout the site.

This is the official CCBC blue.
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This color is used sparingly throughout the site; only for the homepage alert
background, the myCCBC text color and the "Not Sure Where to Start" link.
Website standard images sizes
The screenshots and other images presented in this document are for reference. The
images are not to scale.
Homepage carousel
In order for an image to be featured on the homepage carousel it needs to be 1545 x
567 px and must comply with the homepage guidelines.

Homepage blog thumbnail
The featured blogger thumbnail is 60 x 60 px.
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Event block
If the event has an accompanying image, it must be 212 x 110 px.

Typical page and newsroom carousel
All other carousel images must be 709 x 325 px.

Video thumbnail
Image for a video thumbnail in the main content area needs to be 225 x 126 px.
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Magazine thumbnail
Images for magazine thumbnails need to be 89 x 114 px.

Newsroom article image
Images featured in a news article are the same size as the images used for events. The
image must be 212 x 110 px.
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Standard right rail image
Images, included video thumbnails, featured in the right rail need to be 212 x 175 px.

Red CTA
Images featured within a Red CTA must be 212 x 175 px.

Campus life block
Key screens featuring campus life blocks, the required image size is 360 x 140 px.
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Connect with CCBC blog thumbnail
The featured bloggers images for the Connect with CCBC page must be 295 x 166 px.

Mega Navigation
To feature an image in the mage navigation menu, the image must be 220 x 110 px.
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Other images
Images featured in the main content area should be 212 x 175 px.

Images featured within an orange border block should be 212 x 110 px.
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