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Unit 7. SubUnit 7.1 

Pillars of mobile web programming 

Time: 02h00m 

The Device Landscape 

Desktop/Laptop 

The Web as we’ve known it until recently has primarily targeted the larger screens 

and more powerful processors of desktop or laptop computers (shorthand: 

desktops), where the operator is usually seated and using a fast Ethernet or Wi-Fi 

broadband connection. This mode is still the default for people at work in offices, so 

many business-to-business (B2B) sites are built to suit this configuration. But 

desktop computer use is on the wane as many people nowadays, especially home 

users, tend toward mobile or tablet devices (which I’ll come to shortly). The 

1024×768 screen resolution is slowly dying away but still prominent, while newer 

versions of Apple’s MacBook Pro sport a resolution of 2880×1800. Sites optimized 

for the former will look quite small and be somewhat lost on the latter. The desktop 

browser world includes five major players: Chrome, Safari, and Opera, which share 

the WebKit engine (Opera had its own engine, Presto, which is now being phased 

out); Firefox; and Internet Explorer. Thankfully they all tend to implement features 

in a standard way, and they all have a frequent or semifrequent update cycle (or are 

moving toward it), so users tend to get new features fairly quickly. 

Mobile 

When I say mobile, I generally mean phones. The range is wide: from older, cheaper 

hardware running rudimentary web browsers to mid-range feature phones with 

browsers optimized for speed over power to high-powered expensive smartphones 

with browsers on par with those on your main computer, as well as a series of apps 

that often use an embedded browser to view content. Obviously the advantage of 

mobile is just that: its mobility—the ability to find things around you, get directions, 



and look up information fast when out of the house or office. But increasingly, 

mobile devices are being used at home while watching TV or on the morning 

commute or when bored standing in line. Mobile is really less about being on the 

move and more about always being available. The mobile space is changing faster 

than any sector of the market, as many users change devices on 12- to 18-month 

update cycles and hundreds (if not thousands) of new models are introduced every 

year. 

Tablet 

Tablet computers have been around for years, but it wasn’t until Apple came along 

with the iPad in 2010 that they became more of a leisure item than a desktop 

accessory. Many other devices have followed the iPad, with Android-based tablets 

doing especially well in the mid-sized 7" range and Microsoft pushing forward with 

the heavily tablet-focused Windows 8. Their larger size and reliance on Wi-Fi (in 

many cases) makes tablets portable rather than truly mobile; they exist in a space 

more akin to a laptop than a mobile device. Most people use them at home, and 

although they are carried around, they’re usually taken out and used only when the 

user is stationary, rather than walking down the street. Like smartphones, tablets 

are tactile, relying on touch input in most cases (although some also accept stylus 

input). Research shows they tend to be used for entertainment and browsing when 

time is less of an issue. The core browsers on tablets are essentially the same as 

those on mobile devices. 

The Context 

The most important thing to bear in mind is how much we don’t know about the 

people using our sites. We don’t know where they are—I don’t mean geographically, 

as we can use GPS to locate them. I mean whether they’re at home, at work, on the 

bus, and so on. In essence, we have no idea of the context in which someone is using 

our site. The common presumption is that people using mobile are on the move and 

in a hurry, often using low-bandwidth connections, but that’s not always the case: 

Mobile is often used at home with a good fast Wi-Fi connection. But even the 



connection doesn’t tell the whole story; the signal may be poor or the bandwidth 

reduced because of congestion in the neighborhood. In addition,  the presumption 

is that for a large-screen device like a TV, viewers want a richer graphical 

environment, but a large screen doesn’t equal a powerful processor or a fast 

connection. Many web-enabled TVs have processors no more powerful than a 

smartphone, and the connection speed is open to the same vagaries as any other 

device. And with size comes the question of portability. The more portable the 

device, the less certain we can be of the context in which it’s being used. In fact, we 

cannot make presumptions. 

“Fast” Is the Only Context That Matters 

You have a challenge. You don’t know who your users are, where they are, what they 

are doing, or which device they are doing it with. You can find out some (although 

not all) of that information, but their full context is completely unknowable and 

varies for each individual. The only thing you can reasonably know for certain is that 

either they want access to what you’re offering or they want to find out it’s not what 

they want. Either way, they want the answer quickly. Performance is the only 

criterion that matters. Whether users are on a smartphone during rush hour and 

looking for information about the next train home or browsing through a shopping 

site while curled up on the sofa at home, they have a task that they want to complete 

as soon as possible, and completing this task using the nearest device will make 

them feel more efficient (this is known as found time). 

Your site needs to be fast—and feel fast—regardless of the device it’s being 

displayed on. And fast means not only technical performance (which is incredibly 

important) but also the responsiveness of the interface and how easily users can 

navigate the site and find what they need to complete the task that brought them to 

you in the first place.  



Designing For The Best Experience For All Users 

This section will be more about learning the fundamental techniques that allow you 

to make great websites regardless of your approach, and the most important 

technique is something that both adaptive and responsive methods have in 

common, something that is absolutely essential to the new world of multi-device 

development: media queries. 

The widespread adoption of CSS allowed you to leave behind the rigid limitations of 

table-based websites, and media queries take that a step further, letting you style 

pages in a way that’s sympathetic to the specifications of each device your sites are 

displayed on. A media query is a logical statement: If the logic is true, the style rules 

within the statement are applied; if the logic is false, the rules are skipped. The 

parameters of the statements are known as media features, and the most commonly 

used today concern the dimensions of the device or the viewport. 

This code calls the external stylesheet foo.css only when the viewing device is a 

screen—in other words, not a different media type such as print. You extend this 

syntax by simply adding the word and and including the query itself in parentheses: 

This modified code has two conditions: The media type should be a screen, and the 

logic of the media query should be true. If both of these conditions are met, foo.css 

is applied. 

You can also use media queries to include external stylesheets from within other 

stylesheets, using the @import at-rule. The following code has the same logic as the 

previous code block, but it can be used within style tags or an external stylesheet: 



Finally, you can use media queries inline, which is handy when you want to apply 

blocks of rules for specific cases rather than calling external stylesheets: 

Media Features Based on Dimensions 

Media queries are most commonly used today for detecting the dimensions of the 

agent being used to view your content and then serving up the appropriate rules for 

display on that agent: large text and images for big monitors, small text and a single-

column layout for smartphones, that kind of thing. Of course, there’s more to media 

queries than those simple contexts, but you get the general idea. You need to 

consider two sets of dimensions: first, those of the device itself, and second, those of 

the agent’s viewport (for most people that is a web browser, but the viewport could 

also be an app window) on that device. A person may visit your site using an 

enormous wide-screen television, but that’s of little concern to you if the app the 

person is using to view your site only occupies a quarter of the screen. On certain 

devices, the two sets of dimensions are the same—on most smartphones and tablets, 

for example, the browser’s width is the same as the device’s width. 

The viewport’s dimensions are probably the most important and the ones that you’ll 

use the most, and the media features that are relevant to these are height and width. 

The viewport dimension features take as an argument a single length value that the 

logic is tested against; if the dimension in question is equal to the supplied length 

value, the logic is true and the rules are applied. In the following query, the rule 

inside the curly brackets is applied to the body element of the viewport when it is 

exactly 480px wide: 

I’ve used a px value in this example, but any length unit is permitted. Regardless of 

which unit you use, an exact value is likely too specific for most purposes. A pair of 

extensions to the feature makes it more flexible, however. 



Many media features, including width, allow the prefixes max- and min- before the 

feature name. These stand for maximum and minimum respectively, which you 

probably don’t need me to explain, and in practice mean “no more than” and “no less 

than.” For example, using max-width you can apply style rules to any browser that 

is no more than 480px wide, and using min-width, to any that is no less than 480px 

wide: 

If you’re sure you want to work with the dimensions of the device, not those of the 

viewport, you can use the device-width and device-height features—although, as 

before, I think width is a more commonly used dimension than height, so I’ll 

concentrate on the former. The way you use the device-width feature is, for all 

practical purposes, the same as for the width feature—only the metric it responds 

to is different. As with width, device-width can be extended with max- and min- 

prefixes: 

Another way to serve rules depends on the device’s or viewport’s aspect ratio. The 

aspect ratio is the ratio of width to height (or device-width to device-height); a 

1024×768 monitor, for example, has an aspect ratio of 4/3—that is, four horizontal 

pixels to every three vertical pixels—which is common for older screens. Newer 

widescreen devices (such as the iPhone) tend to use a 16/9 ratio. To target a screen 

with a 4/3 aspect ratio, you’d use the device-aspect-ratio feature: 

The max- and min- prefixes apply to these features as well, so to create a query 

where you wanted to target only viewports—not devices—which are currently in at 

least an 8/5 ratio, you’d use the min-aspect-ratio feature: 



A quick way to work out which aspect ratios are greater than others is to divide the 

first figure by the second; a 4/3 ratio works out to 1.333, whereas 8/5 works out to 

1.6. The larger the result, the wider the ratio. The example shown here applies only 

to screens for which that number is 1.6 or more. Probably more useful than the very 

precise figure of an aspect ratio is the orientation of the viewport—whether it’s in 

portrait mode (height is greater than width) or landscape mode (width is greater 

than height). You query this with the orientation feature. This feature is especially 

useful for handheld devices like phones and tablets that can change orientation 

often: 

The max- and min- prefixes don’t apply to this feature for obvious reasons. 

Combining and Negating Media Queries 

You can add a series of logical statements by repeated use of the and key-word with 

extra media queries. When and is used, the rules are applied only if all of the media 

query logic is true; for example, to test if a viewport is both in landscape mode and 

at least 800em wide, you could use this code: 

You can actually simplify this more; the all media type is the default state, so you can 

leave it out of queries, also making the first instance of and unnecessary: 

You can create a series of media queries and apply the rules if any one of them is 

true, using the comma separator to act like an or operator. In this example, the rules 

are applied if either the device is in landscape mode or the width of the viewport is 

at least 800em: 



Finally, you can reverse the logic of a media query by using the not operator; added 

to the start of the query, this operator means the rules are applied if the logic of the 

query is false. In this code the rules are applied to any device that has an aspect ratio 

other than 8/5: 

Finding the right balance of media queries for your site can be a quite complex act 

involving many different variables, but the end result can be extremely satisfying. 

A Quick Digression: All About Pixels 

As we’ve moved into the multi-device era, a point to consider beyond the dimensions 

of the screen is its resolution. Many new devices, especially smartphones, now ship 

with high-resolution screens, so if you want to provide an optimal experience for 

everyone, you need to consider how images and other objects will display on those 

screens. Before I get into that, however, I need to talk briefly about pixels. To talk 

about resolution-dependent media queries, first I need to define some terms, 

starting with those related to pixels (I presume that readers know what a pixel is). 

The physical pixel count of a screen is the number of pixels contained in the width of 

the screen. For example, a 1280×800 screen has a physical pixel count of 1280 along 

its broad edge. The iPhone 3GS, in its default (portrait) position, has a physical pixel 

count of 320, whereas the iPhone 4 and above, using the “retina” display, has a count 

of 640. 

The pixel density of a screen is traditionally measured in pixels per inch (PPI)—

actually if you prefer the metric system, you can use pixels per centimeter (PPC) 

instead, but I’ll stick to imperial measure for this description. Imperial measure is 

sometimes known as dots per inch (DPI), even by popular desktop image-editing 

software, and the two terms—PPI and DPI—can be considered interchangeable. 

Regardless, pixel density is a measure of the number of pixels that can be placed in 

a line that spans one inch of the device’s screen. 



For the vast majority of screens in use until recently, the PPI is 96. With the rise of 

smartphones, however, the PPI count has been steadily increasing; the original 

iPhone (and all versions up to the 3GS) has a 163 ppi resolution, whereas the iPhone 

4 and above has double that, an incredible 326 ppi (despite the screen staying the 

same size). The majority of high-density screens now have an extra, virtual pixel 

unit: the density-independent pixel (DIP), sometimes referred to as a CSS pixel. This 

is a relative unit; one physical pixel is equal to any number of DIPs. This allows you 

to scale websites up (and down), generally to provide better usability on smaller 

screens. 

The ratio of virtual pixels to physical pixels is known as the device pixel ratio. I’ll use 

the abbreviation DPR for this, although it is also known as DPPX (dots per pixel). 

Devices that don’t have DIPs have a DPR of 1—that is, one virtual pixel to one 

physical pixel. The most common high-resolution devices as I write this (such as the 

Samsung Galaxy S III or the iPhone 5) have a DPR of 2—two virtual pixels to one 

physical. The figure below illustrates this. On the left is a 2×2 block of physical pixels; 

in the center, a screen with a DPR of 1.5 fits 9 DIPs into the same space; and on the 

right, a screen with a DPR of 2 fits 16 DIPs into the space. 

Screen Resolution Media Queries 

As you’ve just seen, many devices now ship with very high-resolution screens. 

Although certainly a positive thing, these screens do have one or two drawbacks, 

mainly around the display of graphics. For instance JPG, PNG, …, are series of 

different colored dots that are more explicitly tied to pixels which are saved with a 

PPI setting. Thus, a bitmap graphic that looks fine on a screen with a low DPR will 

look pretty poor on a device with a high one. That means you will most likely want 



to use higher PPI bitmaps for higher-resolution screens, which is why media 

features exist to do just that. In fact, two media features are available.  

The first, and most widely used owing to WebKit’s popularity on mobile devices, is 

a proprietary feature called -webkit-device-pixel-ratio. This feature—along with the 

related max- and min- prefixes—lets you target a device’s DPR. For example, here’s 

how to add a high-resolution image to devices with a DPR of at least 2: 

All pretty straightforward, right? Wrong. -webkit-device-pixel-ratio is, as mentioned, 

a WebKit-proprietary CSS extension and not part of the Media Queries specification. 

The spec actually contains a similar query, resolution. This query immediately 

improves upon -webkit-device-pixel-ratio by being more flexible in the values it 

accepts; you can, for example, use the dpi unit. Remember, a standard monitor 

resolution has a DPI (or PPI) of 96; that being the case, you can target those monitors 

with this code: 

But you can also target higher-resolution screens by multiplying the standard count, 

96, by the DPR. For example, the following query applies to devices with a DPR of 2 

or above, just like in the -webkit-device-pixel-ratio example a few paragraphs ago: 

You can do this in an even better way, however, by using the dppx unit. This unit is 

equivalent to the DPR, so an updated version of the previous example employs this 

code: 



-webkit-device-pixel-ratio has been around since the iPhone was launched in 2006,

and an awful lot of legacy devices are out there, so this extension is not going 

anywhere in a hurry. That being the case, you’re probably going to have to test for 

both by extending the media query with a little extra logic. As previously mentioned, 

using a comma-separated list of media queries means the rules are applied if any 

one of them is true: 

This logic tests that the device has a DPR of at least 2 but works in both legacy 

WebKit browsers and in ones that are compliant to the spec. 

Device Adaptation 

Mobile browsers are capable of scaling websites for better presentation on small 

screens but presume that most websites are aimed at desktop browsers. This 

presumption means that, by default, they show a site zoomed out/scaled down in 

order to accommodate the whole thing (or as much as possible) on screen. This is 

generally known as the layout viewport, and the drawback of the layout viewport is 

that the zoomed-out view can leave sites that are optimized for mobile looking very 

small indeed. 

The solution is to set the viewport parameters in CSS. You do this with the 

@viewport at-rule. Where the viewport meta tag uses different parameters in the 

content attribute, @viewport uses CSS syntax to perform the same functions with a 

subset of specialist properties. To illustrate, I’ve repeated the previous example: 



The reason this solution is more useful is that you can combine @viewport with 

media queries to have different viewport parameters, depending on the viewing 

device. Consider this example: 

For screens with a 480px width or lower, the viewport will be displayed 

at 480px, and on larger screens, at their natural size.This approach is known as 

device adaptation and has the advantage of making sitewide changes much easier by 

requiring the modification of only a single CSS rule, rather than an unknown number 

of individual pages. 



Unit 7. SubUnit 7.2 

Design&Usability 

Time: 02h00m 

Designing for Usability 

Although there is a certain amount of artistic freedom when creating a website, 

there are also well-established “best practices” among professional web designers. 

Have you ever visited a web page that was hard to navigate, difficult to understand, 

or just plain ugly? A good web designer can look at these pages and offer suggestions 

for improvement. 

In this section, you’ll learn some techniques for making your Web site as usable as 

possible. By making your website easy and fun for your visitors to navigate, you 

increase the time people will spend at your site and the number of times they will 

return. 

The CSS also provides methods for controlling how documents will be presented in 

contexts other than the traditional desktop browser, such as in print and or on 

devices with small screen widths. It also has rules for specifying the non-visual 

presentation of documents, such as how they will sound when read by a screen 

reader (although those are not well supported). Style sheets are also a great tool for 

automating production because you can change the way an element looks across all 

the pages in your site by editing a single style sheet document. Style sheets are 

supported to some degree by all modern browsers.  

Understanding Usability 

Usability refers to the experience visitors have when they view your website . It 

includes these qualities, summarized as follows: 

• Ease of learning, how quickly do people understand how the site navigation

works? Can people who have never before seen the interface learn it well

enough to find their way around without a steep learning curve?



• Ease of use, after people have figured out how to navigate the site, how easy

is it for them to actually find the information they need? A highly usable site

puts information at the visitors’ fingertips, with flexible and powerful

searching and browsing tools.

• Memorability, how much will a typical repeat visitor remember about your

site? A highly usable site sticks in visitors’ minds.

• Error handling, how often do visitors make mistakes in navigating your site,

and how easy is it for them to get back on track? A highly usable site provides

helpful error messages when problems occur, complete with hyperlinks that

help users do what they intended.

• Subjective satisfaction, how much do people enjoy visiting your site? A highly

usable site is just fun to explore.

Usability is extremely important in generating loyal, repeat visitors to your site . An 

advertising campaign can drive visitors to your site initially, but if the site is not easy 

to use, most of them will never return. 

Planning for Usability 

Usability planning should begin before you create the first page of your website 

because your answers to key questions about purpose and audience will shape the 

over-all organization and layout of your site. 

First of all, why do you want a website? What do you hope to achieve with it? A 

website designed for selling products online will probably look very different from 

one that is mostly for sharing information. Clarifying your goals before you begin 

designing your site makes it easier to define and create the site you want.  

Try to make your goals specific and tie them to your business or organization’s 

objectives. (e.g. goals might have been, for example, to reduce phone calls from 

customers needing help, to make visitors feel more confident about purchasing in 

products and/or services, …). Next, what audience are you targeting? “Everyone” is 

a poor answer to that question. You can’t please everyone, and if you try, you’ll end 

up pleasing no one. Think about the characteristics of the people you are targeting 

and what they are looking for in a website. 



Sketching the Site Organization 

The next step is to sketch out a chart showing how users will access content, starting 

with your home page (start page) at the top. Any pages that will be directly 

accessible from the home page will appear at the first level, and pages that are 

subordinate to those will appear at lower levels. 

Here are some tips for planning the site organization: 

• Decide what links will be in the navigation bar. Arrange the links in order of

importance from top to bottom (or left to right). The home page should

always be the topmost or leftmost link on the navigation bar.

• Decide what content you will deliver on each page. Eliminate any pages that

visitors won’t want or that don’t deliver information that supports your

business or organization’s goal for the site .

• Plan ways to reduce the number of clicks the average user needs to make.

One way to do this is to put a direct link on the home page to the most popular

content.

Designing a Consistent Page Template 

For ease of navigation, the entire site should have a consistent layout, with common 

elements such as the navigation bar and the page title in the same place on each 

page. The simplest way to accomplish this is to create a template page and then base 

all other pages upon it . Your template page can use tables, frames, or divisions for 

layout.  

Here are some tips for the layout of your template page: 

• Place a masthead across the top of the page, containing your organization’s

logo and name .

• Place the navigation bar at the right, left, or top of the page . Left and top bars

are the most common, but many usability experts say that a navigation bar

at the right is actually more intuitive for a visitor to use .



• If you have a very information-rich site, consider having multiple navigation

bars—one at the top of the page to include the overall main categories, and

one at the left or right with a longer list of subcategories.

• Make the navigation bar stand out somehow. It can be a different color, have

a different background, or be surrounded by a box, for example.

• Place a text-only navigation bar at the bottom of the page so people do not

need to scroll back up to the top again to navigate to other pages.

• If you decide to use frames, be very careful. It is very easy to create a frameset

in which a frame is too small and cuts off the content placed within it. Ensure

that each frame is adequately sized not only for the default content it starts

with, but for every page that might appear in each frame throughout the

user’s entire visit to your site.

• When possible, make the page size flexible (for example, by leaving one table

column or one vertical division to fill the remaining space in the window). If

you are specifying a fixed width for the page content, make it no more than

800 pixels wide. That way, even people with low-resolution screens will be

able to view it without scrolling.

• Select colors that reflect the content and identity of the site. Reds and yellows

build excitement; blues and greens are calming. Body text should be dark

letters on a light-colored background.

• Tailor color choices to your target audience. Researcher Natalia Khouw

reports, for example, that men prefer blue and orange, whereas women

prefer yellow and red. Young people like bright primary colors; people

middle-aged and older like subdued colors such as silver, gray-blue, and pale

yellow.

• Select a simple, readable font as the default, such as Arial (Helvetica, Sans

Serif), at a size that’s adequate for your audience.

Designing the Content of Individual Pages 

After creating the template that will form the structure of each page, start thinking 

about the unique content for the individual pages. Here are some tips for creating 

effective web pages: 



• Use short sentences (20 words or fewer) and short paragraphs (5 sentences

or fewer).

• Ensure that there is some vertical space between each paragraph. By default,

the <p> tag leaves a good amount of space, but some people remove or lessen

the vertical space by modifying the style.

• Whenever possible, break up information into bulleted or numbered lists for

easier skimming.

• Match the page’s length to its purpose. Pages that summarize or provide

navigation should be short; pages that provide detailed information on a

subject can be as long as needed.

• Keep articles on one page . Do not split up the text of an article onto multiple

pages just because a page seems long. Visitors who want to print the article

will find it much easier to do so if it is all on one page, and they will appreciate

not having to click a link to see the rest of the article.

• Break up long articles by using many descriptive headings. If the article is

longer than a few pages, include bookmark hyperlinks at the top of the page

that point to the major headings.

• If content goes more than one level deep on your site, use breadcrumbs to

help users find their way back to where they came from. Breadcrumbs are a

trail of hyperlinks that enable the user to back up one or more levels in the

structure, like this: Home > Jazz > John Coltrane

• Limit the size of the graphics files you use on a page so that the page doesn’t

take a long time to download on a slow connection. The total file size of all

the graphics on a page should ideally not exceed 30 KB . If you need to show

larger, higher-resolution graphics, consider using thumbnails .

• Look for ways of reducing unused space . On a page that has a great deal of

empty space at the right, for example, consider adding a text box containing

information. One way to do this is to use a division with absolute positioning.



Unit 7. SubUnit 7.3 

Self-learning 

Time: 07h00m 

Exercises 

Start the process by viewing the following web page and the correspondent CSS at a 

small window size to simulate what it might look like on a mobile device. Adjust 

some of the CSS to fine tune how the page displays. 

• Make the font-size larger

• Make the h1 font-size smaller

• Increase the leading

• Add a small amount of margin to the page edges

In the browser (e.g. Google Chrome) you can easily find out what size your browser 

window is by using the Web Inspector. Open the web inspector in Chrome and resize 

your browser window while watching the top right corner. The pixel dimensions 

should appear as you resize. 

Start expanding your browser window width. Do this until you get to a point where 

the design no longer works. For example, the line length might become too long for 

the text to be easily readable. Or perhaps the page becomes wide enough that it no 

long makes sense for the images to display in a stack. 

Record the width of the browser window at this point. This will be your first 

breakpoint . A breakpoint is simply a point at which we're defining that the design 

should change. 

Create a new media query in your browser using the pixel dimension you recorded 

as the min-width media feature test. Within this breakpoint, change your CSS to do 

the following: 

http://web.simmons.edu/~grovesd/comm328/demo/media-query-exercises/media-query-example1.html
http://web.simmons.edu/~grovesd/comm328/demo/media-query-exercises/media-query-example1.css


• Change the background color (to help you see when the media query takes

effect)

• Adjust the font-size if necessary

• Adjust the page margins

• Make the photos display in two columns

Resize your browser window again to find another breakpoint. Add a new media 

query in your CSS and adjust the following rules: 

• Change the background color

• Adjust the font-size if necessary

• Adjust the page margins

• Make the photos display in three columns

• Add a max-width to the page to make sure the line length never gets too long

(a possible solution: HTML and, CSS) 

Replicate the aforementioned process in the personal portfolio and a form web 

pages. 

Online Exercises 

https://www.w3schools.com/css/css_rwd_intro.asp 

http://web.simmons.edu/~grovesd/comm328/demo/media-query-exercises/media-query-example1-done.html
http://web.simmons.edu/~grovesd/comm328/demo/media-query-exercises/media-query-example1-done.css
https://www.w3schools.com/css/css_rwd_intro.asp


Unit 6. SubUnit 6.4 

Let’s party 

Time: 04h00m 

Teamwork and Role-playing Activity 

Learners are divided into teams of 2 or 3 members. 

Each team member must validate the teammate’s HTML and CSS implemented in 

the self-learning exercises, providing solutions and/or suggestion for improvement, 

and then, each team member must update their pages accordingly. 

Finally, each learner may present their own pages and discuss them inter-pares 

(with the other classmates). 



References for the content’s development: 

Robbins, Jennifer (2012), “Learning web design : a beginner's guide to HTML, CSS, 

Javascript, and web graphics”. Sebastopol, CA: O'Reilly. 

Wempen, Faithe. (2011), “HTML5 : step by step.”, Sebastopol, CA: Microsoft O'Reilly 

distributor. 

Gasston, Peter (2013), “The modern Web : multi-device Web development with 

HTML5, CSS3, and JavaScript”. San Francisco, CA: No Starch Press. 



References for the activity’s development: 

Robbins, Jennifer (2012), “Learning web design : a beginner's guide to HTML, CSS, 

Javascript, and web graphics”. Sebastopol, CA: O'Reilly. 

Wempen, Faithe. (2011), “HTML5 : step by step.”, Sebastopol, CA: Microsoft O'Reilly 

distributor. 

Gasston, Peter (2013), “The modern Web : multi-device Web development with 

HTML5, CSS3, and JavaScript”. San Francisco, CA: No Starch Press. 

http://web.simmons.edu/~grovesd/comm328/ 

http://web.simmons.edu/~grovesd/comm328/
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