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Executive Summary:
This content strategy report is for Fairmont State University and provides analysis for their
website.
Fairmont State University needs to redesign the look, navigation and architecture of the website
to support enrollment growth. The website should be the primary marketing tool, and clearly
represent the positioning statement, brand drivers, brand personality/brand characteristics, and
value propositions. The aim is to leverage these brand elements to strategically increase
enrollment.

Primary objective:
•

Engage and recruit on-campus, online and international prospects, to influence user
behavior, and to facilitate task completion for these groups.

Secondary Objectives:
•
•
•
•

Maximizing the retention efforts for current students
Engaging and enthralling donors and alumni
Providing easy-to-find information for faculty/staff
Easy-to-find information and establish/reaffirm the University brand in the hearts and
minds of the general public, legislators, and other visitors

(Source: Fairmont State University RFP)

The content alignment summary articulates the messages the site needs to communicate to the
audience based on business goals.
The content analysis looks at current content and makes recommendations for improvement.

Recommendations:
• The content and design do not reflect, incorporate or strengthen the brand drivers and
•

•
•

personality.
The written voice throughout the site should align with the brand drivers and priorities.
It does not and because of that the content fails to convey the unique personality of the
school. Good writing that matches the audience and brands is a rally cry, a call to action,
and an important tactic in meeting goals and implementing strategy.
The program of study pages are not uniform or consistent with content and design.
The site lacks a strong navigation and wayfinding. It does not have a true admission and
recruiting portal and does not guide users to complete tasks.

This report provides a competitive analysis by comparing Fairmont State to their competitors:
Shepherd University, York College of Pennsylvania and West Virginia University. The goal of the
analysis is to point out major facets of other sites that should be emulated or avoided.
The report also includes the following:
.
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Core strategy statement: To increase enrollment growth, we will redesign the look, navigation,
and architecture of the website so that it engages and recruits on-campus, online and
international prospects to facilitate task completion.
Messaging Framework:
• First Impression: When a user first lands on the site, we want them to feel excited about
the University and eager to explore everything the school has to offer.
• Value Statement: After spending a few minutes on our site, users should feel inspired
and ready to take the next steps towards visiting and applying to Fairmont. They will
know Fairmont provides them with an affordable, big school experience in a small
private school setting that will lead to a career of choice.
• Proof: Our content demonstrates that we provide what our users need because we have
received an increase of request for information, virtual and in-person visits, completed
applications, enrollment.
It also includes the following as a road map for content design:
• A Prioritization Table
• Sitemap
• Content Model
• Four Wireframes
Upgrading the writing is crucial. Included in the report is a writing style guide. It provides best
practices and examples of quality writing.
Success will be determined by the following KPIs:
• Increased enrollment (undergraduate, graduate, transfer, international)
• Task Completion
• Website traffic, clicks, time spent on page
• Increase in donations
The report will look at the next steps by looking at
• Roles, Responsibilities, and Process
• Content Lifecyle
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Introduction:
This content strategy report is for Fairmont State University.
Content strategy helps organizations provide the right content, to the right people at the right
times for the right reason. Without clarity about the why – the purpose – it’s almost impossible
to meet user needs or achieve business goals. Content strategy defines content purpose, then
guides the planning for the creation, publication, and maintenance of that content. (Casey, The
Content Strategy Toolkit, page xxiv).
It’s the blueprint and roadmap for success.
Fairmont State University is located on 120-acre main campus in Fairmont, West Virginia. It’s
the third largest university in West Virginia with a unique institutional personality: Being the
“biggest” or “most exclusive” school has never been the goal. The University strives to be the
school that prepares hard-working, passionate students for a lifetime of success. This is
accomplished by providing transformational educational experiences for a student population
largely made up of in-state, first- generation students, and offering several academic programs
that are the only ones of their kind in the state.
Source: Fairmont State University
Stated Needs:
Fairmont State University needs to redesign the look, navigation and architecture of the website
to support enrollment growth.
The current website does not tell the university’s story and the current CMS doesn’t serve the
needs. The website should be the primary marketing tool, and clearly represent the positioning
statement, brand drivers, brand personality/brand characteristics, and value propositions. The
aim is to leverage these brand elements to strategically increase enrollment.
The RFP describes in detail the brand drivers and brand personality. The brand is their “North
Star” and the content strategy must align with both.
Brand drivers are the attributes of Fairmont State University used to put the brand promise into
action. They are actions, expectations and policies that lead to the tangible, measurable ways in
which the brand promise is fulfilled.
•
•
•
•

Quality education at a great value for all who seek it
Education that prepares graduates to participate in the knowledge-based economy
Outstanding faculty and staff who deliver exceptional attention and support
Learning opportunities with exceptional depth, inside and outside the classroom, from
the beginning of the college experience, embracing a ‘no waiting your turn’ philosophy
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•
•
•
•

We are “West Virginia’s School,” educating a higher percentage of native West
Virginians than any other in-state higher education institution
Upholding our responsibility as talent pipeline and economic engine for the
communities in our region
Partnerships that empower
A welcoming spirit of family that reaches throughout the region, across the nation, and
around the world

Brand Personality:
• EMPOWERING inspirational, strengthening, transformational engine
• LIMITLESS optimistic, “can-do” attitude, unbound
• RESPONSIVE action-oriented, community-minded, helpful
• HARDWORKING goal-oriented, roll-up-your-sleeves, resourceful, tenacious
• GENUINE caring, supportive, warm, friendly, unpretentious, honest, informal
Overall Scope:
• Fairmont State is looking for the following items in the redesign:
• Review current state of the website.
• Assess the needs of the web site user groups.
• Provide needs analysis for site architecture, navigation, visual design and user
behavior/task completion, based on the ranked audience list
• Create new navigation and architecture: Easier for users to find what they want, quickly
and easily. Easier for users to complete tasks (apply now, visit, donate, etc.).
• Integrate useful, usable and desirable admissions portals that encourage task
completion (apply, visit, request information, etc.)
• Be visually appealing.
• Employ visual design and architecture that embodies and strengthens the Fairmont
State University brand.
• Develop a unified design (and the templates) for different levels of content (landing
page, secondary page, etc.).
• Be responsive/adaptive, with an emphasis on mobile usability

Audience:

1. Prospective Students:
• Undergraduate
• Transfer
• Graduate
• International (on-campus and learning abroad in a partner school)
2. Current Students
• Undergraduate
• Graduate
• International (on-campus and learning abroad in a partner school)
3.Parents
• Parents of current students
• Parents of prospective students
4. Donors and prospective donors
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5. Alumni
6. Current Faculty, Advisors and Staff
7. Legislators, General public and visitors
8. Prospective Faculty, Advisors and Staff
9. Prospective community and international partners
10. Media
(Source: Fairmont State University RFP)

This content strategy report will provide the following:
• Review current state of website.
• Content audit and analysis of the Fairmont State University website.
• Determine if the existing content aligns with the business objective
• Identify content opportunities and improvements
• Competitive analysis of the website and their three competitors
• Strategic Alignment Statement
• Core Strategy Statement
• Messaging Framework
• Content Design Recommendations
• Writing Style Guidelines
• KPIs
• Next Steps
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Content Alignment Summary
Goal
Engage and recruit on-campus, online and
international prospects, to influence user
behavior, and to facilitate task completion for
these groups.

Maximizing the retention efforts for current
students

Content Objective
• Encourage task completion (apply, visit,
request information, etc.)
• Highlight Fairmont State University’s
affordable education and cost benefit.
• Showcase the universities one-of-a-kind
academic programs and demonstrate
how a degree from Fairmont State leads
in-demand careers
• Showcase school vibe and campus and
residential life

•
•
•

Showcase big school resources in a
private school atmosphere
Demonstrate how an education from
Fairmont will prepare students for
rewarding careers and enriched lives.
Easily find important resources like
career services, residential life, financial
aid, curricula

Engaging and enthralling donors and alumni

•
•

Highlight current giving opportunities
Highlight different ways to give

Providing easy-to-find information for
faculty/staff

•
•

Showcase relevant resources
Encourage use of resources
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Content Analysis:
The existing content is a good foundation for the new website and can be re-used and repurposed. But it needs an upgrade.
The program pages are not uniform or consistent with content and design. The College of Liberal
Arts should be the model going forward because the content aligns with the business goals and
the navigation is user friendly. The other schools are poor to average.
According the RFP, the content needs to answer the following questions.
What is the outcome of the program?
• What skills are needed to be successful in that career?
• How Fairmont State teaches the skills for the career?
• Why Fairmont State should be the university of choice?
The College of Liberal Arts answers these questions. The other schools do not.
Also, the content and design do not reflect, incorporate or strengthen the brand drivers and
personality. The RFP notes the new website design needs to illustrate “the “feeling” of Fairmont
State University – one that captures the ‘can-do’ optimism, the hardworking “roll up your
sleeves” attitude, and the genuine, unpretentious ‘family’ nature.
Content does not answer the following:
“Why should I attend Fairmont State University?”
“What’s unique about the school?”
Fairmont University uses mostly images (30,674) that are integrated into the messaging for the
site. The images are basic but clean and appropriate. They can be reused as well but the images
on the especially on the main pages need to be upgraded. Images should be relevant and
interesting. They aren’t interesting.
I did not see any video. Use of video needs to be used in the redesign.

Social Media:

Fairmont University uses several social media sites to engage with members and supporters.
These include: Facebook, Twitter, Instagram, YouTube and Tic-Tok. Facebook has 18k followers.
Twitter 5.5k, Instagram 5.5k, Tic-Tok 27. However, reach and engagement are lacking.
This recent Facebook post is informative and is one of the most “liked” and “shared” recent
posts. The goal for social “likes” is one percent. With 18k followers on Facebook, the “likes”
should be 180.
The social content is not dynamic and outdated. For example, the pinned tweet is from 2018.
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SEO:
According to What Are Page Titles and Meta Descriptions, “Page titles and meta descriptions are
incredibly important for your website’s SEO campaign. How well you optimize this text
determines how likely a person is to click the link to your page. The higher the likelihood that
happens, the higher the opportunity to receive lots of traffic to that page from search engines.
Page titles should be kept short and be an accurate summary of the linked-to page. Meta
descriptions provide a description, or summary of the page it relates to. As with page titles,
meta descriptions should be kept short."

Google Search:

Fairmont State University main page does not have a meta description. As a result, “Google may
use text it has found from the page, which can often be just words found in a page’s main menu,
resulting in nonsensical page descriptions. Meta Descriptions are important because “underoptimized page titles and meta descriptions frequently receive fewer clicks from search engine
users than their well-optimized counterparts.”

Note: Fairmont State just recently had a website redesign. The google search page title and
meta description has changed. And it’s now well done. Short, concise with a call to action.

Content Audit:

The tool used to obtain the results of the content audit and analysis of Fairmont State University
website was Screaming Frog SEO. The audit provides data and in depth-analysis of the website.
The information found in the audit included URL/page numbers, image numbers, titles, meta
descriptions and headers. There are 82,376 internal and 2,892 external URLs. Internally there
are 33,298 HTMLs, 478 JavaScript, 129 CSS, 30,674 images, 2,705 PDFs and 15,090 others.

Page Titles:

Screaming Frog Spider shows all 31,131 pages have page titles. However, almost half (47.29%)
are duplicates. 8,321 were over 60 characters and just 16 were below 30 characters.

Meta Descriptions:
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Screaming Frog Spider shows 12,051 URL’s have missing meta descriptions (38.71%), 3,799
(12.2%) are duplicates. The meta descriptions show 4,364 (14.02%) having over 155 characters,
18 (.06%) having less than 70 characters.

Meta Keywords:

More than half (54.68%) are missing meta keywords.
One example of a shorter meta description from Fairmont State University:
“A total of 1,125 students have been named to the Dean’s List at Fairmont State University after
completing the fall 2013 semester.”
*Interesting finding: Content is out of date. Content that isn’t relevant needs to be deleted.
An example of a longer meta description from Fairmont is State University:
“The Fairmont State University Academy for the Arts announces the cast of its second Youth
Company production, “Disney’s Alice in Wonderland Jr.” “Disney’s Alice in Wonderland Jr.” will
run Nov. 6 and 7 at 7:30 p.m. and Nov. 8 at 2 p.m. in the Wallman Hall Theatre on the main
campus.”

Header Elements:

Google’s John Mueller said, “Headers help understand how to kind of frame that piece of text,
how to frame the images that you have within those blocks. And with that it’s a lot easier to
find… the right queries that lead us to these pages…We do use headings when it comes to
search. But we use them to better understand the content on the pages.”
H1 – Just 111 (.36%) URL’s are missing a H1. 8,229 (26.43%) were missing H2. What Fairmont
does very well with its headers is how they are written. Just by looking at the header, you know
what the content is. Simple, clear concise and informative.
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Accessibility
“Accessibility” according to Web Accessibility Initiative, “is essential for developers and
organizations that want to create high-quality websites and web tools, and not exclude people
from using their products and services. Web accessibility means that websites, tools, and
technologies are designed and developed so that people with disabilities can use them. More
specifically, people can: perceive, understand, navigate, and interact with the Web and
contribute to the Web.
I used the WAVE - Web Accessibility Evaluation Tool for analysis.
The website’s biggest accessibility issue that 12,966 (42.25%) images are missing alt text.
Also, the website does not conform the major accessibility guidelines. The two biggest problems
are low contrast and empty links (a link that doesn’t contain text.)
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Writing:
The titles, meta descriptions, headers are clear, concise, accurate and descriptive.
The written voice throughout the site should align with the brand drivers and priorities. It does
not and because of that the content fails to convey the unique personality of the school.
Good writing that matches the audience and brands is a rally cry, a call to action, and an
important tactic in meeting goals and implementing strategy.

Site Architecture:
The RFP lists known issues. It states, “The site currently lacks strong navigation and wayfinding –
there is a fear that audiences have a hard time finding what they are looking for. Information is
hard to find and the site is hard to navigate.”
While I do agree with that statement, the elements of existing architecture can be reused and
revised. Examples include:
•
•
•

The drop-down menus at the top of the page have clear headings and subheadings.
There are separate drop-down menus for each user: student, alumni, faculty and staff,
parents and families.
At the top of the page are buttons to apply, visit and give. It's important that those
three buttons are easy to find and navigate since they align with the business objectives
of recruitment, retention and alumni giving.

I also agree with that RFP that the site lacks a true Admissions/Recruiting portal. As stated in the
RFP, “The current Admissions site is a combination of admissions information, calls to action and
internal needs-based content” The website does not encourage task completion and the calls to
action have little impact.
To test this observation, I searched for graduate programs. One program looked appealing:
“Master of Arts in National Security and Intelligence.” But this program isn’t listed under
graduate studies. (It was under Social Studies) I was interested in admission requirements for
this particular program and yet I couldn’t find that.
I had trouble with navigation, content was missing and the call to action (apply) had little impact
because I wasn’t sure what the program was and if I was qualified to apply.
My experience does not support enrollment growth because I had trouble with the most basic
function – applying for the particular program I’m interested in.
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Competitive Analysis:
The table below looks at Fairmont State University and their competitors. I chose three websites
with like entities and compared for both good and poor practices.
Shepherd University is a public liberal arts college located in West Virginia. The school offers
more than 90 programs of study to the residents of West Virginia, Maryland, Virginia,
Washington, D.C., and Pennsylvania.
The school is small and it’s a direct competitor of Fairmont as it draws from the same population
as Shepherd.
York College of Pennsylvania is an established private college nestled between Baltimore,
Washington D.C., and Philadelphia. A Princeton review Best Northeastern College, our
picturesque campus is home to 4000+ undergraduate and 300+ graduate students in the
growing city of York, PA.
The school is small and it’s also a direct competitor of Fairmont as it draws from the same
population.
WVU is a family of distinctive campuses united by a single mission. From the groundbreaking
research of our flagship in Morgantown to the career-oriented programs of WVU Potomac State
in Keyser to the technology-intensive programs at WVU Tech in Beckley — we are leveraging our
talents and resources to create a better future for West Virginia and the World.
WVU draws from the same population but school offers a much different experience as the
campus population is almost 29,000.
All of the websites share similar elements and content – admissions, academics, student life,
faculty and staff resources, alumni, give.
WVU and Shepherd University websites excel at ease of navigation and navigation way points.
York College of Pennsylvania’s website is well-written and really next level. It’s informative, fun,
casual and makes me want to keep reading and exploring. York College also excels at integrating
multi-media content in its site.
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Competitive Analysis Tables
Organization:
Content

Fairmont State
University

Shepherd
University

York College of
Pennsylvania

WVU

What is the
condition of
current
content?

Content needs
an upgrade.

Content is
good, thorough

What the
content types?

Basic images.

Some content
needs to be
more in depth
(programs of
study). Some
content is
information
overload.
High quality
images.

How well are
the images and
media
integrated into
messaging?
How well is the
content
written?
Appropriate?
Consistent
voice?

The images are
relevant but
uninteresting.

Content seems
complete.
There is
content that I
didn’t know I
needed but it’s
there and
important.
The images are
high quality
and
professional. I
don’t see video.
The images
complement
each page.

Organization:
Site
Architecture
Is the site
navigation
friendly?

Fairmont State
University

Shepherd
University

York College of
Pennsylvania

WVU

No

Yes.

Yes. Very
friendly.

Are there
navigational
waypoints?

Yes

Yes. Clear,
concise. Easy to
use.

No. Too much
form and not
enough
function.
Yes. Location is
not standard
top of page.

The writing
does not match
the brand.

Video, high
quality relevant
images, blogs

The images are
high quality just
not enough of
them.

Very well. The
images and
video
complement
each page.
Well written
Top notch.
and
Promotes
appropriate but school.
boring. Doesn’t Generates
generate
excitement.
excitement.
Consistent.

It’s written
well,
consistent,
appropriate
tone. But it is
not next level.

Yes. Easy to
use.
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Is there a
search
function?

Yes

Yes

Yes

Yes

How well does
search function
work?

Needs
improvement

It’s “enhanced
by google” and
there are too
many ads and
unrelated hits.

Works Well

Yes

Organization: Fairmont State
Overall
University

Shepherd
University

York College of
Pennsylvania

WVU

Strengths

•

Current
content is a
good
foundation
for redesign

•
•

Navigation
Visual
design

•
•

Writing
Enhanced
content
and
multimedia

•
•

Navigation
Visual
design

Weaknesses

•
•
•

Navigation
Writing
Inconsistent
design

•

Lacking
images
and media
to support
website

•
•

Navigation
Visual
design

•

Lacking
enhanced
media to
support
website
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Core Strategy Statement:
To increase enrollment growth, we will redesign the look, navigation, and architecture of the
website so that it engages and recruits on-campus, online and international prospects to
facilitate task completion.

Messaging Framework:
First Impression:
When a user first lands on the site, we want them to feel excited about the University and eager
to explore everything the school has to offer.
“Wow. I never thought I’d consider attending Fairmont State University. But I want to learn
more.”
Value Statement:
After spending a few minutes on our site, users should feel inspired and ready to take the next
steps towards visiting and applying to Fairmont. They will know Fairmont provides them with an
affordable, big school experience in a small private school setting that will lead to a career of
choice.
“Fairmont seems to have what I am looking for in a school – low cost, high quality education that
is in beautiful setting. Its academics are top-notch and it has a program of study that I am
interested in to pursue a career.”
Proof:
Our content demonstrates that we provide what our users need because we have received an
increase of the following:
• Request for information
• Virtual and in-person visits
• Completed Applications
• Enrollment
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Content Design:
The next set of pages recommends how the contact should be designed.
Prioritization is how you determine your site’s content and its relative importance to your users
and your business. I created a matrix that looks at content focus, content to guide users, content
to drive users.
Organization (a sitemap) refers to the framework for grouping, labeling, and relating content so
that users can easily find what matters to them. I created a sitemap for framework for the
Fairmont University website.
Presentation (with the content model - wireframe and spreadsheet) refers to the ways in which
pieces of content, such as a page headline, product overview, body text, or related resource, are
assembled to form what a user sees on a page.
I created four wireframes:
•
•
•
•

A Program of Study
A Club Sport
A Type of Financial Aid
A Way to Give
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Prioritization Table
User
Scenario
I’m
researching
undergraduate
programs of
study.

Segment
•

Prospective
Students

Focus
•
•
•
•
•

I’m
researching
financial aid.

•
•
•

Prospective
Students
Current
Students
Parents

•
•
•
•
•

Drive

Program
description
Program
requirements
Core Program
Outcomes
Model
Schedule
Application

•

Cost of
Attendance
Net Price
Calculator
Types of Aid
Applying for
Aid
Resources

•
•

•

Social
Channels
Accreditations
and Awards

Study Abroad
Financial Aid
Staff Directory

Guide
•

Useful Links
•
•
•

•

•
•
•
I just
graduated and
I’d like to
make a
donation.

•
•
•

Alumni
Donors
Prospective
Donors

•

I am a
producer with
ESPN and
would like
write a story
about
returning to
play.

•

Media

•

•

•
•
•
•
•

Giving
Opportunities
Ways to Give

•

Sports
Information
Directory
Digital Media
Features
Schedule
Game
Broadcasts
Rosters

•

•
•

Career
Opportunities

Federal Student
Aid
Direct Loan
Program
Student’s Guide
to Financial
Future
College
Foundation of
WV
Loan
Consolidation
IRS
Financial Aid
101

Update Contact
Information
Social Channels
Company
Matching Gifts
Social Channels

•

Current COVID
guidelines per
school
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Organization – Sitemap
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Presentation – Content Model
Goal

Core List

Core Page
Scholarships

Core Page Content
•

Engage and recruit oncampus, online and
international prospects, to
influence user behavior, and
to facilitate task completion
for these groups

Admissions/Recruiting
portal

Maximizing the retention
efforts for current students

Student Services

Club Sports: Volleyball

•
•
•
•

How to Join
Rules and Regulations
Forms and Documents
Contact information for
Intramural Office

Engaging and enthralling
donors and alumni

Give

Ways to Give

•
•
•
•

Donation Form
Making a Gift
Type of Gifts
Planned Giving

Providing easy-to-find
information for faculty/staff

Facility and Staff
Resources

Faculty Directory

•
•
•
•

Name
Position
Department
Contact Information (email,
phone number)
Office Location

•
•
•
•

•
Provide easy-to-find
information and
establish/reaffirm the
University brand in the hearts
and minds of the general
public, legislators, and other
visitors.

People

Diversity and Inclusion:
Campus Population
Overview

•
•
•
•
•

General Scholarship
Information
Eligibility
How to apply
Scholarships List
Contact information for
Financial Aid Office

Overview
University’s NonDiscrimination Policy
Statement
Data of campus community
Link to download excel
spreadsheet
Contact Cultural and
Resource Center
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Wireframe 1: Club Sport
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Wire Frame 2: Program of Study
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Wire Frame 3: Type of Financial Aid
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Wire Frame 4: Way to Give
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Writing Style Guidelines:
A style guide documents how you want to talk to your audience, as well as any specific
guidelines you want your writers to follow.
The guide usually includes:
• A summary of the desired voice and tone
• Content examples that reflect the desired voice and tone
• Review of web writing best practices
The website is the primary marketing tool and the writing needs to align with the brand drivers,
brand personality/brand characteristics and value propositions. The writing should inspire and
engage users and start a clear path to conversation and call to action.
As noted in the competitive analysis, York College of Pennsylvania does a good job of writing
fun, upbeat, modern copy that engages users. Here is an example of well-written copy:
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Best Practices for Tone: Source: The University of Maryland
•
•
•
•
•
•

Personal, upbeat tone
Users believe bureaucratic writing is offensive and out-of-place and they ignore the
message it's trying to convey.
To avoid bureaucratic language, turn the tone down a notch.
Search out and destroy jargon.
Use active voice.
Always try to write in first or second person.

Best Practices for Web Writing. Source: The University of Maryland
Write clear, simple, and effective content
• Content should be written in an easy-to-read, conversational style
• Always keep your audience, messages, personality, and goals in mind
Be concise
• Write short paragraphs and minimize unnecessary words
• Sentence structure should be simple and varied
Use active voice instead of passive voice
• Yes: Tim taught the class.
• No: The class was taught by Tim.
Write Meaningful Headers
• Be short and direct
• Be able to stand on their own and understood out of context
• Avoid jargon, abbreviations, cleverness, and technical terms
• Be search engine friendly
When in doubt, think KISS – keep it simple and straightforward

27

FAIRMONT STATE UNIVERSITY

KPIs (Key Performance Indicators):
Primary Objective:

The primary objective of this redesign is to engage and recruit on-campus, online and
international prospects, to influence user behavior, and to facilitate task completion for these
groups.
KPI: Website traffic and clicks
Content Metric:
How many times on average did someone click admission related content from the home page?
Content includes:
• Application
• Visit
• Financial Aid
• Admissions
KPI: Task Completion
Content Metric:
How many times did a user complete one of the following tasks?
• Completed and submitted an application for admission
• Scheduled an in-person visit
• Completed a virtual visit
• Requested more information
KPI: Increased Enrollment
Content Metric:
Since implementation of new website, has enrollment increased?
• Undergraduate
• Graduate
• International
• Transfers

Secondary Objectives: Maximizing the retention efforts for current students
KPI: Website traffic and clicks
Content Metric:
How many times on average did someone student life related content from the home page?
Including:
• Clubs, Organizations, Greek Life
• Residential Life
• Student Services
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•

Student Wellness

KPI: Time spent on page
Content Metric:
On average, how long did a user spend on a core page related to student life?

Secondary Objective: Engaging and enthralling donors and alumni
KPI: Increased donations
Content Metric:
How many times did a user make a donation online?
KPI: Website traffic, clicks
Content Metric:
How many times did a user click on giving opportunities and ways to give content?

Providing easy-to-find information for faculty/staff
KPI: Website traffic, clicks, time spent on page
Content Metric:
• Since implementation of new website design, is there an increase in clicks for each
resource?
•

How many times on average did someone click on facility and staff resources from the
from the home page?

•

On average, how long did a user spend on a core page related to facility and staff
content?
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Next Steps:
According to Meghan Casey’s Content Strategy Toolkit, you need a certain set of roles and
responsibilities to create content. These roles include:
•
•
•
•
•
•

Editor
Owner
Writer
SME – Subject Matter Experts
Reviewer
Publisher

Once roles are assigned, a process and workflow need to be established.

Source: Meghan Casey: The Content Strategy Toolkit
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According to Meghan Casey’s Content Strategy Toolkit, the content lifecycle follows these
stages.

Source: Meghan Casey: The Content Strategy Toolkit
From here, the next steps are maintenance and audit (assessment). Content needs to be
reviewed and updated (deleted) annually. Some content may be need to be updated more
frequently. Think COVID guidelines. Content also needs to be measured. See KPIs for content
metrics.
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Resources:
Casey, M. (2015). In Peterson N., Colby C. (Eds.), The content strategy toolkit: Methods,
guidelines, and templates for getting content right. United States of America: New Riders.
Exposure Ninja: What are Page Titles and Meta Descriptions. Retrieved from:
https://justread.link/UBhx6YpTd
Google Explains How to Use Headings for SEO. Retrieved from:
https://justread.link/8ygJjQy26
University of Maryland, B. Best practices for web writing. Retrieved from:
https://www.umaryland.edu/cpa/toolbox/website-manual/prepare/web-writing/

RFP:

Fairmont State University

Tools used:
Draw.io

Screaming Frog
WAVE Web Accessibility Evaluation Tool

Websites:
Fairmont State University https://www.fairmontstate.edu
Shepherd University https://www.shepherd.edu
West Virginia University https://www.wvu.edu
York College of Pennsylvania https://www.ycp.edu
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