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What are we going to cover? 

 Determining your goals and objectives, assessing user requirements and 

information architecture 

- Christopher Eddie 

 
 Using data and analytics in your website review 

- Stephen Sangar 

 

Five minute break 

 

 Case studies 

 Faculty of Law – Charlotte Vinnicombe 

 Oxford Sparks – Michaela Livingstone-Banks 

 Wolfson College – Amy Richards 

 

 Panel discussion 
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What is your goal? 
 

• Can you write it down? 

• Does everyone in your office agree? 
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Who does this best? 
 

• Competitor analysis 

• What can you learn from others? 
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Discovery phase 
 

• What does each group in your 

area/college/department want to happen 

on the site? 

• What is most important, ie what gets you 

to your goal? 

• Check your existing stats – do they fit 

with what you think is important? 
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What are your KPIs? 
 

• Identify what success means for you 

• Collect statistics/feedback for current site 

to use as benchmark for new site 

• How will you measure? Just Google 

Analytics? Google Tag Manager, CrazyEgg, 

something else? 
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What do you dislike now? 
 

• Why? What would improve it? Is this possible? 

• If not, what is? 

• Is money the problem? 

• If so, is web more of a priority than something 

else? Make the hard decisions about budget 

• Web will only grow in importance and it offers 

outstanding value for money 
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What do your users dislike? 
 

• Have you asked them? 

• Does it tie in with your own views? 

• What can you learn from them? 
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How do your users like to 

be kept up to date? 
 

• Have you asked them? 

• If more follow Facebook than visit your site 

why not use that? Or LinkedIn or Twitter, etc. 
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How can you find out? 
 

• Online surveys – one linked via mailshot, 

one via social media and a different one via 

website 

• You may have quite separate audiences 

• Add in demographic questions 
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Have we mentioned mobile yet? 
 

• Who here has a smart phone? 

• A tablet? 

• At home what do you use most? 

• What do the stats says about your users? 



Public Affairs Directorate: Digital Communications Office 

Personas 
 

• Are these worth doing? 

• What are you hoping to learn from them? 
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IA – information architecture 
 

• Make menu titles clear/obvious – eg what 

does “Inspire” mean??? 

• Show them to people who do not use your site 

and ask them what they’d expect to find there 
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IA – test it 
 

• There are online user testing tools, eg: 

www.optimalworkshop.com/treejack - gives users 

different scenarios and reports on how they complete 

these tasks. 

https://www.optimalworkshop.com/treejack
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User testing 
 

• Get some users together – a mixture of those 

familiar with the site and those new to it 

• Get them to complete your important tasks 

• Get them to ‘think out loud’ & watch them closely 

• Speak to them afterwards, get their feedback 

• Do it now for the current site as practice  

• And again when you have some of the new site built 

– and build into regular (termly? annual?) review  
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Content 
 

• This is why people visit your site 

• But we all skim – keep it brief, clear and authoritative 

• Use headings and bullet points 

• Web is not print – there is no deadline for completion 

• Web needs continual iterative improvement 

• We added ‘Rate this page’ – get the user to tell you 

what’s wrong or missing  
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Oxweb - lessons learnt 
 

• Migrating content takes ages 

• Use this opportunity, don’t just copy and paste – review, 

edit, delete 

• Use the stats, is anyone reading this page? 

• Ideally, launch a new smaller, more efficient site 
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Oxweb - lessons learnt, cont. 
 

• Testing mobile takes ages. Have you the devices you 

need to do this? 

• Have a soft launch and make it easy to provide feedback 

• Evaluate responses. What is worth changing? 

• Run new site in parallel with old for a while 

• Internal deadlines are useful, external not so much  
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What is the point of a visit? 
 

• Should every visit end in action?  

• If so, is that clearly signposted on the site? 

• Have you set up any goal funnels in Google Analytics? 

• If people do not act, do you know why not? Could 

you ask this on the website? 

• If people do not act, is there something else they can 

do? How well threaded is your related content? 
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Gold and lead 
 

• Golden rule: your site is not for you, it’s for them 

• Lead rule: a launch is not the end, it’s a beginning 

• Well done on completing that decathlon, now let’s 

start that marathon  
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Enough for now? 
 

• What was the most useful thing you’ve just heard? 

• Why? 

 

• Now your site is up and running, let’s look at 

ANALYTICS AND REPORTING  

 



Using data and 
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Stephen Sangar 
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Data Sources 
 

• Google Analytics 

• Google Tag Manager 

• Link shorteners (e.g. TinyURL, 

Po.st) 

• Facebook insights 

• Twitter (analytics.twitter.com) 

• YouTube  

(www.youtube.com/analytics) 

• Instagram (InsTrack app) 

• E-Newsletters 

• Search 

• SiteImprove (broken link 

checker) 

• Crazy egg (hot spot tracker) 

• Your CMS 

• Any others? 

 

http://www.youtube.com/analytics
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Digital Dashboards 
 

Undergraduate*Admissions

Highlights

avg*session

duration

sessions 246,502 users 1,074,312* pageviews 3.27 Pages/session 3.22 mins

****Devices

Most*viewed*pages Most*visited*outbound*links
Title Views url Visitis

Undergraduate*admisions*(Homepage)

YouTube*J*top*5*videos Social*Media Newsletter*stats
Video Views

Followers %*Engaged*users

Facebook

Twitter

Digital*metrics*report

March figures show an impressive rise on last month and last year – with the exception of pages/session which compares the new site to the old site that had more 

pages. Devices are stable with over a quarter of web queries coming from a mobile phone. Sessions this month shows a decline towards the end of the month which 

maybe due to school holidays for Easter.

March*2015

328,208

Traffic

*

so urces*

Sessions*this*month*

Content*

Top*10*visitors'*countries*

Sessions*(yearJonJyear)*
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Devices 
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Navigation 
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Unpopular pages 
 

• Low number of visitors 

• Exit pages 

• Funnel visualisation 

• Search terms 
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Redirects 
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Testing 
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Case studies 
 

Faculty of Law – Charlotte Vinnicombe 

Oxford Sparks – Michaela Livingston-

 Banks 

Wolfson College – Amy Richardson 



FACULTY OF LAW WEBSITE REVIEW 

Charlotte Vinnicombe 
Head of Administration and Finance 

 



The old site: www3.law.ox.ac.uk 

www3.law.ox.ac.uk


The new site: www.law.ox.ac.uk 

https://www.law.ox.ac.uk/


 Used two systems to edit content: Contribute software for the flat 
pages, and an in-house CMS for the database content, which many 
people couldn’t understand or could use easily.  So content went 
out of date all too easily. 

 It wasn’t all that flexible – creating new sections involved a lot of 
work, and turned out to be very hard to incorporate new features 
like blogs.  Some of us started to use WebLearn instead of the 
intranet - lost sight of the relationship between the intranet, the 
website and WebLearn. 

 There were features that didn’t work on tablets and phones 
(ebrochures), and special features that were designed outside the 
faculty that we were paying a lot of money to keep current.  

Reasons for reviewing the site 



 Our very ‘responsive’ approach lacked strategy, and the site 
became unwieldy and difficult to navigate. 

 It was becoming the norm for research projects, programmes, hubs, 
centres, to get bits of funding and go off to create their sites 
elsewhere so our site was left representing just the core faculty and 
not the whole of our activities. 

 We had a non-standard system, not documented.  Only the two 
web developers really understood what we had and how to use it – 
we were overly reliant on them as individuals. 

Reasons for reviewing the site, cont’d 



Aims of the review 
The consultations and discussions within the working groups 
culminated in our business plan, where we identified what we wanted: 

 A website that would unify all of our sites 

 A coherent set of sub-sites, or micro-sites – access to content, use 
them flexibly, individual identity whilst staying consistent with the 
Law Faculty branding 

 A template that could be rolled out for hubs, blogs, new areas of 
activity, research programmes, whole new institutes or centres 

 New graduate research pages to allow DPhils to promote 
themselves 

 Greater emphasis on audio-visual content and less emphasis on 
text 

 A site that was easily updated to allow for commentary on recent 
issues (ie blogs) 

 



www.oxfordsparks.ox.ac.uk 

Public Engagement 

Developing the new 
website 

A case study 

Medical Sciences Division 

 

Maths, Physical + Life Sciences 

Division 



www.oxfordsparks.ox.ac.uk 



www.oxfordsparks.ox.ac.uk 

Step 1: Writing the brief 

• Audit of existing website content and features 

• Strengths and weaknesses 

• Things we wanted to achieve 

• Our audiences – value proposition 

• Look, style and tone of voice 

• Technical requirements 

• Distribution channels 
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Step 2: Talking to developers 

 

• Do they get it? 

 

• Can they do it for the budget we have? 



www.oxfordsparks.ox.ac.uk 

Step 3: Feeding in stakeholder views 



www.oxfordsparks.ox.ac.uk 

Step 4: Initial design 



www.oxfordsparks.ox.ac.uk 

Step 5: The build 
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Step 6: Content migration 

• Thankfully, most of it was automatic 



www.oxfordsparks.ox.ac.uk 

Step 7: Snagging 



www.oxfordsparks.ox.ac.uk 

Step 8: Soft launch 

• Let people loose on the website 

– Internal stakeholders 

– A trusted group of public 

– The teachers panel 

 

• Collected more feedback 

 

• Responded to feedback 
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Step 9: Website went live 



www.oxfordsparks.ox.ac.uk 

Step 10: Communicating changes 

• Told as many people as possible 

 

• Change from oxfordsparks.net to 
oxfordsparks.ox.ac.uk 

 

• Include info on 404 page 



www.oxfordsparks.ox.ac.uk 

Challenges 



www.oxfordsparks.ox.ac.uk 

Tips 

• Make sure you have enough time to do the upfront 
planning 

 

• Work with people who get your vision 

 

• Talk to your relevant stakeholders/users  

 

• Have a plan but prepare to be flexible 



www.oxfordsparks.ox.ac.uk 

Any Questions? 

michaela.livingstone@mpls.ox.ac.uk   

mailto:michaela.livingstone@mpls.ox.ac.uk


Wolfson College website 

redevelopment  

A few lessons learned 



The website before 



Website now 



You can spend as much money or  

time as you like 



Keep users at the front of  

your mind throughout 



Personas 



Surveys 



You are never going to get everything 

right or please everyone 



Card sorting 



Sitemaps 



QUESTIONS? 
Panel Q&A 


