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The Board of Directors at Fairmont State University requested a redesign of the institution’s 
website – www.fairmontstate.edu – as well as the selection of a new content management 
system that will facilitate making changes to the site and managing the content with ease. 

An analysis was conducted to determine the current state of the website with regards to 
content, writings, search engine optimization, use of images and interactive feature, and 
architecture. In addition to the site’s current state, the analysis also compared Fairmont’s 
website with other universities and colleges in West Virginia. 

One reason a redesign of www.fairmontstate.edu is needed is to be able to reach out to past, 
present, and future students, faculty, and staff, along with the community, donors, and 
legislators – while also serving as a tool to help recruit new students. 

All contact with the stakeholders and executives was limited to the RFP. 

Still, the people who put together the RFP understood the importance of the website and how it 
can play a role in 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 
RFP read. “The aim is to leverage these brand elements to strategically increase enrollment.” 

Several business goals were established in the RFP, including what was stated above, but 
also the following: 

• To provide a website that not only loads quickly, but also has the navigation and 
architecture to make it easy for users to find what they are looking for quickly. 

• To prepare students for a lifetime of success by leveraging a robust academic program 
with the latest technology. 

Although the current layout of the website and content within its pages do provide a tool that 
some can use, we believe that with a few tweaks we can make it even better while also striking 
the goals, or more than likely, breaking through them. 

The analysis uncovered several gaps in search engine optimization efforts, improvements that 
can be made to the site to enhance the user’s experience, and areas that can be tweaked to 
help bump the enrollment numbers up for the organization.  

 

http://www.fairmontstate.edu/
http://www.fairmontstate.edu/
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What is a content strategy, anyway? 
Matt Bowman wrote an article for Forbes.com in 2018 titled, “Content Strategy vs. 
Content Marketing: What’s the difference?” In his article, Bowman said content marketing 
helps drive traffic to the website while the content strategy helps convert the traffic into leads, 
followers, and customers. 

So, while Fairmont is looking to drive traffic to the website and increase its brand awareness, a 
distribution strategy is just as crucial. In fact, when defining the content strategy’s purpose – 
whether it is to increase visibility, collect more leads, establish authority in the industry, or 
increase enrollment – it is important to think about and how the content will be maintained 
once it is created. 

The RFP from Fairmont is looking for a site redesign. We could certainly provide the University 
with a revamped website that looks great, is simple to use, and increases enrollment, but 
unless those who are going to manage the site have a plan to do so, it would be the same as 
giving someone the keys to a brand-new Tesla without the keys and the knowledge of how to 
drive. 

What is ahead in this proposal? 
We are about to present you with several statistics showing how your site is currently 
performing compared to other universities and other sites on the internet. A lot of what we are 
going to show you are strictly suggestions for how you can increase your brand awareness 
and minimize efforts down the road to appear high up in search results in search engines like 
Google, Bing, and Yahoo. 

Along with the statistics and suggestions, this proposal is going to give a background of how 
we reached our determination for the strategy. After that, we plan to show you how we are 
going to redesign each aspect of the site by providing mock-up navigation, wire frames, and 
content models. Finally, once the redesign plan is presented, we will go over ways to measure 
key performance indicators – or KPIs – while also providing a plan for the handoff and what is 
required of you. 
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ABOUT THIS DOCUMENT 
 
 

My approach to content strategy consists of recommendations on four key components that 
compliment a core strategy. Those four key components are: 

1) Substance: What message are you trying 
to convey to your audience and what 
content do you need to convey that 
message. 

2) Structure: How will we prioritize, 
organize, and display the content? 

3) Workflow: What staffing, processes, and 
tools will be needed to get the 
content on the site? 

4) Governance: How will the content be maintained and regulated to meet branding 
standards? 

The purpose of this document is to help set the stage for the strategy I am creating for 
Fairmont State University, which will ensure your content is relevant to your audience and that 
your brand is maintained throughout the site. The purpose is also to ensure stakeholders are 
aligned with the business goals and current objectives, as well as any challenges or 
opportunities that need to be addressed. 

All the information contained in this document were obtained through a discovery phase that 
included research, interviews, and an analyzation of your current website, competitor website, 
company goals, business objectives, and key performance indicators. 

Next Steps: 
Ensure an RFP to redesign the Fairmont State University website is submitted by the due date. 

Once accepted, we will begin to implement the core strategy based on recommendations and 
discovery. 
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Business Goals and Content Objectives: 
Based on information obtained during the discovery phase, I have summarized your business 
goals and content objectives to help you understand how the website will help you achieve 
them. 

 

Business Goals Content Objectives 
Leverage brand elements such 
as the positioning statement, 
brand drivers, brand 
personality/characteristics, and 
value propositions, to increase 
enrollment. 

- Demonstrates brand unity across all platforms. 
- Shows prospective students what they can be 

part of 
- Looks professional 

To provide a website that not 
only loads quickly, but also has 
the navigation and architecture to 
make it easy for users to find 
what they are looking for quickly. 

- Provides ease-of-use. 
- Converts the use of the site from an 

advertisement to a tool that can be used by 
students, faculty, and people in the community. 

- Reduces frustration from users who cannot find 
what they need. 

Prepare students for a lifetime of 
success by leveraging a robust 
academic program with the latest 
technology. 

- Highlights the academic programs. 
- Gives students a tool that will enhance their 

academic experience 

 
 

Summary of Opportunities: 
I have found a few opportunities that will help you achieve the goals and objectives set forth in 
your RFP, that touch on all four aspects of my content strategy approach. 

- Define the type of content that will be published to attract people to the site and build 
the University’s reputation as “West Virginia’s School.” 

- Simplify the design of the site by removing unnecessary elements, creating a new 
navigation menu that makes sense, providing a search button at the top of the 
homepage, and designing an architecture that keeps people moving in and around the 
website. 

- Design a site that not only works as an advertisement to the school but is also a high- 
tech tool with numerous applications that students can use to enhance their academic 
career at Fairmont State University. 
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2. CONTENT ANALYSIS 
 

 

 

Purpose 
The purpose of the content analysis was to review the current state of www.fairmontstate.edu. 
The observations targeted the site’s performance when it came to a customer’s experience. 

Methods 
A site audit was conducted using a suite called Screaming Frog SEO version 14.1. 

Criteria 
 

The audit analyzed: 

• Site architecture 
• Title tags 
• Meta descriptions 
• Header tags 
• Content writing 

 

• Content accessibility 
• Platform performance 
• Site functionality 

http://www.fairmontstate.edu/
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RESULTS 
 

 

Overall 
The Fairmont State University website has 92,713 html pages and 30,725 images, according 
to the Screaming Frog audit. 

Page Titles 
 

Page titles are the first thing potential site visitors see when visiting your site from a 
search engine such as Google.com. Each page has a page title, and it is important that 
they distinguish what the webpage is and why a person should visit it. Search engines 
pickup page titles, making them crucial for SEO. They can be found at the top of the 
browser window throughout the site, and for the most part, Fairmont’s titles follow a 
similar format: Header | Section | Fairmont State University. While the uniformity is nice 
and establishes consistency and branding, the practice of pasting or pulling in the 
headline offers room for improvement. 

 
It is important that the title gives the visitor an idea of what the page is about, and Fairmont 
does a great job of doing that. 

 

Shortest title is 13 characters and can be found on https://www.fairmontstate.edu/forms/. The 
title reads “Forms”, and the page is a login screen requiring the user to enter the username 
and password. The page could be more descriptive, though it appears to be used for internal 
purposes. Still, internal users deserve just as good of an experience as external users. 

Longest title is 179 characters and can be found on http://fairmontstate.edu/fsunow/alumni- 
front-page/board-governors-member-and-fairmont-state-alumnus-rusty-hutson-jr-finalist-eys. 
The title reads, “Board of Governors member and Fairmont State alumnus, Rusty Hutson, Jr., 
finalist in EY’s Entrepreneur of The Year 2020 Southeast Awards Program | News | Fairmont 
State University.” While the title fits the mold of Fairmont State’s formatting for titles, the title is 
very long and will likely be truncated when Google picks up the page. There are also styling 
issues that can catch a person’s eye easily – like “Of” or “EY’s.” 

One of the better titles on the site comes in at 61 characters and reads, “News & Updates | 
Alumni & Friends | Fairmont State University.” The title is descriptive and straightforward, and 
clearly aimed at one of the target groups – alumni. 

http://www.fairmontstate.edu/forms/
http://fairmontstate.edu/fsunow/alumni-front-page/board-governors-member-and-fairmont-state-alumnus-rusty-hutson-jr-finalist-eys
http://fairmontstate.edu/fsunow/alumni-front-page/board-governors-member-and-fairmont-state-alumnus-rusty-hutson-jr-finalist-eys
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Meta Descriptions 
The site’s meta descriptions are typically picked up by search engines like Google.com, and oftentimes 
appear in the list of search results. Meta descriptions are found in the <head> of a website and are not 
visible to the average user, but they are great for SEO because search engines can find them in the code. 
Fairmont could do more with its meta descriptions. Out of 31,286 pages, only 9,948 – or 31.8 percent – had 
meta descriptions. 

There seemed to be a variety of different descriptions listed, though oftentimes if a page had a description, 
it was duplicated at least four times.  

For example: 

“Coalescence,” an exhibition of ceramic sculptural forms by Frederick Bartolovic and Michelle Strader, will 
be on display at Fairmont State University in January and February.” 

This meta description appeared for https://www.fairmontstate.edu/news/events-fsu-front-page-student-
life/ceramic-sculptural- exhibit-display-brooks-gallery, http://fairmontstate.edu/news/events-fsu-front-page-
student- life/ceramic-sculptural-exhibit-display-brooks-gallery, http://fairmontstate.edu/fsunow/events- fsu-
front-page-student-life/ceramic-sculptural-exhibit-display-brooks-gallery, and 
https://www.fairmontstate.edu/fsunow/events-fsu-front-page-student-life/ceramic-sculptural- exhibit-display-
brooks-gallery . The odd thing about this was that the http, https, www, and non www URLs were all listed 
for the pages with meta descriptions. Other than that, the rest of the 

68.2 percent of pages did not have descriptions, or four different variations of the URL listed. Also, 
Coalescence is spelled wrong. 

The shortest meta description, other than 0 characters is 3 characters and reads: 

“Dr.” The second shortest meta description is 24 characters and reads, “Written by Duane Cochran.” 

The description is repeated several times on other pages and should be modified and specific for each 
page. 

The longest meta description is 1106 characters and reads: 

“In July, the Fairmont State University Town & Gown Summer Theatre will present the popular musical 
“South Pacific,” with music by Richard Rodgers and lyrics by Oscar Hammerstein II. Continuing the 
longstanding tradition of high-quality outdoor theatre performances at Prickett’s Fort State Park, Town & 
Gown Summer Theatre will honor veterans and members of the U.S. Armed Forces with special ticket 
prices and special recognition at each performance. “Town & Gown Summer Theatre is an important 
educational, as well as entertaining, endeavor. The School of Fine Arts hires students from Fairmont State 
and other colleges and high school interns, and all learn to work as a team to bring about a successful 
production,” said Peter Lach, Dean of the School of Fine Arts. “Part of the University’s mission is to 
strengthen the educational, economic and cultural well-being of our region. The School of Fine Arts is proud 
to partner with Prickett’s Fort State Park to provide outdoor theatre for North Central West Virginia. We also 
are proud to salute our nation’s veterans through this summer’s production.” 

http://www.fairmontstate.edu/news/events-fsu-front-page-student-life/ceramic-sculptural-
http://www.fairmontstate.edu/news/events-fsu-front-page-student-life/ceramic-sculptural-
http://fairmontstate.edu/news/events-fsu-front-page-student-
http://fairmontstate.edu/news/events-fsu-front-page-student-
http://fairmontstate.edu/fsunow/events-
https://www.fairmontstate.edu/fsunow/events-fsu-front-page-student-life/ceramic-sculptural-exhibit-display-brooks-gallery
https://www.fairmontstate.edu/fsunow/events-fsu-front-page-student-life/ceramic-sculptural-exhibit-display-brooks-gallery
https://www.fairmontstate.edu/fsunow/events-fsu-front-page-student-life/ceramic-sculptural-exhibit-display-brooks-gallery
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Although the description is specific to the page—
URL 

https://www.fairmontstate.edu/news/academics/south-pacific-stage-pricketts-fort-july—it is 
rather long and will more than likely be truncated when a search engine picks up the page. 

Something that should be noted is that the meta descriptions, when used, are copied from the 
content, and used as meta descriptions. After spot checking 10 pages, the first graph or so are 

copied and used. While the descriptions 
technical offer details about the page, 
this is lazy practice and could impact 
search engine placement negatively. 

A good example of a meta description 
being used properly is on 
http://fairmontstate.edu/news/piano-
camp-planned-june, and the 
description reads: 

“The 13th annual Summer Piano Camp 
at Fairmont State will be held.” 

Coming in at 64 characters, the description is short, but it lets people know what the page is 
about. Again, though, this description came from the first paragraph of the page. More 
originality could be used when posting meta descriptions. 

Site Architecture 
Header tags are supposed to help people navigate and make sense of a page, especially 
when the person searches for something on Google.com. Unlike title tags, the header tags 
appear in the body of the page and are visible to the user. Therefore, it is important that the 
header tags are clear and concise. Fairmont State does a good job of using H1 tags, though 
out of nearly 31,286 pages, 142 did not have H1 tags and 30,642 did not have H2 tags. Even 
when H1 tags were used, they oftentimes reflected the title of the page without the section and 
name of the university. But when used they do reflect what is on the page. 

Another tag that is important to site architecture and structure are alt tags because screen 

http://www.fairmontstate.edu/news/academics/south-pacific-stage-pricketts-fort-july
http://fairmontstate.edu/news/piano-camp-planned-june
http://fairmontstate.edu/news/piano-camp-planned-june
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readers pick them up for people who have a difficult time reading the content. The tags are 
placed in image tags. According to Screaming Frog, there were 30,725 images and 12,989 
were missing alt text and 606 images missing alt attributes. 

Using the Wave Web Accessibility Evaluation Tool, an analysis was conducted to see how 
accessible the page is for people who have some sort of disability. The analysis found a few 
problems that could be fixed relatively easily. Many homepage images did not have alt text, 
and it is important that they do because a screen reader has no content to present a user 
regarding the function of the link. Some of the images that had alt text were filled with text that 
was the same as nearby or adjacent text, making it redundant to those who use screen 
readers. 

The tool also found 29 instances of low contrast, which impacts those with poor vision, and 
several empty links. 

Mobile Friendly 
Fairmontstate.edu is a responsive website and shrinks down to fit 
smaller screens. When the site loads on a mobile phone, the 
navigation condenses into a dropdown menu, and the images and 
text align vertically. 

Overall 
The Fairmont State University website is well written and offers a 
wealth of information for visitors to consume. To improve 
accessibility and to get more visitors, several tweaks should be 
made, including modifications to title and meta description tags. 

As far as tone, the articles on the site aim to inform visitors – 
whether future, past, or current students, parents, faculty, donors, 
and community members – of all the university has to offer, 
whether academically, athletically, or socially. 

In addition to the loads of information on the site, the website 
offers ways for people to get involved by supporting the university 
through donations. There are also sections on the site to keep the community informed of 
everything happening on campus, whether it is a planned event or an emergency. 

There are several graphics throughout the site that give visitors insight into what it is like to be 
a student or faculty member at the university, and if the visitor is inclined, they can schedule a 
visit. 

The parallax-style theme allows the homepage to change images as the user scrolls, hitting on 
a variety of different experiences they may encounter at the university. 
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At the bottom of the page are social media links, though the icons are missing and unless they 
click or hover over the broken images, they may not know they can be taken to Facebook. 
Social media buttons can potentially lead the user away from the site; therefore, it is important 
have a steady and solid social media presence. I was worried that the icons were just broken 
in Microsoft Edge, but they were also missing in Firefox. 

 

I did not see a full site search box anywhere on the site, which could be helpful if setup 
properly. There is a magnifying glass in the top navigation, though when a search is 
performed, the user is taken away from the site and given a list of Google search results. 

I did see a search box halfway down the homepage that allows people to look up information 
about academics, but not a search that encompasses the whole site of 30,000 – plus pages. 
Oftentimes the search functions can be worthless because of the amount of information that 
comes up, so if one is added at some point, it needs to operate properly. 
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3. COMPETITIVE ANALYSIS 
 

 
To complete a competitive analysis, we reviewed three sites of colleges in West Virginia who have different 
approaches to their websites. Each school does have their strengths online while also having areas that 
they need to improve. The goal of this analysis was to point out any major facets that we may be able 
emulate or avoid during the redesign. 

West Virginia University – www.wvu.edu 
• A clean homepage that utilizes art creatively. 
• Search bar at the top, that when tested with 

“journalism,” several links came up. 
• The dropdown box from “academics” is nice 

because it provides a smooth experience. 
• Jump page for “Admissions and Aid” is broken 

down into four categories – Undergraduate 
Admissions, Graduate Admissions, WVU 
Online, and International Students. 

• ‘Visit Undergraduate Admissions Website,” 
results in a page with a search box to find a 
major, a list of tuition rates and scholarships, a 
career pathway, and a link to speak with a counselor. All of that is toward the top. 

• The site’s aim is to serve the same groups as Fairmont, and there are links for the “community” and 
“international” students to find out more information. 

• The “donor” link was difficult to find. 
• A calendar of events on the homepage below the fold was pleasing and did not take away from the 

simplicity above the fold. 

http://www.wvu.edu/
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Marshall University – www.marshall.edu 
• The site seems busy. Four images below 

“Get to Know Marshall,” blend in and could 
be separated out a little bit better. 

• The search bar in the middle of the top 
navigation is weird and breaks up the 
navigation. 

• When I click “Apply” on the top navigation, it 
takes me to a text-heavy page. Boxes and 
icons can help break this up. 

• The double navigation at the top is confusing 
and can be combined. 

• A donor link is at the top. 
• Elements like “mymu” and Marshall life can be 

combined in the navigation under “students.” 
• Images are important. It is good to see people smiling 

but the “graduate” image does not work unless 
promoting a program to take over the world and fight 
superman. 

University of 
Charleston – ucwv.edu 

• Great use of video on the homepage, 
but this could be an issue if broadband is 
not readily available. 

• The site has a search button up top 
which works. 

• There is a link to apply. 
• The navigation is very simple…maybe 

too simple at first glance.  
• When looking at the site for mobile 

devices, the menu completely pulls 
together all the top navigation. 

http://www.marshall.edu/
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• The site makes good use of the space, uses boxes 
with images properly, and is simple for the user. 

• It seems like this site has a similar approach for the 
site in that it is trying to use it as a recruiting tool. 
The top navigation items clearly steer a visitor 
through the application process, and even includes a 
link for them to find out more information about 
visiting the campus. 
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4. THE STRATEGY 
 

 

Core Strategy Statement 
To redesign the Fairmont State University website to provide a thorough, yet simple and easy- 
to-use experience for visitors, whether they are past, current, or future students and staff, 
parents, legislators, community members, or media correspondents. 

Messaging Framework 
 

 

What first 
impression do we 
want our audiences 
to have when they 
interact with our 
content? 

What do we want 
our audiences to 
know or believe 
about the value we 
provide? 

What will 
demonstrate that 
what we want them to 
know or believe is 
true? 

Confidence that they can find 
what they are looking for, 
whether it is information about 
enrollment, financial aid, 
athletics, student events, 
giving donations, or anything 
else that their imaginations 
can think of with regards to the 
university. 

That the site is a resource for 
academic information, 
athletic events, student life, 
student and faculty tools, 
donors to give money, and a 
place for the community to 
gather for information. 

Fairmont is “West Virginia’s 
School.” 
Fairmont is turning out 
professionals left and right. 
Fairmont offers more than 100 
academic programs. 
The site is not just an 
advertisement for the school that 
puts the brand out there in full 
force, but it is also a tool for 
everyone on campus, around the 
campus, and around the world. 

First Impression Value 
Statement Proof 
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The Re-Design 
It is important to consider scenarios that users may encounter when using the website. 
Improving the user experience is one of the main goals of the redesign. Here are a few 
scenarios users may encounter with the site. Each scenario has columns for focus, 
drive, and guide, which help determine what is important in the redesign. 

 

User Scenario User Segment Focus Drive Guide 

I am looking for  College/School programs Top navigation Student life 
information about  Undergraduate offerings Student success stories Career services 
programs the school  Honors program Boxes on the home page Campus Life 
offers for  Pricing A virtual tour Course Schedules 
undergraduate  Admissions Program search box  

degrees  Career Opportunities Social channels  

  
Prospect 

   

I have decided to  Financial aid The financial aid Parent resources 
attend the University  Grants processes. Orientation 
and need information  Scholarships Deadlines  

on how to pay for my  The Application Social channels  

education  FAFSA.gov Cost of attendance  

   Tuition 101  

  
Prospect 

   

I am a big fan of the  Top navigation Social channels Conference standings 
athletics at the  Quick Links Calendar of games Training 
University and want  Calendars Game results Directory 
to know when all the  Men’s Sports Photo galleries  

games are.  Women’s Sports   
  Divisions   

  Hall of Fame   
 Alumni    

I understand the  Top Navigation Social channels Tax write-off 
importance of the  Icon to click to donate. Top donors Returns and refunds 
University and want  Where donations go Donation amounts information 
to make sure it can  Who benefits   

offer programs for     

future generations.     

  
Donor 
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Sitemap 
An easy-to-use navigation helps users find what they need quickly and without frustration. 
Theoretically, we setup this navigation with the first three drop downs walking a user through 
the application process. Additionally, when the top navigation items are clicked – such as 
“Apply,” the next page that will appear is a jump page/portal that simplifies the process. 
“Athletics” does not have anything underneath, so again, a portal page will load that guides 
people to the information they need. While it is an additional jump, this strategy eliminates 
clutter from the homepage to avoid confusion. 

After “Athletics,” we focused on “Student Life” and “Resources” because current students will 
need to be able to use the site while living at and attending the University. “Giving” and 
“Innovation at FSU” are aimed at attracting outside users from the community, and “MyFSU” 
provides links that students and faculty will need to access regularly. 
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Content Model 
The idea behind a content model is to take the focus from homepages as the crown of digital 
experience and design, because as Ida Halland of Netlife Research theorized in 2007 when 
she developed the core model, search engines will become the most popular way for users to 
find content. As such, homepages have become less and less important, though they still 
serve as the online face of the organization. 

This proposal to redesign the Fairmont State University website factors in the internal pages, 
so below are models for the content and wireframes for a handful of pages. 

In creating this strategy, here is what the content model for Fairmont State University looks 
like: 

 

Goal Core List Core Page Core Page Content 

Simplify 
Financial Aid 

Financial Aid Financial Aid Portal 
Page 

Banner 
Top Navigation 
Photo 
Undergraduate 
Graduate 
College Financing 101 – button/video 
Paying Back Loan – button/video 
Outside Financing – button/video 
FAQs – button/video 
Contact Us – button/form 

Simplify 
Enrollment 

Apply Enrollment Portal 
Page 

Banner 
Top Navigation 
Photo 
Choose Program 
Apply for Admission. 
Apply for Financial Aid 
What Piques Your Interest – button/video 
Applying for Admission – button/video 
Applying for Financial Aid – button/video 
What’s Next – button/video. 
Contact Us – button/form 

Welcome 
Donors 

Donors Donor Portal Page Banner 
Top Navigation 
Photo 
First Time Donor 
Returning Donor 
Become Donor 
Destination – button/video 
Who Donates – button/video 
How Much to Donate – button/video 
Grants – button/video 
Contact Us – button/form 
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The content model above was then translated into mock pages called wireframes to give you 
an idea of how the pages will be laid out. Each element has been assigned a place. Please 
note, these are not intended to be specific in terms of wording or actual content. 
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5. PUTTING THE PLAN INTO ACTION 
 

 

Style Guide 
Developing and communicating is not only limited to the look and feel of a website, but also the 
voice that accompanies the elements. Because the site is loaded with content from every 
division of the University, it is important that voice from everyone comes across the same. 

Here is a simple style guide that everyone who posts content onto the site will be required to 
follow. 

Style Guide for Fairmont State University 

Follow this guide when writing or editing materials that are to be published on 
www.fairmontstate.edu or any of its subsites. The purpose of following these guidelines is to 
ensure that documents conform to the University’s image and branding. 

Mechanics 

Graphic elements 

- Include drawings, figures, tables, and screen shots, whenever useful. All graphics must 
have a caption that lets readers know what they are looking at. All graphics also must 
include alt text within the <Image> tags. 

- Punctuation: Use standard American punctuation 
 

Use of Language 

General 

- Use short, simple, easy-to-understand words and sentences. 
- Avoid the passive voice, and instead, always write active. 
- Use the present tense unless the past is necessary. 
- Use strong subject-verb constructions and avoid “There are…” 
- Be concise and avoid wordy phrases. 
- Use gender-neutral language (see AP Style guide) 

Capitalization. 

- Use sentence-style capitalization for headings. 
- Capitalize the first letter of each word in the names of menus, dialog options, and other 

elements. 

Spelling 

- Use American spelling 

http://www.fairmontstate.edu/
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Units of Measurement 

- Use American units of measurement. 

Numbers 

- Follow AP Style – spell out number 1-9 and use numbers for all others. 

Content of Topic Types 

- News 
- Admissions 
- Financial Aid 
- FAQs 
- Reference 
- Overview 
- Athletics 
- Calendar 
- If additional topics are needed, submit a request to your department head for approval. 

 
References 

This style guide supplements several style guides, dictionaries, and other reference materials. 
If you cannot find something in our guide, check the following references: 

Dictionaries 
Merriam-Webster 

Style Manual 
AP-Style Guide 

Grammar/Usage Guides 
Webster’s Dictionary of English Usage 
Skillin, Marjorie E., and Robert M. Gay. Words into Type, 3rd Edition 
Strunk, William, Jr., and E.B. White. The Elements of Style, 3rd Edition 
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Key Performance Indicators 
The following key performance indicators (KPIs) were chosen to track the performance of digital content as it 
relates to the three targeted business goals outlined in this report. 

1. Track website traffic and the sites visitors go to, along with the length of time they are spending 
on the site to help determine whether the changes are helping people find the information they 
need. 
Before tracking the changes, it is important to obtain the analytics before the changes were made, to 
create a base. This will help us determine where snags were on the site prior to the changes, and how 
long it took before each visitor terminated their time on the site. These older analytics will help give insight 
into what the customer was dealing with, though oftentimes, the analytics do not tell the whole story. 

Once a set of changes is made, the analytics – we plan to use Google Analytics and Omniture – will be 
able to track immediately and begin to draw a picture of whether the changes are improving the visitor’s 
experience. 

This data should be able to show the pathways visitors took to get to certain pages, the number of clicks it 
took the visitor to find the information he or she was looking for, and how often the visitor came back for 
more information. 

The data should also be able to track how many visitors were unique to the page – or new visitors – 
versus how many are returning users. 

2) Track application submissions for scheduling visits, enrollment, and financial aid. 
Since one of the key reasons for the site redesign is to improve enrollment numbers, tracking how many 
applications are submitted from the site for scheduling a visit, applying for enrollment and financial aid 
are crucial. In fact, before the study begins, it will be a good idea to pull the numbers for the past three to 
five years to compare the new form submissions. 

3) Collect user feedback from site visitors to find out what they did and did not like about the site 
changes. 

While analytics and social media statistics help to tell the story, nothing is more valuable than actual 
feedback from customers because it can tell the full story. The feedback will be collected through surveys 
sent to visitors who are willing to participate in the survey, which will result in qualitative data, as well as 
in-person surveys to get better quality feedback. To gain feedback and input from site visitors, we plan to 
use Forsee, a tool that allows us to randomly survey users with open-ended questions and scale 
rankings. The main questions I want to ask will deal with whether the user was able to find the information 
they came to the site for, if the content was comprehensible, and how often they visit the site. The in- 
person questions will dig more into demographics, as well as why they visited the site. The questioning 
could even dig into the number of clicks it took for them to find the information they were looking for, if the 
information were helpful, and what they would like to see changed with the site. 
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6. THE NEXT STEPS 
 

 
Before the keys to the site are handed over, you will want to make sure you have a plan to 
maintain the content with strict order to ensure the branding remains intact. This strategy 
involves assigning roles to the content is maintained in an orderly fashion. 

Here is a list of roles that we recommend you put in place to manage the site. 
 

Roles Key Responsibilities 

Site Structure Specialist 
This person will oversee the structure of site 
content on the site while also making sure 
content can be found by users. 

• Determines where new content will be placed on 
FairmontState.edu. 

• Understands the architecture of the site. 
• Responsible for the content inventory 
• Ensures site structure supports the site content 

strategy 

Content Manager 
Makes day-to-day content decisions and 
ensures the site delivers on the approved 
content strategy. 

• Communicates with stakeholders. 
• Enforces guidelines. 
• Owns final site content decisions. 
• Makes sure that maintenance is in place 

Content Creator 
Creates the content using the content creation 
brief, as well as strategic documentation. 

• Gathers additional information, if needed, from 
content owner and subject matter experts 

• Revises content per feedback 

Content Editor 
Provides web content expertise and oversight. 

• Reviews content from web user perspective, and 
identifies correct placement for content on site, if 
necessary 

• Reviews content for voice, tone, consistency with 
other materials, and grammar 

Subject Matter Expert (SME) 
Experts on the subject – Department Heads 

• Provides source content and technical expertise to 
content owners. 

• Reviews content for accuracy and provides timely 
feedback 

Publisher 
Provides CMS technical expertise to Marketing 
Services and Marketing 

• Reviews web content to make sure it is correct and 
has appropriate web formatting, including correct 
links. 

• Provides expertise to other CMS users and works 
directly with Web team on CMS needs and issues. 

• Publishes final content 
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Creating and Maintaining Content 
When creating content for the site, it is important for everyone to follow the same steps to 
ensure cohesion across the site. 

All content follows a lifecycle, as presented in the 
image to the left. The first step is to strategize and 
determine the type of content that is needed on the 
site, where it will be placed, and who will own the 
content. Once a strategy is in place – like the 
strategy outlined in this document – the next step is 
to plan for material. This includes getting input from 
stakeholders and prioritizing what needs to go on 
to the site first. It also includes getting metadata 
and SEO material ready to be integrated into the 
material. 

 

(source: https://i.pinimg.com/736x/11/eb/61/11eb611ff97fdc39625bbefa12fa7095.jpg) 
 

After that, the content is created and will go through a quality assurance program to ensure it 
conforms to the style set forth in this document along with branding for the university. This is 
typically completed by several people including department heads and the editor. 

If any changes need to be made before or after the content goes live, it falls into the “maintain” 
category. This means if a department changes their hours, a game is postponed to a later 
date, someone retires from the school and needs to be removed from the site. Any change that 
needs to occur on the site must go through steps that check for quality. 

Once the content is live, then an audit of the material takes place, and a new set of changes 
are requested. That means the whole process starts over, and we are back to strategizing the 
new content. It is a lifecycle for a reason: If you want a site that fulfills your goals, then it needs 
to constantly be maintained. 
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7. CONCLUSION 
 

 
We have presented you with a plan that fulfills your request for a new site redesign as well as 
a plan to maintain the content. If hired, we will be your partner through the process, from start 
to finish. We are confident that we can build a site that is not only simple to use, but one that 
loads quickly, allows the user to find information with ease, displays the University’s brand, will 
increase enrollment, and provide students with a tool that offers the latest technology. 
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