
 
 

 
 



 
 

 
 

Our mission 

Seven Marketeers was established to execute part of 
the course deliverables of an undergraduate class in 
Digital Communications at the University of 
Wollongong in spring 2010. 

 

Seven Marketeers’ mission was to engage in detailed 
research to provide relevant, insightful and useful 
recommendations to two real world clients. The goal 
was to undertake an analysis of current and future 
online behavioural trends and provide actionable 
insights into how these trends can best be utilised to 
inform improved online user interface design and 
communications, with user satisfaction as the key 
objective. Seven Marketeers aimed to deliver a set of 
fully grounded and researched recommendations to its 
clients, so as to enable them to effectively meet the 
needs of a user-base that is continually modifying its 
expectations of information consumption as 
technology evolves. 
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This report provides the University of Wollongong (UOW) Faculty of Arts with 

an analysis of the current online behavioural habits of students and the way 

they engage with information delivered by the Faculty.  It also benchmarks 

peer academic institutions’ online offerings of information. Finally it offers 

insight into the convergence of these important trends and offers a set of 

recommendations.  

 

It is believed the implementation of these recommendations will enhance the 

effectiveness of the Faculty’s online presence and improve communications 

with students, both present and future. This will lead to a higher visibility 

among peer arts faculties and improve the performance outcomes of the 

Faculty’s student stakeholders. 

 

The report underpins the importance of engaging students in effective 

communications as defined by the students themselves and how this can be 

achieved through the deployment of a Web 2.0 approach to online tools and 

user interface. Student engagement at both domestic and international 

universities is considered, with the rationale that in an increasingly globalized 

and digital world, the online presence of an organization is not only compared 

to others in similar geographies, but to the best worldwide. The compelling 

opportunity for the UOW Faculty of Arts to rise above its competitors is 

highlighted. 

 

The report explores important trends of technology adoption and student’s 

current expectations of any website. How this correlates with the university’s 

current online offerings is valuable information, notwithstanding the 

requirement of balancing this with administrative policy and the needs of staff 

and other stakeholders. 

 

The recommendations are classed as those that are essential and those that 

are optional, with the understanding that a detailed cost benefit analysis 

would be required in any case.



 
 

 
 

  

 

The fundamental recommendations of the report are that the Faculty of Arts 

can communicate more efficiently with students through: 

 The use of social networking to engage students and bring about a 

higher sense of community. 

 The use of video to create a greater visibility of the Dean and other 

senior Faculty of Arts staff.  

 An improved layout of the Faculty of Arts website to bring it in line 

with what the students require from the website. 

 The Development of a “mobile friendly” web environment to increase 

the availability of content to students, whose primary access is 

through smart phones. 

 The inclusion of both senior Faculty staff and students in promotional 

videos to endorse the Faculty to external users of the website. 

 

 

 



 
 

 
 

 

 

 

 

 

 

In a 6 week period, 

Seven Marketeers 

performed an in-

depth observational 

analysis of a wide 

range of universities, 

then produced, 

distributed and 

analysed a twenty-

nine question survey, 

and conducted a semi-

structured focus 

group.

Observational Research 

One of the early forms of primary research we adopted was qualitative 

observational research. This method was used to comprehensively analyse the 

online user interface and electronic communications of leading local and 

international universities. This enabled the sites to be evaluated and compared 

to the Faculty’s own online presence. 

 

Online Survey 

We administered an online survey through SurveyGizmo’s free online survey 

distribution service. SurveyGizmo was chosen because it provides a cleaner 

structure and more professional appearance than other free online survey 

tools.  

 

Prior to the release of the survey, expert quantitative methodologist Dr 

George Matheson reviewed the proposed questions to ensure they met ethical 

requirements, and did not lead the respondent to a conclusion or harbour any 

bias that might sway results. To ensure our survey data was quantitative, 

questions were presented in radar format. 

 

The survey received a total of 75 respondents. Given the minimal budget and 

short time-frame allocated to complete the project, this was considered a 

response rate sufficient for the purpose of the research. The reach of the 

survey was focused primarily on the student population within the University 

of Wollongong, but also included an extensive network of non-UOW students 

reached via Facebook. 74% of respondents were in the 18-24 demographic, 

but the sample included representative participation from the under 18s 

through to the over 55s age groups. Respondents were mostly female (72%), 

but there was adequate representation of both genders. 

 

Focus Group 

An in depth, semi-structured, face-to-face focus group was also conducted. 

This methodology was chosen for its qualitative properties, so as to triangulate 

results with the quantitative findings from the online survey. The focus group 

provided detailed feedback on a range of discussion topics.  

 

Discussions were led in a way that effectively uncovered the desired 

information without influencing participants. In moderating the discussions, 

due consideration was given to ‘groupthink’ by ensuring that everyone was



 
 

 
 

  familiar with each other and comfortable before proceeding. In our analysis, 

results were based on the focus group - not the individual - as the unit of 

analysis. Consent was given by all participants.  

 

Secondary and Tertiary Sources  

In the course of the research, an extensive range of secondary and tertiary 

sources were explored. This data complemented and expanded on our own 

research. It also enabled us to investigate areas that were beyond our means 

through primary research, given our minimal budget and short time-frame.  



 
 

 
 

 

Student Engagement: 

The level to which 

students engage in 

educationally 

effective practices. 

We conducted secondary research to explore current trends in student 

engagement at university on both a domestic and international level. The 

focus of the research was to enable an understanding of the value of engaging 

students in educationally effective practices, and how this can be achieved 

through web-based technologies. 

 

 

Student engagement is defined as the level to which students engage in 

educationally effective practices (Kuh, Kinzie, Bridges, Buckley, Hayek, 2007: 

44). Engagement is different to involvement. For instance while a student can 

be involved in university by attending all classes on time and completing set 

tasks, if they do not actively contribute to discussions, join clubs, or interact 

with teachers and fellow students outside of class-time, they could not be 

considered engaged (Harper, Quaye, 2009: 5). 

 

To determine the accepted best practices for student engagement, the most 

recent iterations of both the National Survey for Student Engagement (NSSE) 

and the Australasian Survey for Student Engagement (AUSSE) were reviewed 

(Indiana University for Postsecondary Research, 2010; Australian Council for 

Educational Research, 2010).  Both define student engagement in terms of five 

key categories. They are: 

 Academic challenge (the extent to which assessments and 

expectations challenge students to learn). 

 Active learning (student’s effort to actively construct knowledge). 

 Student and staff/faculty interactions (a student’s level of contact 

with teaching and administrative staff). 

 Enriching educational experiences (participation in broadening 

educational activities). 

 A supportive learning environment (feelings of legitimacy within the 

university community).  

AUSSE includes an additional sixth category – work integrated learning (the 

integration of employment focused work experiences into study).



 
 

 
 

 

 

While it is the responsibility of individual students to seek knowledge, learning 

is greatly influenced by the level to which institutions generate conditions that 

facilitate engagement (Australian Council for Educational Research, 2010: 4). 

Engagement is not inherent to a particular individual; it can be affected by a 

variety of factors (Indiana University for Postsecondary Research, 2010: 7). 

Online tools - the focus of our research - are a key determining factor. 

 

 

 

Various studies have shown that increased levels of engagement have a 

positive impact on a range of student outcomes including intellectual 

development, social capital, grades, ethical development, psychological 

development and self image, and transferability of skills and practical 

competence. However perhaps the most significant impact of engagement is 

persistence through to graduation; disengagement with peers, professors, 

administrators and the institution have been found to be key contributing 

factors in students discontinuing their education (Harper, Quaye, 2009: 3). 

 

UOW is already widely recognised for its excellent student outcomes, however 

constant improvement and innovation is important for the university to 

maintain its status (Indiana University for Postsecondary Research, 2010: 13). 

As such, it is essential for the Faculty of Arts to constantly re-evaluate its 

online strategies and functionalities in order to maximise the level of student 

engagement encouraged by its online offerings. 

 

 

 

 

Studies have shown that students who use high tech communication tools, 

advanced course management technologies and interactive learning 

technologies are more engaged with their coursework and their peers than 

students who do not (Indiana University for Postsecondary Research, 2010: 

19).  

 

As illustrated by the table below, the biggest gains these technologies produce 

in terms of student engagement are in the categories of faculty/student 

communication, facilitating a supportive learning environment and active and 



 

 

Interactive: A system 

or piece of software 

that allows 

communication 

between the sender 

and receiver in a 

conversational mode. 

 

 

 

Tools for increasing 

engagement 

*High tech 

communication tools 

– e.g. SMS, IM and 

social networking.  

 

*Advanced course 

management 

technologies - 

software used to post 

lecture notes, make 

announcements and 

give instructor 

feedback on 

assignments such as 

discussion boards. 

 

*Interactive learning 

technologies – e.g. 

blogs, virtual worlds 

and other social and 

collaborative learning 

software. 

 

collaborative learning (Indiana University for Postsecondary Research, 2010: 

20). Course management technologies contributed most strongly to 

student/faculty interaction and self-reported gains in personal and social 

development. Interactive technologies contributed to a supportive campus 

environment, high levels of academic challenge, and personal and social 

development. High tech communication contributed most significantly to 

student/faculty interaction, and active and collaborative learning. 

 

Figure 1. 3 stars = high impact, 0 stars = low impact on student outcomes.  

Source: Indiana University for Postsecondary Research (2010), ‘National Survey of Student 
Engagement’, Indiana University for Postsecondary Research. 

According to surveys conducted by the Australian Council for Educational 

Research (ACER), the above categories strongly correlate with areas of 

weakness in student engagement among Australasian universities. On a scale 

of 0-100, ACER’s findings rated active learning at only 47 and staff/student 

interactions at just 23. It also found that less than 20% of students felt 

supported in non-academic and social areas through the construction of a 

supportive campus environment (Australian Council for Educational Research, 

2010: 13-34). This highlights the substantiative opportunity for the UOW 

Faculty of Arts to gain significant advantage over other educational institutions 

in the region by ensuring that students have access to online tools that 

increase student engagement. 



 
 

 
 

Digital Economy: An 

economy which is 

based on electronic 

goods and services, 

produced by an 

electronic business 

and usually traded 

through e-commerce. 

This section will benchmark the current website offerings of leading domestic 

and international universities. The rational for this is an increasingly globalised 

digital economy, coupled with the internationalisation of the university 

system. As of 2009 the number of students studying outside their home 

country was almost 3 million and rising (Wildavsky, 2010: 15). Universities are 

no longer peer-reviewed only against institutions in a similar geographic 

region, but the best of the best internationally, as they compete for students 

in an international marketplace. The strengths and weaknesses of the sites will 

therefore be reviewed and either incorporated into, or addressed by, the final 

recommendations to the UOW Faculty of Arts. 

 

 

The following domestic university’s faculties of arts (or equivalent) websites 

have been reviewed through primary observational research: Macquarie 

University, Monash University, University of New South Wales (UNSW), 

University of Sydney (USYD), and University of Technology Sydney (UTS). These 

institutions were chosen because they are the major competing universities 

operating in the same geographic region as UOW. 

 

Key features of the website: 

 The website is scaled which means there is no need to scroll down the 

page. 

 A drop-down bar enables users to quickly navigate between faculties. 

 A Faculty of Arts banner at the top of the main page enables quick 

navigation back to the arts main page from subsequent links. 

 The news displayed at the centre of the main page is directly targeted 

to students.  

 The left hand side of the main page is divided into two sections. The 

first is an ‘information about’ section. This contains links such as 

‘undergraduate courses’, ‘research’, and ‘about us’. The second 

contains ‘information for’ future and current students. 

 The ‘future students’ link redirects to a central future students section 

for the university. This is quite a good resource, but provides limited 

arts faculty specific information. 

 The bottom of the page features a quick link to ‘hear from students’ 

about their experiences at the University which is targeted to future 

students.

http://www.arts.mq.edu.au/


 
 

 
 

 

 

 

 

 

User Interface: (UI) 

The aspects of a 

computer system or 

program which can be 

seen (or heard or 

otherwise perceived) 

by the human user. 

The commands and 

mechanisms the 

operator uses to 

control its input data. 

 The website also features a PowerPoint presentation which contains 

photos of the Arts Faculty buildings and facilities. 

 The only instrument for students (current or future) to interact with 

the Faculty is a ‘contact us’ link. 

 

Summary of observations:  

The user interface is quite intuitive to navigate. Student communications is 

clearly prioritised in the layout. However it is extremely single-direction 

and top-down in nature and does not provide students with an efficient 

channel to communicate with tutors or lecturers. 

 

How the website is used by students:  

Presumably the website is intended to act as both a central hub for current 

students to access important information regarding the Faculty and as a 

tool to appeal to future students. It would be interesting to quantify the 

number of students that access this site and regard it as a useful source of 

information, as the information available to both current and future 

students is quite generalised and there is no opportunity for in depth 

engagement with the Faculty or other students. 

 

Figure 2. Macquarie University Website 



 

  

 

 

 

 

 

 

 

 

RSS Feeds: Expanded 

as Really Simple 

Syndication, RSS is a 

web feed format used 

to present updating 

data (such as blogs or 

video feeds) in a 

standardized format. 

Key features of the website 

 There is an excessive use of text and barely any images. 

 The site feels slightly outdated and is visually unappealing. 

 The site features a search bar at the top of the page. It allows visitors 

to search either the entire Monash University site for information, or 

limit their search to just the Arts Faculty. This makes finding 

information considerably easy. 

 Information on the main page is divided into 6 sections:  1) ‘future 

students’, 2) ‘current students’ 3) ‘Arts Research’, 4) ‘About the Arts 

Faculty’, 5) ‘News’, 6) ‘Events’.  All the sections are self explanatory. 

 The ‘About the Arts Faculty’ features a welcome message from the 

Dean. 

 ‘The News and Events’ section of the site allows users to use RSS 

feeds. 

 A staff directory allows students to search for their teachers. However 

this is not user friendly and students can not engage with tutors in a 

quick and efficient manner. 

 

Summary of Observations:  

The Website has some useful features such as the welcome message from the 

Dean and a search bar that enables focused searches of the Arts Faculty.  

However it is hindered by its outdated layout, which reduces the useability of 

the site. There is also a lack of actual engagement that students can have with 

the website. 

 

How the Website is used by Students:  

The website appears to be a valuable source of information, but the non-user-

friendly interface undermines the potential for student engagement it creates. 

  

http://www.arts.monash.edu.au/


 

  

 

Key features of the website: 

 Links to ‘future students’ and ‘current students’ are located at the top 

of the page. 

 The banner just below this features tabs containing words from the 

Dean, research the University is undertaking and a link to all schools 

within the Arts and Social Sciences Faculty. 

 Photos and videos from ‘around campus’ are featured prominently on 

the bottom left hand side of the page. They include faculty news, 

interviews with academics and student videos on campus life.  

 UNSW has utilised external websites such as YouTube, Facebook, 

Twitter and iTunesU to deliver content, which includes Faculty of Arts 

related material. 

 The UNSW YouTube channel is divided into three parts - the ‘main 

channel’, the ‘community channel’ and the ‘e-learning’ channel. There 

are over 5000 subscribers to the channels and videos range from 

instructional videos on how to combat climate change, to educational 

videos on ‘how to integrate partial functions’, to social videos on 

student life. These videos enable comments, essentially transforming  

Figure 3. Monash University Website 

http://www.arts.unsw.edu.au/


 

iTunesU: A service 

created by Apple to 

manage, distribute 

and control access to 

educational audio and 

video content and PDF 

files for students 

within a college or 

university, as well as 

the broader Internet. 

 

Social Media: Media 

designed for social 

interactions using 

highly accessible and 

scalable publishing 

technologies. It uses 

web based 

technologies to turn 

communication into 

interactive dialogues. 

them into a forum for students. Some videos have a high number of 

views and a large number of comments from students. 

 The University uses iTunesU as a tool for students to download the 

videos that are also featured on YouTube. It is also used to deliver 

lecture content.  

 Twitter is used to deliver news regarding the University and has 1993 

followers. 

 

Summary of observations:  

The website has a number of features designed to engage students with the 

Faculty. The welcome message from the Dean and the featured ‘around 

campus’ videos facilitate a community feel on the website. The Faculty’s 

utilisation of social media tools to deliver content increases the efficiency of 

student engagement and also enables students to collaborate with and 

comment on the Faculty.  

 

How the Website is used by Students:  

The website provides a number of features to engage students, though there is 

not a great deal of information provided to students on the main site; much of 

the information students would seek is delivered through third party sites, 

particularly social media sites. A significant number of current and future 

students seem to be engaging with these social media tools. 

Figure 4. UNSW Website 



 

 

 

Key features of the website: 

 The general layout and appearance of the website is similar to 

Macquarie and UNSW. 

 The main links include ‘current students’, ‘future students’ and 

information for students such as course handbooks, research, maps 

and other common links. 

 The site includes a welcome message from the Dean and a blog 

regularly updated by the Dean. 

 A ‘quick links’ drop down bar is featured at the top of the page, which 

provides quick navigation to the most commonly accessed areas of the 

website by students. 

 The Faculty of Arts has embraced the use of ‘Facebook’ as a social 

media tool, mainly as a tool for delivering content rather than allowing 

peer-to-peer communication. The Faculty does not allow students to 

comment, which limits the ability for any bottom-up or grass roots 

communication.  

 Overall, the site feels quite top-down as students are unable to directly 

communicate with each other, or with staff. 

 

Key observations: 

The University has clearly attempted to engage with new media to increase 

the accessibility of content. However its use is restrictive in comparison to the 

way Facebook is used by UNSW’s Arts Faculty, for instance. By restricting peer-

to-peer communication, the USYD Faculty of Arts is essentially limiting the key 

advantages that Facebook offers organisations such as user testimonials and 

increased information flows.  

 

How the website is used by students: 

The website is used as a source of information for students; however there is 

no evidence of the main website - or the Facebook page - being engaged with 

by students. 

  

http://sydney.edu.au/arts/


 

  

 

Key Features of Website: 

 The most notable feature on the website is the ordering of 

information. Information is accessed through a tab feature on the 

banner at the top of the page. 

 The layout of the website is quite unique; however the user-interface 

is poorly designed which makes it extremely difficult to navigate.  

 The website seems to be targeted more towards future students, as 

the information regarding ‘why study at UTS’ is far easier to locate 

than information targeted to current students. 

 It is difficult to locate information about teachers and the site does not 

offer users a ‘contact us’ link with phone numbers and email 

addresses. 

 Overall, information contained on the site is rather basic and fails to 

deliver any content of consequence to current students, particularly in 

comparison to the other websites analysed in this section. 

 

Key Observations: 

The restrictive nature of the website’s interface and extreme top-down nature 

of communications has lead to an overall lack of facilities for students to 

engage with the website. 

  

Figure 5. University of Sydney Website 

http://www.communication.uts.edu.au/


 

 How the website is used by students: 

There is no evidence of students regularly engaging with the website. 

 

 

The following arts (or equivalent) websites of leading international universities 

have been reviewed: Harvard University, Massachusetts Institute of 

Technology (MIT), the University of Hong Kong, the University of Oxford, and 

Stanford University. These examples where chosen at random from a list of the 

world’s leading universities in order to provide a benchmarking sample of 

major universities from across the world. 

 

 
 
Key features of website: 

 The Harvard Faculty of Arts and Sciences (FAS) website has a simple, 

mostly text-based layout. 

 The main page primarily features information on the research of the 

Faculty, presumably aimed to advertise the Faculty to future 

postgraduate students and academics. 

 The top of the page contains a banner featuring pictures of staff and 

students (mouse click for quotes on their experience of the University). 

 

Figure 6. UTS Website 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Foursquare: A location 

based social 

networking service for 

mobile devices. Users 

‘check-in’ at locations 

and are then awarded 

points or badges from 

venues. 

 The page prominently features news, research, and information on the 

Faculty and its staff. 

 Resources for academic ‘staff’, ‘students’ and the ‘Faculty’ are 

accessible through links at the top of the page. The ‘students’ link 

leads to a text-based list of links to information. There does not appear 

to be a wealth of resources available to students. 

 Harvard appears to be a lead innovator in embracing social media to 

facilitate communication with and between students. While the 

Faculty itself does not have its own presence on social network sites, 

the University has a strong presence on Facebook, Twitter, and 

YouTube which the Faculty utilizes.  

 The Facebook page in particular has a very professional appearance. It 

contains links to the Harvard website and other relevant resources and 

appears to be engaged with quite strongly by students as evidenced by 

the high number of members and comments. It also has a unique 

‘terms of service’ policy, which allows the free flow of peer-to-peer 

communication while covering the University for a range of possible 

legal issues. 

 The Faculty uses ItunesU to deliver lecture content and virtual tours. 

 Harvard has deployed Foursquare as a method of engaging students 

with the university. 

 

Key observations: 

The Harvard Faculty of Arts and Sciences website feels slightly outdated and 

does not provide a great deal information or enable interaction with students. 

It is however a lead innovator in the use of social networking to engage 

students. 

 

How the website is used by students: 

The website is presumably designed as a portal for information; although there 

is very little information available for students. There is however strong 

evidence of students engaging with the University’s social media. 

 Figure 7. Harvard University Foursquare and Facebook pages 



 

 

 

 

 

 

 

 

 

Key features of website: 

 The layout of the MIT School of Humanities, Arts, and Social Sciences 

website is clean, clear and efficient.  

 It contains a ‘research spotlights’ section that provides interesting 

captions for current news stories, to which a ‘read more’ link is 

provided. This is largely aimed at attracting academic staff to work at 

MIT, and postgraduates looking to undertake further research at MIT. 

 The main links to areas of interest to students and staff are displayed 

with equal prominence in a column on the left hand side of the page. 

 One link leads to a ‘mission statement’ on the Faculty. 

 Another ‘community profile’ link leads to random bios of students and 

staff. 

 The last three links in the column facilitate engagement with the 

Faculty: ‘support the school’, ‘find us on campus’, and ‘contact + social 

media’.  

 It features a ‘contact + social media’ page, which has contacts for the 

Dean’s office, as well as links to the official Facebook and Twitter 

pages. On this page users can also subscribe to mailing lists and RSS.  

 MIT uses iTunesU to deliver content. 

 

 

Figure 8. Harvard University Website 



 

Key observations: 

The Faculty seems to display the areas of interest to all stakeholders with 

equal prominence. The mission statement and community profiles create a 

sense of community through the site. 

 

How the website is used by students: 

The website appears to be a rich resource for students and provides 

opportunities for engagement through its use of social media and community 

profiles. 

 

 

 

Key Features of Website: 

 The University of Hong Kong (UHK) Faculty of Arts website is much 

more visual than the previous two websites, featuring large scrolling 

images on the homepage.  

 Across the top of the page are two rows of links, the upper row 

features broad links (such as ‘about us’, ‘admissions’, 

‘undergraduates’, ‘postgraduates’, and ‘research’), while the lower 

row features more specific links (such as ‘university artists scheme’, 

‘summer institute’, and ‘outreach events & fundraising’).  

 A search bar is provided in the top right corner of the page.  

Figure 9. MIT Website 



 

Key Observations: 

The content of the website is largely informational and affords little 

opportunity for engagement with students. There is a Facebook page, but this 

is not linked to on the main site and there is little evidence of engagement.  

 

How the website is used by students: 

The website is a good source of information, however provides no opportunity 

for real engagement. 

 

 

Key features of the website: 

 The University of Oxford has a very well organised page. It features 

advanced functionality in the search bar at the top right hand corner 

of the page, which provides the options for ease of use such as ‘pages’ 

or ‘contact people’.  

 A drop-down menu of quick links provides fast and easy access to the 

most frequently visited pages. Next to this are links to ‘staff’, 

‘students’, ‘alumni’, and ‘media’. Below is a row of tabs, each with a 

drop down menu that enables efficient navigation through to different 

parts of the website.  

 The colour scheme has been employed to great affect; the blue 

background and white backgrounds divide information in the upper 

and lower sections.  

Figure 10. University of Hong Kong Website 



 

 An interactive map is provided, and there is a “recommend this page” 

button, which enables the user to email the page link to friends. These 

features encourage engagement with the website.  

 The University of Oxford is active on iTunesU and Facebook; however 

this is not advertised on the Faculty’s website. 

 

Key observations: 

The website is well organised and delivers relevant content for students. There 

is an attempt to engage students through the ‘recommend this page’ button 

and social media. 

 

How the website is used by students: 

The website is well organised and a good resource of information for students. 

However there is little evidence that the Faculty’s use of social media has been 

successful in engaging students. 

 

 

Key features of the website: 

 The primary navigational area on the Stanford University School of 

Humanities and Sciences site is displayed on the left hand column with 

the main links to navigate the website.  

 The page is largely text based, which gives it an outdated appearance. 

Figure 11. University of Oxford Website 



 

 Faculty news and research is placed in position of highest priority on 

the website. 

 The site actively advertises its use of Twitter to deliver news through a 

link on the homepage. 

  Facebook is not advertised on the site; however a Facebook page does 

exist. The Facebook page features a “Your Stories” section through 

which students are encouraged to submit a story about Stanford. This 

has attracted significant engagement from students. 

 Stanford University is active on iTunesU. 

 

Key observations: 

Visually this website is bland and outdated. There seems to be less information 

available to students than many of the other websites analysed. However the 

University has achieved engagement through its creative use of Facebook. 

 

How the website is used by students: 

The website appears to offer limited resources for students and no 

opportunities for engagement. There is however evidence of engagement with 

the University’s Facebook page. 

 

 

Figure 12. Stanford University Website 



 
 

 
 

 

 

We undertook an analysis of the current UOW Faculty of Arts online interface 

and the rationale behind its design. The purpose of this was to determine 

whether the website provides a resource that is user-friendly in terms of both 

content and ease of use, and whether the kind of information provided is 

congruent with student needs. 

 

 

The existing design of the UOW Faculty of Arts website is a Web 1.0 format 

consistent with UOW’s branding of all faculty homepages. This template offers 

an online magazine look as follows: The title of the Faculty is featured across 

the banner at the top of the page. Below this are three columns - a large 

central column and two smaller columns on either side. The left column 

features a ‘quick links’ section, the centre column always features a picture at 

the top followed below by four boxes (2x2 layout), and the right column 

features a ‘noticeboard’ and a ‘news and events’ section.  

 

Around this preconfigured layout, content is customised specifically for the 

relevant faculty - in this case Arts. This customised content (headings and sub-

headings) is consistent across all the Faculty of Arts schools, which makes 

navigation familiar for regular users.  

 

Current Arts Faculty news is generally presented in the larger centre column. 

The left column is used to locate staff and course information. It also contains 

a list of quick links. The right hand column is used as a noticeboard and 

provides information deemed to be important by the Faculty to current 

students. The mapping function across the top header of the page (below the 

blue title bar) is another useful function.  It displays the user’s linear browsing 

history of the site, starting out from the home page. These are hyperlinked so 

that users can easily return to previous subsections of the website. This 

function is a commonly used device, but the functionality is just as easily 

delivered by clicking the back button on a browser. 

 

The website is themed in the colour blue, which gives it a colour themed brand 

differentiation to other faculty sites. This colour scheme may also assist 



 
 

 
 

 

 

 users in distinguishing between sites. The overall design continues to be 

relatively fresh and modern in terms of current Web design aesthetics with 

clean sleek lines and clear font. The homepage is also linked to the Faculty of 

Arts Student and Staff Association (FASSA), which has its own distinct way of 

delivering content – design, colour scheme, layout, navigation and graphical 

components are all different from those of the main Faculty of Arts page.  

 

Unlike many of the universities referenced in this report, the Faculty does not 

have a presence on social networking sites such as Facebook or YouTube, 

although the University itself does have a YouTube account that features Arts 

related content. The YouTube account does not appear to have attained the 

same levels of student engagement as some of the other universities 

benchmarked, as is evidenced by the lower numbers of views and comments 

on videos. This could be due to the fact that unlike some of the other 

universities, this is not advertised on the University’s or the Faculty’s website. 

 

So while the overall design of the Faculty’s website is visually pleasing, it 

should be noted that the site as it stands is not currently meeting the 

expectations users (in this case, students) currently have of their interactions 

with information providers in an online environment. While it could be argued 

that a university is “different” from either e-commerce resources or online 

magazines etc., the fact is that there is now an accelerating shift by users away 

from a linear model of content delivery, toward a model of active involvement. 

This moves the model all the way through “push” to “pull” and beyond to 

“engagement”. In engagement communication, the community is involved in 

interacting with the communications platform itself. The current website 

design does not allow for this kind of relationship.  

Figure 13. UOW Website 

http://www.clubs.uow.edu.au/websites/fassa/FASSA/FASSA_%40_uow.html
http://www.clubs.uow.edu.au/websites/fassa/FASSA/FASSA_%40_uow.html


 
 

 
 

 

 

 

Intranet: A contrast to 

the term Internet. 

Rather than a network 

between 

organisations, it refers 

to a network within 

organisations. 

 

 

The UOW web management policy “outlines the University’s management 

policies for the University of Wollongong’s publicly accessible website and 

staff intranet” (University of Wollongong, 2010: 3). The document outlines 

UOW’s goals on page 3. They are; 

 

 To provide for the informational needs of all of its external users. 

 To support and promote the UOW vision, identity, activities and 

achievements. 

 To promote teaching, learning and research activities. 

 To advertise UOW and its activities to the community. 

 To present the UOW brand in a consistent manner. 

 To provide access to web-based services. 

 To act as a broadcasting medium for the extended UOW and public 

communities.  

 

The policy is largely a risk averse document, typical of many large 

organisations. The policy focuses heavily on the enterprise’s goals, such as 

branding and promotional activities aimed at future students as appose to 

current students. By focusing on the enterprise’s goals, an implicit restriction is 

created that limits the Faculty of Art’s ability to directly manage student 

engagement. For instance, “the template utilised by a site is determined by the 

purpose of that site. Faculties and Divisions use the corporate templates.”  

(University of Wollongong, 2010: 7). 

 

 

 

 

The UOW Faculty of Arts website has one integrated goal; to act as a tool that 

delivers a valuable function to its visitors in the form of information offered, 

and to act as an information resource for visitors who seek related 

information. Therefore though there are a number of formal stakeholders that 

the Faculty considers equally important, the stakeholder “society” might also 

be considered to include current students, future undergraduate and 

postgraduate students, current academic and non-academic staff, future 

academic staff, media, and even potential external business interests seeking 

future interns and beyond.  



 

 

 

 

 

 

 

 

 

 

 

 

 

Web 2.0: A term 

commonly associated 

with web applications 

that facilitate 

interaction and 

information sharing 

through user-centred 

design.

However based on the design of the website and the content offered, the 

external perception is that the Faculty’s purpose for the website is 

predominantly for staff and to attract future students, but less for current 

students. Current research is displayed as a key element of the site because of 

its promotional associations; it attracts new students and academics, 

encourages students to undertake further study, and promotes and supports 

the interests of current academics. 

 

There is a fundamental dissonance in this approach as a result of changes in 

media and technology, which are transforming the expectations of the broad 

external stakeholder community. 

 

 

 

There is a goal in most organizations to balance the interests of all 

stakeholders. Obviously resource allocation is always a significant 

consideration. One of the critical changes resulting from the advent of Web 

2.0 is that online tools now enable the broad stakeholder community to 

contribute content to maximize the benefit of the resource for peers. Users 

now expect this from modern websites and this should therefore be the goal 

of modern content-centric organizations. 

 

Currently, content on the Faculty of Arts website is delivered by the Faculty 

itself, which puts the onus on the Faculty to continue to provide timely 

information that is of value to external stakeholders. This means that the 

website requires significant maintenance and is constantly delivering material 

that is out of step with the increasing demands of techno-savvy users.   

 

One example of inefficiency is the degree to which academic staff need to 

represent themselves on a public network accessed by students and the 

general public on the one hand, and the level of information which students 

want to be able to access to meet the educational standards required by their 

studies. As it currently stands, the profile pages of numerous academics are 

out of date, some by years. This is not serving the needs of staff or the Faculty 

in representing their research, or the needs of students in finding relevant 

information on their teachers. 

 

Another example from the student perspective is the following: The 

importance of promoting research undertaken by academic staff in attracting 

postgraduate students and future academics to the University is significant. 



 

 

 

 

 

Network Theory: This 

is a sociological theory 

on the way that 

information and ideas 

spread through 

human networks. It is 

based on the idea that 

humans are strongly 

influenced by the 

behaviour of other 

humans when making 

decisions.

This is reflected in the prominence of the Faculty’s research in the layout of 

the website.  

 

However it is also important to acknowledge that the core business of the 

university is current students, as they represent the “voice of the customer”. 

According to network theory, customers are highly influenced by the views of 

other customers; if one or a few students become unhappy this could have a 

snowballing affect that could spread through the student community and to 

future students (Ormerod, 2010). Therefore communicating with (and not only 

to) current students and addressing their issues should be a priority. If future 

students see that the Faculty communicates well with current students, this 

will act as a significant attractor for them to the Faculty of Arts and UOW in 

general. Furthermore, if the Faculty successfully attracts students that view it 

as a future-oriented institution, the students that enrol are more likely to 

follow through to postgraduate study. 

 

This does not mean that the Faculty should disregard the interests of other 

stakeholders. But it does emphasise that meeting the communicative needs of 

students - whose online behaviours are formed by ever-evolving media 

technologies - is vital. 

 

 

 



 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3G: Better known as 

“third generation”, 3G 

 is a generation of 

standards for mobile 

phones and mobile 

telecommunications 

including, wide-area 

wireless voice 

telephone, mobile 

Internet access, video 

calls and mobile TV.

This section draws heavily on secondary research to outline the key 

preferences of the Faculty of Arts’ website user-base - as defined by traditional 

demographic banding - and how they use the internet. It then parallels this 

with primary research to conclude the relevance of the current content 

offered by the website to its students. In doing so it aims to reveal how the 

Faculty’s online communications could beneficially be updated to meet the 

needs of its users. 

 

 

In order to identify the most effective and efficient way to increase 

engagement with the website, it is essential for the Faculty to understand the 

key segmentations of its user-base. Current and future students – whose 

expectations are the focus of this report - comprise a significant segment of 

users of the UOW Faculty of Art’s website. It is through the demographic 

analysis of this segment that the Faculty can devise a cost-effective strategy to 

target its users to increase engagement.  

 

 

The demography of users of the UOW Faculty of Arts website (students) is 

comprised of people who: 

 Are either students of the UOW Faculty of Arts or are considering 

becoming students in the future. 

 Are primarily in the age band ‘Young’ (17-24), though some are 

‘Mature Age Students’ (25+).  

 Are of either sex.  

 Reside mostly within a 100km radius of the University. Though many 

are international. 

 Use hi-tech communications devices and platforms as ever-present 

utilities in their lives (in other words they do not treat these devices as 

luxuries anymore). 

 Are the highest users of social networking sites. 

 Are increasingly high consumers of 3G (internet) enabled mobile 

devices, including SmartPhones and more importantly smart phone 

“apps”. 

 



 
 

 
 

 

 

Smart phones: A 

smartphone is a 

mobile phone that 

offers more advanced 

computing ability and 

connectivity than a 

contemporary basic 

feature phone. 

 

Apps: Apps are 

computer software 

designed to help the 

user perform singular 

or multiple related 

specific tasks on 

mobile devices. 

Examples include 

enterprise software, 

accounting software, 

office suites, graphics 

software, and media 

players.

 

 

To deliver engaging and relevant online content to students, it is vital to 

identify the ways in which this general demographic currently uses the 

internet. The users of the Faculty of Arts website have been divided into the 

following key demographic categories and assessed accordingly; ‘Young’ (17-

24) and ‘Mature Age Students’ (25+). The user-base has been divided in order 

to generate a focused analysis of each group, and to enable differences 

between the two groups to be determined. This will expose practices that are 

common to both categories of users, therefore enabling us to determine which 

new user interface designs and online communications tactics would achieve 

the highest levels of immediate take-up if implemented. 

 

Our survey demonstrated that students spend an average of 3 to 5 hours on 

the internet each day. Of this time, approximately 2 hours is devoted to 

university studies, 1 hour is given to online games, and the remainder is 

consumed by other leisure activities such as social networking, video and 

music streaming, and general browsing.  

 

Of the two hours devoted to university studies, less than one hour is spent on 

the Faculty of Arts website. While mature age students devote more time to 

their studies than young students, averaging 2-3 hours per day, both groups 

spend only a small amount of time on the Faculty of Arts website. 

 

 

The most important consideration in formulating a view of user habits is to 

identify not just what users do when they are not using the website, but the 

specific changes to online media consumption that are driving their 

expectations of a website. The use of Social computing has been growing since 

2003 (Redecker, Alla-Mutka, Bacigullupo, Ferrari, Punie, 2009: 20), and is 

expected to continue to grow until 2012, particularly in the Asia-pacific region 

(Martinez-Aleman, Wartman, 2009: 115).  

 

In March 2010 there were an approximate 117,109,000 unique users who 

accessed their Facebook accounts (NielsonWire, 2010). There are now over 

500 000 000 active users of Facebook (Facebook, 2010). Facebook overtook 

Google for the first time in March this year as the most visited website on the



 
 

 
 

 Internet (Dougherty, 2010). This exemplifies the enormous growth of social 

networking in recent times. 

 

The Faculty’s entire user-base is saturated with Facebook users, regardless of 

demography. Our focus group members all declared themselves high users of 

social networking, particularly Facebook. This growth is occurring in both age 

groups (Madden, 2010), as is illustrated by the graph below. 

 

Figure 14. Social Networking Trends 

 

The average time spent on Facebook per user was six hours and twenty-five 

seconds (NielsonWire, 2010). This equates to almost 6.5 times the amount of 

time our survey respondents spent on the Faculty of Arts website.  

 

Our survey and focus group revealed significant interest among the UOW 
Faculty of Arts student population in using Facebook as part of its 
communications. 51% of students in the survey saw either a lot or a moderate 
amount of value in the Faculty delivering content through social networks such 
as Facebook or Twitter. Students in the focus group showed high interest in the 
concept of the Faculty using social networking to provide valuable information.  
 
 
This trend is prevalent in the increasing use of social computing tools by other 

higher education institutions - both domestically and internationally - as a way 

of facilitating communication among students and creating a positive working 

environment of understanding and assistance (Redecker, Alla-Mutka,



 

Digital Media: Digital 

media (as opposed to 

analogue media) are 

usually electronic 

media that work on 

digital codes.

 Bacigullupo, Ferrari, Punie, 2009: 55-57). Studies have shown that the younger 

generation (those born 1980 or later), which has grown up surrounded by 

digital media, displays significantly different learning preferences to previous 

cohorts and these preferences are catered to by social networking (Redecker, 

Alla-Mutka, Bacigullupo, Ferrari, Punie, 2009: 23, 100). This is reflected in the 

survey results. 

 

How much value do you perceive there to be in the delivery of 

university content via popular social networks such as Facebook and 

Twitter? 

 

 

There are many benefits associated with the use of social networking in an 

academic context, such as increased motivation, ‘learning to be’, individualised 

learning and community building.  

Table: Benefits of social networking in an academic context. 

Motivation: Research findings indicate that social computing tools can be used 

to increase student motivation and participation by promoting collaboration, 

creativity and active authorship (Redecker, Alla-Mutka, Bacigullupo, Ferrari, 

Punie, 2009: 62). Online social networking technologies allow students to 

improve their knowledge, not just by asking questions of teachers, but also by 

hearing answers to questions from fellow students and perhaps most 

powerfully by answering other student’s questions themselves (Brown, Adler, 

2007: 18). This process is sometimes referred to as collective intelligence 

(Jenkins, 2006: 27) 

‘Learning to be’: Mastering a field of knowledge involves both ‘learning about’ 
a subject and ‘learning to be’ a full participant in a field. Students can learn the 
skills of being a participant in a field quicker in a social learning context. This is 
because social learning differs from the traditional educational system, in 
which a student must spend years learning about a subject before they begin 
acquiring the knowledge of how to be an active participant in a field. However 
viewing learning as the process of joining a community of practice reverses this 
pattern and allows new students to engage in “learning to be”, even as they 
are mastering the content of a field (Brown, Adler, 2007: 18-20). 
 

  



 

 

Individualised learning: Another benefit of social networked learning is that it 
can offer a more individually-tailored approach to students learning needs and 
strategies. Social networking offers a range of platforms such as multimedia 
applications, visual and audio tools, immersive environments and serious 
games. These address different sensory channels and therefore supply more 
engaging learning opportunities and support individualised learning by 
enabling learner preferences to be accounted for (Redecker, Alla-Mutka, 
Bacigullupo, Ferrari, Punie, 2009: 105). 
 

Community building: Social networking tools can also promote equity and 
inclusion. This is because access and availability of learning opportunities for 
the hard-to-reach can be effectively increased because of its ability to 
supplement face-to-face communication (Redecker, Alla-Mutka, Bacigullupo, 
Ferrari, Punie, 2009: 105). Tools for collaborative content production enable 
learners to jointly produce digital content, building a sense of community 
among teachers and learners, allowing for knowledge exchange and 
collaboration among geographically dispersed groups. In particular, it can 
facilitate environments capable of establishing a sense of community among 
learners that may have never met face-to-face (Redecker, Alla-Mutka, 
Bacigullupo, Ferrari, Punie, 2009: 50). This could be particularly useful for 
connecting students in courses that are run across multiple campuses, to make 
those at smaller campuses feel more connected and therefore boost 
engagement. 
 

 

In addition to as a means of learning, social networking can also be used as a 

tool for improving faculty-student communication, as is shown in the use of 

Facebook by many domestic and international universities. 

 

When the survey sample was asked about the factors that influence them to 

attend a function or participate in Faculty of Arts events, “other students 

showing interest in attending” had the greatest influence on their decision, 

rather than “direct communication from the Faculty of Arts”. 

 

How much influence do messages from Arts faculty staff, including the 

Dean, have over you acting upon matters relating to the faculty (i.e., 

attending functions, participating in fund-raisers, etc.)? 

 



 

 

 

 

 

 

 

 

 

 

Elgg: Elgg is a highly 

customisable, open 

source social 

networking engine 

that provides a 

framework through 

which to build all 

types of social 

environments.

How much influence do messages from fellow students have over you 

acting upon matters relating to the faculty (i.e., attending functions, 

participating in fund-raisers, etc.)? 

 

 
In addition to Facebook, there are also various models of private social 
networks available which enable communication to students in a similar way, 
most notably Elgg. Elgg is a highly customisable, open source social networking 
engine that provides a framework through which to build all types of social 
environments. Licensed under the GNU General Public License, it is cost 
effective and easy to run. Organisations using Elgg to power their social 
networks include the University of Florida, Wiley Publications, Oxfam and the 
Australian Federal Government.  
 

Elgg offers many of the benefits associated with Facebook that are noted 
above; however without the drawbacks of a lack of control over the 
University’s web presence and a lack of ability for students to maintain a 
separate private life outside of their university life. 
 

Elgg can be used as a communicative tool, similar to Facebook. However the 
greater level of customization it offers gives potential for more in depth 
communication. It can also be used as an educational tool. Unlike the 
University’s current e-learning software, it enables teaching through social 
learning, for instance through the creation of class blogs and as a tool for 
collaborative projects overseen by the teacher.  
 

 

Figure 15. Elgg Website 



 

 

 

E-Portfolio: A 

collection of 

electronic evidence 

assembled and 

managed by the user 

to demonstrate 

abilities and platforms 

for self expression. 

The University of Brighton, for example, has set up Community@Brighton as a 
closed circuit social networking system for students and staff. All classes are 
automatically added as communities within the network at the start of each 
semester, and staff and students can also create their own community groups 
around clubs or social groups themselves, which many have. Staff and students 
use it as an online social community for shared academic interest, personal 
development planning, and the creation of e-Portfolios. New forms of student 
support are also provided through the network - both by student services and 
students themselves - in response to students blogging about problems with 
their studies (Redecker, Alla-Mutka, Bacigullupo, Ferrari, Punie, 2009: 54-55). 
 

 

Figure 16. Comunity@Brighton Website 

 
The University of Westminster also uses Elgg to power its social network, 
which it aims to be a more encompassing social networking system. It 
describes the network as “a democratic space where you can blog, share files 
and videos, meet new friends and talk about your life and studies” (ibid, 2009: 
55). 
 

 

 Since the manufacturing of the first handheld mobile phone in 1973, the 

mobile phone industry has experienced rapid expansion. It is estimated that 

the number of mobile phone owners globally had reached 4.9 billion as of late 

2009 (Heeks, 2008). Mobile technologies have become an integral part of 

modern life; a common perspective has emerged within society that mobile 

phones are a necessity.  

 

In the fiscal period between July 2008 and July 2009, there were marked 

increases in mobile internet usage among all age groups. A study by the 

Nielson Company saw significant increases in areas specific to the Faculty’s 

target demographic.  



 

 

Figure 17. Source: AC Neilson 

 

Our primary research data indicates that similar mobile uptake is a parallel 

trend among the Faculty of Arts user-base. The increase in mobile internet 

usage for those aged between 17 and 24, while still significant, is shown to be 

lower in the above graph than older age groups. It is believed the reason for 

this is that this group is already comprised of heavy mobile internet users. This 

is backed up by our survey results. Respondents aged 17-24 stated they spend 

an average of 3 to 5 hours online per day. Their use of mobile internet devices 

for online activities averages between 1 and 2 hours per day, which is a 

significant proportion of the total time spent online. This highlights the 

necessity to consider enabling the access and flow of communication both to 

and from the Faculty’s website via mobile devices to ensure mobile internet 

time is spent accessing Faculty of Arts data efficiently and effectively. 

 

How many hours per day do you use your mobile telephone (or other 
mobile 3G capable device such as the iPod touch) to access the 
internet? 
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The idea of delivery of content via mobile devices was enthusiastically received 

by the focus group. Respondents were excited about the possibility of mobile 

access to the Faculty’s website, but are currently deterred by poor download 

speed. In particular, reception of information such as “class schedules” 

(Davenport, J., Focus Group - 9:36) through mobile communication would 

allow for constant connectivity with important university information that is 

relevant to students. 

 

How much more inclined would you be to visit the University's Arts 
website if it had mobile specific data on it and was customised for 
handheld viewing and navigation? 

 

 

 

Mobile versions of websites are tailor-made for mobile devices due to the size 
of the screen and data limits on mobile devices. Currently, full websites will 
only load on mobiles in areas with good reception. 
 

Many universities are implementing user-friendly mobile versions of their 
websites, as this encourages students to engage with the website more often. 
This is a trend that is set to continue and has already been implemented by 
several leading universities. 
 

Victor Valley College in Southern California has quickly moved to ensure that 
its website is able to service students, faculty and staff looking to access 
information from their mobile device (Gatewood, 2009: 1).  
 

Another example is Oxford University. The University’s mobile website is 
extremely simple, visually appealing, and easy to navigate. When users touch a 
link, it sends them to another page that has been similarly formatted for the 
mobile device. It also includes a tab that leads to a forum in which students 
can suggest features to add to the mobile website. 

 

  



 

 

 

Figure 18. Source: Hopkins, D (2009), Mobile Website: Oxford Univerity, accessed 15/10/10, 
http://www.dontwasteyourtime.co.uk/elearning/mobile-website-oxford-university/ 

 

 

 

Elsewhere in this document we have discussed the Faculty’s existing online 

content delivery. The relevance of the information delivered to students on 

the website and student reactions to it are vital in determining how to focus 

future communication enhancements. The survey results indicated the 

importance of delivering relevant content in a clear and concise manner, 

reflecting the way in which users engage with the website. 

 

How much influence does the ease of navigation of a website have on 

how much time you interact with the site? 

 



 

  

One of the biggest issues with the Faculty of Arts website identified in our 

research was the student misconception of what the Faculty of Arts website 

actually was. The focus group demonstrated that students had difficulty 

distinguishing between the Faculty’s specific page, the main University of 

Wollongong site and SolsMail. It is believed this had significant influence over 

responses to a number of questions presented in our survey. Our survey 

results showed that on average, students were satisfied with how effective the 

current Faculty of Arts website is in terms of finding information, and saw the 

site as having a moderate level of value. 

 

How satisfied are you with how effective the current Faculty of Arts 

website is in terms of finding the information that you are seeking? 

 

 

How much value to you is there in the University's current 

communications through the web? 

 

 

This satisfaction was initially mirrored by focus group respondents. However, 

as respondents came to understand that the Faculty’s intentions for online 

communications were substantially more than the group’s perception and 

what the Faculty of Arts website had to offer as a standalone entity, 

respondents changed their views about the site’s current usability and 

convenience. On further analysis this confusion was also indicated in the 

survey. This emphases the value of the focus group in enabling us to 

triangulate this anomaly. 



 

 

 

 

Acting scribe, Vincent 

Chetcuti posed the 

questions “do you 

find them (the 

articles) useful to 

you? Have you ever 

clicked on one,” 

(Chetcuti, V., Focus 

Group – 19:21-19:33). 

The response was a 

collective shaking of 

heads.  

 

 

 

 

 

 

When asked whether 

they had ever read 

any of the stories or 

engaged with any of 

the other media on 

the front page of the 

website, one person 

said... “The only time I 

use the website is 

when I need to find 

important information 

relating to my 

studies.” – (Marlos, P., 

Focus Group – 19:41).

How much of an understanding do students have about what the Arts 

Faculty has to offer both educationally and socially 

 

 

Once the initial confusion dissipated, the focus group offered suggestions as to 

how to improve productivity and access to information on the website. The 

group questioned the usefulness of the news articles currently displayed on 

the Faculty of Arts homepage. Respondents concluded that the space on the 

website was not being used productively. This point was highlighted when one 

respondent suggested there should be a section for upcoming events 

(Davenport, J., Focus Group – 20:46), not recognising that this had been 

addressed in the noticeboard, which is given “secondary” prominence on the 

website in terms of its placement on the screen. The suggestion from the focus 

group was to rearrange the website so the information that is important to 

them does not get lost. 

 

The focus group concluded that the information students seek out on the 

website was either tucked to the side or completely missing. The group 

referred to the importance of the small noticeboard on the right hand side of 

the website; saying that most of the relevant information to them is located 

there.  

 

When discussing the usefulness of video content on the website, all focus 

group respondents showed genuine enthusiasm toward the idea of 

information presented by the Dean and other senior Arts Faculty staff. Survey 

respondents also perceived some usefulness in receiving video messages from 

the Dean. 

 

 

 

 



 

How much value do you perceive there to be in receiving video 

messages from the Dean of the Faculty of Arts through the Arts 

website? 

 

 

The focus group desired more concise communication of subject outlines and 

course descriptions, preferably in video format. Joseph Davenport, one of the 

mature age students who participated in the focus group, said that he was 

familiar with UOW’s current attempts at defining course outlines and 

“*doesn’t+ think it works very well, because it pulls up every semester...there’s 

too much information. If you only want information for that semester you 

should be able to get it...focused on what you’re looking for, not everything in 

the...Arts *Faculty+” (Emphasis added. Davenport, J., Focus Group – 16:40-

17:05). 

 

The concept of the Faculty of Arts running promotional videos explaining what 

the Faculty offers students (current, former and future), and the inclusion of 

student testimonials in these videos was also received somewhat positively by 

survey responds, as is indicated by the pie charts below. 

 

How much value do you perceive there to be in the faculty of Arts 

running promotional videos on their website that explain what the 

faculty has to offer? 

 

 

 



 

 How much value would there be in including student (current, former 

and prospective) testimonials to such a video? 

 

 

 



 
 

 
 

 

 

This section of the report draws on research outlined in previous sections and 

provides the Faculty of Arts with specific recommendations. It offers tactics 

relating to branding, social media, website functionality and communications 

to help improve student engagement with the Faculty of Arts website. Our 

recommendations are geared to the concept of prioritization of 

implementation as follows: 

 Low cost, high impact recommendations should be implemented first, 

followed by; 

 High(er) cost low(er) impact recommendations. 

It is recommended the latter only be actioned once the benefits of the initial 

actions are visible. 

 

We recommend the Faculty of Arts implements an ‘Official’ Facebook page. An 

‘Official’ Facebook Page will be completely owned and manageable by the 

Faculty of Arts. The Facebook Page could be used as a new digital platform for 

the Faculty to deliver information to students and as a venue for Faculty of 

Arts students to communicate with each other. The page will be cost efficient 

and easy to set up. It will be an opportunity for the Faculty of Arts to reach 

current and prospective students in an environment they are already familiar 

with.  

 

There will be concerns that information or communication on the page could 

be damaging to UOW or the Faculty of Arts if unsupervised. However, other 

universities and faculties currently utilising Facebook are outlined earlier in the 

report, some of which are highly effective at using Facebook to their 

advantage.  

 

We recommend that when the Faculty of Arts creates this page it implements 

approaches to social media that significant international universities have 

already implemented, such as a “Your Stories” page.  

 

The technological and moderation Cost would be Zero (One person checking 

Facebook is likely something that already happens).



 
 

 
 

The start of this page's life is crucial to its sustainability. We recommend: 

 To increase the amount of fans of the page, the Faculty of Arts should 

seek out Arts students and suggest the page to them. This way the 

page will be spread virally and will be broadcast on student walls for 

friends to see.  

 The University of Wollongong should broadcast the existence of the 

Faculty of Arts Facebook page through solsmail.  

 Include a Facebook icon on the Faculty of Arts homepage to ensure 

the legitimacy of the Facebook page and increase student awareness 

of its existence. 

 Utilise Facebook’s unique functionality to improve student 

engagement and participation. For example by using the ‘create an 

event’ function on Facebook, students will be more inclined to attend 

Faculty of Arts events because it is communicated in a way that is 

familiar and convenient to them. 

 Make announcements through Facebook in addition to solsmail to 

improve the speed and efficiency of faculty/student communication. 

 Facilitate increased engagement through student-to-student 

communication by enabling comments and wall posts on the Faculty’s 

Facebook page. 

 

Facebook would naturally allow student to student communication to take 

place and would always advertise to students that an event is nearby. It is 

however understood that the Faculty of Arts has already looked into joining 

social networks such as Facebook, and found that students preferred to keep 

their social life separate from their academic studies. This is why we provide an 

alternative to using the popular social network in the next section of the 

report. 

 

  



 

 

 

 

 

 

 

 

 

Viral: Viral is a term 

that refers to content 

that becomes popular 

through the process of 

Internet sharing, 

typically through 

email or website. 

The Pros and Cons of an 'Official Facebook Page 

Pros Cons 

 It will be a new digital 

medium for delivering 

content. 

 It will be a new platform for 

students to communicate. 

 It is cost efficient (free). 

 The Faculty can reach more 

students by announcing. 

upcoming events via 'Create 

an Event'. 

 It is easy to set up and 

maintain. 

 Content or communication 

can be removed if necessary. 

 Most students are already 

using Facebook. 

 The Faculty will reach new 

students via the viral spread 

of the page and events. 

 Students might not want to 

mix their social life with their 

academic studies. 

 The page would need a 

moderator to update content 

and survey communications. 

 If the Faculty chooses to use 

Facebook's targeted 

advertising this would cost 

the Faculty money. 

 

 

 

We suggest that the Faculty initiates its own closed-circuit social network 

through Elgg. It can be used either as an alternative to, or in tandem with 

Facebook. If the Faculty does feel students prefer to keep their private life 

separate from their university life, Elgg can offer an ideal solution to this; it is a 

platform which addresses this issue and one that has been used to great affect 

by other universities. 

 

 

Elgg is highly customisable and can be used as a communicative or educational 

tool. 

 

The cost of the platform is relatively low and the moderation costs can be low 

to high, depending on the way in which the Faculty uses the platform. 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

E-Portfolio: A 

collection of 

electronic evidence 

assembled and 

managed by the user 

to demonstrate 

abilities and platforms 

for self expression.

We recommend the University implements the following low cost, low 

moderation measures: 

 The University of Wollongong page should broadcast the 

existence of Elgg on its webpage and through solsmail. 

 Implement features that would enable student/Faculty and 

student-to-student communication in a similar way to 

Facebook. Include a wall, an events page and frequently 

updated information for students.  

 Classes should be automatically added as groups to increase 

engagement and discussion among classmates. 

 Students should be enabled and encouraged to form their own 

groups, and encouraged to use the platform for group work. 

 Elgg should be used as a form of student support in which 

students can ask questions of student support or of other 

students. 

 

If the Elgg platform is successful, we recommend the following 

features be added: 

 Elgg should be offered to teachers as an additional e-learning 

tool. 

 Class blogs should be enabled with a system that encourages 

students to comment and expand on each other’s work to 

increase engagement. 

 For classes in which Elgg is used as an educational tool, sign up 

must be compulsory so that students can complete set tasks. 

 The creation of e-portfolios should be enabled by the platform 

and encouraged to increase employment prospects. 

  



 

  The Pros and Cons of a Private Social Network: Elgg 

Pros Cons 

 Other companies, 

universities, and the 

Australian Federal 

Government are using Elgg. 

 It would be separate from 

student’s other social 

networks. 

 It has many of the same 

features of Facebook. 

 It is a closed network, which 

might be easier to control. 

 It has a greater ability to be 

used as a powerful tool for 

education and course 

material than Facebook. 

 Students would have to sign 

up for Elgg. 

 Students would already have 

a Facebook account. 

 Elgg is not free. 

 Elgg would not receive traffic 

from potential future 

students. 

 Students would have to 

manage an extra online social 

presence. 

 Elgg would not be familiar to 

students. 

 

 

 

 

Currently the social presence of the Dean and other senior academic and 

administrative staff is almost non-existent. We suggest that more of the Dean 

and other senior staff members are shown in promotional material and on the 

Faculty of Arts website, as many other Universities do on their websites.  

This would be very low-cost and low-moderation. 

We recommend as follows: 

 There should be a prominently displayed link that leads to a separate 

web page titled 'Welcome from the Dean'. This page includes a 'warm' 

picture of the Dean smiling in the top right-hand corner and an 

introductory message for new students and future students on behalf 

of the Faculty.  

 Profiles on the Dean and other senior staff displayed on the website. 



 

 The addition of video content from the Dean advertising and providing 

information on upcoming events such as graduation and postgraduate 

information evenings. 

 Video information on courses and subject outlines and course changes 

explained by related senior academic staff i.e. changes to BCM course 

for 2011. 

The Pros and Cons of Creating a Social Presence of Senior Academic Staff 

Pros Cons 

 The Dean will Generate a 

positive social presence. 

 Strategies could be mimicked 

by other academic staff. 

 A 'Welcome from the Dean' 

would be a warm 

introduction and one of the 

first pieces of content read by 

new students. 

 Using a 'warm' photo of the 

Dean would enable students 

to put a face to the name. 

 Students will recognise the 

Dean while on campus. 

 Presenting information to 

students want to hear will 

effect the Dean's social 

presence positively. 

 It will assist in developing a 

community feel within the 

Faculty among students and 

staff. 

 A moderator may be required 

to filter content, review 

communications, and manage 

social presence. 

 Staff may have to produce 

content regularly. 

 

 



 

  

It is understood that the Faculty is planning to have a professional promotional 

video made for the Faculty of Arts to be displayed on the website.  

 

We make the following recommendations for this video: 

 It should feature a welcome and introductory message from 

the Dean. 

 The video should not run for more than a minute. If there is 

more content than will fit into one minute make multiple 

videos, each with its own key message. 

 This should be followed up by messages from senior academic 

and administrative staff over viewing the Faculty structure and 

courses.  

 Testimonials of past students should be included to share their 

experiences with future students. This should be a short piece 

including their name, course they undertook, their opinions on 

the course, and description of the job they have now.  

 Current students should also feature to relate to future 

students on adjusting to university life. 

 The Faculty of Arts should announce upcoming events in these 

videos such as information evenings for future students. 

 The Faculty should also cross post the video on Facebook to 

further advertise the Faculty to potential future students once 

it has set up a page.  

 

 

 

 

 



 

The Pros and Cons of Running Promotional Videos 

Pros Cons 

 The Faculty would satisfy 

student demand for video 

content from students. 

 These videos may result in 

more people undertaking 

studies with the Faculty of 

Arts. 

 Student testimonials will 

provide a break from Faculty 

information and provide 

students with insights on 

where their studies might 

lead. 

 These videos could be posted 

to Facebook where students 

could comment on or discuss 

information presented in the 

video. 

 The Faculty would have to 

produce content regularly. 

 It would require tracking 

down past students and 

asking them to participate.  

 If Facebook was involved it 

would require someone to 

moderate comments. 

 

Generally the Faculty's website layout is adequate, however there are two 

recommendations we would like to make. Both relate to the structure of 

information shown on the front page of the Faculty of Arts website. We 

believe this space is not being used productively and that making some subtle 

changes to the front page will increase engagement.  These recommendations 

would be low cost and zero to low maintenance to implement. 

We recommend: 

 The 'Noticeboard' is given more presence on the website. We suggest 

this information be larger and swapped with the media stories. The 

'Noticeboard' information including workshops, subjects on offer, 

 



 

announcements, business hours and timetable information is more 

important to current students.  

 If this is undesirable when considering other interests, rearrange the 

site so that both are displayed prominently to meet the needs of all 

parties. 

 Implement a 'Contact Your Tutor' button on the home page. Clicking 

on this would lead you to a page where each school is listed and staff 

members residing within them would then follow underneath each 

respective one.  

 Clicking on a staff member would lead you to another page with a 

picture, bio, consultation times, and contact information (similar to 

the pages already in place).  

 

The Pros and Cons of Changing the Faculty of Arts Website 

Pros Cons 

 The most prominent 

information would be 

relevant to current 

students. 

 It may result in 

increased attendance 

to events, workshops, 

or functions. 

 Making it easier to find 

contact information 

will help students 

communicate with 

Faculty staff. 

 Students will not be 

frustrated or anxious 

because staff contact 

information will now 

be easily found. 

 Would require code 

help from IT. 

 Media stories may 

become overlooked 

if moved. 

 Making contact 

information easier to 

find may increase 

incoming emails. 

 

 



 

  

We suggest implementing a mobile version of the University website or a 

mobile app for the Faculty. Currently, the Faculty of Arts website will only load 

promptly in areas with good reception on mobile devices. Implementing a 

user-friendly mobile version of the website will encourage students to use the 

website more often. 

 

This will be high cost, but low maintenance. However as outlined earlier, 

mobile internet use is an ongoing trend and the Faculty would benefit from 

being one of the first to implement, rather than the last. 

 

We recommend the following: 

 Tailor a simpler version of the website to be shown on mobile devices 

to account for low speed and screen size. It should structure 

information similar to UOW's 'Site Map'.  

 We advise to implement a simple singular column that can be easily 

scrolled through. 

 This column would include headings like 'Current Students' with hyper-

links to timetable information, workshops, or staff contact details 

following down the page. 

 The existence of a mobile version of the site should be advertised on 

the regular site and through SolsMail to ensure usage. 

 

  



 

The Pros and Cons of Tailoring a Mobile Website 

Pros Cons 

 It will allow students to access 

important information promptly 

from the Faculty of Arts website. 

 The website will be much easier to 

navigate on a mobile device. 

 Students '3G' internet limits will not 

suffer from large downloads off the 

Faculty of Arts website. 

 Students will be able to access the 

website in more areas on their 

mobile device. 

 The Faculty of Arts will be accredited 

for providing students with an easier 

and simpler version of its website 

for their mobile device. 

 It would require 

assistance from IT. 

 The website would 

need commitment and 

costs from the Faculty. 

 The website will 

require updates and 

maintenance. 

 It may discourage 

people from using the 

web browser version of 

the website. 

 

 

This part of the report will provide a summary of all mentioned strategies and 
ideas in the section above. 
 

Social networking: Updating and maintaining either a Facebook community 
page or a private social network such as Elgg is important to encourage 
student communication and engagement with the Faculty of Arts. 
 

Social presence of senior academic and administrative staff: Currently the 
Dean's social presence is non existent. We suggest that a 'Welcome from the 
Dean' page be included on the Faculty of Arts website and that more of the 
Dean is shown in promotional material. 
 

Promotional videos: There was a very positive response among students to 
regular video updates of what the Faculty of Arts has to offer. We suggest 
making regular videos with student testimonials will increase student 
engagement with the Faculty. 
 

Layout: Minimal changes to the front page of the website will result in 
increased value to students. We found that students were more interested in 
the information accessible through the 'Noticeboard' than anything else on the 



 

front page of the website. We suggest that this is given more presence on the 
page and that staff contact details are made easier to find. 
 

Mobile specific data: Accessing the Faculty of Arts website on a mobile device 
requires students to be in an area with relatively good mobile reception. 
Because of the size of the mobile screen and data it has to generate, we 
suggest tailoring a simpler version of the website to be shown on mobile 
devices. 
 

 



 
 

 
 

To maximise the effectiveness of the Faculty of Arts website in engaging 

students, we feel it is necessary to implement all of the above 

recommendations, not just those which are low cost, low maintenance. We 

believe that taking this holistic approach will ensure the Faculty best meets the 

changing needs of its users, as student practices online shift and new 

technologies are embraced.  

  

We feel it is vitally important that any recommendation the Faculty chooses to 

implement is adequately supported -both throughout and following the 

development process - to maximise the potential benefits it can produce. If 

not fully embraced, the ideas might appear outdated and not useful to 

students. This would be detrimental to the Faculty’s brand.  

 

Example: some universities benchmarked in this report implemented a 

Facebook page, but failed to fully utilize its strengths in engaging students. As 

a result students did not engage with the site. Universities that did succeed in 

engaging students through the site fully supported the development of their 

Facebook pages and used the platform to its full effect. 

 

It is therefore strongly believed that only by fully embracing the 

recommendations will the Faculty of Arts enhance the effectiveness of its 

website in engaging students, both present and future. If implemented 

holistically, the above recommendations will ensure a higher visibility among 

peer arts faculties and improve the performance outcomes of student 

stakeholders.
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DIGC302 RUN SHEET FOR FOCUS GROUP 
 
Introduction:  

 Thank students for attending 

 Name/Age and Uni Degree 

 Outline the purpose behind the focus group in broad terms 

o We wish to conduct the focus group in order to gain 
a better insight and understanding into the way 
individuals interact and engage with online materials 
and through which means (through their mobile, 
laptop, etc) 

o Also used to gain better insight and understanding 
into the way respondents perceive the current 
content and design of FoA and V-stores websites. 

 Which areas of the site need to be 
improved etc 

 Advise students that focus group will be recorded and for what 
purposes and ask them to fill out consent form 

 
Main discussion for briefs: 

 How are respondents currently using the internet? 

 What kind of websites are individuals engaging with on a 
regular basis? 

 
 
Main discussion for FoA 

 How often do you engage with the website? 

 Why do you visit the FofA website? 

o Tutors details? 

o Map of the university? 

 Current perception of the FofA website 

o Design aspects 

o Content 

o Engaging 

 Website functionality aspects 

o What would you like to see improved 

 Is there a way you would prefer to engage with the FofA 
website? 

o Mobile phone, iPhone app? 

 Do you think delivering content through facebook, twitter and 
youtube channels will create value for students? 

o Would you engage with these services if they were 
on offer? 

 Would you hesitate to use your facebook account to 
communicate with the university? 

o Keeping friends and uni seperate? 

o academic social networking 

 Do you feel that the content that is delivered through the arts 
website is valuable to students? 

 What kind of content would you like to see delivered through 
the arts website? 

 
ANY KEY POINTS YOU WANT TO ADD? 
 
Closing: Thank participants for coming (possibly) ask them to fill out 
the survey on the way out? 

FOCUS GROUP AUDIO RECORDING NOTES 

FOCUS GROUP ONE: 3 Members Started 12:16 

TIME OF CONTACT  TOPIC COVERED (ARTS) 

2min Web usage (ARTS) 

3.46 Website appearance 

4.20 Finding information/website navigation 

5.35 Additional member joins group 

5.45 Information that you can’t find on the arts website 

6.30 Enrolling in subjects 

7.25 Mobile communication 

 

TIME OF CONTACT TOPIC COVERED (ARTS) 

9.18 What would like to see on mobile devices 

10.15 Social networking  

10.53 Social networking as making friends from classes 

11.45 Facebook or different social tools 

12.11 Video content usefulness (testimonials) 

12.30 Words from the Dean 

13.04 Student joins 

 

Time of Contact Topic Covered (ARTS) 

14.15 Facebook convenience 

14.40 Usefulness of content 

15.10 Courses offered on the site 

16.10 What would you like for the arts website 

16.30 Changes of arts website 

16.54 Presentation of information 

17.20 Maps and navigating the arts building 

 

Time of Contact Topics covered (ARTS) 

18.18 Facebook as a educational tool (forum) 

19.38 Usefulness of articles 

19.58 Using space (quick links) VIDEO CONTENT 

20.19 Events and information 

20.47 Comparing secondary and primary presentation 

21.10 Organising content 

 

Links 

Entire Focus Group Audio: 

http://dl.dropbox.com/u/13824272/Focus%20Group

%20DIGC302.mp3/Focus%20Group%20DIGC302.mp3 

 

Arts Focus Group Video: 

http://dl.dropbox.com/u/13824272/Focus%20Group

%20DIGC_xvid_001.avi 

 

Survey Questions: 

http://sevenmarketeers.blogspot.com/2010/10/surv

ey-questions-foa.html 

http://dl.dropbox.com/u/13824272/Focus%20Group%20DIGC302.mp3/Focus%20Group%20DIGC302.mp3
http://dl.dropbox.com/u/13824272/Focus%20Group%20DIGC302.mp3/Focus%20Group%20DIGC302.mp3
http://dl.dropbox.com/u/13824272/Focus%20Group%20DIGC_xvid_001.avi
http://dl.dropbox.com/u/13824272/Focus%20Group%20DIGC_xvid_001.avi
http://sevenmarketeers.blogspot.com/2010/10/survey-questions-foa.html
http://sevenmarketeers.blogspot.com/2010/10/survey-questions-foa.html


 
 

 
 

Student Engagement (p9): The level to which students 

engage in educationally effective practices.  

 

Interactive (p11): A system or piece of software that 

allows communication between the sender and 

receiver in a conversational mode. 

 

Digital Economy (p12): An economy which is based on 

electronic goods and services produced by an 

electronic business and usually traded through e-

commerce.  

 

User Interface (p13): (UI) The aspects of a computer 

system or program which can be seen (or heard or 

otherwise perceived) by the human user. The 

commands and mechanisms the operator uses to 

control its input data.  

 

RSS Feeds (p14): Expanded as Really Simple 

Syndication, RSS is a web feed format used to present 

updating data (such as blogs or video feeds) in a 

standardized format. 

 

ItunesU (p16): A service created by Apple to manage, 

distribute and control access to educational audio and 

video content and PDF files for students within a 

college or university, as well as the broader Internet.  

 

Social Media (p16): Media designed for social 

interactions using highly accessible and scalable 

publishing technologies. It uses web based 

technologies to turn communication into interactive 

dialogues.  

 

Foursquare (p20): A location based social networking 

service for mobile devices. Users ‘check-in’ at 

locations and are then awarded points or badges from 

venues.  

 

Intranet (p28): A contrast to the term Internet. Rather 

than a network between organisations, it refers to a 

network within organisations.  

 

Web 2.0 (p29): A term commonly associated with web 

applications that facilitate interaction and information 

sharing through user-centered design. 

 

Network Theory (p30): This is a sociological theory on 

the way that information and ideas spread through 

human networks. It is based on the idea that humans 

are strongly influenced by the behaviour of other 

humans when making decisions. 

 

3G (p31): Better known as “third generation”, 3G  is a 

generation of standards for mobile phones and mobile 

telecommunications including, wide-area wireless 

voice telephone, mobile Internet access, video calls 

and mobile TV. 

 

Smart phones (p31): A smartphone is a mobile phone 

that offers more advanced computing ability and 

connectivity than a contemporary basic feature 

phone. 

 

Apps (p31):  Apps are computer software designed to 

help the user perform singular or multiple related 

specific tasks on mobile devices. Examples include 

enterprise software, accounting software, office 

suites, graphics software, and media players. 

 

Digital Media (p34): Digital media (as opposed to 

analogue media) are usually electronic media that 

work on digital codes. 

 

Elgg (p36): Elgg is a highly customisable, open source 

social networking engine that provides a framework 

through which to build all types of social 

environments. 

 

Viral (p47): Viral is a term that refers to content that 

becomes popular through the process of Internet 

sharing, typically through email or website 

 

E-Portfolio (p48): A collection of electronic evidence 

assembled and managed by the user to demonstrate 

abilities and platforms for self expression. 


