THE CLIENT SURVEY—College of Arts & Sciences
Client input is the foundation on which successful websites are built. It is intended to help articulate and identify the overall goals of our site redesign, including specific questions regarding message, audience, content, look and feel, and functionality. Normally, key decision-makers should fill out his or her own survey, answer each of the questions in a thorough but brief and clear manner, and add any additional notes or comments at the end of the survey. When finished, all compiled information should be emailed back to the project manager on the web development team.  In the present situation, an existing list of pages and preliminary work on look and feel of the site was in place prior to project start.  These are being reviewed now.
General Information

1. Name:  A&S:  The College of Arts & Sciences, University of Rhode Island;   current URL: www.uri.edu/artsci
2. Who are the primary contacts from your organization and who has final approval on the project? Please list names, titles, email addresses, and phone numbers.

· Winifred (“Winnie”) Brownell, Dean, winnie@uri.edu, 874-4101
· Robert (“Bob”) Bullock, Associate Dean, rbullock@uri.edu, 874-4107

· Wilfred (“Will”) Dvorak, Associate Dean, wdvorak@uri.edu, 874-2685

· Fax for all of the above: 874-2892

3. What is your intended launch date for the new site? Are there any outside considerations that might affect the schedule (i.e., PR launch, tradeshow, annual report)? Fall 2005
4. Do you have a specific budget range already established for this project? Can this project be divided into phases to accommodate budget and timing constraints?

Budget limited by time available from project manager, programmer, Pat Logan, who is assigned to work on this summer and part time during the academic year 2005-2006 (i.e., approximately $25K), and Ron Hutt, who is working part time summer and academic year 2005-2006 (i.e., approximately $10K?).  

Current Site

1. Do you feel your current site promotes a favorable user experience? Why or why not?

Discussion with A&S administrative staff makes it clear that the site fails to promote a favorable user experience.  There are multiple target audiences here, including prospective new students, current students, faculty and staff, alumni and donors, and the general public.  That is, there are two intranet sites (current students for forms, etc., and faculty for forms, etc.) and at least a couple of internet sites (prospective students, alumni and donors, general public), combined, and all fall short on functionality (things are missing, inaccessible, out of date) and form (pages look amateur, they are slow and coded in out of date style (1997), etc..
2. What specific areas of your current site do you feel are successful? Why are they successful?

Current site provides core welcoming messages, directories to departments, and essential information for students, including common forms and FAQ’s.  These aspects are reasonably organized and accessible through existing simple navigation.
3. What shortcomings exist with the current site, and what three things would you change on the site today if you could?  
1. Site needs updating of page technology to improve site-wide style changes (i.e. common site-side external style sheets), page download speed, conformity to contemporary XHTML (elimination of deprecated <font>, <center> and similar tags), and to improve layout (font control, use of white space, amount of material on screen, etc.)
2. There is no sense of current activity, news, events, or recent accomplishments by faculty or students.  Out of date content signals out of date institution.  
3. There is no pride showing, no outstanding reasons to want to come to the College to study, or to donate to the College as an alumni. There are no stories suggesting a vibrant intellectual life, or vital contributions being made to society from this major public research University.  Message should come across, “we are making a major return on your investment,” a message to students, donors, and the taxpayer.
4. Have you conducted usability tests or gathered user feedback for your current site? If so, how long ago? Please include any reports or findings. N/A.  No prior testing or feedback from faculty, staff, students, or the public.
5. How important is it to maintain your current look and feel, logo, and branding?

There are no elements of this site that were felt to be worth retaining.  The existing artwork and layout fails to convey the sense of purpose or sophistication that the College wants.
Reasons for Redesign

1. What are the main reasons you are redesigning your site (new emphasis on alumni, outdated site, expanded student services, more attention to faculty needs)?  There are few features of interest to alumni or potential donors.  Student information is complete but presented on pages that lack style or are less than optimally navigable.  There are no database components, no abilities to submit forms electronically.  Pages are not printable (from the brower print menu or button), and forms are only available as PDF’s (not word or not printable HTML).  There are no current events or items of news being posted.  
2. What are your primary online business objectives with the site redesign? What are your secondary objectives? (Examples include increased donations or enrollments, marketing awareness, and fewer student requests for information or forms.) Please discuss both long- and short-term goals.

The primary objective is to create a sense of the College as an exciting and attractive place in which students can get a great education.   Secondary objective is to tell a sufficiently interesting and broad story about the roll of the College and the accomplishments of its students and faculty to attract alumni as supporters and donors.  Tertiary objective is to provide an expedient work environment, from which students, faculty, and staff can easily obtain information, forms, announcements of events of interest, and news.
3. What is the main business problem you hope to solve with the site redesign? How will you measure the success of the solution? 
This is an image-cleanup.  A site with pages that were last updated in 1997 is an abandoned site, reflective of the spirit and leading edge spirit of the institution behind it.  The redesign must reflect a vibrant, vigorous intellectual climate, an excitement about accomplishments and learning, and an image that makes students, faculty, and donors proud to be associated with an excellent College.
4. What existing strategy (both on- and offline) is in place to meet the new business objectives? 
The redesign is being coordinated with creation of print brochures for student recruitment, and should incorporate a common branding, designed by graphic artist Ron Hutt.  There needs to be a coordinated effort with the College development officer to make greater use of the site to attract investors, and to highlight and promote the contributions of recent donors.  The site needs to be promoted to faculty and students as a useful source of information and forms relevant to the conduct of College business.  Promotion will be a focus of College administration, effected through meetings with the chairs and perioidic announcements to the faculty (via email College wide).
Audience/Desired Action

1. Describe a typical user coming to your site. How often is the user online, and what does he generally use the web for? For prospective students, what are the anticipated and desired demographics, and what is this student seeking?  How do current students use the site, and what are they looking for when they visit the College administrative pages, and the departmental pages?  How old are prospective donors, what do they do that brings them an interest in the College, and what are they looking for on the web?   What members of the general public (including legislators) visit the site, and what are they looking for?  (Use as much detail as possible in profiling your target user. Profile more than one type if appropriate.)

Target audience for this site is definitely mixed.  
· Prospective students are shopping for colleges, looking for majors and the places that offer the most exciting learning opportunities.  They want to know what courses and programs the College has to offer, what would it feel like to be here (what’s it look like?  What’s happening? What are students in the College like?), and what evidence is there that the College is going to care about and take care of this student.  These students are web-savy, and they have seen other similar Colleges via their web sites.  They may not know exactly what they are looking for, but they expect to find something new and unique and they want clear evidence that this is the right place for them to come, or at least to give a second look as they create a list of desirable places for their education.

· Current students want efficient access to course information, information about departments and majors,  answers to FAQ’s about advising, etc., convenient online forms, and a sense of place created by current events and College-related student and faculty news.  They want a website that reflects care and consideration of their needs as a student.  They want to know what is going on, where the interesting speakers are going to be, what College-wide seminars, exhibits, musicals, or theatre productions are upcoming (and good places to take a date).
· Faculty and staff want to see themselves portrayed in an attractive site, with information about what they have accomplished and their current interests.  They want their teaching, research, and outreach interests displayed, and contact information so that the world can beat a path to their door.  They want expedient sources to solve problems as advisors.  They want a fast and convenient repository of the things they need to conduct their business as productive teachers, researchers, and public servants.

· Donors and the General Public (including legislators) want to know that the College offers a significant return on public and private donation, that it is performing in line with its status as part of the State’s leading (only) public research university.  They are looking for recent breakthroughs in science, technology, the arts, and human sciences.  The typical user is broadly focused, and looks for interests related to their current personal situation, or philanthropic inclination.  They will seek profiles of individual faculty, targets for investment, or evidence that the College is meeting society’s needs in particular areas.  They look for stories and highlights, leads to what’s happening and who’s making it happen.  They want to know what they are or would be getting in return for their (or the public’s) investment.
2. What is the primary “action” the user should take when coming to your site (make a purchase, become a member, search for information)?

3. What are the key reasons why the target user chooses your company’s products and/or services (cost, service, value)?

See perception, below.
4. How many people (as far as you can tell) access your site on a daily, weekly, or monthly basis? How do you measure usage? Do you forecast usage to increase after the site launch and by how much?
Current stats are online at http://www.uri.edu/webstats/artsci.  Most recent figures, for example, show this usage for July 2005:
Successful requests: 268,789 
Average successful requests per day: 8,647 
Successful requests for pages: 225,578 
Average successful requests for pages per day: 7,257 
Failed requests: 33,848 
Redirected requests: 11,830 
Distinct files requested: 16,340 
Distinct hosts served: 60,466 
Data transferred: 8.261 gigabytes 
Average data transferred per day: 272.187 megabytes   
Note the relatively high percentage of failed requests (12.5%), suggesting a poorly tended site!  The available web stats need study.  Indicators of site usage should translate into expressions of student or faculty satisfaction heard in the Dean’s Office, as well as being reflected in high volume for new, feature, or news pages.
Perception

1. Use a few adjectives to describe how the user should perceive the new site. (Examples include prestigious, friendly, corporate, fun, forward thinking, innovative, and cutting edge.) Is this different than the current image perception?

Current students, faculty, and staff should see this site as informative and easy to use.  Overall, the site should reflect a contemporary use of technology that illustrates how up-to-date and sophisticated the College is.
The Public should see messages that convey a sense of quality, value in local producers, reliable services from trained, certified firms.  The site should be convenient to use, and should be a source of useful knowledge.

2. How is the College currently perceived offline? Do you want to carry the same kind of message through your website?
N/A.
3. How does the College differentiate itself from competitors? Do you think your current audience differentiates you from your competition? Please list competitor URLs.
N/A.
4. List the URLs of any sites you find compelling. What specifically do you like about these sites?

N/A.
Content

1. Will this site use existing content from the current site? If so, what is the source, who is responsible for approval, and has the content been audited? If not, will you be creating content in-house or using an outside provider?
A list has been prepared based on a preliminary document, “The List” of critical pages for the new site.  People responsible for various fixed page contents (the Strategic Plan, a Mission Statement) of dynamic content (current donor news, College events calendar) are being identified and approached by the College Associate Dean (Bullock).
2. What is the basic structure of the content, and how is it organized? Is it a complete overhaul of the current site or an expansion?
Much of the current content will be transferred directly to the new site.  It is organized under seven primary headings, (see “The List,” previous question.)
3. Describe visual elements or content that should be utilized from your current site or marketing materials (logo, color scheme, navigation, naming conventions, and so on).
Ron Hutt, URI artist, has been commissioned to develop artwork that will be held in common  for web and printed media.
4. How will the content of this site (along with functionality and navigation) expand or differ from your current site? Do you have an existing sitemap for the outgoing site structure? Do you already have a sitemap or outline for the proposed redesign?

“The List” will constitute a sitemap for the proposed redesign.
Technology

1. What is your target platform and browser (if you know)?
Designed for IE6.0, NN7.0, and contemporary mozilla and opera browsers in Windows, as well as IE5.5 and Safari for Macs.
2. Are there specific technologies (Flash, DHTML, JavaScript, Real Audio) that you would like to use in the site? If so, how will they enhance the user experience? Please describe in detail. 
No current plans beyond standards-bases XHTML, CSS, and Microsoft Server-side technology.  
3. Will you have database functionality (dynamic content generation, search capabilities, personalization/login)? Do you already have a database in place? Please describe it in detail, including specific information regarding existing programs and software.
There are no current database functions on this site.  The site is maintained under URI’s domain, on a Unix system that restricts databases to open source (i.e., MySQL driven by PHP).  There are no current plans to develop database-driven content on this site at this time.
4. Will you have a need for secured transactions (e-commerce)? Do you already offer transactions online? Please describe in detail.
N/A.
5. Will you require other specific programming needs (such as personalization or search capability)? Please describe in detail.

N/A. at this time.
Marketing/Updating

1. How do most people find out about your current website? What methods of distributing the URL already exist within the College?
A website is a given for all Colleges, and this one is easily found from the URI website.  There is no independent advertising effort to promote use of this College’s website.
2. Briefly, what are your short-term marketing plans (specifically, for the site redesign and the 12 months following launch)?  
The Site will be promoted internally through email and the normal channels of academic governance.  There are no current plans to promote it externally.
3. Do you have an existing or planned marketing strategy in mind to promote this site redesign? If so, please describe. 
No.
4. Do you intend to keep the site updated? If so, how often? Who is responsible for updating and providing content?
No in-house maintenance capacity at this time.  Will require programming  support for near term at least.



