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INTRODUCTION 
 
In spring 2017, Pickle Jar Communications Ltd was engaged by St George’s, University of London to plan the 
development of a new website (or websites). This work would involve: 
 

•! Audience insights and clarity on user journeys and content preferences 
•! A review of the performance of existing websites 
•! Benchmarking against competitor websites 
•! A website content audit 
•! Outlining a top-level information architecture 
•! A content strategy and content guidelines 

 
In order to effectively address the above requirements we undertook a period of research and discovery, 
with the following aims: 
 

•! To better define St George’s audiences and their behaviour 
•! To identify St George’s own desires and requirements for the website 
•! To understand the competition and marketplace in which St George’s operates  
•! To identify potential challenges and opportunities 

 
This document provides a summary of our key findings from this phase of the project, including: 
 

•! University and stakeholder insights 
•! Audience insights 
•! External insights 
•! Website testing  

 
The insights gathered through this phase will be used to inform the next phases of the project. 
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KEY FINDINGS 
 
Detailed findings from each section of the research are included in their relevant sections, but some of our 
key points are as follows: 
 

•! St George’s stakeholders appear to have a reliable understanding of the user journey of potential 
students – they might not know much about the university, but they come to the website to find out 
more.  

o! However, stakeholders were less clear on other uses of the website or Portal. Other external 
audiences were either unknown or believed to be under-served, and it was felt that internal 
audiences were very frustrated with the current Portal offering. 

o! In line with this, a large majority of website visitors are prospective students. They are drawn 
to course pages on their first visit (with several specific courses taking the lion’s share of 
visits), then subsequent visits are likely to incorporate secondary information such as 
accommodation or finances. 

•! Among all audiences, the overall feeling about the external website is positive, but there is an 
understanding that it does not serve all audiences equally.  

•! Course information is by far the most popular content on the site, so it is possible that St George’s 
will need to work on promoting and prioritising the other content areas to bring them to a 
comparable level. 

•! Prospective students are keen to hear from current students about their experiences of St George’s, 
and they expect to find this content on the website. 

 
•! Overall staff perception of the Portal is more negative than that of students. This appears to be 

because staff are required to use the site for more tasks and for a longer period of time, allowing 
resentment to build up. 

•! The most commonly cited issues with the internal Portal are the difficulty of the navigation and how 
poorly the search function works. 

•! Both new and experienced users find the Portal very hard to navigate. If they are not familiar with St 
George’s structures and departments, the terminology and layouts make the site even more 
confusing. 

o! Those who have to visit regularly overcome their difficulties by developing workarounds such 
as saving shortcuts or bookmarking pages. This does not, however, mitigate the negative 
impact the initial impression makes. 

 
•! The St George’s audience is likely to think of the content they need in terms of its relationship to their 

role in the university – students will organise by Course and Student Life, whereas staff will think of 
categories based on the internal structures they are aware of. 
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APPROACH 
 
To enable us to gather the insights required for this project, we developed a research plan designed to cover 
online information, stakeholders and audience members and produce qualitative and quantitative findings 
for the following phases. 
 
We used a range of research methods, including: 
 

•! Internal discovery workshop      
•! Telephone interviews with stakeholders 
•! Surveys of various St George’s audiences 
•! Interviews with audience representatives 
•! Website tests with audience representatives 
•! Focus groups with audience representatives 
•! Review of St George’s website analytics 
•! Review of existing documents 

 
The overarching findings are noted above, but each following section summarises the findings from 
separate research methods. 
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STAKEHOLDER WORKSHOP 
 
At the outset of this project we conducted a discovery workshop with key stakeholders from across the 
university. This gave us an opportunity to understand more about the university’s current understanding of 
its website and Portal, how this project could help to achieve any strategic objectives, and what gaps existed 
in stakeholders’ knowledge of the university’s audiences. 
 

Audiences 
 
Stakeholders compiled a list of key university audiences: 
 

Current staff 

Current student 

Alumni 

Prospective employees 

Research funders 

External organisations 

Prospective students 

Current applicants 

Academic staff 

Partners 

NHS 

Influences and reference groups 

Media 
 
Following this, stakeholders delved further into some of these audience, looking at who they were, what 
information was already known about them, and where more research was required. 
 
About them What do we want them to do and 

know? 
What info do they need? 

Academic Staff   

Experts in their own field 
Busy 
Juggling commitments: 
teaching, research, admin 
Dealing with grant applications 
Dealing with academic 
deadlines 
Under pressure to fill admin 
responsibilities 
Duty of care to students 
Want to be proud of where they 
work 

Institutional news 
Staff benefits 
Access to library resources and e-
resources 
Accessing all university services 
Awareness of university strategic 
direction and specific actions for 
them 
Institutional events 
Maps 
How to find rooms 
How to find people 

How to contact key departments 
and people 
Platform to showcase themselves 
and their expertise 
Platform to showcase their work 
University HR information 
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Responsibility to represent the 
institute overseas and around 
the UK 

Non-Academic Staff   

They cover all aspects of the 
University, including: 
admin 
finance 
communications 
site services 
marketing 
IT 
library 
Huge variety of roles in different 
areas 

How to navigate the University 
site, website, staffing and 
structure 
Know where to look for 
information 
Manage personal information (i.e. 
holidays, absences, address, etc) 
Easily communicate with other 
staff 

Phonebook 
Site map 
Website map 
Training and induction guides 

Prospective PG Students   

May be in work and mid-way 
through work, wanting a change 
Mature 
About to graduate from a first 
degree 
Some will be clinical 
staff/professionals 
Interested primarily in the 
reputation of the institution 
Interested in research-specific 
academic reputation 
They don't come to open days 
Geographically located in the 
South East and London 
Mainly based in the UK 
Desire for part-time modes of 
study 
Have families or are going to 
have a family 

We want appropriately qualified 
students to apply and enrol 
That we offer a course that will 
fulfill their aspirations (quality of 
teaching and relevance of what 
they'll learn in their career plans) 
You will be part of a PG 
community 
Our academic staff will give you 
the knowledge and support you 
need to succeed 
Studying at St George's is a good 
value investment 

About life in London 
What will it be like to study in 
Tooting 
How to find accommodation 
Timetables 
How will they fit their studies 
around other priorities 
Detail of the courses 
Who will they be taught or 
supervised by 
Finances (costs, support 
available, etc) 

Prospective UG Students   

They could be anywhere in the 
world 
They could be any age but more 
likely to be under 25 
They are an audience yet to be 
convinced (they also have 
parents who need to be 
convinced) 
Parents may be concerned 
about welfare and lifestyle of 
their offspring and therefore 

Understand and be inspired by 
what St George's has to offer 
Apply to study 
Make St George's their first choice 
Stay engaged between offer and 
enrolment 
Want parents to perceive good 
value for money, good investment 
and longevity to their child's 
degree 
Want parents to feel reassured 

Accurate course information 
Transparent financial information 
Visa information 
Accommodation options 
St George's undertakes world-
influencing research 
Applications process 
Who to talk to with questions or 
for more information 
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focused on the student support 
offer 

that their kids are safe and well-
cared for (pastoral care) 

Current PG Students   

Potentially older 
More women than men 
Switch or accelerate their career 
(including specialising) 
PGR - tend to be national 
PGT - tend to be local 
10% of PGR and 10% of PGT are 
international - tend to be self-
funding or using loans 
Results-orientated (PhD: area of 
research; PGT: employability) 
Undecided (PGT) 
Digital natives 

What makes us different and why 
us? (experience, teaching, 
research-led teaching, 
career/employability, credibility of 
course) 
Intricate details of the programme 
(length, location, fees, assessment 
methods, structure, teaching 
team, course director) 

What others say (testimonials) 
Details of programme (length, 
fees, contractual info, location, 
repayment, assessment, 
completion rates) 
Options and elective modules 
Advocacy (student success, 
ambassadors, work experience, 
societies, shadowing) 
Available projects - 
funding/studentships 
Supervisors (what do they cover? 
background, what is their track 
record with PhD students?) 

Current UG Students   

Typically 18-22 (but many 
exceptions to this) 
Around 60%+ are female 
Within healthcare or biomedical 
science 
Often focused on a particular 
career 
May live with parents as well as 
in the local area 
Mixture of home and 
international (about 10% are 
non-EU international students) 
Range of academic abilities 
Diverse range of backgrounds 

Reinforce the excellence of St 
George's (be good ambassadors) 
Engage more with the University 
Know how to engage with the 
University 
Be enthused 
Ability to engage via the website 
PHSE 
Student Union 

Online learning platform 
Timetables 
Exam schedules 
Teaching staff profiles and 
contacts 
Careers info and advice 
News 
Exchange opportunities 
Practicalities (i.e. housing, 
finance) 
Support 
Library services 
Welfare and counselling services 
PG opportunities (inc funding) 

 
 
Facts Assumptions Mysteries 

Academic Staff   

They are either 
teachers/lecturers, researchers 
or both, or in academic 
management 
They are all focused on 
medicine or healthcare 
All have degrees 

Time-poor 
Busy 
Passionate about their subjects 
and/or teaching 
Want to be proud of where they work 
Juggling lots of different needs and 
demands 

Degree of affiliation with the 
University 
Buy-in to strategic direction and 
priorities 
How much they do or would rely 
on the institutional web platform 
What would make them use an 
institutional we platform 
Their ambitions and priorities 
Their worries 
What apps they use or have 
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downloaded 
What news they read 
What websites they regularly visit 
How they feel about working at St 
George's 

Non-Academic Staff   

We often work in silos 
Based on one site 
We don't always know what our 
colleagues do 
Different departments struggle 
to communicate 

Student satisfaction should be a 
priority 
There are defined processes for 
everything 

What motivates them? 
What do they do in the minutes 
before a meeting? 
Where do they get their news 
from? 
What do they think about their 
situation/job? 
How do they prefer to 
communicate? (i.e. email, IM, 
phone?) 

Prospective PG Students   

A small portion of students who 
apply actually come to visit 
while considering their options 
Number one priority is the 
reputation of the institution - 
they often wish to "trade up" 
and pursue PG education at an 
institution with a perceived 
higher ranking 
If they make an enquiry it is 
most likely to be about the 
detail of a programme 

Juggling different priorities (family as 
well as work and study) 
More career focused 
They are pursuing PG study to 
progress their career 

What motivates them to make the 
sacrifices involved in pursuing PG 
study (financial, time/effort, 
impact on family life) 
What are you prepared to 
sacrifice to do this? 

Prospective UG Students   

Number one consideration is 
employability options 
Course content 
Institutional reputation (league 
tables, academic credibility, 
visibility of respected research, 
perception of professionalism) 

We assume that there is one primary, 
most important touchpoint when in 
fact there are multiple techniques to 
appeal to them 
We assume that they are always 
influenced by school or college staff 
and parents (though maybe they're 
not as important as they used to be) 

Why are we the insurance offer? 

Current PG Students   

PGT: 21+, have a first degree, 
have achieved at least a 2:2 in 
medicine, science or an allied 
health course 
PGR: have either a first class UG 
or good PG degree 
Willing to pay for their 
advancement 

Hard workers 
Want to change their career 
Want to specialise 
Come to St George's for historical 
achievements 
Come here because we are in a 
hospital (PGT) 

What information and course-
centred content they actually 
value 
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PGRs on a research career 
pathway 
PGRs are competitive 
More women 

Current UG Students   

Currently enrolled 
Chose to study at St George's (or 
parents chose for them) 
Majority pay tuition fees 
Majority will leave with debt 
96% in employment or further 
study within 6 months 
10% non-EU international 
Majority female 

Came because: hospital location, 
London, entry requirements 
Want to be a healthcare or 
biomedical science professional 

What do they think of St George's 
What do they think of their 
course/teachers/environment 
Do they use the website - if so, 
what for? 
Outside interests 

 
 

Website redevelopment vision 
 
Another series of exercises helped stakeholders to clarify their vision for the website redevelopment project. 
The aims proposed were distilled into the following list: 
 

•! Inform all future website developments with a clear content strategy and deep understanding of 
user journeys and needs.  

•! Create a single website with a simple navigation informed by that clear understanding of user 
journeys, alleviating the need for microsites.  

•! Create a preference for simple, clear and straightforward language.  
•! Empower and train a community of web editors, guided by select web champions, with clear roles 

and responsibilities articulated. 
•! Provide robust training in content planning, creation, publishing and management. 
•! Create a culture of collaboration and transparency amongst web users and other colleagues in 

which we monitor and measure our performance, share our successes, and work together to create 
the best user experience through a shared and well planned content strategy and editorial planning 
process. 

•! Strive for creativity in the content that we create, with a move towards high quality visual content. 
•! Allow central web team to have power of veto over the content that appears on the University’s 

website, and also to become the key point of contact for all web enquiries and decisions.  
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Portal vs website 
 
Part of the website redevelopment includes the possibility of revamping the internal staff Portal to become 
an extension of the main website. Stakeholders came up with a list of advantages and disadvantages to 
having a separate Portal and external website. 
 
At first glance it was felt that there were more advantages to keeping the two sites split, but on investigation 
we found that the two lists fell mostly into different categories: 
 
Advantages Category Disadvantages Category 

Separate audiences User 
experience 

Confusion about where to look for 
information 

User 
experience 

Keep external site clean and uncluttered User 
experience 

Unclear decision making about 
where content sits 

Governance 

Reduces risk of information being lost or 
inaccessible if the website is hacked or 
there are web issues 

Risk Duplication of content and out of 
date information could be repeated 

Governance 

Reduces risk of sensitive information 
being published externally by mistake 

Risk More maintenance required Resourcing 

Doesn't burden the external site User 
experience 

Allocation of resources Resourcing 

Quicker decision-making for publishing 
content (i.e. you may not need as much 
permission to edit the internal site) 

Governance Harder to manage Resourcing 

Continuity of brand Brand Duplication of content  Governance 

Simplify sign-on arrangements User 
experience 

Resources required to manage two 
sites 

Resourcing 

Can't accidentally publish something 
intended for an internal audience on the 
external site 

Risk Unclear what information should go 
where 

Governance 

Keep contact details private Risk Staff may have no need to go to 
external site so may miss news that 
will build a sense of pride 

User 
experience 

Keep staff-specific resources private Risk Students portal is the same as staff 
portal 

User 
experience 

Keep external website clear of clutter User 
experience 

Duplication risk on two platforms Risk 

Easier to control external messaging Brand   

Homepage targetting for different 
audiences 

User 
experience 

  

 
The advantages were more likely to relate to outward-facing concerns such as the university brand or to the 
user experience, whereas disadvantages were inward-looking aspects such as governance and resourcing. 
This is something St George’s needs to consider as part of this redevelopment – the perceived benefits to 
each approach will be felt more by different audiences. 
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Inspiration 
 
Stakeholders were asked to provide examples of websites they felt could inspire the development of the 
new St George’s website, and why these should be looked to as positive examples. Some of the suggestions 
included: 
 

 
 
  

Inspired by What do we like about them? What can SGUL take from this? 

eBay  Clean, clear and easy to navigate 
Things are where you expect them to be 
Intuitive 
Simple design 
Good branding 

Effective search 
Consistent look and feel 
Flexible layouts 

Asos, Thread Reactive photos giving insight into content 
(i.e. zoom, hack view) 
Personalised to each user 
Well optimised for mobile devices 

Automated suggestions for alternative pages 
or courses 
Most popular content accessed from the 
home page via a hover menu 

Amazon Fast - beginning to end in two-clicks 
1-click ordering functionality 
Reviews 

Speed of accessing information 
Good functionality 
Personal preferences 
Ability for users to leave feedback 

BBC Constantly updated 
Latest technology (e.g with video) 
Content display is not distracting 

Seamless transition between different types 
of content 
Easy to navigate 

Netflix Learns user preferences and makes 
suggestions based on previous use 

More personalisation 

Guardian Live updates 
Easy to find latest content 
Clear navigation 
Stays dynamic 

Ability to live stream 
Prioritise latest content where relevant 
Simple user journey 

Times online Using photos and caption text only to tell to 
story 

Having the right balance between text and 
imagery 

Booking.com Simple for a user to achieve their goals  

Apple Responsive 
Visual 
Clean 
Combination of how they use images 

Strike the right balance between text and 
imagery 

Parentpay Visual navigation icons rather than text  
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STAKEHOLDER INTERVIEWS 
 
At the start of the research phase we carried out a detailed series of interviews with stakeholders from 
across the university. These interviews were designed to discover what stakeholders wanted from the 
website project, what they felt the main objectives of the website should be, and what audiences might 
need to be reached to achieve these goals. We also discussed the use of the Portal and other university 
microsites, and the benefits and frustrations these bring. 

Website 
 
Over half the statements about the existing website were a negative sentiment, almost a third were neutral 
and the remaining were positive. 
 
 
 
 
 
 
 
 
 
 
 
 

 

Strengths 
 
A few strengths of the current website were mentioned: 

•! “the external site reflects a positive image of St George's” 
•! “good impression of the institution” 
•! “looks a lot better than it used to” 
•! “I like the 'Can I help you?' pop-up” 

 

Weaknesses 
But the majority of discussion focused on its weaknesses. Topics that were mentioned frequently were: 
 
The previous redesign  
 

•! Academic staff and administrative staff felt that their opinions were not given appropriate 
consideration. These members of the St George’s community felt “there was a lack of 
communication, not very inclusive” and that there was less of a place on the website for their work. 
“People didn't always think they had a voice”. 

•! Non-academic staff felt that their work was not important to the website redesign. “The website was 
seen very much as a promotional tool to bring students in, not as a tool for promoting research, or 
outcomes”, “There was a real battle about the institutes having a presence on the external website 
which they do have now..." 

18%

54%

28%

Website-sentiment

Positive- Negative Neutral
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•! The design was built around a prospectus rather than other aspects of the university: “The 
Imposition of the style guide resulted in unsatisfactory editing of the content.” 

•! Research profiles were a challenge of the previous project. 
 

Website content and design 
 

•! Stakeholders feel very strongly that the website content is not a valid representation of St George’s. It 
is difficult to find the strategy, mission, vision and key facts about the university. “Corporate info is 
not fit for purpose. It isn’t comprehensive and is missing core messaging about [the] institution.” 

•! The website is light on content and doesn’t include information appropriate for a higher education 
audience.  

•! Information for prospective students could be improved to be more appealing and dynamic. 
•! The positioning of the International section is not viewed as ideal. There is no international section 

and it comes under Study. It is felt that this is too narrow and doesn't cover their full remit. 
•! The colours of the site are not popular: “our site is currently a bit kaleidoscopic”. 
•! The design is described as “too big” and “zoomed in”, and “visually noisy”. 

 
Website structure and navigation 
 

•! Information is difficult to find, described as “unnavigable”. 
•! Content is buried and poorly signposted. Users often use google rather than the inbuilt navigation. 

The current search function is unreliable. 
•! Main buttons in the header are not helpful and do not provide the information you would expect. 
•! Difficult for external stakeholders to find information on institutes and academic staff. 

 

Suggestions  
 
Stakeholders had strong ideas about how the next iteration of the site could be more successful: 
 
Navigation 

•! A more intuitive navigation and structure in line with industry standards. “we would like to see 
something that within a couple of clicks gets you through to the PG pages and gives an attractive 
description of them, rather than straight to the course itself.” 

•! There was some disagreement on the main focus of the navigation. Some staff would like to see the 
site arranged around teaching (courses, excellence of teaching staff etc) but this contradicts previous 
comments from non-teaching staff. 

 
Content 

•! Showcasing recent St George’s success stories that have had press coverage, such as grants 
awarded, research in the news.  

•! Better display of course information; Course listings; Interactive course content. 
•! Better research content: Need externals to be able to quickly look up who is working on what so they 

can access expertise. 
•! More information about staff: info about facilities, the reception team, security info, what we can do 

to help, how we protect the university behind the scenes. 
•! Keeping content up to date. 
•! Increased use of multimedia content: Prospective students were believed to need content such as:  

o! programme information  
o! London information 
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o! academic information 
o! corporate information 
o! what it's like as an international student 
o! scholarships 

 
Functionality 

•! Improved mobile responsiveness 
•! Improved search functionality 

 

Concerns 
 

•! Stakeholder interviews revealed that there is some skepticism about the new project, especially as 
the most recent redesign was not felt to be a success. 

•! Staff are concerned about resource requirements to keep the website up to date and have requested 
that there is support for upskilling staff who might be responsible for maintaining the content going 
forward. 

•! Microsite owners have concerns about coming into the main CMS and being restricted by the St 
George’s brand. 

. 

Portal 
 
Statements about the current portal system were predominantly negative (57%), with the rest neutral (30%) 
and a small number of positive statements. 

 
Neutral comments often came from members of staff who used portal regularly for very specific information 
such as phone numbers or policies. 
 
It was mentioned that one of the core audiences for portal is MBBS students and that “Portal is our main 
means of communicating to staff (we are discouraged from sending all staff emails)” 
 

Strengths 
•! Local control of editing was mentioned as a strength of the current system.  

57%

13%

30%

Portal-< sentiment

negative postive neutral
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•! Some staff believe the navigation structure is relatively straightforward to use and “quite logical” 
(note there is a disagreement between departments on this, with other staff stating “the navigation 
scheme is confusing”) 

Weaknesses 
•! Out of date content: staff describe content on portal as being busy and significantly out of date. They 

find the content unreliable and have to go to other sources to get the information they need. 
•! Unhelpful content: the research tab was described as providing unhelpful information. 
•! Functionality: 

o! Cannot upload committee papers. 
o! Problem with editing and changes not being saved. 
o! Search function: “I would like to see improved search function and to not be logged out after 

a certain amount of time. 
•! Appearance: the appearance of portal is described as out of date and tired. Users would like to see 

some consistency in style - same font, header size and a fresher palette  
 

Suggestions 
•! Intuitive navigation to cater for staff who only visit portal occasionally. Users should not have to 

‘learn’ the site. 
•! Reliable search function 
•! Design: More colour and the use of graphics, a more “modern” design 
•! Content:  

o! exciting news and developments. 
o! research and staff profiles. 
o! policies “I would like to readily find policies that relate to students changing personal 

situations - e.g. pregnancy, mitigating circumstances for exams due to family bereavement, 
etc” 

o! Describe the vision for the university, excellence of staff. More content along the lines of the 
Principal video blogs. 

o! Internal comms:  connecting people via efficient lean phonebook; info  to support having 
visitors. 

•! Editing: Would like to see more customisability and the ability to delete content and also the ability 
to see what the student audience will see rather before publishing. 

 

Concerns and Barriers 
•! There is concern about who will edit and update pages that are not currently owned.  
•! Staff are not sure how important on a list of priorities any work on the web content will be to their 

team. “It is not in my mindset to include updates to the portal in my day to day, as I don't have the 
resources in my team and I'm not convinced people are accessing it so it there any point?” 
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Portal/Website distinction 
 
Stakeholders were asked how they felt about integrating the internal and external sites into one website. 

 
 
Only 16% said no and almost half were keen on the idea. 
 
Objections included: 

•! “I don't really need to use the external site - it feels very much like it is for prospective students”. 
•! “I have some concern with combining the two sites – it would be OK, provided that external users 

aren't shown any content or links that can't be followed into because they don't have a login. It 
should be clear if you are logged on or not.” 

 

St George’s Brand 
 
Sentiments about St George’s brand were quite balanced, with an almost even split between positive, 
negative and neutral statements 

 

Positive 
•! Stakeholders felt it was important that the website and portal retain strong links to the St George's 

brand.  

47%

16%

37%

Should-the-website-and-portal-be-integrated?

yes no don't-mind

31%

31%

38%

St-George's-Brand-< sentiment

positive negative neutral



19      ST GEORGE’S, UNIVERSITY OF LONDON   | WEBSITE DEVELOPMENT PROJECT–AUDIENCE RESEARCH  

•! “I think our comms team do a very good job” 

Negative 
•! Stakeholders felt there are no clear indications in the building of what we do in terms of research 

/winning awards and getting grants.  
•! Promotional activity is not joined up.  
•! Would like to see better use of internal comms opportunities to shout our successes - both at an 

institutional and individual level. 

Neutral 
•! Stakeholders thought it was important that the brand was "Open and transparent". 
•! Academic staff would like to see the use of social media to show there is activity within the research 

teams at St George's, including job vacancies etc. and publications.  
 

Audiences 
 
This section outlines comments made by stakeholders about the specific audiences that are integral to the 
redesign project. 

Prospective students 
•! Student recruitment activity at St Georges focuses on potential applicants, school teachers, parents, 

careers advisors/counsellors. 
•! For international applicants, there is more emphasis on high school students and their careers 

counsellors.  Influencers are a key audience for international UG student recruitment - meet 
influencers at conferences/events. 

•! Many 'international' students are already in the UK. 
•! For postgraduate applicants, they have different content needs:  relevant info is less about the 

course and more about St George's - facilities, culture, peer success, funding levels. 
•! The admissions team want to attract more international students UG across the whole range of 

subjects. 
•! Research vacancies and PhD options are difficult to advertise on the current website. 

Current students 
•! Communication to current students is via portal and there is very little in the way of other methods 

of contacting this group. 
•! Social media is felt to be inadequate in representing and communicating with current students. 
•! One of St George’s institutional objectives is innovating the curriculum.  

Academic staff 
•! It is felt that the website should be a place to hold information about individual academic staff and 

research projects and ‘selling’ a product to potential fundraisers or potential international or 
national collaborators 

•! Research profiles: In terms of tone of voice for research content, with a view to appealing to all 
audiences, there should be a quick scientific bullet point for one audience, a laypersons’ summary of 
what you do underneath for other people, your top five publications, a link to a google scholar 
profile, techniques used and a link to a techniques page. 

•! “External researchers want to be able to find the researchers in the university, to know what you do 
and how to find you, contact details, with a view to networking and collaborating.” 



20      ST GEORGE’S, UNIVERSITY OF LONDON   | WEBSITE DEVELOPMENT PROJECT–AUDIENCE RESEARCH  

•! SGUL academics have the objective of completing research and publications – but often miss 
opportunity to commercialise. Should be more of an emphasis on innovation, intellectual property 
and other such opportunities on the new website. 

 

The Library Website 
 
The library website owners were interviewed about the redesign project. Currently the library website sits 
outside the main university website but will come into the main CMS.  

The previous web redesign project 
 

•! The library staff were not consulted last time and this led to “lots of problems”.  

Library website audience 
 

•! There is a wide audience for the library: the main user groups are SGUL students, NHS staff (therefore 
the site can't be SGUL login protected), academic staff (open access info), joint faculty with Kingston 
(staff and students), short courses for NHS staff (could be St George’s or just across London), 
potentially alumni and 'visitors' - an archivist currently trying to open up more info.  

•! The library has its own twitter account – most content is relevant to students.  

Weaknesses of current library site 
 

•! Current homepage is “rather static” so can't tell when there's new information. Homepage previously 
had RSS feed that had to be removed so at the moment there is no way to communicate current 
info, service alerts, etc. 

•! Too much empty "dead" space on current site - even on the library homepage there's a big grey bit 
on left hand side.  

•! There were some issues with the search bar not working on the microsite. General search is available 
but not sure how many people use it. 

Required functionality 
 

•! Main objective is to deliver resources to users and make them very accessible. e-journals and 
databases, lots of external links. 

•! A key function is the Hunter discovery tool allowing users to access all e-resources, lib-guide for 
database of all key resources, then separated by subject specialism. e-books, and other categories. 

•! Information needs to be displayed about  
o! open hours  
o! training sessions  
o! How to use the physical library space (including external visitors and alumni) 
o! Training materials and guides (available to NHS staff and SGUL staff.)  

•! The library staff would like to improve the use of e-resources. 
•! Ability to use images with links – on the current site you can't put images in the right-hand 

navigation.  
•! Google analytics access - one of the reasons the library was separated from the main site was that 

the main website was unable to provide adequate usage statistics. 
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Concerns  
•! The Library website owners would like a landing page that meets their needs so that users can get to 

key actions - accessing databases, renewing books. They don't want to pay extra to design their own 
homepage. 

•! The archivist was wondering whether the current website would be archived for posterity. 
•! There was a lack of training on the CMS last time around so there “needs to be more support for 

website managers.” 

Barriers 
•! NHS Staff can't access university paid-for resources (using login) off site such as databases or e-

resources but they could get them through the NHS resources. 
•! Because of the joint faculty with Kingston, there is sometimes confusion for students about who to 

go to for what, password issues, access to two VLEs, St George’s will be running two VLEs on top of 
the ones Kingston are using (Moodle and Canvas concurrently) so staff can foresee students getting 
confused by that. 

•! NHS users all use Internet Explorer so need to ensure testing is done in this browser. 
 

Joint Faculty 
 
Stakeholders representing the Kingston University / St George’s Joint Faculty has concerns about the 
website redevelopment project that were unique to them: 
 

•! More acknowledgment of the existence of joint faculty courses on the external website. Currently 
there is minimal information about the arrangement on the courses where it is relevant, which has 
the potential to confuse and possibly mislead students who do not pay close attention. 

•! A desire to see more signposting of joint faculty content from the main website, where appropriate. 
•! Joint faculty staff do not have complete access to Portal, and often struggle even more than the 

wider population of staff in achieving their aims using the platform. This leads to a feeling that Joint 
Faculty staff are not part of the main staff body, and are not valued to the same extent. 

•! There is confusion over the role of the joint faculty – should it be used as another selling point for 
students? Do students see it as a benefit? We have not been able to address these questions in our 
research, but they will need answering as part of St George’s future plans for student recruitment. 
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AUDIENCE RESEARCH: SURVEYS 
 
In order to discover more about the primary audiences for St George’s websites, we carried out a series of 
online surveys. These were distributed to the following audiences: 
 
 

•! Current staff 
•! Current students 
•! Prospective students 
•! Prospective international students 
•! Prospective students from the widening participation programme 
•! School counsellors from international schools outside the UK 

 
 
Prospective students, current students, staff and school counsellors were asked a series of questions about 
the current external facing website, the current portal system and their hopes for the redesign project. This 
section outlines the common themes found in each audience group. 
 

Prospective students 
 

Interests 
 
The vast majority of respondents were looking to study at the undergraduate level. The most popular 
courses were the MBBS medicine course, followed by biomedical sciences. 
 
 

Undergraduate 92.31% 
Postgraduate (taught) 3.85% 
Other 3.85% 

 
Medicine MBBS 45.83% 
Medicine MBBS (Graduate Entry) 33.33% 
Biomedical Science BSc (Hons) 20.83% 
Medicine MBBS (five years) 20.83% 
Paramedic Science BSc (Hons) 16.67% 
Midwifery/Registered Midwife (Hons) 4.17% 
Paramedic Practice BSc (Hons) 4.17% 
Radiography, Diagnostic BSc (Hons) 4.17% 

 
This is in line with the general popularity of the Medicine MBBS course in its various forms, and is echoed by 
the high traffic seen to those pages in the Google Analytics review. 
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Number of visits per student 
 
Most students had looked at the St Georges’ website more than once. 
 

!

Website sentiment 
 
Prospective students were asked how far they agreed with the following statements (0= not at all, 100%= 
completely). The average sentiment demonstrated that prospective students had a good experience of the 
St George’s website. 
 

 
 

Likes and dislikes 
 
When asked to name three words to describe what they liked about the website, and three that they 
disliked, prospective students agreed on the following: 
 
 
 
 
 
 

55.56%

38.89%

5.56%

Yes-< several-times Yes-< once-or-twice Never

Have-you-visited-the-website?

77%

83%

80%

78%

87%

84%

I-can-easily-find-content-and-information-

that-I-am-looking-for

The-website-is-easy-to-use

I-trust-that-content-on-the-website-is-up-to-

date-and-accurate

I-feel-that-the-website-is-for-me

The-website-presents-a-positive-image-of-

the-University

The-websitemakes-me-want-to-study-at-St-

George's

Website-sentiment

Likes Dislikes 
Layout Not up to date 
Design Not enough student stories 
Easy to use Confusing information 
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Finding information 
 
Prospective students predominantly use the website to find out about the university.  
 

 

St George’s brand 
 
Respondents were asked to choose from a list of adjectives to describe St George’s.  
 
The top ten most commonly-cited words, all chosen by more than 40% of respondents, were: 
 

•! Professional 
•! Friendly 
•! Open  
•! Enthusiastic 
•! Modern 
•! Strong  
•! Dynamic 
•! Expert  
•! Safe 
•! Unique 

 
 
 
 
 
 
 
 
 
 
 

4.17%

8.33%

4.17%

8.33%

8.33%

54.17%

12.50%

Ordered-a-prospectus

Used-online-forums

Looked-at-the-university's-social-media-accounts

Spoke-online-with-people-who-have-studied-at-St-…

Spoke-offline-with-people-who-have-studied-at-St-…

Looked-at-the-website

Attended-a-university-fair

Preferred-method-of finding-information-about-studying-at-

St-George's
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Prospective international students 
Respondents  
 
Most international respondents were from Canada. Unlike UK prospective students, the biomedical science 
course was the degree course that most students were trying to find out more about. 
 

Canada 42.86% 

Belgium 14.29% 
China 14.29% 

Singapore 14.29% 
Switzerland 14.29% 

 
Biomedical Science BSc 
(Hons) 

66.67% 

Medicine MBBS (five years) 50.00% 
Biomedical Science MSci 33.33% 
Medicine MBBS 33.33% 
Nursing/Registered Nurse 
BSc (Hons) 

33.33% 

Medicine MBBS (Graduate 
Entry) 

16.67% 

 

Number of visits per student 
 
Over a third of prospective international students had never looked at the St George’s website. 
 

!
 
 
 
 
 
 
 

35.71%

28.57%

35.71%

Yes-< several-times Yes-< once-or-twice Never

Have-you-visited-the-St-George's-website?
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Website sentiment 
 
The average sentiment demonstrated that prospective international students had a good experience of the 
St George’s website but that compared to UK prospective students, they felt the website was less ‘for them’. 
 

 
 

Likes and dislikes 
 
When asked to name things they liked about the website, and three that they disliked, prospective students 
agreed on the following: 
 
 
 
 
 

Finding information 
 
Prospective international students predominantly use their teachers or tutors to find out about the 
university:  the website is less important for them. 
 

 

85.00%

89.00%

85.00%

79.00%

82.00%

I-can-easily-find-content-and-information-that-I-am-looking-

for

The-website-is-easy-to-use

I-trust-that-content-on-the-website-is-up-to-date-and-accurate

I-feel-that-the-website-is-for-me

The-websitemakes-me-want-to-study-at-St-George's

Website-sentiment

14.29%

14.29%

28.57%

14.29%

57.14%

14.29%

Looked-at-the-university's-social-media-accounts

Spoke-online-with-people-who-have-studied-at-St-…

Looked-at-the-website

Spoken-with-a-career-advisor-or-school-counsellor

Spoken-with-teachers,-tutors-or-lecturers

Attended-a-university-fair

How-did-you-find-out-more-information-about-studying-at-

St-George's?

Likes Dislikes 
Colours More student perspectives 
Design No FAQs for each course 
Images Hard to find exact details 
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St George’s brand 
 
Respondents were asked to choose from a list of adjectives to describe St George’s.  
 
The top ten most commonly-cited word were: 
 

•! International 
•! Professional 
•! Friendly 
•! Open  
•! Safe 
•! Confident 
•! Unbiased 
•! Caring 
•! Integrity 
•! Compassionate 

 

Widening Participation 
 
Prospective students who were introduced to St George’s by the widening participation programme were 
surveyed for their thoughts on the website. 
 

Respondents 
 
Most respondents were interested in the medicine course or the biomedical science degree. 
 

Which courses are you considering?  
Medicine MBBS (five years) 62.16% 
Medicine MBBS 54.05% 
Biomedical Science BSc (Hons) 37.84% 
Biomedical Science MSci 18.92% 
Medicine MBBS (Graduate Entry) 18.92% 

Midwifery/Registered Midwife BSc (Hons) 10.81% 
ursing/Registered Nurse BSc (Hons) 10.81% 
Healthcare Science (Physiological Sciences) BSc (Hons) 5.41% 
Paramedic Practice BSc (Hons) 5.41% 
Radiography, Diagnostic BSc (Hons) 5.41% 
Social Work BA (Hons) 5.41% 
Healthcare Practice DipHE and BSc (Hons) 2.70% 
Medicine MBBS at the University of Nicosia (four years) 2.70% 
Occupational Therapy BSc (Hons) 2.70% 
Paramedic Science BSc (Hons) 2.70% 
Radiography, Therapeutic BSc (Hons) 2.70% 
Physiotherapy BSc (Hons) 0.00% 
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Website sentiment 
 
The average sentiment showed that WP students had a good experience of the St George’s website but that 
compared to UK prospective students, they felt the website was less ‘for them’.  There is also a reduction in 
the number of WP students who felt they would apply based on the website, when we compare to 
prospective students via the traditional route. 
 

 

Finding information 
 
Prospective WP students predominantly use a combination of talking to their teachers and the website to 
find out more about St George’s. They also spoke with current students.  
 

 
 

73%

78%

79%

67%

83%

75%

I-can-easily-find-information-that-I-am-looking-for

The-website-is-easy-to-use

I-trust-that-content-on-the-website-is-up-to-date-and-accurate

I-feel-that-the-website-is-for-me

The-website-presents-a-positive-image-of-the-University

The-websitemakes-me-want-to-study-at-St-George's

Website-sentiment

13.51%

13.51%

5.41%

2.70%

35.14%

54.05%

32.43%

51.35%

24.32%

Ordered-a-prospectus

Used-online-forums

Looked-at-the-university's-social-media-accounts

Spoke-online-with-people-who-have-studied-at-St-

George's

Spoke-offline-with-people-who-have-studied-at-St-

George's

Looked-at-the-website

Spoken-with-a-career-advisor

Spoken-with-teachers

Attended-a-university-fair

How-did-you-find-out-more-information-about-studying-at-St-

George's?
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St George’s brand 
 
Respondents were asked to choose from a list of adjectives to describe St George’s.  
 
The top ten most commonly-cited word were: 
 

•! Professional 
•! Friendly 
•! Safe 
•! Modern 
•! Insightful 
•! Caring  
•! Relaxed 
•! Unique 
•! Confident 
•! Strong 

Subgroups 
 
Within the WP group, one quarter of prospective students had visited the site more than once. 
 

Have you visited the St George's website?  
Yes - several times 25.58% 
Yes - once or twice 62.79% 

 
When we consider their responses separately, these students tended to find the website easier to use and 
more reliable compared to those who only visited once.  

 
Once 
only 

Repeat 
visitors 

I can easily find information that I am looking for 73% 80% 
I trust that content on the website is up to date and accurate 79% 90% 
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Student counsellors 
 
Counsellors and tutors from non-UK territories were asked to complete a survey of the external website. 

Respondents 
 
Counsellors who responded were mainly from Canada and China.  
 

 
 

Website sentiment 
 
Student counsellors were asked how far they agreed with the following statements.  The sentiment was 
positive and is in line with the opinion of prospective students. 
 

 
 
 

Australia

Brunei-Darussalam

Canada

China

Egypt

Georgia

Greece

India

Japan

Jordan

Kenya

Lao-People’s-Democratic-Republic

Namibia

Poland

Singapore

Spain

Switzerland

Thailand

Turkey

United-Arab-Emirates

United-Kingdom

United-States-of-America

In-which country-do-you-work?

77

78

88

75

86

75

I-can-easily-find-content-and-information-that-I-am-looking-for

The-websitemakes-my-life-easier

The-website-is-easy-to-use

I-trust-that-content-on-the-website-is-up-to-date-and-accurate

I-feel-that-the-website-is-for-me

The-website-presents-a-positive-image-of-the-University to-…

Website-sentiment
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Likes and dislikes 
 
When asked to name three things they liked about the website, and three that they disliked, student 
counsellors agreed on the following: 
 
 
 
 

!

!

!

!

Finding information 
 
Student counsellors predominantly use the website to find out about the university. They also use university 
fairs and conversations with other school counsellors.  
 

 
 
When asked what information they are typically looking for, school counsellors suggested the following: 
 

•! IB entry requirements 
•! admission requirements,  
•! deadlines to apply by 
•! program details 
•! student/campus life 
•! scholarships 
•! financial information 
•! housing for international students 
•! images of the school environment 

8.57%

8.57%

5.71%

14.29%

25.71%

94.29%

62.86%

20.00%

68.57%

Order-a-prospectus

Use-online-forums

Look-at-the-university's-social-media-accounts

Speak-online-with-people-who-have-studied-there

Speak-offline-with-people-who-have-studied there

Look-at-the-website

Speak-with other-school-counsellors

Speak-with-teachers-or-tutors

Attend-university-fairs

How-do-you-usually-find-out-information-about a-university?

Likes Dislikes 
Entry requirements SEO takes us to St George’s 

Grenada 
Course info easy to find Need more student 

testimonials 
Easy to navigate Need cost calculator 
 Need better maps 
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St George’s brand 
 
Respondents were asked to choose from a list of adjectives to describe St George’s. School counsellors tend 
to feel that St George’s is professional, international and traditional. !
 

Current students 
 
Current students were asked for their opinion of the website and of portal. 

Respondents 
 
Most current students were undergraduates, in the first, second or third year of study. Respondents were 
almost entirely from the MBBS or biomedical science courses. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
When asked about which communication methods were most important to them, students named email, 
letters and lecture announcements as more compelling than the website or portal.  
 

!
 

0
0.5
1

1.5
2

2.5
3

3.5
4

4.5
5

Which-university-communication-methods-do-

you-pay-the-most-attention-to?

Course  
Undergraduate 90.00% 
Postgraduate (taught) 5.46% 
Postgraduate (research) 1.82% 
Prefer not to say 2.73% 

Year of study 
1 32.41% 
2 33.33% 
3 21.30% 
4 9.26% 
5 2.78% 
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WEBSITE 

Number of visits per student 
 
There is a wide range of responses in terms of how often current students use the website. One quarter use it 
several times a day, while almost a fifth only look at it once a month. This difference does not appear to be 
explained by choice of course or year of study. 
 

 
 

Website sentiment 
 
Current students were asked how far they agreed with the following statements. While they felt that the site 
presented the university positively, only half felt the site was for them. Again, just over half felt the site was 
easy to use or made their life easier. 
 

 
 
 
 
 

21.35%

14.06%

19.79%

9.38%

18.23%

11.46%

5.73%

Several-

times-a-day

Once-a-day Couple-of-

times-a-

week

Once-a-

fortnight

Once-a-

month

Once-a-year Never

How-often-do-you-visit-the-main-St-George's-

website?

56%

54%

57%

60%

51%

70%

I-can-easily-find-content-and-information-

that-I-am-looking-for

The-websitemakes-my-life-easier

The-website-is-easy-to-use

I-trust-that-content-on-the-website-is-up-to-

date-and-accurate

I-feel-that-the-website-is-for-me

The-website-presents-a-positive-image-of-

the-University to-the-outside-world

Website-sentiment
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Likes and dislikes 
 
When asked to name three words to describe what they liked about the website, and three that they 
disliked, prospective students agreed on the following: 
 
 
 
 
 
 
 

PORTAL 

Number of visits per student 
Over 70% of current students are visiting the portal site at least a few times week, with a third using it more 
than once a day.  

 

Portal sentiment 
 
When asked how far they agreed with the following statements, the average current student reported that 
the portal is not easy to use, does not tend to make their life easier and generally, does not provide a good 
image of the university. 

 

30.00%

15.71%

25.00%

13.57%
11.43%

1.43%
2.86%

0.00%

5.00%

10.00%

15.00%

20.00%

25.00%

30.00%

35.00%

Several-

times-a-

day

Once-a-day A-few-

times-a-

week

Once-a-

fortnight

Once-a-

month

Once-a-

year

Never

How-often-do-you-visit-the-Portal?

39%

47%

38%

52%

48%

42%

I-can-easily-find-content-and-information-that-I-am-…

The-Portal-makes-my-life-easier

The-Portal-is-easy-to-use

I-trust-that-content-on-the-Portal-is-up-to-date-and-…

I-feel-that-the-Portal-is-for-me

The-Portal-presents-a-positive-image-of-studying-at-St-…

Portal-Sentiment

Likes Dislikes 
easy to navigate Aimed at prospective students only 
lots of pictures hard to find what looking for 
simple layout out of date content 
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Likes and dislikes 
 
When asked to name what they liked about the portal, and what they disliked, current students suggested: 
 
 
 
 
 
 
 
 

Subgroups 
 
When we stratify the current students who responded, we can find some differences in how they feel about 
the website. 

•! People who give a value of 51 or more for “The Portal is easy to use” reported that they liked portal 
because of “quick links at bottom of page, access to email is clear, access to moodle”. 

•! People who give a value of 30 or less for “I feel that the portal is for me” had more negative 
sentiments about portal and described their dislikes as “hard to navigate, not much content” 

•! People who give a value of 70 or more for “I feel that the portal is for me” also tended to agree that 
“portal makes my life easier” and commented positively on “useful information, easy access to 
lectures, saves log-in details”. However, it is likely that comments such as this come from users who 
think they are referring to the Moodle, not the Portal – which in itself suggests confusion between the 
different systems. 

 

St George’s brand 
 
Respondents were asked to choose from a list of adjectives to describe St George’s. Current students tended 
to agree with prospective students in that St George’s is friendly, international and safe.  
 
The top ten words chosen were: 
 
1.! Friendly 
2.! International 
3.! Professional 
4.! Safe 
5.! Relaxed 
6.! Unique 
7.! Inclusive 
8.! Open 
9.! Caring 
10.! Informal 
 
 
 
 
 
 

Likes Dislikes 
has a lot of information not student orientated 
student centre pages navigation 
can subscribe to courses needs better interface 
PBL and session material ineffective search function 
 out of date information 
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Staff 
Respondents 
 
Most of the staff surveyed were professional services staff or academic staff. 
 

What is your main role at the University? 
Senior Management (Dean, Institute 
Director, Director of support areas) 

5.36% 

Academic (Lecturer, Senior Lecturer, 
Reader or Professor) 

25.89% 

Research Staff 8.93% 
Technical staff 2.68% 

Professional Services/Administrative 
staff 

48.21% 

Students’ Union staff 0.89% 
Prefer not to say 6.25% 
Other (please specify) 1.79% 

 
 
Respondents told us that they used weekly newsletters and emails far more regularly to find out about St 
George’s news compared to the website or portal. However, portal was used twice as much as the website.  
 

!

 
 
 

20.18%

40.37%

77.06%

61.47%

9.17%

16.51%

60.55%

Website Portal George's-

Weekly-

newsletter

Emails-within-

my-department

Social-media Notice-boards-/-

digital-screens-

around-the-

University

Word-of-mouth-

from-

colleagues

How-do-you-find-the-latest-news-about-St-George’s?
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WEBSITE 

Number of visits per staff member 
 
There is a wide range of responses in terms of how often staff use the website. Over 45% of staff use the site 
at least once week, with a fifth using it once a day or more. 
 

 
 
 

Website sentiment 
 
Staff were asked how far they agreed with the following statements. Staff were the group of respondents 
that felt the site was least for them. There was a lack of trust in the site and most felt that the site did not 
make their life easier. This negative sentiment is in stark contrast to the positive responses of prospective 
students. 
 

!
 
 
 

17.74%

7.26%

23.39%

9.68%

25.00%

10.48%

6.45%

Several-

times-a-day

Once-a-day Couple-of-

times-a-

week

Once-a-

fortnight

Once-a-

month

Once-a-year Never

How-often-do-you-visit-the-main-St-George's-

website?

45%

37%

48%

40%

34%

56%

0% 10% 20% 30% 40% 50% 60%

I-can-easily-find-content-and-information-

that-I-am-looking-for

The-websitemakes-my-life-easier

The-website-is-easy-to-use

I-trust-that-content-on-the-website-is-up-

to-date-and-accurate

I-feel-that-the-website-is-for-me

The-website-presents-a-positive-image-of-

the-University to-the-outside-world

Website-sentiment
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Likes and dislikes 
 
When asked to name three words to describe what they liked about the website, and three that they 
disliked, staff agreed on the following: 
 
 
 
 
 
 
 
 
 

 

Subtypes 
 
When we stratify the staff who responded, we can find some differences in how they feel about the website. 
 

•! Research/academic staff tended to have the most negative response to the website. 
 

 
Average 
staff 

Research/academic 
staff 

I can easily find content and information that I am looking for 45% 40% 
The website makes my life easier 37% 32% 
The website is easy to use 48% 40% 
I trust that content on the website is up to date and accurate 40% 34% 
I feel that the website is for me 34% 29% 
The website presents a positive image of the University to the 
outside world 56% 50% 

 

PORTAL 

Number of visits per staff member 
 
Almost 60% of staff use portal several times a day, with 75% using it at least once a day.  
 

 

59.48%

15.52% 18.10%

6.03%
0.86% 0.00% 0.00%

Several-

times-a-

day

Once-a-

day

A-few-

times-a-

week

Once-a-

fortnight

Once-a-

month

Once-a-

year

Never

How-often-do-you-visit-the-Portal?

Likes Dislikes 
Images Content not up to date 
Bold design Nothing about staff 
Modern feel Poor search function 
Clean look Not enough for current students 

Easy to navigate 
Some images too big and 
distracting 

 Nothing about research 
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Portal sentiment 
 
Sentiment about portal from staff tended to be negative, with respondents only feeling that the portal was 
useful and accurate 20-30% of the time.  
 

!

Likes and dislikes 
 
When asked to name three things they liked about the portal, and three they disliked, staff proposed the 
following: 
 
 
 
 
 
 
 
 
 

Project aims 
 
When staff were asked which issues they regard as the most important things that we should address in the 
redeveloped website and Portal, they asked for the following: 
 

•!searchable 
•!clear navigation 
•!up to date content 
•!info for staff and current students on the main website 
•!promoting St George’s more effectively 

 
 
 
 
 
 
 
 

23.00%

37.00%

30.00%

22.00%

43.00%

24.00%

I-can-easily-find-content-and-information-that-I-am-looking-…

The-Portal-makes-my-life-easier

The-Portal-is-easy-to-use

I-trust-that-content-on-the-Portal-is-up-to-date-and-accurate

I-feel-that-the-Portal-is-for-me

The-Portal-presents-a-positive-image-of-studying-at-St-…

Portal-sentiment

Likes Dislikes 
Has potential Poor search 
Can find information eventually Poor navigation 
Phonebook Information hard to find 
Room booking Content out of date 
 Looks outdated 
 Links broken 
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Intercept survey 
 
As well as targeted surveys sent to specific audiences, we also placed a short pop-up survey on the St 
George’s website. This survey appeared to website users after a short period of time on the website, and 
asked them a few questions: 
 

•! Who they are 
•! Why they’re visiting the website 
•! Whether they have been successful in finding the information they need 

 
Over 200 website visitors took part in the survey, with varying answer rates for each question. 

Who visits the website? 
 
Participants were asked to select who they were from a list of the following: 
 

Thinking of studying at St George’s 60% 
Currently studying at St George’s 6% 
Currently working at St George’s 6% 
Thinking of working at St George’s 4% 
Other  24% 

 
If they selected “other”, they were prompted to provide further information. Of the 146 visitors who 
answered this question, 32 gave an alternative description of themselves, including: 
 

•! Advocate and consultant 
•! Biochemist  
•! Ex student 
•! Day patient 
•! Researcher  
•! Teacher advising pupil re application  
•! Member of the public 
•! Cancer patient and radiotherapy physicist  

Did you find what you needed? 
 

 

Did-you-find-what-you-needed?

Yes No Unanswered
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When asked if they had found the information they were looking for, 49% of participants said they had, with 
22% saying they had not. 29% did not answer this question. Removing those who did not answer, 68% were 
successful in their visit and 32% were unsuccessful.  
 
 

Successful visits 
 
 

 
 
 
Those users whose visits were successful were likely to be looking for course information and entry 
requirements. During the time we conducted this survey, there was a disproportionately high number of 
visitors looking for a specific news story about cannabinoids being used for cancer treatment. The high 
number of visits is not reflected in the overall traffic pattern we see in the year-long Google Analytics review, 
so we can assume this is not a typical occurrence.  
 
These news-driven visits also account for the wide variety of “other” visits noted above – all of these 24 visits 
categorised themselves as “other”. 
 
 
 
 
 
 
 

0 5 10 15 20 25 30

News-< cannabis

Course-information

Entry-requirements

Contact-details
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Profiles

About-St-George's

Open-Day

News

Student-advice
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staff-email

Research

Library

What-do-users-successfully-find?
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Unsuccessful visits 
 

 
 
For those visits that were unsuccessful, the most popular information sought was course information or 
entry requirements. This is not surprising, as the majority of visits come from prospective students. It is also 
worth noting that a few visitors were unable to find the cannabinoids news story, despite it being prominent 
on the homepage. 
 

Prospective students 
 
There were 89 participants who described themselves as prospective students. These students were slightly 
less successful than the overall population at finding what they needed: 
 

 
 

0 2 4 6 8 10 12 14 16 18 20

Course-information

Entry-requirements

News-< cannabis

Contact-details

Profiles

About-St-George's

Open-Day

Student-advice

What-do-users-fail-to-find?

Did-you-find-what-you-were-looking-for-today?

Yes No Unanswered
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Although the percentage of successful visits was the same, the higher number of blank responses to this 
question means that the weighted percentages for prospective students are 56% successful and 44% 
unsuccessful. This suggests that prospective students are less likely to find exactly the information they 
need when compared to the general population of website visitors, despite the website being aimed at 
specifically this audience. 
 
Prospective students were most likely to be seeking course information or entry requirements, with very few 
other topics mentioned.  
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AUDIENCE RESEARCH: FOCUS GROUPS 
 

Focus group analysis – prospective students 
 
We carried out two focus group sessions with prospective students who attended a St George’s open day in 
June 2017. 
 
The sessions lasted around 50 minutes in which students answered questions about their information 
requirements, how they were making decisions about which university to attend, and how they think St 
George’s presents itself to the outside world. They also took part in exercises designed to help us 
understand more about how they group different content and what they would expect to see on the St 
George’s website. 
 
 
After analysing the responses from the two groups, these were the major themes uncovered: 
 

•! Students tended to find out about St George’s through word of mouth or through UCAS or another 
comparison site. As such, they visit the website with at least some prior knowledge of the university. 

•! St George’s specialisation in medicine and related subjects is both a selling point and a concern – it 
appeals to those with a specific degree in mind, but they might worry about not being in a diverse 
environment. 

o! However, the mix of nationalities, ethnicities and ages at St George’s was noted, so this 
aspect of diversity at the university is of less concern. 

•! The St George’s website was praised for offering helpful information, and for being a first port of call 
of customer service with its live chat option. 

•! Students are interested in seeing personal testimonials, videos and other authentic student-led 
content when making their decision about where to study. 

 

Finding out about St George’s 
 
Students discovered St George’s through a range of sources, both online and offline. These included:  
 

•! UCAS website 
•! Google search for courses 
•! The Student Room 
•! School careers service 
•! Local GP 
•! Colleagues  
•! Friends who has studied at the university 

 
It seems that word of mouth was a common initial point of information, which students then followed up 
with their own online searches or visits to the website.  
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Choosing St George’s 
 
Students primarily tended to consider St George’s for a study destination thanks to its specialisation in 
medicine, along with secondary factors depending on the individual, including: 
 

•! Achievable entry requirements 
•! Benefits of hospital-based teaching 
•! Recommendation of a colleague 
•! Living locally, thus saving on accommodation/transport 

 

Profile of St George’s 
 
Students did not go into great detail about the reputation of St George’s beyond its profile as a university 
specializing in medicine and related subjects, but there were some comments about aspects of the 
university that they felt made it stand out compared to other universities: 
 

I think it's quite good that it's connected to the hospital because it kind of feels like you might get more 
patient contact. 
  
There shouldn't be a bad medical school because they're all regulated heavily, so I don't think it's 
necessarily better or worse than others – but I've never heard anything bad about it. 

 
One student did mention St George’s position in national rankings:  
 

Other universities might be able to get better reputations and ratings because of the courses that they 
offer... but for me, I think it's great. 

 
 

Other institutions 
 
Students were asked which other institutions they were applying to alongside St George’s. Some students 
hadn’t even got as far as making any kind of list, but there were some universities that were being 
considered by more than one attendee: 
 

Nottingham 4 

Swansea 3 

Warwick 3 

Queen Mary's 2 
 
Other universities mentioned included Bath, Oxford, Exeter, Liverpool, Bristol, UCL and Sheffield. In nearly 
every case, it was mentioned that St George’s was offering more achievable entry requirements than the 
other universities.   
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Concerns and doubts 
 
Although the students in the sessions had no specific concerns that were strong enough to deter them from 
applying to St George’s, they did mention one particular issue that was worrying them: 
 

Other universities talk a lot about club activities and getting to mingle with other courses and things 
because of all the activities you can do. But because this is kind of separate from that, I don't know if 
you'd get the same chances. 

 
This concern about the potential downsides of attending a very specialised university was echoed by many 
of the students. 
 
The other main concerns were the cost of living in London and the ease of finding transport to placements 
in later years.  
 

St George’s website 
 
Although students did not cite the website as their first source of information, they had all visited it at some 
point, and had some positive comments to make:  
 

The website was really easy to use, I just typed in the course and it was just there... it's nicely laid out. 
 

The videos of current students are really good. 
 
Two students mentioned that St George’s customer service for applicants was very positive: 
 

I used the website the most, I really like that it had the live chat thing so you could talk to people... with 
quick questions. 

 
The website has the correct number for you to call and it goes direct, not through the switchboard... 
some of the other universities have had that it's quite frustrating. 

 

Other sources of information 
  
As well as the St George’s website, students offered examples of other sources of information they had used 
to find out about the university. These included: 
 

•! The Student Room 
•! Get Me Into Medical School  
•! Unifrog 
•! Physical prospectus 
•! Calling the university 
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Exercises 
Content categories 
 
Students were asked to come up with types of information they might require from a university website, 
then to group this content into categories that made sense to them. This provided the following lists of 
categories and topics: 
 

Group 1 

Course Accommodation Finance / Living costs Location Student Life 

year by year structure accommodation 
discount 
entitlements transport 

Student Central 
at UoL 

placements University halls funding info parking clubs 

module options Private renting financial support cycling societies 

placement hospitals  course costs travel info sports 

study abroad  books  
Student 
support 

work experience    SU 

placements     

example timetables     
 

Group 2 

Life after University Student Life Course 
Additional 
information 

Starting salary transport options how to apply general SGUL info 

options a course may 
open up 

involvement in external 
activities 

how many people on a 
course 

info for mature 
students 

further employment extracurricular  experience needed  Location 

 union entry requirements  

 feedback from students similar courses  

 accommodation alternative course  

  workload  

  fees  

  course breakdown  

  equipment needed  

  core reading  

  placement info  

  tutors  
 
 
There are some clear similarities between the groups, such as the overarching “Course” and “Student Life” 
sections, which broadly include the same kinds of information.  
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Where the two groups differ is the addition of two rather practical categories in Group 1, “Accommodation” 
and “Location”, both of which appear in other categories in Group 2. 
 
The other key difference between the two groups is Group 2’s inclusion of a section focused on life after 
university, something that appears not to have been important to Group 1. 
 

Content preferences 
 
We asked students to look at a series of possible content ideas and tell us how useful they would find them 
in helping to decide where to study. From a series of over 30 ideas, the top five were: 
 

Content Average score 

The opportunity to chat directly with a student on this course or at this 
university 4.64 

The opportunity to chat directly with former students or professionals 4.64 

Advice on applying to study at university i.e. help with applications, 
deadlines etc. 4.50 

Check lists of things to consider when applying for university 4.50 

Videos of current students talking about their course 4.43 
 
The content types rated highest suggest that a combination of application advice and personal testimonials 
are most valued by this group of students.  
 
The lowest rated content types were: 
 

Content Average score 

Podcast interviews with academics or tutors about their research 3.21 

Advice about deciding which country to study in 3.07 

Videos about living and studying in London 2.93 

Information and reviews of cafes, restaurants and attractions in London 2.64 

Stories about local people and businesses (i.e. an article about the guy 
who runs the local coffee shop) 2.57 

 
We believe this list is slightly skewed by the presence of a high ratio of London-based attendees at the focus 
groups. These students would naturally see less benefit in information about the city – though it should be 
remembered that St George’s does appeal to London-based applicants, so this list is likely to be accurate. 
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Focus group analysis – current students 
 
We carried out two focus group sessions with current students at St George’s in July 2017. 
 
The sessions lasted around 50 minutes in which students answered questions about their information 
requirements, how they made decisions about which university to attend, and how they think St George’s 
presents itself to the outside world. They also took part in exercises designed to help us understand more 
about how they group different content and what they would expect to see on the St George’s website. 
 
After analysing the responses from the two groups, these were the major themes uncovered: 
 

•! Students believe there should be one platform that addresses what is held in the Portal and Moodle. 
o! Relatedly, the external website is not used by current students at all, though they 

acknowledge that it appears to have improved in recent years. 
•! The size of the university has affected most people in some way, both positively and negatively. 
•! There are many issues with internal communications which appear to have a knock-on effect on the 

students, including how they receive their information and how they are communicated with. 
•! Student course reps are in charge of distributing a lot of content from course leaders and they often 

use Facebook to do so. 
o! The fact that alternative methods such as Facebook Groups are being used to communicate 

course information is thought of negatively by nearly everyone, especially those who are not 
on Facebook. 

Finding out about St George’s 
 
Students discovered St George’s through a range of sources, both online and offline. These included:  
 

•! Recommend through friends and family 
•! Through colleague at where they were researching at the time (PHD student) 
•! Friend recommended it due to CAT score 
•! Only heard of it because of looking at lists of UK medical schools 
•! Complete University Guide - quite low down so had to scroll down 
•! The Student Room - big list of med unis, list entry requirements 
•! Heard about at university fair in Canada - INTO - recruitment advisor 
•! Know of the hospital through 24 hours in A&E (mentioned by several people in each group) 

 
It seems that word of mouth was a common initial point of information, as well as course or university 
comparison websites. 

Choosing St George’s 
 
Most students had chosen the university because it offered a specific course that they wanted to study. 
Other reasons were cited depending on an individual’s own situation, including : 
 

•! Small size of the university 
•! Location in London – a positive for both Londoners and others 
•! Recommendation of family or friends 

 
It is notable that current students did not raise the factor of achievable entry requirements to the same level 
of the attendees in the focus groups for prospective students. This is likely to be due to the immediate 
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importance of entry requirements to those applying. However, they did point out that it was rarely anyone’s 
first choice of university.  

Profile of St George’s 
 
Students felt that St George’s was not a very well-known university. The felt it was typically know in London 
but not outside the city, and primarily because of its connection to the hospital.  
 

When you say you’re at St George’s people assume you work at the hospital, not that you study there. 
  

People know of it through 24hrs In A&E, so that’s helped its profile a bit 
 
It was mentioned that the outside impression of St George’s was that it only taught medicine, whereas there 
are options to study other courses too. 

Concerns and doubts 
 
Current students were more likely than prospective students to talk about the concerns they might have had 
before attending the university. These included the size of the university, accommodation provision, and the 
overall student experience. 
 

Does the size stop good academic staff coming here? Academic staff might be more likely to come here 
if it was bigger, then the quality of teaching would improve. 
 
As it’s a small university I thought it wouldn’t be money rich which would affect my experience. 
 
When doing research it’s good to have more people doing similar things, so I was worried about this. I 
questioned if UCL or King’s might be better. 

 
The website was mentioned as the source of a couple of concerns, mostly a lack of detail on specific 
courses. 

Expectation vs reality 
 
The majority of students felt that the university did live up to their expectations, especially when it came to 
their course and the academic side of university. Student life was where students tended to disagree. Some 
said they had expected more form the overall student experience before they came, whereas others felt not 
enough was made of the good student life experience before they came: 
 

Student life is good. It should be advertised more. You could do a lot with the sport teams’ 
achievements, and things like that. 

 
The most commonly cited negative aspect to life at St George’s was in the overall communication and 
organisation of the university.  
 

Organisation is horrendous – we’re starting electives in two weeks and we don't know where our 
placements are.  
  
It took a month to announce who won student elections after the people won. 
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St George’s Portal 
 
It was clear that students didn’t use the portal very regularly, but they did list a few tasks they went there to 
carry out: 
 

Timetable is available through the portal but it's hard to access. 
 
I only go on the portal for exam results. 
 
Term dates - it would be better if they were on VLE. 

 
In line with comments we have heard from other audiences, several students said the portal was difficult to 
use. 
 

Exam results going on portal is a problem as it's really hard to navigate. 
 
If you need to go back and find something the next week, it's really frustrating. 
 
It’s difficult to use portal on your phone - lists are really long and you can’t see everything you need to 
see.  
 
Links are not kept updated throughout VLE and portal. You never know if a link is going to work or not. 

 
Because content is so hard to find in the portal, students have come up their own ways of finding content 
they need. 
 

To get to examinations is difficult – you have use a link that the university sends to you. 
 
Lecturers have told us that it’s best to save shortcuts to find information again on portal.  
 
We have a biomed group on Facebook, and that's where the link was to find results. 
 
Everything is so difficult to find that I go to the student centre to get an answer. 

 
As well as common complaints about the look and functionality of the Portal – the search function, 
unintuitive navigation, poor design – students also admitted to frustration and confusion about the different 
platforms they had to use. They felt that Portal was for staff, and that students would be better served by 
having all the information they needed in a dedicated platform of their own – such as Moodle. 
 

St George’s external website 
 
Nobody in either group used the public facing website, stating that there was ‘no need to use it’. Anyone 
who had been on in the last academic year had used it to find a course page for prospective students. 
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Exercises 
Content categories 
 
Students were asked to come up with types of information they might require from a university website, 
then to group this content into categories that made sense to them. This provided the following lists of 
categories and topics: 
 
 
 

Group 1 

Course Examinations email contacts Library 
Past papers Exam dates email 

 
admin 
contacts 

library 

Lecture slides Exam results   Hunter book 
search 

extra reading degree calculator    

Handbooks exam regulations    

SSP groups Post-exam advice    
teaching session sign-ups placement 

allocations 
   

search bar for course materials timetables    
module allocations     

extra resources pages     

 
 
 
 
 

Group 2 

admin (student related) Contacts news Calendar 
and events 

Room 
booking 

job opportunities staff emails year-specific 
notifications 

term dates room 
booking 

admin papers & contract  staff contact details news and updates 
on uni stuff 

timings and 
rooms  

IRF 
booking 

Bursary info lecturer contact 
details 

 timetables  

accommodation info staff/services 
email/extension 

 training 
information 

 

opportunities   events/talks  
notices   calendar  

research recruitment     

info on media services     
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Group 2 (cont.) 

Examinations Electives Course resources Other 
SSC guides & deadlines elective info lectures email 

submitting assignments placement details learning handbooks link to SU 
exam dates clinical info lecture slides & 

recordings 
Other student info 

assessment results  lecture slides clinical skills 
course deadlines  useful books & 

websites 
 

exam info    
candidate number    

assessments & exams    
exam results    
exam timetable    

 
 
There are clear differences between the groups, which are mainly due to the number of content options 
provided by group two. However, even with that in mind there are some notable points to consider. 
 
Group 2 included several sections that did not appear in Group 1’s lists – admin, room booking , and 
electives are the key examples. It is clear that Group 2 felt that these areas were important enough to 
warrant sections of their own. This importance was also given to examinations, something that was echoed 
by Group 1.  
 

Content preferences 
 
We asked students to look at a series of possible content ideas and tell us how useful they would find them 
in helping to decide where to study. From a series of over 30 ideas, the top five were: 
 
 

Content Average score 

Information about university services and facilities 4.45 

Advice on applying for university – help with applications, deadlines etc. 4.36 

Check lists of things to consider when applying for university 4.35 

Advice on looking for and applying for jobs 4.25 

Advice and information about living in London 4.20 
 
 
The content types rated highest suggest that a combination of application advice and practical information 
about the university and its location would have been the most important information for these students. It 
is notable that testimonials and personal feedback is not as prominent in this list as it is in the preferences 
suggested by prospective students. 
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The lowest rated content types were: 
 

Content Average score 

Interviews with academics about their research 3.00 

Podcast interviews with academics or tutors about their research 2.90 

Advice about deciding which country to study in 2.90 

Information and reviews of cafes, restaurants and attractions in London 2.75 

Stories about local people and businesses (i.e. an article about the guy 
who runs the local coffee shop) 2.09 

 
Interestingly, while content about living in London was popular, more flavourful information about local 
people and places was rated as less useful. This suggests that, in hindsight, students place a higher priority 
on more practical information. 
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STAFF INTERVIEWS 
 
We completed a short series of telephone interviews with St George’s academic staff in mid-July 2017. The 
calls lasted around 30 minutes and the interviewees we spoke to answered numerous questions about their 
information requirements, their thoughts on various aspects of the internal and external websites, and how 
they think St George’s presents itself to the outside world. 
 
After analysing the comments from all staff members, these were the major themes uncovered: 
 

•! The poor experience of the Portal leads staff to employ alternative methods of finding information 
•! Management of content is an unknown or onerous task 
•! Staff do not trust the accuracy of content on either the external website and the Portal  
•! There is a strong desire for basic functionality – search, navigation, content management – over 

“bells and whistles” 
•! The most common use of the Portal is to find contact details for other staff 
•! The external website is seen as a good tool for student recruitment, but little else 
•! There is a lack of faith in the inner workings of the university to support the culture change required 

to encourage adoption of distributed responsibilities for content management 
o! HOWEVER, staff do feel this is something that would be welcomed if it were implemented 

well 
•! No-one would be disappointed if the Portal were merged with the external website 

 

Poor experience of Portal 
 
All staff interviewed stated that the Portal was difficult to use, and in fact was off-putting enough to make 
them avoid it.  
 

I never use the Portal. It's useless. 
 
It’s clunky, it doesn't search well, and it’s horrible to look at. I try to use it as little as possible. 
 
It’s so hard to find anything that I end up not using it. I think the fact I don't use it often is a reflection of 
how bad it is. 
 
People often put up information in the form of Word documents, which means it can't be found in 
search - and I don't want to download the document, I want to read the information on the page. 

 
One staff member said that students reported poor experience with the Portal, with negative consequences 
for the overall student experience. 
 
 

Reliability of information 
 
When accessing information on the Portal, there was a lot of uncertainty around the accuracy of that 
information.  
 

It’s got lots of very old information, which doesn’t mean it's out of date but it doesn’t fill you with 
confidence. 
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You can work out whether something was updated recently, but you don't know if older stuff should 
have been updated by now. 
 

Alternative methods to Portal 
 
Because of how difficult staff members find the Portal to use, they have come up with alternative methods 
of finding content which are more reliable and waste less time. 
 

I would email someone I think might know, then go from there. Quicker than looking at the Portal. 
 

I use emails to find things out - easy to ask someone who is likely to have the info than use the Portal. 
 
Staff members said they do try and look for what they need but often give up due to difficulty of the task, 
and end up asking a colleague. Past experience of looking for something on the intranet can often put 
people off using it again so they will ask someone instead. 

 

Portal requirements 
 
Staff had some very basic desires for what the Portal should do to help them. 
 

It doesn't have to be amazing, with all the bells and whistles, but it has to work. 
 
Searching is the big thing. If that's sorted, a lot of it would be easier. 
 
Portal needs a complete overhaul. The search needs to work. It needs intuitive navigation. 

 

Design and layout 
 
Although it wasn’t the most popular topic, we did hear a few comments on the design and layout of the 
Portal. The consensus, as above, was that they weren’t bothered about how it looked as long as it worked. 

 

Accuracy of external content  
 
A common complaint about the external website was a lack of understanding about how the site was kept 
up to date. 
 

No idea how it gets updated. 
 
I don't know who owns the website. 

 
This was compounded by academic staff’s reliance on personal profiles and institute pages to inform the 
outside world of their work. When these pages were inaccurate, there was little to no trust in St George’s 
ability to give a positive impression of itself to the rest of the world. 
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If you've got to find three different people to update your page, and you don't know what format to do it 
in, you'll never do it.  

 
What we need is guidance on what we put in these pages. We weren't given guidance when we first 
wrote these. 
 

It was noted that there needs to be a decent content management system to ensure the content is kept up 
to date and personal content can be uploaded easily. 
 

Technology is really easy. People can use these systems. I should be able to pop in and update it like on 
Facebook. 

 

Purpose of external website  
 
Staff acknowledged that the most recent redesign of the external site has improved the way the university 
presents itself for student recruitment purposes, but feel this may have been at the expense of other areas of 
the university.  

 
Website is quite nice. It’s probably very appealing to prospective students, but so much is out of date 
about research and other information.  
 
I don't know what a lot of these things mean - retail tenancies, filming, etc. Apparently we have 
opportunities for retail vendors on site? That’s helpful! 
 
Not an awful representation for students, but it perhaps needs some work in other areas. 

 
 

One place 
 
This was not mentioned as much as other topics, but staff members still commented on whether it would be 
easier to have everything in one place, instead of across different systems. 
 

Why do we have a website and a portal? We could have a website with an internal section. 
 
Merging the two makes sense. We’d have less to maintain, and it would make it easier for those 
responsible.  
 

Culture change 
 
Although the focus of the interviews were on systems and technology, there were also times when the 
discussion strayed into topics such as staff buy-in and university culture. Specifically, staff felt that a 
historical negative experience of both the external website and the Portal would mean that a decent 
engagement and encouragement campaign would be required to get staff to make the most of any new 
systems put in place. 

 
Because people think the website's a nightmare, we don't have the culture of feeling pride in the 
website. 
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There are lots of little unauthorised sites all over the place. People like to be able to keep some control 
over their area. 
 
People need to think that they can do it easily, and then people will want to keep it up to date. If it was 
easy to update we'd do it more, mainly to keep the accuracy up. 

 
However, one staff member pointed out that the general feeling of pride in the university itself might be a 
good way to encourage involvement in maintaining accurate content. 
 

People aren't going to put stuff up that doesn't show them in a good light. 
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RESEARCH COUNCIL INTERVIEWS 
 
We completed a short series of telephone interviews with research councils, namely BBSRC and MRC, in 
early August 2017. The duration of the calls were around 20 minutes and the interviewees we spoke to 
answered numerous questions about their connections with St George’s University, their experience of St 
George’s website, their information requirements and their perceptions of the profile of St George’s. 
 
After analysing the interviews from all research council members, the major themes identified were: 
 

•! MRC and BBSRC do not regularly use the St George’s website as St George’s University is not a major 
recipient of funding from these research councils.!

•! When considering applications or panel members, St George’s website is the first source of 
information.!

•! The most common use of the St George’s websites is to find profiles of academics.!
•! All stated that they required more detailed academic profiles.!
•! The content of St George’s is not always up-to-date.!
•! Interviewees often supplement information found on the St George’s website with other sources of 

information when considering grant applications or panel members.!
•! Other sources of information are used to ensure a lack of bias towards the institution applying for 

funding, to gain a better picture of the UK representation of the institution/field and to check if 
academic applicants have sat on previous panels. 

 

Relationship with research councils 
 
All research council members said that their relationship with St George’s was limited because of St 
George’s lack of funding from these research councils. Participants do not regularly use the St 
George’s  website because these research councils do not fund St George’s research as often as other 
institutions. 
 
BBSRC stated that they do not fund much of St George’s research and suggests that St George’s research is 
more suited to funding from other research councils. 
 

“St George’s and BBSRC is slightly complicated because the remit of their research is mostly medical… 
[and] we do not fund anything related to disease… therefore, St. George’s… they fall mostly within MRC 
remit.” 

 
However, an employee of MRC said that: 
 

“I don’t think that St George’s are a major recipient of our funding, that’s not to say that a significant 
portion of their funding doesn’t come from us.”  

 
Though focused on more medical research, MRC states that St George’s in “one of the smaller institutions 
[MRC] works with”  and “the kind of institutions [MRC] have most interaction with [are] larger… they hold more 
researchers.” 
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Importance of St George’s website 
 
To award funding or appoint panel members, research council members will visit university websites to find 
information about academic staff and the institution. All research councils members stated that the 
university website is typically the first source of information when considering grant applications or panel 
members. 
 

“Websites become very important when you apply for big grant application.” 
 
All stated that the most valuable pages on the website are the academic profile pages. 
 

“Where I frequently use it, and I think where most people do, go to visit university websites is to visit 
researcher pages.” 
 

“We have to go on the website to check what exactly the certain person does [and] whether this is relevant to 
the application that we are reviewing.” 
 

Accuracy of St George’s website 
 
All participants stated that the information on SGUL website is not always up to date. The consistency of up-
to-date pages on university websites varies. In general, all suggested that it is typical that university websites 
are not regularly updated. 
 

“Generally there will be some that… were updated yesterday, but there will be some that were updated 
in 2010 or even older so it really depends.” 

 
‘Some are better than others, it’s a really mixed bag” 

 
One stated that information on university websites are most useful and useable to research councils when 
updated regularly.                                 
  

“Having publications up to date, any grants held is quite useful, committees sat on, that kind of 
information we’ll use.” 
 

Information requirements for website 
 
Aside from the academic staff pages, research council members were interested in specific institutional 
information about St George’s, such as: 
 

•! St George’s “particular specialty or department, e.g. clinical trials” 
•! St George’s “research highlights” 
•! “a particular bit of infrastructure that’s held there [at St George’s], like scanning or imaging… or a 

particular resource, like a tissue bank” 
 
Overall, research council members are interested in more information on St George’s current research, any 
unique/successful research highlights and their current research facilities and resources. Participants stated 
that these kinds of information are useful in their research of grant applications and to support grant 
applications etc. 
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Information requirements for academic profiles 
 
When using the St George’s website (or university websites in general), participants are most interested in 
the academic profiles of academic staff.  
 
The information requirements for academic profiles include: 

•! Expertise of the individual 
•! Collaborations - one participant is interested in who other professors are currently working with or 

have worked with previously. 
•! Previous grant applications 
•! Previous panels that academic staff have sat on - “if someone was sitting on MRC panel, that probably 

might meet the eligibility criteria for BBSRC.” 
•! Successful funding from other funding bodies 
•! Job title  - e.g. a lecturer, research associate a group leader (and what this job entails) 
•! Department within the university 
•! Conflicts of interest and “other affiliations that are not directly apparent from the location you’re 

looking would be helpful… people should be declaring that” 
 

Level of detail on St George’s academic profiles 
 
All research councils members were interested in more detailed information on profile pages as well as 
basic information (e.g. fields of study) to aid their research. One participant said “the more detail, the better” 
in terms of the background and expertise of academic staff on SGUL website. Another said that summaries 
of individuals’ expertise, knowledge and field of study would also be helpful: 
 

“I would like to have as many details as possible but sometimes I also would like to understand the 
broad knowledge of the certain [person] because if I want a panel member, this panel member needs 
to be an expert, for example, in biology, but I would also like this person to be able to answer animal 
cell biology.” 

 
“So… Information that’s a lot of specifics but also a little bit of background” 

 

Other sources of information 
 
All participants use other sources of information alongside the university website. Other sources of 
information mentioned include: 

•! Google (to find out about academic staff) 
•! BBSRC internal system and database 
•! REF - to see if they have sat on a REF panel 

 
Participants offered reasons for using other sources of information in addition to the university website, 
such as: 

•! External websites have less bias towards the institution applying for funding 
•! Pubmed is “the major one in terms of… finding out expertise in a way that is unbiased towards any 

location which is largely what we want” 
•! To see an overall idea of the UK representation of the institution/field 
•! To check if academic applicant have sat on previous panels (e.g. REF) 
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WEBSITE TESTING AND REVIEW 
 
In order to understand more about how the St George’s website is currently being used and how users might 
want to use it in the future, we carried out a short phase of website testing and review. This involved several 
aspects: 
 

•! Google Analytics review 
•! Review of session recordings 
•! Heatmapping of external website 
•! User testing of external website and Portal 

 

Google Analytics review 
 
This aspect of the research looked at a year’s traffic to the St George’s website and Portal with aim of 
identifying trends or difficulties and establishing audience behaviours and preferences. 
 
The full review is included on the following pages, but some key points are highlighted below: 
 

•! More than half of the yearly pageviews are of pages in the “Study” section of the site – pages relating 
to course information. Less than 6% of visits combined go to Research pages, which correlates with 
comments from stakeholders that the website is not helpful in promoting research activities.  

•! Weekly and yearly traffic patterns are consistent with the standard for sites catering to a university 
audience, with slight dips in summer and over Christmas, but peaks in September and January.  

o! These pattern is less stark than at other universities, perhaps due to St George’s specialist 
role as a medical teaching hospital, which may drive additional traffic outside of term time. 

•! The site-wide bounce rate for the year we examined is around 50%, suggesting that on half of visits 
users do not find themselves to be in the right place when they arrive. 

o! We should not that there are currently problems with the way the site records bounce rates 
and pages per visit. These figures are not accurate, producing highly erroneous results. This 
should be addressed when implementing the new website development. 

•! The presence of links to the Portal and other university resources on the external site results in a high 
number of users immediately leaving the site to visit these resources. 

•! 17.5% of Portal visits take place on mobile devices, suggesting that there is a strong case for a 
responsive or mobile-friendly internal website. 

•! Many Portal visits land on specific pages without visiting the homepage, suggesting that users have 
these pages bookmarked or linked from elsewhere. 
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GOOGLE ANALYTICS REVIEW 
 
Dates: 1-1-16 to 1-1-17 
 

Overview 
 
 
 
 
 

 
 
 
 
 
 
 
 

 
Site traffic follows a common academic pattern – midweek peaks with dips at weekends. There is slightly higher traffic in September/October, which is again 
common for a university website. There is little to no change over the summer, which could be explained by the fact that St George’s students do not have the 
same extended break that many other students might get. The dip over Christmas is again an expected occurrence, as is the slight spike on the first Monday in 
January. There are two major peaks, one in April and one in August, with another secondary peak in August. The August peaks coincide with the release of A 
Level results in the UK, so high traffic is expected here. The April peak initially appears to coincide with the Easter break, so this could be a result of students 
returning to studies after vacation. 
 
 
 
 

Sessions 873,892 
Users 539,813 
Page views 2,529,131 
Pages / session 2.89 
Avg. session duration 00:02:47 
New users 60.47% 
Bounce rate 51.69% 
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Page views 
 
 
 
 
 
 
 
 
 

Page views for the year show that traffic stayed reasonably static at around 180-200,000 per month until the summer spike, from which point there is a slow 
decline until the Christmas break. This is likely a combination of prospective students searching for possible universities and new students acclimating 
themselves to the university.  
 

 
There is little noticeable change to the number of pages per session on a weekly or monthly basis, though there are days when the ratio drops suddenly, usually 
coinciding with spikes in sessions. This suggests that these visitors are leaving the site relatively quickly, a theory borne out by the jumps in bounce rate for 
those days. 
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Year-on-year 
 

 
 
Traffic patterns for the previous year are broadly similar to 2016, though with some interesting differences. The A Level results peak in 2015 was much lower 
than in 2016, by a factor of three. If St George’s carried out marketing activity around Clearing and Adjustment in 2016, it was evidently much more effective 
than the previous year. The other interesting observation is that the Easter spike does not occur in 2015, suggesting that in 2016 this was more likely to be traffic 
that came through content or promotion than a result of seasonal trends. 
 

 2016 2015 % change 
Sessions 873,892 704,526 24.04% 
Users 539,813 442,127 22.09% 
Page views 2,529,131 2,289,799 10.45% 
Pages / session 2.89 3.25 -10.95% 
Avg. session duration 00:02:47 00:02:49 -0.87% 
New users 60.47% 61.35 -1.43% 
Bounce rate 51.69% 47.67 8.42% 

 
2016 saw an increase in overall traffic figures – sessions, users and page views. The number of users rose by more than a fifth, but the number of page views 
only rose by a tenth. In turn, user activity stats are less impressive, with pages per session, session duration and bounce rate all seeing worse results.  
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Traffic Sources 
 
Organic search is the biggest source of traffic at 70%, with nothing else above 
15%. This suggests that SEO activity is working well, thought the social referral 
figure of 3% suggests that activity on social platforms is not driving traffic. 
Direct traffic accounts for 14% and referrals for 12%.  
 
Very little traffic comes from social media sources – around 25,000 of 873,000 
visits. Of these, nearly a fifth happened on two days in 2016 – April 1st and 
August 11th, days that have a much higher rate than normal of new users. The 
April 1st social media spike corresponds with the jump in bounce rate at the 
same time, suggesting that this traffic was made up of an audience who were 
not interested in exploring more of the St George’s website. 
 
Of the keywords available to view, the top ten consist of various constructions of “St George’s University”.  
 
New users are more likely than returning users to find the site through direct means. This suggests that returning users are more likely to search for the site 
using terms they know will find St George’s, but new users might have come through another page or email link instead.  
 
For most sources, the traffic pattern is broadly similar for both new and returning users. However, when we look at the source with the biggest difference in 
numbers – direct traffic – we see some traffic spikes in “new” users that are not replicated in returning users. These spikes do not always correspond with 
negative on-site activity such as high bounce rates, so this suggests there are times in the year when new users are likely to come and explore the site – clearing, 
late entry dates, application times, etc. 
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Location 
 

Country Percentage of sessions Bounce Rate (%) Pages/Session 
United Kingdom 77.03 51.45 2.90 
United States 3.66 57.41 2.71 
India 1.59 56.01 2.85 
Canada 1.32 44.92 3.34 
Australia 0.96 56.54 2.45 
Ireland 0.86 52.58 2.79 
Germany 0.68 56.73 2.68 
Italy 0.63 48.72 3.12 
Singapore 0.55 46.37 3.30 
Hong Kong 0.54 42.63 3.54 

 
 
The country sending the most visitors is, perhaps unsurprisingly, the UK. The number of UK visits is understandably large, accounting for more three quarters of 
visits. The behaviour of UK visitors is broadly similar to the site average, though with slightly lower ratio of new to returning users. 
 
Of other countries, only the USA sent more than 3% of visitors. Visitors from the USA are the most likely to be new users, and also the most likely to immediately 
leave the site, with a bounce rate of 56%. We suspect this may be due to confusion with other universities called St George’s such as one in Grenada. 
 

Language 
 
Variations of English make up more than 93% of the languages detected by the site. No other language generates more than 0.6% of traffic, so we see no 
immediate need for alternative language provision at this stage.  
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Behaviour 
Technology 
 

Browser OS Device 
Chrome  43.39% Windows  43.92% Desktop 59.28% 
Safari 33.68% iOS 27.45% Mobile 32.50% 
IE 10.15% Mac  15.06% Tablet 8.23% 
Firefox 7.99% Android 12.13% 

 
The number of mobile sessions is up 48% on the previous year, and may well continue to grow. Tablet use is down slightly. There were peaks of mobile use in 
August that are echoed in desktop traffic, which appear to be related to exam results and recruitment activity. The April peak previously noted appears to be 
entirely driven by mobile traffic. This traffic is a result of a popular news story about ambulance despatchers that is hosted on the St George’s website. 
 

 
 
 
 
 
 
 
 
 

 
There is little discernible difference between the technology preference of new and returning users. This would suggest that returning users do not see any 
major differences in the experience of the site between a desktop computer or any other device. As the site is responsive to devices or screen sizes, this would 
be understandable.  
 
Returning users on all devices have a higher bounce rate and spend more time, than new users. This indicates that some returning users are staff (those 
heading immediately to Portal/email access), but that those non-staff who are visiting to explore the site are attracted enough to stay and read more. 
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Top content groupings 
 

Page path level 1 Page Views Unique Page Views 
Avg. Time on 
Page Bounce Rate 

/study/ 1,758,063 1,380,850 88.17 48.48% 
/ 359,038 283,804 95.11 45.42% 
/research-profiles-a-z/ 80,725 71,339 116.13 80.34% 
/research/ 63,158 44,535 60.66 65.62% 
/about-us/ 52,405 44,003 117.33 76.44% 
/news/ 40,200 34,677 106.03 76.01% 
/component/ 36,473 32,210 50.23 53.28% 
/alumni/ 23,353 20,626 89.74 87.79% 
/study 18,058 14,473 42.36 42.64% 
/courses/ 10,224 8,837 88.92 55.76% 

 
When we look at content groupings by navigation path, we see that the student recruitment content – the /study path – is by far the most popular. Study pages 
account for nearly 70% of all page views over the year – and even with the spikes in traffic for A level results, is still consistently high through the year.  
 
Research pages and profiles make up less than 6% of the total, and news around 1.5%. These sections are nowhere near as popular, yet are given similar 
prominence on the homepage. This is likely due to the focus of the website being on recruiting new students, so if the new website has a goal of raising 
awareness of other university activities then some additional promotion or direction towards these areas will need to be considered. 
 
There are a few notable bounce rate issues in the list, including high rates for research profiles, alumni, about us, and news. However, these areas also have 
reasonably high time on page scores, so it is likely that visitors are finding what they need on these pages, rather than leaving immediately because the page is 
not what they want. 
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Audience segments 
 

 Sessions Users 
Page 
views Pages/session 

Average 
session 
duration 

Bounce 
rate 

New 
sessions 

UK 
percentage 

Average 
monthly 
sessions 

Average 
monthly 
users 

Average 
monthly page 
views 

Total 873,892 539,813 2,529,131 2.89 00:02:47 51.69% 60.47% 77.03% 72824.33 44984.42 210760.92 

Users by 
country - UK 673,292 397,877 1,951,991 2.9 00:02:43 51.52% 57.72% 100% 56107.67 33156.42 162665.92 

Organic traffic 613,356 377,535 1,860,979 3.03 00:02:57 48.94% 57.63% 78.63% 51113.00 31461.25 155081.58 

New users 527,803 524,944 1,510,564 2.86 00:02:29 50.41% 100% 73.63% 43983.58 43745.33 125880.33 

Desktop users 518,944 314,398 1,698,230 3.27 00:03:13 46.19% 59.45% 75.37% 43245.33 26199.83 141519.17 

Bounced 
sessions 452,528 312,114 452,528 1 00:00:00 100.00% 58.80% 76.65% 37710.67 26009.50 37710.67 

Non-bounce 
sessions 421,364 291,881 2,075,271 4.93 00:05:45 0.00% 62.11% 77.47% 35113.67 24323.42 172939.25 

Returning 
users 346,089 122,780 1,017,234 2.94 00:03:13 53.87% 0.00% 82.26% 28840.75 10231.67 84769.50 

Mobile traffic 282,537 178,862 620,684 2.2 00:01:57 61.84% 62.42% 78.96% 23544.75 14905.17 51723.67 

Users by 
country - non-
UK 200,600 142,414 575,808 2.87 00:02:57 52.67% 69.38% 0.00% 16716.67 11867.83 47984.00 

Referral traffic 132,416 99,384 372,115 2.81 00:02:29 52.80% 63.22% 73.09% 11034.67 8282.00 31009.58 

Direct traffic 124,553 89,087 287,015 2.3 00:02:13 64.40% 70.44% 73.43% 10379.42 7423.92 23917.92 

Multi-session 
users 96,561 28,094 315,063 3.26 00:03:37 50.18% 23.79% 80.99% 8046.75 2341.17 26255.25 

Tablet traffic 72,412 43,845 208,884 2.88 00:02:51 52.57% 59.26% 81.61% 6034.33 3653.75 17407.00 

Social 12,020 9,018 23,736 1.97 00:02:06 79.83% 71.17% 80.73% 1001.67 751.50 1978.00 
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Portal  
 
Dates: 1-1-16 to 1-1-17 
 
We have examined use of the Portal over the same year-long period as the external 
site, though we are aware that general feeling towards the portal is quite negative – 
so a detailed examination of its usage will not provide many unexpected results. 
 

Portal traffic follows a pattern we would expect from an internal resource – Monday peaks with very low dips at weekends. There is slightly higher traffic in 
September/October, which is again common for a university platform. Over the summer traffic reduces until September, though certain spikes still occur – 
including several that correspond to students’ examination results. 
 
Users tend to spend around 3 minutes per visit when they come to the Portal, visiting 2-3 pages. This suggests that they have a specific page or set of pages they 
wish to visit, and specific information they need to find. Once their task is complete, they leave. Those days which see high traffic to examination pages also see 
increases in time spent – this information therefore appears to be of high importance during those times. 

Sessions 332,008 
Users 84,701 
Page views 925,457 
Pages / session 2.79 
Avg. session duration 00:02:59 
New users 23.77% 
Bounce rate 35.59% 
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Technology 
 

Browser OS Device 
Firefox 38.06% Windows  68.73% Desktop 82.42% 
Chrome 24.14% Mac 13.61 % Mobile 12.98% 
Safari 19.12% iOS 11.47% Tablet 4.60% 
IE 16.38% Android 5.52% 

 
Most sessions on the Portal take place on a desktop computer, which is understandable given its purpose. However, around 17.5% still take place on a mobile 
or tablet device, so there is certainly a need for responsive or mobile functionality.  
 
The broad mix of browsers used also suggests a need for a site that works across many platforms, rather than being optimised for a small number of specific 
cases. The higher than usual proportion of Firefox users would indicate that this is a browser installed as default on St George’s computers. 
 
It might also be worth noting that just over half of visits come from computers on the St George’s network. This means that a large proportion of visits take 
place on people’s own computers or other devices, confirming that staff and students are likely to access the Portal away from campus. With this in mind any 
replacement must be easy to access remotely. 
 

Traffic sources 
 
Most traffic to the Portal allegedly comes from referrals, but this is due to the recording of the SGUL single sign-in 
page sso.sgul.ac.uk as a separate site.  
 
Interestingly, 13.7% of users use a search engine to find the Portal. This suggests that many users don’t know the 
address for the Portal, or where to find it on another St George’s site. 
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Content 
 

Page Page Views 
Unique Page 
Views 

Avg. Time on 
Page Bounce Rate 

/teaching 105,013 90,778 169.13 84.32% 
/services 86,530 70,514 148.43 66.68% 
/ 53,027 35,951 138.90 29.50% 
/login_form 28,887 14,596 33.22 10.45% 
/logged_out 14,182 11,140 127.21 66.41% 
/contact-info 13,379 11,334 163.10 73.80% 
/org 11,919 8,855 31.20 12.75% 
/services/roombooking/room-booking-and-timetabling 10,468 7,963 288.98 71.03% 
/org/lis/reg/examinations-pages/examinations-homepage-1 8,383 4,402 225.77 63.97% 
/dashboard 5,110 3,824 20.80 42.86% 

 
The most popular individual page is not the Portal homepage but the teaching page. This would indicate that many staff visit this page without going through 
the Portal homepage, perhaps through bookmarks or other links. This does suggest that staff are using alternative methods of organising their content needs 
instead of using the site’s existing navigation. However, the exceptionally high bounce rate on this page suggests that something about the content on this 
page is not working correctly. 
 
Another high bounce rate occurs on the room booking page, and again on the contact information page. Both of these would suggest that users have very 
specific needs for these pages, and exit once their task is completed.  
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Content groupings 
 

Page path level 1 Type Page Views 
Unique Page 
Views 

Avg. Time on 
Page Bounce Rate 

/org/ Section 182845 133153 120.68 56.40% 
/teaching Page 105013 90778 169.13 84.32% 
/services Page 86530 70514 148.43 66.68% 
/ Page 53027 35951 138.90 29.50% 
/services/ Section 29495 23227 183.72 68.66% 
/login_form Page 28887 14596 33.22 10.45% 
/logged_out Page 14182 11140 127.21 66.41% 
/contact-info Page 13379 11334 163.10 73.80% 
/research/ Section 12957 9610 83.77 44.59% 
/org Page 11919 8855 31.20 12.75% 

 
When looking at the most popular sections in the Portal site, it is notable that many are not, in fact, hierarchical categories. Instead, more than half of the areas 
in the list are individual pages in their own right. More than anything else, this suggests that the navigation and structure of the Portal is not optimal, resulting in 
pages that appear to be designed as sections or higher-level areas of navigation in fact being dead ends for the user. 
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SESSION RECORDINGS 
 
We recorded 910 visits to the St George’s external website and Portal over a period of two months.  
 
We have watched more than 75 of these visits that fall into one or more of the following categories: 
 

•! External visits 
•! Landing on external homepage 
•! Landing on specific course pages (such as Medicine MBBS) 
•! Visits lasting more than 30 minutes 
•! Visits on mobile or tablet devices 
•! Portal visits 

 
We have summarised our main findings from these viewings below. 
 

External website 
 
Most visitors do not spend long on the site – a matter of minutes at most, and even then they are not 
“active” on the site for that length of time. Instead they will have the page open as one tab in a browser, or 
while using another programme on their device – so the time spent active on the site is much reduced. 
 
In addition to this, it appears that many visits involve users opening more than one browser tabs while 
exploring the site. This is not an uncommon behaviour, but it does suggest that visitors are being pulled in 
several directions by the information they see, instead of being guided down a single pathway. 
 

Longer visits 
 
The users that spend a long time browsing the site appear to be prospective students. As well as exploring 
pages related to their specific course, they are likely to look at pages about the location of the university, 
staff involved in teaching, and any specific requirements for their course.   
 

Homepage 
 
Visits that begin on the homepage usually continue through to course pages. These are reached through the 
top-level navigation, or through the course search. We witnessed only one visit who scrolled down the page 
to find course information. 
 
Overall, visits beginning at the homepage rarely scroll below the initial screen. Those that do appear to be 
staff or current students, as they jump to the bottom of the page for Moodle, Portal or email logins. 
 

Course pages 
 
Those arriving at course pages are also those most likely to visit another page or two – usually entry 
requirements, module lists, or scholarships. They often go back and forth, presumably looking for specific 
details. 
 



76      ST GEORGE’S, UNIVERSITY OF LONDON   | WEBSITE DEVELOPMENT PROJECT–AUDIENCE RESEARCH  

 

 
 
It is rare that a user will look at more than one course on a single visit. This suggests that they have a course 
in mind already, and are not coming to the site to decide what to study – instead they are likely to be 
comparing course details with those on other institutions’ websites. 
 

Information pages 
 
Those who land on other information pages, such as open days, ordering a prospectus, or looking for 
international student advice, are likely to leave once they have read the page. 
 
We observed one visitor who went to the Virtual Tour page, but chose not to view any of the tours, moving 
on to the contact us page instead.  
 

Portal 
 
Visits to the Portal often start on the Portal homepage, but it is also very common for visits to start on 
specific pages within the site – the “Services” menu page, or the “Maps” page, for example.  
 
Portal visits are often extremely short, with most being less than a minute long, and many below 30 seconds. 
These two behaviours together suggest that visits to the Portal are usually for a very specific purpose, and 
that users do not want to spend much time there – a theory that is backed up by our findings from staff 
interviews and user testing.  
 
We witnessed several examples of users being logged out of Portal while using it, and having to re-enter 
their details to continue using. In some cases these users failed to successfully log in, and closed their 
sessions as a result.  
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WEBSITE HEAT-MAPPING 
 
Using the online tool CrazyEgg, we were able to determine which parts of key webpages were most 
frequently clicked on and how much users are likely to scroll for further information. This helps us determine 
how users flow through the site, which links they are drawn to, and where they come from. 
 

How do people use the website? 
 
Heat mapping software has been used to track which areas of each page receive the most clicks, and to see 
how users explore the different sections.  
 
The pages selected for heatmapping were chosen based on criteria such as high levels of traffic, prominent 
placement in navigation hierarchies, or interesting traffic patterns identified in Google Analytics.  
 
In this report we look at some of the key pages we recorded usage of, and use them to highlight some key 
themes from our observations. These themes include: 
 

•! Staff and current students appear to use the homepage to access their secure areas 
•! Prospective students have common information that they require from menu pages, but often have 

to click additional links to find this information. 
•! The requirement to delve further is echoed on other pages such as News, where users are not 

provided with their required information at first glance. 
•! Returning users are less likely to search for courses or click course links, instead heading for other 

information about the student experience at St George’s. 
•! Users’ attention is mostly focused on courses and other information provided for prospective 

students. News, Research, Alumni, and other areas see significantly less traffic in similar time frames. 
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The Homepage 
 
From the homepage, the most popular destination that users click on is “select a course”, with 19.3% of 
clicks. Other pages designed for prospective students, such as Postgraduate and Undergraduate 
Programmes attract a few percent each, suggesting that at least a quarter of users visiting the homepage are 
prospective students directly looking for course information.  
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
The next most popular places to go from the homepage are: 

•! Moodle (13.7%) 
•! Staff/Student email (13.6%) 

 
These are both links in the footer of the page, suggesting that current students and staff simply jump 
straight to the bottom of the page for their links. This is borne out by the scroll map, which indicates that the 
bottom of the page is seen by more people than the midsection above it – this area includes Alumni and 
research information, but is seen by less than 25% of page visitors. 
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The Courses section 
 
 
Once visitors are on the Courses page, the course list becomes the focus of attention. 
 

 
 
The top course links selected by visitors are: 
 
•!Medicine MBBS - 21%  
•!Medicine MBBS (Graduate entry) – 15% 
•!Biomedical Science BSc (Hons) – 8% 
•!Paramedic Science BSc (Hons) – 5% 
•!Physiotherapy BSc (Hons) – 4% 
 
Together this group accounts for around 60% of all clicks 
on this page. It would be worth investigating if these 
numbers correlate with St George’s own understanding 
of the popularity of its courses. 
 
Notably, the footer links do not attract any attention on 
this page. This suggests that visitors are not current 
students or staff, this audience having filtered out to their 
preferred destination from another page. 
 
On the “Courses” page, there is a discernable difference 
in behaviour between new and returning visitors – new 
visitors tend to favour the central column of courses, 
whereas returning users are more likely to click on other 
links in the left-hand navigation. This suggests that 
returning visitors may have already established that the 
University offers their course of interest, and now they are 
looking for other information.  
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The Undergraduate page 
https://www.sgul.ac.uk/study/undergraduate  
 
Three links dominate the heatmap of this page: 
 

•! Visit an A-Z list of our undergraduate courses – 
29% 

•! Courses – 23.5% 
•! Find a course – 8% 

 
All three links go to the same page – the undergraduate 
course list. 
 
The search button accounts for around 3.5% of clicks, 
with Fees and Funding and Applying taking just under 
3% each. The distribution of clicks appears to vary little 
whether visitors are new or returning. 
 
Taken together, this might suggest that people visiting 
this page are more interested in finding a course than in 
any other undergraduate information available. If so, the 
current website setup is creating barriers to this by 
adding another level of navigation, when a list or 
dropdown on this page might suffice. 
 

The Postgraduate page 
https://www.sgul.ac.uk/study/postgraduate 
 
As with Undergraduate, three links dominate the map: 
 

•! Read our A-Z list of courses – 26% 
•! Taught courses [left-hand navigation] – 15% 
•! Taught courses [Body copy headline] – 10% 

 
All three links go to the same page – the postgraduate 
course list. 
 
The search button is again the next most popular at 5% 
of clicks, but then three links about Research Degrees 
appear before Fees and Funding.  
 
As with the undergraduate page, we would suggest that 
for he majority of users this page is merely a step on 
their journey, and in fact slows down their ability to 
access the page they want.  
 
On neither the undergraduate nor postgraduate page do 
users often scroll below the body copy.   
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Physician Associate Studies MSc 
https://www.sgul.ac.uk/study/postgraduate/taught-degrees-
postgraduate/physician-associate-studies-msc  
 
“Entry Criteria” is the most popular location to click on this page, 
with nearly 30% of users wanting this information. 
 

•! 8% of users watch the YouTube video 
•! 5% click on “Modules” 
•! 4.3% click on “Apply” 
•! 4.2% click on “Scholarships” 

 
Once visitors reach this level of the website, the Search input 
becomes much less popular, with only 0.5% of visitors clicking this 
area. 
 
The fact that entry criteria is the most sought-after information 
suggests it might be valuable to include this information on the 
page, though the level of detail required might be prohibitive. 
 
 
 
 
 
 

Medicine MBBS (Graduate Entry) 
https://www.sgul.ac.uk/study/undergraduate/undergraduate-
courses/medicine-mbbs-graduate-entry 
 
“Entry Criteria” is again the most popular location to click on this 
page, but in this case nearly half of users – 47% - are looking for this 
information. 
 
Other than this, no areas of the page attract more than 5% of clicks, 
with the next most popular area of the page being the non-
hyperlinked text area above the main image. 
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Entry Criteria 
https://www.sgul.ac.uk/study/undergraduate/undergraduate-courses/medicine-
mbbs/entry-criteria 
 
The Entry Criteria page for the Medicine MBBS 9Graduate Entry) course is the most 
popular link from the main course page. During the month we recorded, this page 
received around 6000 visits, compared to the 7000 received on the main course page. 
This again leads us to consider the possibility that this information might better serve 
users by being hosted on the main course page somehow. 
 
The spread of information requirements on this page is quite broad, with no stand-out 
areas attracting users’ attention.  
 
The scrollmap for the page shows that most users find their information in the top 
quarter, but some users need to jump further down. The information in the bottom 
quarter (policing checks, safeguarding, etc) is seen by less than 25% of users. The 
university may need to consider how vital this kind of information is for their students. 
 
The red area in the middle of the map, where some users jump to, contains the UKCAT 
requirements, suggesting a reasonable level of interest in this course from international 
students.  
 
 

 
 
 
 
 

 

Research 
https://www.sgul.ac.uk/research 
 
Despite being a link in the primary navigation, this page received only 
around 500 visits in the month we were observing.  
 
However, we found the scrollmap interesting, as it showed that users 
were likely to focus on the three research themes, and not the links to 
staff profiles or research news towards the bottom of the page.  

!
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News 
https://www.sgul.ac.uk/news 
 
While this page had very few visitors in comparison to other 
sections of the site, we saw a common theme crop us again 
– that users were more interested in content that required 
another level of navigation to reach. In this case the most 
popular links were to the longer list of news articles, 
suggesting that the 6-8 stories visible on this page were not 
those required by visitors.  
 
The two strongest hotspots on the map to the right are both 
links to the same page, https://www.sgul.ac.uk/news/news-
archive, and together account for around 46% of clicks on 
this page.  
 
The carousel buttons were clicked by 2% of visitors, but 
neither of the links in the carousel were actually clicked in 
the month we were recording. 
 
 
 

Business 
https://www.sgul.ac.uk/business 
 
This page only received around 100 visits in the months our snapshot was running. As such it is hard to 
determine any real patterns of behaviour from the visits to this page, but we should note that the three most 
popular locations for users to click were not, in fact, business-related links: 
 

•! Search box 
•! Homepage link 
•! Alumni  

 
This might suggest that users finding this page are actually expecting something other than what they find. 
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WEBSITE TESTING: STAFF 
 
To discover more about how staff find information at St George’s, University of London, we ran a short series 
of user tests.  
 
These tests involved staff volunteers from around the university who were asked to carry out a range of tasks 
that might occur in day-to-day life at the university. Their progress was recorded using screen capture 
software, and they were asked questions about their experience as they carried out the tasks. 
 

Key findings 
 

•! Testers did not often make use of the external website, though they said they knew that students 
might be able to find useful information there.. 

•! In most cases staff tried to use the Portal to complete tasks, though they were not confident in the 
Portal’s ability to present them with the correct information. 

•! Testers experienced many navigation issues, often caused by the Portal using terminology they 
would not use themselves, or due to content being filed in a non-intuitive way. 

•! All testers said they had alternative ways of carrying out regular tasks they need to perform which 
would ordinarily require the Portal – they might save documents elsewhere for easy access, email a 
colleague for help, or use another website. 

•! In many cases, staff said they would not use the search function or navigate through the Portal 
themselves, instead relying on bookmarks they have saved on their local machines. 

•! It was a common theme that faith in the Portal was low as no-one knew who was responsible for 
keeping it up to date. When staff encountered an area that had been looked after (such as finance) 
they were more comfortable with the site. 

•! One staff member mentioned that they had never been given a proper induction, including not being 
told how to use the Portal – so they had to discover how to use it for themselves. Other staff had 
given up on trying to use it due to previous bad experiences.  

 
 
 

Tasks and results 
 

Finding the latest news 
 

•! Testers generally would find news about St George’s through email or being told by colleagues – 
rarely would they decide to find news for themselves by visiting the Portal. 

•! However, this was one of the easier tasks to perform thanks to the presence of news on the Portal 
homepage. 

•! Some staff noted that they might also look at the external site for other news, as they would expect 
this to be different due to the specific needs of the internal audience. 
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Finding a training course 
 

•! None of the testers were entirely sure where to find information about personal development 
opportunities.  

•! The “organisation” section was the most likely place staff would look for this information, but 
“services” and “teaching and learning” were also tried.  

•! One staff member noted that it would depend on the type of course they wanted to take, as they 
would look in the pages owned by the department or service they felt were likely to run the course.  

•! Even when one tester had located a link for Staff Development, they followed the link and were 
presented with an error message stating that the page did not exist. 

 

Getting help with an IT issue 
 

•! For help with an IT issue, most of the testers would not use the Portal – instead they would email 
someone in IT directly.  

•! One tester did use the search function, because they had successfully used it in the past for a similar 
issue and remembered what to search for. This tester noted that she knew she would not be able to 
use the top navigation to find the right information. 

•! Another tester said they would never use Portal for IT help. They would only ever contact a member 
of staff. 

 

Finding an expense claim form 
 

•! For this task testers all employed different methods, including: 
o! Navigating through Organisation to look for “Finance” 
o! Navigating through Services to look for “Finance” 
o! Navigating to Services, then using Ctrl+F to find Finance 
o! After several missteps through the student-facing VLE, navigating to a list of corporate 

services which included “Finance” 
•! Once users had found the Finance section, they felt that the page was well-organised with simple 

instructions and clear categories. 
•! One tester said that they would never use Portal for this kind of task as all the important information 

required for these tasks were saved on a local drive at their institute.  
 

Finding contact information 
 

•! All users succeeded in this task at their first try, as they all felt the phonebook was one of the areas of 
the Portal that actually worked correctly. 

•! However, they all pointed out that they wouldn’t necessarily trust the information listed, as they 
know it is not kept up to date. 

•! If they did not know the name of their desired contact, all said they would struggle, as listing by 
department, service or institute provided too many possible options. Instead they would try to 
contact someone they knew already, or use another area od the site to narrow down their options.  
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Finding a way to help a student with an accommodation problem 
 

•! This was a difficult task for all testers. None could immediately think who a student should contact 
for help with accommodation, but they all made guesses in similar areas – student centre, registry, 
student union, and so on.  

•! Those who tried to use the external site to find the information were presented with information 
about applying for halls of residence. 

•! Some of the options they wanted to search for were not immediately available in Portal, and 
searching produced links that did not work: 

 
 

 
 
 

Finding out how to get to an area of the university/hospital  
 

•! Testers were aware that maps existed, so they were able to use the search function to help them 
locate the correct page. 

•! Again, however, most had alternative ways of finding out this information – a locally saved map, a 
bookmark, or asking a colleague.  
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WEBSITE TESTING: PROSPECTIVE STUDENTS 
 
To determine how prospective students might view St George’s, University of London based on first 
impressions of the website, we ran a series of user tests.  
 
These tests involved university-age volunteers who were asked to imagine they were considering university 
study in the UK. They were then asked to carry out specific tasks and provide feedback on their experience. 
 
All but one of the testers was from the UK. 
 

Key findings 
 

•! Testers generally felt the website gave a positive first impression of the university, and this feeling 
was not diminished after exploring the site. 

•! Prospective students are likely to want to see course information above all else, followed by 
information about student life – though they may prefer to find out that information from another 
source. 

•! Testers experienced no real navigation issues, but suggested that some information (such as entry 
requirements) could be presented earlier in their website journey. 

•! More internal links to related content would be welcomed – course pages could link to module 
information or alumni stories, for example. 

•! Testers recognised that the university was open for international students and had a diverse, 
multicultural student body. 

 
 

Tasks and results 
First impressions of St George’s from the home page 
 

•! The users said that the impression they got from the University homepage was that the University 
was focused on medicine, was clearly involved in research activities, and was trying to appeal to 
contemporary students. 

•! It was stated that it looked like a “young, dynamic” university and that the website looked “cool” at 
first glance.  

•! It was noted that the pictures were big and bold, but that sometimes they got in the way of actually 
trying to read the text – which didn’t give a good impression.  

 

As a prospective student visiting the website, where would you want to go first? 
 

•! The testers were likely to go to the course search or course listings pages as their first port of call.  
•! Other popular first steps were open day information and academic requirements.  
•! One tester said that they would click on one or two of the news stories – they were particularly 

interested in the story about the use of cannabinoids for cancer treatment. 
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Finding a course that appeals to them 
 

•! Navigation wise, generally they used the ‘find a course’ function, although some clicked on ‘study’ 
and then through to the alphabetical course lists. 

•! One user mentioned that the information about graduate employment rates on the ‘study’ page was 
an encouraging sign. 

•! The users who clicked through to several courses before choosing one tended to be interested in 
finding out about entry criteria and tuition fees. 

 

Can you find the entry requirements for this course? 
 

•! All testers were able to find the required information, but one said that it could be made more 
straightforward by placing it on the main course page. 

•! Two testers remarked that it would be easy for UK students to find their entry requirements, but that 
it might be slightly harder for international students.  

 

Having read about the course, does this page contain everything you need? What is missing? 
 
Testers had varied requirements for additional information they would need at this stage, including: 
 

•! It would be good to provide breakdown information: the percentages that I am expected to 
spend on each assessment each year 

•! links to the details of each module 
•! What does course title MBBS mean (it's not a typical name) 
•! the text includes too many academic terms 
•!  details of facilities available for students/learning 
•! no direct links to the accommodation information 
•! If I designed the website, I would advertise the final year research project because it's really 

good 
•! More details of dissertation/research project/placement would be good 
•! More details for non-EU students would be great. At its current form, it is not clear enough for 

international students. 
 

What would you do next to help you decide if this is a university you would want to study at? 
 

•! The most common area testers wanted to explore next was student life. Some suggested they might 
want to go to another site to find out this information, such as The Student Room. 

•! Accommodation was also a popular aspect of the university that students wanted to know about.  
•! One student was particularly interested in alumni stories, saying that currently there is little to no 

information about what students do after studying at St George’s. 
 

Now that you’ve explored the website, how would you describe the university? 
 
After exploring the site, testers did not change their initial views to any great extent, though they did expand 
on some points: 
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•! a London-based university provides both academic and vocational education with a specialism 
in medicine 

•! provides research and collaborations with the industry  
•! multicultural  
•! has its own campus, cafes, great for student life 
•! a small, focused university with specialism in health care/medicine  
•! finding useful information is generally straightforward 
•! specialised university with high quality education/entry requirements  
•! a good first impression 
•! a fresh, focused university in London with diversity of student life  
•! my only criticism is the images used on the front page (making texts difficult to read) 
•! It's a university dedicated to biomedicine/healthcare  
•! modern and based in London 

 
 
 
 
 
 
 
 
 
 
 
 


