Imperial College
London

Communications and Public Affairs
website

Competitor website analysis

Author: Geoff Day (Communications
and Public Affairs)

Version: 1.0

Date issued: 07 September 2017



CPA website - Competitor analysis.docx

Day, Geoff
08/09/2017

Contents
L o T 1T T o T 3
Competitors analysed ... ——————— 3
ANAlYSiS UESTIONS.....uuuueueeeeeiieeieeeieeeieeer e ———————— 3
K0 114 T T/ 3
University of GlasSgOW.......ccoiimimiiiiiiiiserr s 4
GO0 POINES 1o 4
7= o [ oo 1 | £ TR 4
London School of ECONOMICS (LSE) .......ccueiiiiiiiiieimiiissrr s s 4
GO0 POINES 1o 4
7= o [ oo 1 | £ TR 4
University of OXford ... ———— 4
Stanford UNIVersity ... 5
N T 1 £ L= 5
University of GlasSgOW.......ccouiimmiiiriiiserrr s 5
University of OXford ... 7
London School of ECONOMICS (LSE) .......cceeiiiiiiiieimiriisssrr s 8
Stanford UNIVersity ... 9
[ (o]0 11=T 0= To = 1T TOTROPTRPPTRPPN 9
Other CONTENT ... .t e e e e e e 10



CPA website - Competitor analysis.docx
Day, Geoff
08/09/2017

Introduction

A competitor analysis is an important technique to assess how direct competitors communicate
including: the key phrases, terminology, format preferences, content types, content structure etc. It is
a useful way to identify ways to improve content and also tell you what not to do in some cases.
Although the focus in this analysis was fellow Russell group universities, other non-UK institutions
were also considered, and one was analysed. The reason for this is because direct competitors may
all follow a trend and share similar bad habits, so a different perspective on similar content is useful
as well, even if the target audience differs greatly.

Competitors analysed

After looking at a number of other Russell Group university websites it is clear that there is much
disparity about the way they present information about communications. This is partly because many
universities have a marketing function, while others separate their internal communications and media
relations which gives the content a different focus. Other universities such as University of
Birmingham, present very basic information to the public with the more detailed information on the
university’s intranet. After this initial look, three UK universities were considered for a more in-depth
review. This was due to similarities in organisational structure to Imperial and having some nice
approaches to presenting similar content. They were:

e University of Glasgow
¢ London School of Economics (LSE)
e University of Oxford

In addition to this one non-UK university website was analysed: Stanford University in California.

Analysis questions
When analysing each of the websites, the following questions were considered:

What language and labels do they use? Is there a pattern across universities?
What are the primary communication messages and top tasks?

What content types and templates are they using?

What content is unique to them and what is Imperial’s equivalent?

How detailed is the content?

What content mediums are they using and how? Video, pictures, maps...?

What tone of voice do they use? Does it reinforce their brand?

Which aspects of the site are good?

Which aspects do not work well?

What are their target audience groups, and do they prioritise any particular group?

Summary

These observations were based on a very high-level review of these sites in order to inspire some
ideas for presenting similar content at Imperial. All four of sites these demonstrate some really good
approaches to certain content in terms of design, layout and writing, but as well as the good points, all
these sites have negative aspects, which we should try and avoid with the CPA site. Here is a
summary of the main good and bad points of each site:
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Good points Bad points

e Engaging and clear design on
homepage — not cluttered

e Clear hierarchy of content on homepage

e Intro text on each page for context

e Clear descriptive headings throughout

London School of Economics (LSE)

Presentation of news on homepage
could be better to include images and
dates and to be more distinguishable
from other content.

Located in staff and student area of the
site — may be difficult for external
audiences to find

Not much information on the teams and
services offered

Good points Bad points

e Good general use of relevant imagery

¢ Nice presentation of contact information

e Pages for each team talking about who
they are, what they do, how to contact
them etc.

University of Oxford

Unnecessarily large hero image on the
homepage and landing pages

Good points Bad points

e Clear labelling and grouping of content
on homepage

e Good ‘about us’ and team information
pages

Quite formal tone

Common use of unrelated imagery
No cross-linking between service
content and team pages
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Stanford University
Good points Bad points
e Clear split between the main audience e Use of a subdomain for the website
groups ¢ Not clear how to find the site other than
Good use of iconography search
Good labelling and hierarchy of links on e No introductory text on the homepage
the homepage ¢ Not a lot of information about the teams
e Nice helpful tone and content
¢ Presentation of policy type content
e Single page of contacts for the whole
Office
Analysis

University of Glasgow

From this analysis, the University of Glasgow was considered the exemplar site. Like Imperial,
University of Glasgow has a central Communications and Public Affairs Office, the remit of which is
comparable. One way in which the site differs is its positioning in the overall institution’s information
architecture: the Glasgow website has a MyGlasgow section/subsite which is essentially a section of
the site for an internal audience, similar to an intranet, but the pages are publically-accessible. This is
a nice approach as there is a different focus to the content. One of the challenges for any university
website is the number of different audiences, both internal and external, all with their own
requirements. This is one way to overcome this without having to go to the extent of developing a
separate intranet.

The homepage design is very clean, but at the same time engaging. The headings are clear and
concise, and each page provides some context. It is apparent that the creators of this site analysed
the top tasks and most popular content to form a clear content hierarchy. For example, it can be
assumed that most of the traffic to their website is either from an internal audience wanting to know
how to work with the media, or the wider media and press wanting to work with the university. There
is a similar trend at Imperial, based on the analytics work done in this project. The other content -
news and resources for staff are further down the page, but the content is still very apparent and
accessible.
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Universityof Glasgow > STAFFLOGIN - STUDENTLOGIN 5 sTAFFAZ  Q

= Home / MyGlasgow / Communications and Public Affairs Office

COMMUNICATIONS AND PUBLIC AFFAIRS OFFICE

iﬂj_wtﬂ.‘&

The Media and Public Affairs Resources for staff
= Information for the media = Internal Communications

- Working with the media - Social Media Toolkit

—> Public Affairs > Media Training factsheet (pdf)

- Brand guidelines

University News MyGlasgow News

- Health benefits from welfare to work policies unlikely - 2017-18 Pay Award Implementation

> Irish teachers find new route into teaching in Scotland - National Student Survey results

- Nearly £1m awarded to investigate drug potential = Inspiring Laura sets new record

- UofG involved in new Anthrax research - UofG gives Irish teachers their break

Full listings... Full listings...

+ About us
@ University COMMUNICATIONS AND PUBLIC AFFAIRS OFFICE ~  Legal
=4 Qf Glasgow Contact us Accessibilty

Disclaimer
00 T

FOI publication scheme

The University of Glasgow is a registered Modern Slavery Statement
Scottish charity: Registration Number Privacy and cookies
$C004401 © UofG

Delving further into the content, there is some useful information which is presented in a very
consistent way, with all the information the audience would expect.

Despite being a great example of a useful and usable site, there are some negative points too. Similar
to the Imperial site, there are names and contacts, but not always information on the teams
themselves - what they can, and cannot help with. The Glasgow site also does not have photos of
staff, which makes it less friendly. Although cited as a positive previously, the positioning of the site, in
MyGlasgow, may mean that the content is hard to find for an external audience, and when they arrive,
they may not be sure they are in the right place. The clear labelling and presentation of content may
alleviate some of those issues.
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University of Oxford

At Oxford there is a Public Affairs Directorate (PAD) department that is responsible for “developing
public understanding of the University and for promoting effective internal communication. «

Unlike Glasgow, the site is positioned at the top of the University of Oxford website.

BRANDING TOOLKIT = STYLE - DESIGNSTUDIO - DIAHUB ABOUTPAD =  PADWORKSHOPS +  CONTACT

PUBLIC AFFAIRS

Public Affairs Directorat

‘The Public Affairs Directorate (PAD) [§ifésponsible for developing publicunderst
of the University and for promoting effective internal communication.

Each topic below includes advice, resources and who can help you.

Alternatively here is a for PAD,

Running events )

Tips on planning and budgeting for an event
around defined objectives, advice from our events
team.

Social media )

Five things to remember when managing social
‘media channels.

Images >

OUImages is our online media library. Here are
some tips on getting the most from your Images.

Video for the web )

Our Online Media Producers share their tricks of the
trade on how to create effective video content.

Branding toolkit >

Our guidelines provide the tools to create a.
necessary visual unlformity among the rich
diversiy that Is contained within the University.

Style guide >

of the University.

About PAD ) Contact

‘The Style Guide provides a guide to writing and.
formatting documents written by

Communications strategy

How to plan & execute a communications strategy
that targets your audience effectively &
demonstrates success against set alms.

Branding )
How clear and consistent use of the Oxford Identity
ensures world-wide recognition.

Advertising & marketing internally >

Our Internal Communications Manager on effective
internal marketing.

Design and print >

‘The Design & Publications Office outline some
things to consider when creating a leaflet or
brochure.

Design Studio >

Staff on behalf

PAD workshops >

“The Universitys Design Studio provides a
professional design and print-buying service for
members of the collegite University.

Making effective websites )

‘The Digital Communications team give their
insights into the web development process and
‘ongolng optimisation.

Community engagement >

Our Head of Government and Community Relations
glves her top tips for public and community
engagement.

Media coverage )

‘The News Office share their insights into getting
the story you want, where you wan it

Government relations )

‘The Head of Government and Communtty Relations
gives her guide to promoting your research to
decision makers and opinion formers.

Social Media Hub >

‘Ahandy dashboard showing all the recent posts
‘on Facebook and Twitter, and selected blogs from
across the University.

Useful downloads >

il ol
publicatons and objectves of the Directrate. deals

opportuniie,

guidance.

The homepage of the site is visually engaging with clear labelling of the different sections of the
department. It can be assumed that there is some data to support the ordering of these sections, as
there is no other obvious grouping or order.

The tone and feel of the site is quite formal and not that welcoming. Exploring the site more, there are
lots images that do not relate to the work of the department, but they occupy a lot of real estate.
However, the About PAD has the type of information you would expect to find although contact
information is separate from the team pages, with no cross-linking. This leads to a bit of a disjointed

experience.

! http://www.ox.ac.uk/public-affairs
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London School of Economics (LSE)

LSE has a Communications Division, its remit is “leading and coordinating internal and external
communications across and on behalf of LSE. It profiles LSE's work, protects its reputation and
celebrates the character and success of our community. The team provides advice, training and
support interznally including in public affairs, digital communications, student communications, design
and brand.”

This is a similar remit to CPA Division at Imperial.

keeps informedand  the
engaged with the atest news and highiights
developments

The homepage is very visual with lots of images, most of which are relevant to the content being
described. The ‘hero’ banner image however, does not seem to serve any real purpose and occupies
a lot of page real estate. This issue is also apparent on the major section landing pages. On
inspection of the actual content, there are some nice presentation ideas such as contact information

2 https://info.lse.ac.uk/Staff/Divisions/Communications-Division
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and use of the right sidebar, but it does appear that there are elements of ‘style over substance’ on
some pages. They also have pages for each team which has some useful content about what they
do, who they are and how to contact them. Overall, there are some aspects, particularly on lower level
pages, that could be considered in this project.

Stanford University

The main reason for considering a university in the US is that generally the websites are more
advanced in terms of content design and user experience (UX) principles.

Stanford has an Office of University Communications, which provides some similar to services to
those provided by CPA at Imperial. This site has its own subdomain which seems to be the approach
Stanford have chosen for many areas e.g.

e News - http://news.stanford.edu/
e Events - http://events.stanford.edu/
e Annual report - http://annualreport.stanford.edu/

This is an unusual approach and seems to lend itself to the use of acronyms and abbreviations in
order to keep the URLs short. From this approach, it is not clear where the communications section is
located in the hierarchy of the Stanford site or how to navigate to it; it is not considered as an
administrative service. The site seems to be very self-contained with its own search and navigation.
The only global elements of the Stanford site seem to be the logo banner at the top and the footer,
although this footer does differ slightly on other Stanford sites.

Homepage

On initial inspection, the homepage is very clean and contains very little text, so this page is more for
signposting content related to this area of the university.

Stanford | University Communications

Home News & Publications For Journalists For Faculty & Staff Contact Us

(i)

INFORMATION RESOURCES FOR JOURNALISTS FOR FACULTY & STAFF

* Stanford Report
+ University homepage
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There are three main content areas

¢ Information Resources — information outputs from the Office

e For Journalists — resources for journalists

e For Faculty & Staff — resources for staff
This clearly shows that the Office has two main audiences: journalists and staff. This is very similar to
CPA at Imperial, but the main difference is that Stanford have grouped their content according to
these audiences. This is one approach that could be considered for the CPA site.
Good points

e Good labelling of the main content areas

e Clear labelling of the links

e Sensible hierarchy of the links
The use of iconography is good here as well as it gives a clear representation of the content

Bad points

No prominent introduction or contextual text about this page, this text appears in the footer, which is
easy to miss.

MORE ABOUT US CONTACT US CONNECT WITH STANFORD
The Office of University C ions provides i about Stanford University; Our staff o O @ O
coordinates the university's public and media relations efforts; and produces the university's main Maps &Directions

web pages, social media channels and central publications.

Other content

Delving into deeper content Stanford provides some nice ‘How we can assist you’ pages for the two
main audiences. These list all the main services and gives a brief summary of what is offered.

Stanford | university Communications

Home News & Publications For Journalists For Faculty & Staff Contact Us

For Faculty & Staff

University Communications can assist faculty and staff with a variety of STANFORD REPORT
communications and media issues: Del  information about

il each weekday.

Provide help when a reporter calls

Subscribe| Suggesta story
‘The Office of University Communications is staffed by professional journalists with extensive experience in
dealing with the media on a daily basis. The office works with all media, including on-campus publications,

local, national and interational press, in all formats — including print, broadcast and electronic. Our staff EACULTYANDSTAPRNEWS
iissues press releases, organizes press conferences and handles the university’s overall media relations. We Read our Stanford news for faculty and staf
can assist you in publicizing news that has a university connection. Our office also maintains a st of faculty
experts whom outside media can contact for expertise on timely topics.
THE DISH

Read more about working with the media, or contact the News Service at (650) 723-2558 for assistance.
Ablog about Stanford people on the move and in the

spotlight — on the Farm and around the world.

Publicize an event or make a campus announcement

University i 150 help you to p and iainternal

vehicles, including email sent morning to 25,000 faculty,
staff and other subscribers. Stanford schools, departments and related programs and organizations are

invited hat appear in those emails. For on
announcements, contact Elaine Ray at 723-7162, ray@stanford.edu.

University C Iso maintains iversi lendar, which allows you to publicize
your event on the university website.

Manage the media at your event

Having media often expertise. High p

concerns and reporters may have particular equipment or seating needs. University Communications
regularly partners with the Office of Special Events and Protocol (OSEP) to ensure that these issues are
addressed in the early planning stages. For more information contact the News Service at (650)723-2558.

10
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This type of content is representative of the type of helpful approach we want to achieve with the CPA
website.

Other interesting content areas on the site include:

e Communication policies — a page listing all policies around the various services of the Office.
e One page list of contacts with generic contacts listed at the top

11



