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Brief History of web development

— Home page refreshed in January 2009

— Interior pages migrated to Cascade Server WCMS May 2010
— New web team hired spring/summer 2010

— Home page issues:

Home page implemented in 2009 precluded the use of Google Analytics (technical
reasons)

Updating was difficult, not possible to utilize WCMS, OMC was often dependent on web
team to update

Rotating images based on Flash, not displayed on iPads/iPhones

— New Home page designed, implemented Nov 16: Home page REV1

Enabled OMC to update images independently utilizing WCMS
Google Analytics embedded

New Big Spotlights

New mini-spotlights allowed for playing of videos

Twitter and Facebook feed

Mobile friendly (no flash, easy to expand and follow links)

March 21 2012, Home page REV 2 and Online Education site launch



New Pages developed —
Enrollment Services Sites

e http://www.iun.edu/admissions/

e http://www.iun.edu/financialaid/

e http://www.iun.edu/registrar/

e http://www.iun.edu/bursar/




New Pages - others

e http://www.iun.edu/online
* http://schedule.iun.edu
e http://www.iun.edu/degrees

e http://www.iun.edu/summer12
e http://www.iun.edu/biglist/
e http://www.iun.edu/mba

In development:
http://www.iun.edu/veterans
http://www.iun.edu/hr

http://staging.iun.edu/tour

http://staging.iun.edu/sap




Top 25 Sites

March 5 — April 6, 2012
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Top 25 Sites — cont’d.
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Bounce Rate - Definition

Bounce rate is the percentage of single-page visits or visits in
which the person left your site from the entrance (landing) page.

Use this metric to measure visit quality - a high bounce rate
generally indicates that site entrance pages aren't relevant to

your visitors.

The more compelling your landing pages, the more visitors will
stay on your site and convert.

You can minimize bounce rates by tailoring landing pages to each
keyword and ad that you run.

Landing pages should provide the information and services that
were promised in the ad copy.



Bounce Rate

comparative value — 3/ 6/ to 4/5, 2012 and
10/1 through 11/1, 2011

Google Analytics
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Pages per Visit
March 6 to April 4 2012
Google Analytics
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How do we better leverage our website in
support of recruitment and retention?

1.Use of new media such as YouTube videos, blogs and social media
integration in sites to engage viewers

2.Coordinate with Marketing and Communications to enable tracking
effectiveness of marketing campaigns

3.Engage students to create student generated content (which is more
“credible”) to prospective students as opposed to officially generated
content. For example Admissions Student Ambassador’s program

4.Encourage effective use of search engine optimization by use of key words
and web page content to drive users to their respective sites. Such as
prosection, weekend mba etc

5.Create custom reports for Deans and Academic units to use effectively in
recruitment such as iun.edu/mba



Ongoing work

-collaboration with Web, Marketing and IMS

Month: May 2012
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