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Who Are Your Users? 

  Some industries have to work really hard to identify the population 
they’re trying to reach. Fortunately, we work in higher ed. 

  We know our audience consists of: 
–  Prospective Students 
–  Current Students 
–  Faculty & Staff 
–  Parents 



What Does Putting Users First Look Like? 

  Forgetting what matters to you and focusing on what matters to the 
people you’re trying to reach. 
–  It’s the strategy that saved LEGO. 

  Making sure you understand what your audience wants. 
–  You can’t always rely on what you *think* is best. 
–  Your decisions should always be data driven. 



So How Do I Get My Data? 

 

ASK! 



According to Morrissey… 

  Shyness can stop you from doing all the things in life you’d like to. 
–  Like delivering content your users want 

 

  If there’s something you’d like to try, ask. 
–  You’ll save time organizing and creating content if you know the 

end product is going to deliver a good UX. 



This is Good Advice, We Promise. 



Two Basic Types of Data 

  Qualitative 
–  Focuses on the narrative behind your user research 
–  Give you insight to the “why” without a numerical value 

 
  Quantitative 

–  Generates numerical data from predetermined options 
–  Great for determining your audience’s makeup and attitude 

toward existing or proposed content 



Collecting Your Data 

  Surveys 
–  Surveys can give you a much higher degree of certainty about 

your overall user population and their needs 
•  What	  do	  they	  want?	  
•  Does	  your	  content	  provide	  it?	  
•  What	  do	  they	  like	  or	  dislike	  about	  your	  content?	  

–  Three general types of questions 
•  Characteris9c	  
•  Behavioral	  
•  A<tudinal	  

  Interviews 
–  This is a great way to collect the qualitative data that fills in the 

gaps in your content strategy. 

 



So What Do I Do With This Data? 

  Now that you know who your user is, what they want and why it’s 
important, you can develop a content strategy. 
–  Create solutions for the information you’re missing 
–  Rethink the way your information is presented 
–  Offer a better user experience 

  Remember what you learned about information architecture? 
–  Use the data you gather to organize your content 

•  Don’t	  ignore	  what	  your	  users	  say	  
•  If	  you	  ask	  for	  their	  opinions	  and	  don’t	  deliver	  changes,	  it	  can	  
create	  mistrust	  and	  devalue	  your	  users	  

–  Make it easy for them to find what they want 



And Now It’s Time For An… 

AWESOME 
MUSIC 

METAPHOR! 



Putting Together a Compilation Album 



Putting Together a Compilation Album 

  “Led Zeppelin didn’t make tunes everybody liked. They left that 
to the Bee Gees.” 

  Led Zeppelin did make a lot of really good, iconic songs. 
–  Would it be a boxed set without their most popular work? 
–  People would be really upset if tracks like “Stairway to Heaven,” 

“Kashmir,” “When the Levee Breaks” and “Immigrant Song” 
weren’t included. 

  How do you know what’s popular? 
–  Qualitative data (like screaming for songs at concerts) 
–  Quantitative data (like record sales and Billboard charts) 



You Are a Record Store 

  Your website is your box set. 
–  Your users will buy it if it’s filled with great content instead of 

random cuts that don’t have a clear purpose. 
–  Making sure all of the great content is included allows you to 

sneak in some obscure “B” sides that only you and a small 
segment of your population cares about. 

  Use your data to make decisions 
–  Don’t guess what works. It saves you time and spares users 

from a frustrating experience. 


