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Opportunity matrix

Background Participant profiles C onclusions and recommendationsFindings

Exploring

Deciding

Validating

C ontent A rchitecture/navigation Design/functionality

•Surface information about the

range of courses and requirements

•Surface the prospectus request

•Make O pen days more prominent

•Provide easy  access to general 

‘Why  Ravensbourne’ information 

and informative pictures

•In particular the Philosophy  bullets

•Rethink current three-part

organisation of course information, 

one section per course w ith 

drill-down to more detail

•A dd course costs, images of

resources, gallery  to course section

•Pull out P lacements as a sub-section

•Rethink A bout Ravensbourne

possibly  surfacing the main sections

•Distinguish links from sub-sections 

•C onsider rollovers to explain sections

•Make clearer where you are in the site

•A dd Home link

•Label Gallery  drop-down list eg C ourse

•Make Home screen more 

dynamic, introduce some 

movement or animation

•Rethink g rouping  of information 

on Home page to provide more

visual guidance

•Print-friendly  open day  dates

•Identify  directions more clearly

•Help users visualise the site,

studios and resources perhaps

using  360 technology

•Provide course details in

print-friendly  format

•A ccess to current students

prepared to answer questions

•More course detail eg  a typical week

•For foundation, more reassurance, 

c lass size. access to resources

•Students’ details  in Gallery

•Student testimonials like A my ’s Rave 

on A ir ex perience

•More informative pictures of campus 

and resources

•More details of tutors, past students 

careers, placement opportunities

•More details about living  in London, 

the Ravensbourne locality

•Provide more content and links for 

international students that specifically  relates 

to their needs as international students

•Search capability

•Ensure content up to date, 

specifically  open days

•Reg ister for email notifications?

•Provide details  about Home screen images 

•C larify  entry  requirements, to suggest 

high standard required

•Specify  requirements by  country

•Provide more details  about location and where

it is  in the UK

•Links to s ites that make mention of 

Ravensbourne or feature 

ex -Ravensbourne students

Provide a typical week 

in course details

Surface prospectus 

request

Help users visualise 

campus and resources
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Helping Ravensbourne College increase applications by 53.3% 

In a market where survival depends on recruiting prospect students, this college, affiliated to 

Sussex University, aimed to increase the effectiveness of its website as a recruiting tool. Our 

role was to inform development of the site by conducting user research. 

In-context ethnographic research and usability testing 

 
From the outset we recognised that the college 

website is just one information source a prospect 

student will use when choosing a college to apply 

to. To understand the broader context of use, and 

the stages involved, we conducted research with 

prospects and current students using in-depth 

contextual interviews and usability testing. 

 

Mapping the prospect student experience 
 
We identified three stages as 

prospects narrow down their 

candidate list, decide which college is 

their preferred and finally look for 

objective validation of their choice. We 

found that prospects use a range of 

different information sources at each 

stage. While the website was useful in 

Exploring potential colleges it was not 

playing a role in either Deciding or 

Validating. 

Identifying enhancements that have helped increase applications by 53.3%* 
 
As well as identifying ways of 

making the site more usable we 

juxtaposed the above stages with 

Content, Architecture/Navigation 

and Design/Functionality to 

identify enhancements that 

would also make the site more 

useful to prospects.  

* Source: SCOP January 2004 

What our client had to say about the research process 

“new experience’s research and analysis helped us understand our target audience in a way 

we never had before. Their representation of the prospect student experience has proved an 

invaluable tool for formulating our recruitment communications and activities. They opened 

our eyes to the benefits of conducting in-depth and in-context user experience research.”  
Dr Janthia Taylor, Director of Digital Futures, Ravensbourne College of Design and Communication 

 

 


