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What’s involved in a decision?

Do

CheckAct

Plan

• Deming cycle (ITIL)
• We collect tons of data
• What are we doing with it? 

How about you?
– Report – OK
– Measure – Good
– Adjust – Great!

• Continuous Improvement



Only 10% of Higher Ed institutions use data collected 
from Analytics to make decisions – Higher Ed Journal

- Most decisions made are based on past experience

We could really use more of this:

Perception vs. Reality



Wait, data is being collected, right? 

• Sure, however… sometimes we forget about 
Planning, Doing, Checking, etc.

1. Collecting the wrong data or too much data – No Plan
2. Only presenting or circulating the data – Not Doing
3. Using wrong kind of chart, inaccurate visuals – Not Checking
4. Conveying wrong message to decision makers – Not Checking
5. Data is not memorable, not shared, confusing – Nobody Acts



It’s all about the right data!



NFL Players mentioned the 
most in ESPN’s SportsCenter

The New York Times - 2012



WEB has several data sources
• Google Analytics
• Google Search results
• WEB Inventory – web site details
• OU Campus - CMS publishing information
• Basecamp - Project Management software
• Website Performance and Accessibility compliance
• Usability and User Experience studies
• Web Portal tracking information (My and Welcome2ISU)
• ESPN SportsCenter? – No!



Illinois State Web Traffic - trends



Educating Illinois – Goal 4, Strategy 3

Build a culture of philanthropy throughout the 
University community

A. Increase participation in philanthropic activity
B. Educate current students about philanthropy and the 
importance of alumni participation
C. Demonstrate the impact of philanthropy through university 
events, publications, and online media



Increase ‘Gladly we give’ participation



Use data and acknowledge your audience



Go the extra mile to show appreciation



Continuous Improvement – new ideas



Mobile data is essential 

• Our internal Google Analytics shows a steady 
increase in mobile traffic

• 20 - 25% of all traffic is mobile in some sites
• Student mobile device ownership is up 15%



Educating Illinois – Goal 3, Strategy 4

Advance the University's reputation through 
initiatives that promote the mission of the 
institution

A. Develop and refine the University brand through marketing 
research, integrated communication planning, and the creation 
of brand resources for faculty and staff
B. Promote faculty, staff, student, and alumni achievements



Mobile – we have a ‘Responsive’ plan
• 90% of prospective students visited a college site 

in the past 30 days – (Noel Levitz - Report 2013)
• ISU Admissions website – Mobile ready 08/2013



Continuous Improvement - Time to Act

• Admissions is mobile
• What about the 

Homepage? Fin. Aid?
• Need data to help with 

tough decisions 
• Consistent message and 

branding is important 



ISU Mobile (Check)

● Keep it simple 
● Monitor Search terms
● Track user selections 
● Test simple layout
● Alert implementation
● Gather data to drive 

Responsive Web Design 
Homepage project

Launched March 14, 2014 



Educating Illinois – Goal 4, Strategy 5

Promote a safe and environmentally sustainable 
campus
C. Promote initiatives 
and procedures designed to 
enhance safety and security



Data Source: Google Analytics
ISU Homepage 
analytics on desktop          

Every link from the 
list is in our mobile 
page, except for:

• Employment
• iPeople



Data Source: Google Search



Educating Illinois – Goal 4, Strategy 1

Review processes and practices to ensure 
efficiency and effectiveness in the University's 
operations

B. Systematically review the University's support functions to 
ensure quality, efficiency, and consistency with the University's 
mission



Take a page from Google’s book

Google Sponsored 
search - Europe

Google 
Sponsored search



ISU Search

Efficient &
Effective 
Search

Intelligent 
Interface



Data can be a deceiving curveball!



MLB Strikeouts per game 1960-2010



More strikeouts - What does that mean?

• Fewer runs?
• Bad umpires? 
• Boring games?
• Batters suck?
• Pitchers on steroids?

• Panic decisions… We need batters on steroids!



Don’t be fooled by data

• Yes, data is extremely valuable
• But it should be complemented with experience
• Quantitative vs. Qualitative data

• Usability studies may provide surprising results
– Value of qualitative data
– When it comes to websites, you are NEVER the user
– Example: Mobile menu (the burger)



Usability menu



ISU menu



Educating Illinois – Goal 1, Strategy 2 & 3
Strengthen the University's commitment to continuous 
improvement of educational effectiveness as reflected in 
student learning outcomes

D. Develop and assess student learning outcomes facilitated 
by out-of-class and co-curricular learning experiences

Increase opportunities for students to engage in high-
quality, high-impact educational experiences

B. Increase partnerships across campus and with other 
educational, civic, and corporate entities that support student 
learning and development



WEB Portfolio Project – IT 363



WEB’s 
Basecamp

Agile Project
• Management
• Collaboration
• Communication
• Planning







WEB Project Data



Accessibility comparison



Performance testing
• Pingdom.com assessment of Admissions site

– Faster than 89% of all websites tested, 1.02 seconds



Illinois State’s IT Strategic Plan

• Goal 1 - Ensure that the University’s investment in IT 
supports the vision and goals of Educating Illinois

• Goal 2 - IT decisions will be based on collaborative 
planning and data-informed assessment

http://itgovernance.illinoisstate.edu/itsp/goals.shtml



Thank you!

• Questions?


