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Executive Summary  
A content audit was conducted for Kent State University Health Services (UHS) pages, 
a sub-section of the Campus Life section of the Kent State University (KSU) website.  
 
The aim of the content audit was an analysis of content in the UHS pages resulting in 
insights about strengths and weaknesses of UHS content.  
 
Content was analyzed against personas, experience narratives, top priority audience 
experience journeys, and KSU message architecture.  
 
 
 

Recommendations 
Schedule an annual or bi-annual content audit to ensure content remains relevant, 
useful, usable, and appropriate.  
 
Take actions recommended from the Content Audit (attached) in the Decision 
column.  
§ Keep 42% of content 
§ Rework 45% of content to match top priority audience needs with UHS goals 
§ Archive or Delete 11% of content  
 
Address Content Gaps 
§ Seven content type gaps were identified (See Findings) 
§ An examination of the services and resources UHS provides to parents and 

students should be conducted to discover if services or resources are missing 
from the website content 

 
 
 
Background  
A spreadsheet inventory of the UHS subsite of KSU Campus Life was provided from a 
Screaming Frog content analysis tool (CAT). The inventory was reorganized into a 
Content Audit Template (attached) and each page of the inventory was examined.  
 
The content of each URL was evaluated against 

§ Needs of the four top priority KSU Personas 
o Prospective Student 
o On-campus Undergraduate Student 
o Online Graduate Student 
o Parent 
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§ KSU Message Architecture 
o Picture a Positive Future 
o Relationships for a Lifetime 
o The Vanguard of Inclusiveness 
o Up to Date 

 
Objectives of the Content Audit for Kent State University UHS 

§ Catalog all pages of UHS sub site 
§ Evaluate quality and effectiveness of content 
§ Identify content for specific personas that can be repurposed, reworked, 

deleted or archived, and missing content (content gaps) 
 
Website performance analytics unavailable in the Screaming Frog CAT 

o Audience 
o Demographics 
o Visits 

o Views 
o Conversions 

 
Overview 
Content types in the UHS subsite 

§ Web page with text and hyperlinks 
§ PDF download 
§ CTA buttons hyperlinked to www.kent.edu locations outside UHS sub site 
§ Images 

 
UHS subsite topics relevant to top priority audiences 

§ Undergraduate Students at Kent State 
o DeWeese Health Center Services 
o Insurance information 
o Prescriptions 
o Immunizations 
o Mental Health Resources and Services 
o Health Promotion 

§ Online Graduate Students 
o Some Health Promotion Services 

§ Parents and Prospective Students 
o Insurance information 
o Discussion guides 
o Mental Health support information 

 
 
  



Findings  
42% of UHS content 
should be kept, since it is 
useful to both parents and 
students.  
 
About 45% of the content 
has value, but for 
maximum effectiveness, 
should be transformed.  
 
Only 11% of the UHS 
content should be deleted 
since it is not current, 
relevant or useful to any of 
the top priority audiences.  
An examination of the content reveals that the primary audience for UHS is students 
and the secondary audience is parents. A few content pieces and navigation elements 
are for employees. Including references to employees in a domain whose message 
architecture is crafted for students and parents reveals poorly architected information.  
 
Although important to KSU, employees are not a top priority audience. KSU Employees 
likely have a log-in portal which should contain all information related to employee 
benefits, including health services information. Content on the UHS subsite should be 
moved to the log-in portal.  
 
Content types on the UHS subsite are limited to text, hyperlink text, hyperlinked 
buttons, and documents in PDF format. The lack of live chat, interactive contact 
information, animations, audio clips, videos, maps, relevant and actionable e-books,   
and ‘help-me-learn-about…” style quizzes displays a lack of Up to date content. 
 
The existing content does not meet audience’s priorities or KSU’s purposes.  
Audience needs 

§ Instant access to DeWeese Health Center for urgent care or health related 
questions 

§ Understand costs and insurance 
§ Help for overcoming illness 

 
UHS Goals 

§ Respond to student needs quickly 
§ Communicate clearly regarding costs and insurance 
§ Provide exceptional care for students 
§ Support students and parents regarding health concerns 

 
 

Archive	or	Delete,	2

Delete,	
8

Keep,	36

Transform,	38

Proportion	of	Content	Recommendations



Recommendations  
Schedule an annual or bi-annual Content Audit 
Healthy digital communication practices demand that content creators periodically 
examine all content in a domain to ensure that the content present is relevant, useful, 
and usable.  
 
Implement website analytics to understand visitor behavior and engagement with 
content.  
 
Match Audience Needs with UHS goals 

§ Interactive and instant connection with DeWeese Health Center Staff 
§ Interactive table or cost calculator for UHS charges 
§ Explore, rework and create content types with actionable and relevant health 

information for parents and students.  
§ Remove content for employees in website areas intended for top priority 

audiences.  
§ Deliver content useful to employees in employee-only channels 

 
Transform Content 
Transform or rework 38 pages of useful content, about 45% of the UHS subsite, for 
maximum value. Each record labeled Transform in the Content Audit includes a 
rationale for reworking the content.  
Example rationales: 

§ Call to action (CTA) is unclear 
§ Purpose of the page is unclear 
§ PDF download doesn’t need a page of its own and may perform better as a CTA 

on another page of related content 
§ Page with very little text could be combined with other pages of relevant content  

 
Remove ROT Content 
Content ROT refers to content that is redundant (R), outdated (O), or trivial (T).  

§ Redundant – more than one instance of the content, such as duplicate 
pharmacy pages. 

§ Outdated – no longer provides value, such as the letter from UHS Director 
Angela DeJulius from 10/21/2014 regarding Ebola. 

§ Trivial – does not accomplish business goals or meet user needs such as a page 
dedicated to displaying a logo.  

 
The attached Content Audit spreadsheet lists URLs to be deleted based on ROT 
Content.  
 
  



Address Content Gaps 
Content Types 
To increase engagement with all for top priority audience types, increase the number of 
content types in the context of delivering value in real time. Examples follow each 
content type: 

§ Video  
o Insurance information  
o Health optimization opportunities 

§ Audio 
o E-book readers 
o Podcasts on heath 

§ Interactive Maps 
o Locations of Health Services, pharmacy, etc. 

§ Quizzes 
o Alcohol and Drug addictions 
o Sleep problems 
o Mental health 

§ E-books 
o Health Optimization 
o How to help your student 

§ Interactive phone numbers and e-mail links 
§ Live Chat  
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