BUS407

Assignment: Web site analysis and enhancement — effective website communication

Value: 40% (written report — 25%; oral presentation — 15%)

You may carry out this assignment individually or in a group of a maximum of four students.

You are required to select the websites of six business schools, three in the Gulf region and three
from other parts of the world. You are required to analyze the effectiveness of how information
is conveyed through the website and the impact it has on the audience. Following this analysis,

you should make recommendations concerning the design and accessibility of information on the

ZU CBS website.

Y ou should write a report of your recommendations of approximately 700 to 1,000 words. Your

recommendations can be based on comparisons with other business school websites but you
must explain the reason for each of your suggestions. This will be worth up to 25%. You will
also be required to deliver an oral presentation in which you describe your recommendations and
justifications. This should include slides to illustrate your recommendations for the CBS website.

This presentation will have a value of up to 15%.

Please use the following methods of analysis to help you in understanding the structure and goals

of the site and in making your recommendations:

1. Identify any ‘concept clusters,’ that is, recurring concepts that are used to create the
image and perception of the school, together with examples of these taken from the web-

sites (Planken, Waller, Nickerson, 2007, p. 6). Some of the clusters you may expect to



find include such concepts as Excellence, Global Perspective, Opportunities for Career

Development etc.

2. Look at the issue of ‘framing,’ that is how the business school taps into previous
knowledge, background, and experience of the audience to determine their recognition of
the school in a particular way. Identify the themes that the school presents to build its
identity among its audience. Remember that framing refers to the fact that, over the
course of their lifetimes, people build a series of mental emotional filters which they use
to make sense of the world. The choices they make are influenced by their frames or
emotional filters (Planken et al., 2007, p. 3). You may also think about how culture may

affect our reading of a text (Hynes & Janson, 2007).

3. Examine the ‘navigational,” function of the website, that is, how the audience reads
particular sections and then navigates via hyperlinks to other sources of information on
the site. Remember that these hyperlinks not only allow the audience to access
other/supplementary information, but they also serve to establish connections within the
mind of the audience and therefore have a meaningful, or semantic, function. That is,
they help in constructing a particular meaning relating to the audience response to the
school. You may count the number of clicks it takes to reach a particular body of

information (Askehave & Ellerup Nielsen, 2005).

4. Apply the Ashridge Mission Model (purpose, strategy, values and behaviour) to the web-
sites to identify the organizational mission in each case (Rogers, Gunesekera, & Yang,
2010). You will need to decide how effective you think each one is and what your

recommendation would be for the CBS site.

Your final recommendations should be in the nature of practical examples for enhancement of

the CBS website.



Learning outcomes

On competent execution of this assignment

1. Students should be able to analyze how information is framed to appeal to a particular

audience (framing).

2. Students should be able to identify how communication is tailored via clustering of

concepts to establish a specific impact on audiences (concept clusters).

3. Students should understand how strategy and values are communicated and contribute to
determining behavior of organizational members and to the overarching organizational

purpose (mission).

4. Students should be able to recognize how the navigational behavior an audience is

required to adopt creates meaningful links for the audience (multi-modality).
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