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Digital = Web + Social + Mobile 



 
The web is your most important 

strategic asset  



 
What would happen if your website 

disappeared tomorrow? 
 

Could your campus still function? 









In the age of Google 
the entire site matters!  



Having a website is no longer enough 
 

Having a great website fully integrated with 
social and mobile is now essential 



Most colleges address  quality by redesigning 
their site or investing in infrastructure when the 
real problem lies in the management practices.  



The lack of digital governance is the single 
biggest reason most college websites are still 
mediocre at best. 



Without Governance 



The web is thought of as a collection of micro-sites 
rather than a single entity.  Academic departments 
and administrative units think they have their own 
sites rather than being part of a larger ecosystem. 



Usability suffers because visitors expect a unified 
digital ecosystem and instead find a site that is 
graphically diverse and  difficult to navigate.   
 
 



There are no articulated, measurable goals making it 
difficult to measure the ROI of digital efforts. 



With everyone doing their own thing, there are 
resource  inefficiencies that result in wasting time 
and money. 



Not enforcing policies and not following standards 
exposes the institution to risk. 



The challenges of implementing 
digital governance in higher education 









Overreliance on consensus decision making  



Role conflict and role ambiguity are  
the sources of many problems in 
institutions of higher education 



colleges and universities as  
“organized anarchies” 



Operations 

Evaluation 

Strategy 

the .edu lifecycle 



The web is not a project 





Digital Governance 

A discipline that focuses on establishing clear 
accountability for digital strategy, policy and 
standards 



Digital Governance 

Deciding who gets to decide 
 

(assigning roles and responsibilities, then 
holding those people accountable) 



Governance 

• Who decides about the approach to digital (budget, 
project prioritization, reporting structures)? 

• Who  decides the direction for digital (strategy)? 

• Who specifies what your campus can and can not do 
online (policy)? 

• Who makes decisions about design, content, 
information architecture, etc. (standards) 

 
     



The Digital Dichomoty 

• Business stakeholders assume that because they have 
a vested interest in the outcome they get to make the 
decisions. 

• Digital staff assume that because they do the work 
they get to make the decisions. 

 
     



The Digital Dichotomy 

• Most managers lack the expertise to make informed 
decisions around digital. 

• Most digital workers lack the business and 
management expertise to make informed decisions 
around ROI. 

 
     



• Put people with institutional knowledge and business 
savvy and people with digital expertise around the table. 

• The one-two punch of digital expertise and business 
acumen is a powerful combination 

 

      - Lisa Welchman 

 
     



HiPPO 

HIghest Paid Person’s Opinion 



Decisions must be based on expertise, 
not power  



RACI  Matrix 

• Responsible – who will perform the work 
• Accountable – The person who has final decision 

making authority 
• Consulted – the people who provide information and 

feedback (two way communication) 
• Informed – the people who are kept informed (one way 

communication) 
     



Be clear about the role and responsibilities of digital 
councils and committees from the beginning 



Digital Governance Process 

• Perform a web governance audit 
• Perform a web governance self-assessment 
• Create a web governance charter 
• Develop policies and standards 
 
     



Policies 

• A set of legal, compliance related, editorial and 
technical constraints for web development 

• Focus is on mitigating risk 

• A well written policy explains why the rule 
exists, when to apply it, to whom they apply, 
and what are the consequences if the rules are 
broken 

     



Standards 

• Should be created by a team of digital experts 
with informed input from campus stakeholders 

• Should involve the entire campus 
• Real standards are enforced, but with the 

approach of enabler rather than naysayer 
• Standards often fail because they are bad 

standards 
 
     



Standards 

1. Editorial 
2. Design 
3. Information Architecture 
4. Web Tools and Applications 
5. Network and Server Infrastructure  
 
     





If there is no benefit in following a policy or standard, 
or consequence for violating it, it becomes nothing 
more than an institutional artifact.  



Establish a process for monitoring policy and 
standards compliance in a consistent and 
automated way. 





Operations 

Evaluation 

Strategy 
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“There is nothing so useless as  
doing efficiently that which  
should not be done at all.” 

 
 
 

       - Peter Drucker 

 



Digital Strategy 

Articulates an organization’s approach to 
leverage the capabilities of the Internet 
and World Wide Web 
 
 
  



Why do you have a website? 
Why are you using Facebook, Twitter, etc.? 
Why are you developing mobile apps? 



know the problem you are trying to solve 





Strategy 

• True strategy identifies the biggest challenges to forward 
progress and provides a cohesive approach to 
overcoming them. 

• True strategy leverages institutional strengths. 

• Simply being ambitious is not a strategy. 

• Many bad strategies are just statements of desire rather 
than plans for overcoming obstacles. 

 
 
 
  



“We want to increase the levels of 
engagement with our constituents” 



Kernel of a Strategy 

1. Problem to solve 
2. Guiding principles and values 
3. Specific action required 

 
 
 
  



Guiding Principles 

1. Understand the business 
2. Understand the user 
3. Understand the medium 

 
 
 
  





Digital strategy is not a one off process 



decisions need to be made based on strategy,  
not historical precedent or politics 
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The web is not a project 
 

After your redesigned site is launched  
the real work begins 



Is your site sustainable?  



All because you can add a web page or social 
media channel doesn’t mean you should.   
 
No content is better than outdated or inaccurate 
content. 



Operations 

Processes and procedures that ensure the 
operational integrity of the website and digital 
properties. . 
 
 
     



Quality Assurance 
 

• Outdated Content 
• Editorial (spelling, grammar, etc.) 
• Broken Links 
• Compatibility with all browsers and platforms  
• Infrastructure 



• 74% of consumers pay attention to the 
correctness of the prose on company websites. 
 

• 59% of respondents said they would avoid doing 
business with a company that’s made obvious 
errors. 



Operations 
• How are you performing quality assurance? 
• How are you monitoring compliance with 

policies and standards? 
• How efficient are daily operations? 
• Is information published on a timely manner? 
• Are all processes and procedures documented? 
• Is there appropriate backup and redundancy? 
     





Operations 

Evaluation 

Strategy 

the .edu lifecycle 



Evaluation 

• Measure both the product and the process 
• Measure both web and business metrics 
• All data must be actionable 
• Use a combination of qualitative and quantitative 

methodologies 
• Include increased efficiencies and cost savings 
 



Concluding Thoughts 



In 2012, we surveyed over 1,000 web professionals 
and their number one challenge was not competitors 
but their own senior management’s lack of 
engagement and understanding. 
 
       - Gerry McGovern 



We need to change the conversation from thinking 
about the web and digital as a cost center to 
thinking about the web and digital as the campus’s 
most important strategic asset. 



Keys to Successful Web Governance 

• Understand higher education 
• Understand your campus dynamics 
• Focus on value 
• Find an executive sponsor 
• Develop leadership skills 
• Keep fighting the good fight 
• Think post launch  
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