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Project Summary 
 
Santa Monica College is one of the top community colleges in the country, providing 

programs for university-bound students, individuals building or changing careers, 

distance learners, as well as those in the local community. With the large number of 

programs, the current website has become fragmented and cluttered, making it 

difficult to find information. Campus staff report that many of the questions they 

receive are answered on the website, but few attempt to search for them because the site 

is frustrating to navigate.  

 

SMC would like to have a website that is contemporary, welcoming, and that reflects the 

quality of the school and the students that attend. Providing an experience that is user-

oriented with maximum functionality is a primary and immediate goal. In addition, the 

aim is to facilitate the availability of information, increase the use of the site by target 

audiences, maintain and improve the stature of the college within the community, 

make the site widely accessible. Long term, the goals include increasing community 

participation in, and support of, the wide range of SMC programs. 

 
 
Audience Profile 
 
While SMC is a major resource in the city, with programs that are geared for a diverse 

population, there are three principle audiences upon which the website redesign will 

focus: prospective students, current students, and faculty. 

 

A typical prospective student is 22 years old, lives in the Los Angeles area, and has a 

part-time job. She is adept at computer use but usually accesses the internet on her two-

year old phone - frequently surfing the web, watching videos, keeping up with friends, 

and shopping. On the new site, she will explore the SMC environment, information 

about transfer possibilities, course catalogs, online courses, financial aid, and 

location/parking. She expects information to be easy to find and the tone to be friendly. 



 

An SMC student is represented by a 25 year Los Angeles resident, working part-time as a 

clerk while pursuing the requirements for transferring to a four-year university. He 

uses both a laptop computer and his phone for internet access, spending most of the 

time on social networks, messaging friends, and studying. On the SMC site, he searches 

information about class schedules, enrolls in classes, logs into eCollege, applies for aid, 

pays fees, and looks up professors. He wants to find information quickly without any 

“hassle” - the less time it takes, the better. He might spend more time on the SMC site if 

the pages were less confusing and news/events of interest were easier to see. 

 
A typical professor at SMC is 43, lives 30 minutes from campus and teaches at several 

locations. She is moderately comfortable on computers and generally uses them for 

email and class-related work. She accesses the SMC site to view class rosters, post grades 

and class work, check dates and meeting schedules, and communicate with students 

and fellow faculty.  She wants to find information on announcements, events, and 

classes quickly and easily and be able to take care of administrative tasks. Because 

eCollege does not accommodate what she needs to conduct classes, she has set up a 

separate website for class documents. 

 
 
Perception/Tone/Guidelines 
 
Currently, the SMC website is seen as confusing and frustrating. As a college filled with 

young, active students, SMC should have a website that feels dynamic, friendly, 

contemporary, fresh, reliable, informative, and organized. By reducing the clutter on 

the pages and re-organizing the content flow, information will be more readily 

accessible. A design overhaul will give the site a fresh new look that is more in keeping 

with a user-friendly experience that can easily be used on any device. The site will have 

an overall cohesive visual unity that will streamline search and use of the entire site. 

 
 
Communication Strategy 
 
The overall message of the new site will be that Santa Monica College is a great school 

with a broad range of programs for intellectual, professional, creative, and social 

interests. The message will be that there are answers to a visitor’s questions and they are 

easy to find. Visual design will use a more open layout, visual flow, organization of 



content, color, and a reorganized navigation to implement the strategy. The success of 

these messages will be measured by a gradual increase in the number of visitors to the 

site as well as an increase in the amount of time they spend there. There will be fewer 

calls to staff involving questions that are easily answered on the website. 

 
 
Competitive Positioning 
 
SMC has built a strong reputation as the number one transfer school in California. This 

is an important draw for a large number of students. It is highly regarded as one of the 

best two-year colleges in the country with a wide offering of theoretical, professional, 

and recreational courses. In addition, SMC is located in a beautiful southern California 

beach city with a strong economy. Bringing organization, clarity, and facility to the new 

website will enable a showcasing of SMC’s strengths – through the visitor’s satisfying 

experience of the user-focused site.   

 
 
Targeted Message 
 
User-centric, contemporary, and efficiently organized. 
 
 


