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Executive summary  
The University of Michigan's Comprehensive Cancer Center (UMCCC) is a National Cancer Institute-
designated comprehensive cancer center. As one of the leading cancer hospitals in the country, 
according to U.S. News & World Report, UMCCC's research and educational outreach programs are top-
notch and its doctors held in high regard. To complement these achievements, UMCCC ought to have a 
website that reflects their superb achievements. As graduate students of the University of Michigan's 
School of Information and Human-Computer Interaction program, we were asked to evaluate UMCCC's 
website. We were asked, in particular, to assess the effectiveness of the Development section of 
UMCCC's website, which is currently named "Philanthropy." 

We conducted a number of tests in order to evaluate the UMCCC website. We began by determining 
what the most important aspects of the website needed to be evaluated through initial stakeholder 
meetings, and then proceeded with a comparative analysis, interviews, persona development, heuristic 
evaluations, and user testing. These steps aided us in developing a comprehensive view of the UMCCC 
website -- how it is currently being used, how it should be used, and how it could be used.  

From these various processes, we grouped our findings and recommendations into eight main areas. 
Each area contains 2-4 specific recommendations and are individually categorized for priority level and 
for implementation difficulty.  

Recommendations:  

1. Terminology and Content  
a. Change "Philanthropy"  
b. Use consistent terminology  
c. Avoid using development language  

2. Make a Donation Link  
a. Allow easy access to Make a Donation link  
b. Ensure that the donation link is available where it is beneficial  

3. Maintain and Update Website Content  
a. Make information about fund distribution available  
b. Deploy a Content Management System  
c. Explore better use of Social Media  

4. Ensure Accuracy  
a. Correct website breadcrumbs  
b. Remove content ambiguity  
c. Remove extra navigational links from the Philanthropy landing page  
d. Remove Matching Gifts from Make a Donation page  

5. Branding and Consistency 
a. Create and maintain a professional branding scheme for the website  
b. Generate a set of web page guidelines  
c. Use uniform video player  

6. Addressing Different Audiences  
a. Allow targeted donations for various cancer types and services  
b. Addressing different levels of contribution  

7. Hierarchy of Information  
a. Create a clear information hierarchy  
b. Highlighting important actions and content  
c. Follow a drill-down architecture for the website  

8. Help and FAQs   
a. Provide help documentation  
b. Simplify contact information  

(See page 7 for table of recommendations sorted by priority level and implementation difficulty.) 
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Next steps:  

We believe the UMCCC's Development website has considerable room for growth. The process will take 
time and resources, but we firmly believe that the institution has unrealized potential and that you should 
not be deterred by the effort required. Beginning now and developing a long-term plan for the UMCCC is 
of critical importance and will lay the foundation for the future vitality of the institution, its faculty, and the 
surrounding community. 
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Background Information and Methodology  

The University of Michigan’s Comprehensive Cancer Center (UMCCC) is one of only forty institutions to 
be designated as being comprehensive by the National Cancer Institute (NCI). There are two steps In 
order to be designated as being comprehensive:  

1) a cancer center has to pass a peer review, where the center’s scientific and interactive 
qualities are assessed for comprehensiveness, and  

2) the cancer center has to pass a Parent Committee’s assessment for community and 
professional outreach. These two components, research and education assessments, determine 
whether or not a cancer center will be designated as comprehensive.  

 UMCCC is a highly regarded cancer center, ranking #19 in U.S. News & World Report’s Top Ranking 
Cancer Hospitals list for 2010. UMCCC scored highly in terms of reputation amongst physicians, for the 
quality of its nursing staff, and rated highly according to its relative death rate. Having been compared 
against over 900 other cancer hospitals, UMCCC is a world-class institution and, as such, needs to 
convey an image of professionalism and quality of service.  

As Master students of the University of Michigan’s School of Information, we were asked to evaluate 
UMCCC’s website for usability problems and for its overall effectiveness. Specifically, we were asked to 
evaluate UMCCC’s Development section and compare it to the Development sections of other cancer 
centers in order to determine industry best practices and what types of improvements can be made. 

During our evaluation process, we employed several methods. First, we held initial stakeholder meetings 
to address the immediate concerns of the UMCCC-affiliated staff. Our first stakeholder meeting was 
attended by Frank Manion, Larry An, Nicole Fawcett, and Jennifer Matthews. Our second meeting was 
attended by Frank Manion, Larry An, and Debra Griffith. These meetings were helpful as starting points 
and we were able to build on the information collected for our comparative analysis.  

Comparative analysis is a tool used by usability professionals for ascertaining industry best practices and 
for seeing where a client stands in relation to its direct competitors. It became evident that UMCCC was 
not living up to competitive standards when it came to its philanthropic and donation portions of its 
website. The importance of the comparative analysis, however, was not simply to identify what was wrong 
with the website, but also how it could be improved and what avenues of growth currently remain 
unexplored by the client.  

 Following our comparative analysis, we then interviewed the entire Development Office staff for 
additional information regarding perceived website problems and desired changes. That meeting 
occurred on April 5th and was attended by the entire Development Office staff. The feedback collected 
gave us a better idea of the various website users and what information they are likely to need from the 
website.  

We then proceeded with our evaluation by developing three donor personas; personas are characters 
that are created and used as representations of different types of users and audiences. Personas help 
usability professionals determine whether or not a given website is meeting the needs of its target users; 
UMCCC has three main types of donors – fundraisers, small donors, and large donors – and each of 
these users has idiosyncratic needs that have to be addressed by the same website.  

Following the development of our personas, we conducted heuristic evaluations of the UMCCC website. 
Heuristic analyses are another set of tools used for determining major usability problems of an associated 
system. How it works is that a usability expert runs through an entire website and documents whatever 
usability problems they encounter and assigns a severity rating to it; heuristic analyses are useful 
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because experts are able to identify the majority of system errors quickly without the need of arranging 
the logistics of having an actual user present. What we gathered, based on this step, was that the website 
contained a number of consistency problems and was not adhering to commonly accepted usability 
principles.  

The final step of our UMCCC Development section website evaluation occurred as an interview and 
usability test with a long-time UMCCC donor. We were able to gather valuable first-account information 
from an actual user and how a user views the current content and state of the website. We then 
synthesized the notes, findings, and recommendations from the various usability methods (stakeholder 
meetings, interviews, comparative analysis, personas, heuristic analysis, and usability test) we used. 

Why you should care?  

The current UMCCC Development website falls definitively short of its competitors. Cancer centers, such 
as MD Anderson and Sloan Kettering, have obviously spent considerable amounts of time and resources 
on their websites. Medical institutions understand that websites are how the majority of new visitors 
acquire their information, and for institutions like NIC-designated cancer centers, it becomes even more 
important to have a strong web-presence; the relative scarcity of comprehensive cancer centers means 
that patients are willing to travel farther and invest more money if they believe the treatment they will 
receive is better. Consequently, having a professional and well-designed website is critical when 
competing against top-tier medical institutions. Right now, UMCCC’s relative lack of attention to its 
website becomes obvious when viewing the websites of its competitors.  

More important than comparing itself to other competitors, based on our stakeholder meetings and 
interviews, the UMCCC website is not adequately addressing the information needs of its current users. 
Information, especially Development-related information, is difficult to find and is sometimes absent 
altogether. For instance, donors are not presented compelling reasons to donate money to UMCCC, nor 
is information available related to how their donations would be utilized. Navigating the website was also 
cited as a major concern throughout our evaluation; problems with locating the donation form and making 
it more prominent was a common theme throughout our evaluation process. Hence, the UMCCC 
website’s current incarnation is not servicing either of the three donor types – fundraisers, small donors, 
and large donors – well.  

In addition to falling short of its competitors and its users’ expectations, the UMCCC website’s 
Development section also falls considerably short of the Development Office and the Cancer Center itself. 
Based on our donor interview, the UMCCC Development Office is a wonderful organization to work with, 
where the staff is both incredibly knowledgeable and friendly. The donor we spoke with was also a long-
time fundraiser with the Women’s Football Academy, and she believed in the commitment of the UMCCC 
and that their services were exceptional, so it was disappointing to see that the website did not reflect the 
professionalism of its staff. Furthermore, the website does not adequately reflect the quality of the 
institution itself; UMCCC is the 19th best cancer hospital in the U.S. Presenting that image outwardly, 
through the UMCCC website, to new patients is just as important as being recognized within the industry. 
Therefore, putting in the adjacent time and resources in order to attract new donors and visitors will be 
vital towards the long-term viability of the cancer center, as well as its reputation.  

Our Recommendations  

Based on the aforementioned techniques and methodology, we consolidated our recommendations into 8 
broad areas, with 2-4 recommendations under each category. The broad areas are meant to encapsulate 
the various ideas that were brainstormed throughout our evaluation process. The recommendations vary 
from being very specific with defined ways for improvement, to being big-concept recommendations. Due 
to this variance, we have included a priority level (high, medium, and low) as well as the implementation 
difficulty (hard, medium, and easy) for your convenience.  

Admin
Highlight

Admin
Highlight



7 
 

Table of Recommendations Sorted by Priority and Implementation Effort 
 

Priority 
Implementation 
Effort 

Category Recommendation Page # 

High Easy 
Terminology and 
Content 

Change “Philanthropy” 8 

High Easy Ensure Accuracy Correct website breadcrumbs 11 

High Easy Help and FAQs Provide help documentation 15 

High Easy Help and FAQs 
Provide information on why 
someone should donate 

16 

High Medium Make a Donation Link 
Allow easy access to Make a 
Donation link 

9 

High Medium 
Maintain and Update 
Website Content 

Make information about fund 
distribution available 

10 

High Medium Hierarchy of Information 
Create a clear information 
hierarchy 

14 

High Hard 
Terminology and 
Content 

Use consistent terminology 8 

High Hard 
Branding and 
Consistency 

Create and maintain a 
professional branding scheme 
for the website 

12 

High  Hard 
Addressing Different 
Audiences 

Allowing targeted donations 13 

High Hard 
Addressing Different 
Audiences 

Addressing different levels of 
contribution 

14 

Medium  Easy Ensure Accuracy Remove content ambiguity 11 

Medium Easy Ensure Accuracy 
Remove extra navigational links 
from the Philanthropy landing 
page 

12 

Medium Easy Ensure Accuracy 
Remove Matching Gifts from 
Make a Donation page 

12 

Medium Easy Hierarchy of Information 
Follow a drill-down architecture 
for the website 

15 

Medium Easy Help and FAQs Simplify contact information 16 

Medium Medium 
Terminology and 
Content 

Avoid using Development 
language 

8 

Medium Medium 
Branding and 
Consistency 

Generate a set of web page 
guidelines 

12 

Medium Medium Hierarchy of Information 
Highlighting important actions 
and content 

15 

Medium Hard 
Maintain and Update 
Website Content 

Deploy a Content Management 
System 

10 

Medium Hard 
Maintain and Update 
Website Content 

Explore better use of Social 
Media 

10 

Low Medium Make a Donation Link 
Ensure that donation link is 
available where it is beneficial 

9 
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Major Recommendations  

1. Terminology and Content  

The UMCCC should reconsider the terminology used within the Philanthropy section of its website. For 
content-heavy websites, using the correct terminology is critical because, when connecting to a large and 
diverse audience as UMCCC’s donors, the use of technical language discourages users and frustrates 
them. Since donors may or may not be familiar with cancer center and development office terminology, it 
becomes important to use understandable terms in order to make their experience as pleasant and easy 
as possible. Using simple and familiar terminology also has the added benefit of increasing user 
efficiency and promoting goodwill.  

High Priority   

Change "Philanthropy"  

Implementation: Easy  

 The term "Philanthropy" should be changed to a phrase like “Make a Donation” or “How to Give”. 
Of the people we spoke to, none of them considered “philanthropy” to be an easy term to identify 
with. It was often stated that the term philanthropy misleads people into thinking of major 
donations and large gestures, which intimidates casual users and alienates the segment of the 
UMCCC audience who wants to make small contributions. “Make a Donation” and “How to Give” 
is easier to understand and does not discourage small or large donors. If a new term can be 
agreed upon, the actual implementation of the change is relatively easy.  

Use consistent terminology  

Implementation: Hard  

 The website should use a consistent set of terminology across all web pages. For example, 
donations are currently being asked through different prompts: "Make a donation,"  "Give online," 
and “The Michigan Difference.” Using different phrases for the same function causes confusion 
and makes the site seem less professional. Developing a set of keywords to be used across the 
website is important for both user efficiency and for maintaining a professional appearance. 
Maintaining the terminology will be hard, as it would involve identifying all currently conflicting 
terms and deciding on a keyword list involving the various stakeholders.  

Medium Priority  

Avoid using development language  

Implementation: Medium  

 The UMCCC should avoid using the internal “development” language that is currently present on 
the website. Development language is difficult for casual and first-time donors to understand. For 
example, the “Get In Touch” page lists job titles next to contact names (e.g. Annual Fund 
Program Manager) and these would be confusing to the novice visitor. Going through the various 
pages and proofreading for development terminology will have a medium level of difficulty.  
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2. Make a Donation Link  

The “Make a Donation” link is critically important and should be accessible wherever it is needed. The link 
should also be easily identifiable and easy to locate. Currently, the “Make a Donation” page is easiest to 
access from the Philanthropy landing page, but once a visitor has moved off of the landing page, donating 
to the UMCCC becomes less prominent. Hence, it is highly important to make the “Make a Donation” link 
easy to identify across all Philanthropy web pages.  

High priority  

Allow easy access to Make a Donation link  

Implementation: Medium  

 A donation button should be made available on every page within the UMCCC website’s 
Philanthropy section. Currently the “Michigan Difference” button is available across most of the 
web pages, however, the button is not readily understood because of the terminology used and 
because the button is not visually interesting; the phrase “The Michigan Difference” is tilted on an 
angle and the yellow “click here” text is difficult to read. Redesigning the donation button is 
important towards attracting user attention and for make donating as easy as possible. A strong 
visual design would make the global donation button more findable and would also improve the 
user’s experience when he or she is ready to make a donation. Furthermore, use only one 
donation button; decide on the button design and terminology but use only one (e.g. not both the 
Michigan Difference and Give Online) and have it displayed in the same place on every page to 
aid user memory.  

The implementation effort required to make this change is medium but may be hard depending on 
how much effort is put into redesigning the donation button.  

Low Priority  

Ensure that the donation link is available where it is beneficial 

Implementation: medium  

 Another change that should be implemented for the overall Cancer Center website is to connect 
the research pages to the donation section of the Philanthropy website. More specifically, if 
content is created for different types of donations or targeted forms of cancer donation, then the 
donation links should lead the user directly to that page. Keeping this in consideration with the 
other recommendations, the priority of this recommendation is relatively low but following through 
with the change could potentially impact UMCCC’s donation levels. We think that the 
implementation effort required is medium, as it only involves a slight layout change to UMCCC’s 
research pages; once the new layout is decided, simply add the global donation button and 
connect it to the corresponding Philanthropy section page.  

3. Maintain and Update Website Content  

UMCCC donors are usually intrinsically motivated, either because of personal experiences with the 
UMCCC or because of a desire to contribute to a “greater good,” they often feel personally invested when 
donating and want to know more about the Cancer Center and how its funds are being utilized. 
Consequently, providing information to donors about the Cancer Center’s newest initiatives and biggest 
breakthroughs is important. This information is especially important to large donors, to maintain their 
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loyalty and interest in UMCCC, and as an initial motivation for why they should donate to the UMCCC in 
the first place. Keeping the website updated also adds to the perceived reputation of the Cancer Center.  

High Priority  

Make information about fund distribution available 

Implementation: Medium  

 The most critical step in providing information to donors is to regularly update the website with 
reports about the Cancer Center’s status and how it redistributes its funds. This task can be 
accomplished by posting pdf documents initially, but the most appropriate method is by 
continually updating the html web pages. Having these reports available on the website is helpful 
for potential and first-time donors when trying to identify research areas and support programs 
that they are interested in donating to. Making this change would not be difficult, as the 
development office already possesses the relevant data and has a clear idea of what information 
would compel site visitors to donate. However, this step does require that a person is available for 
regularly updating the website with new information. Hence, on our scale, the implementation 
effort required is considered medium.  

 Medium Priority  

Deploy a Content Management System  

Implementation: Hard  

 One of the medium priority changes that could be made to the website is a re-launch and 
redesign of the website using a Content Management System, such as Drupal or WordPress. 
Once implemented, the website would provide easy access to staff members to update the pages 
themselves. Large donors could also have the ability to log-in and view personalized updates 
about the funds they have contributed to the Cancer Center. The effort required is obviously 
considerable and is hard in terms of implementation, but once done, staff members would be able 
to update the website’s content themselves and would not need to rely on a website administrator 
to change and post information.  

Explore better use of Social Media  

Implementation: Hard  

 One of our recommendations for generating greater interest in the UMCCC development office is 
to update donors about upcoming fundraising events and milestones through social media. Social 
networks like Facebook, LinkedIn, and Twitter could be used to spread the word about recent 
developments within UMCCC and the development office, and can also work to create a vibrant 
online community. This would again be hard in terms of implementation effort involved as the 
major challenge this recommendation encompasses is to promote their social profiles and get 
people involved within their social network.  Also this recommendation would mean that there are 
enough human resources for constantly posting updates across different social networks.  
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4. Ensure Accuracy  

The accuracy of the website is not only important for ensuring that correct information is being provided to 
visitors, but incorrect information causes user frustration and negatively impacts his or her impression of 
the Cancer Center in general. While having accurate information is essential for any website, content 
duplication should not occur. Redundant information increases the cognitive load the website imposes on 
its users and deters him or her from accurately performing their intended task. However, if redundancy is 
needed for important content or information, that redundant information should be consistent across all 
web pages.  

High Priority  

Correct website breadcrumbs  

Implementation: Easy  

 Breadcrumbs are trails that users can refer to when determining what page they are currently 
viewing and the path he or she used in order to get there. One of the high priority changes we 
have identified is that the breadcrumbs should always be accurate and easy to understand. The 
breadcrumbs being utilized by UMCCC, however, are confusing because they behave differently 
on different pages and are sometimes inaccurate. For example, the breadcrumb on the “Make a 
Donation” page reads Home > Philanthropy, instead of Home > Philanthropy > Make a Donation 
or Philanthropy > Make a Donation. Since breadcrumbs are a standard navigational tool and 
helps disoriented users know their current position within the whole website, it is necessary that 
the breadcrumbs be implemented impeccably and without error. The implementation effort 
required for correcting this step is easy; simply check all pages on the UMCCC website, not just 
the Philanthropy section’s pages, to see whether or not the breadcrumbs are accurate and 
correct them accordingly.  

 Medium Priority  

Remove content ambiguity 
 
Implementation: Easy  

 A medium priority recommendation is to remove the content ambiguity between the "Get In 
Touch" and "Contact Us" pages. We observed several instances of users being confused 
between the two options and they wind up selecting the wrong one. This ambiguity could be 
removed by moving the “Contact Us” link, which is currently located on the right sidebar, to the 
footer so that the user clearly understands that the link is for general information about the 
UMCCC and aligns with commonly accepted web design principles. Also, the “Get in Touch” 
page should not display the whole staff directory. If too many options are offered and if the 
contact roles are not clear, the user generally calls the first person on the list or the person with 
the highest rank. Instead of listing all personnel information, contact information should be limited 
to the people visitors are most likely interested in speaking to or to a catchall phone number or 
email address. The implementation of this step would be easy, as it would only require 
reorganizing the information on the “Get in Touch” page and moving the Cancer Center 
information to the footer.    
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Remove extra navigational links from the Philanthropy landing page  

Implementation: Easy  

 Another medium priority change that we recommend for the website is the removal of the 
extraneous navigational links present on the Philanthropy section landing page (make a donation, 
volunteer, fundraise etc.). The presence of two navigations located closely together with either 
the same or similar links confuses users; a user will generate their own interpretation of the extra 
links, which may or may not match the intended design of the website. Therefore, removing these 
links would be helpful in order to clarify how to navigate within the Philanthropy section. The 
implementation effort required would be easy, as it would only involve deletion of links.  

Remove Matching Gifts from Make a Donation page  

Implementation: Easy  

 The last medium priority change relates to redundant or misplaced information. The Matching 
Gifts information is located on the Make a Donation page, but can be moved to another page 
when additional donation information is included on the website. Currently, the information being 
presented may be confusing to users whom it does not relate to (e.g. students, the unemployed, 
retirees, etc) and buries more relevant content. The effort required for this recommendation is 
easy.  

5. Branding and Consistency 

This section concentrates on how the website’s aesthetic appeal can be improved. While the 
consideration of fonts and font sizes are important for ensuring the legibility of website text, using 
variations in page layouts can bring out meaningful hierarchy within the content of a webpage. Moreover, 
careful selection of color themes is essential for aiding user memory, such that their efficiency is 
increased on subsequent visits to the website. The use of professional and consistent layouts and color 
schemes also impacts a user's perception of the Cancer Center overall.  

  High Priority  

Create and maintain a professional branding scheme for the website  

Implementation: Hard  

 The most important recommendation for improving the site’s visual appeal is to create and 
maintain a consistent, professional branding scheme across the Philanthropy section of the 
website. This branding scheme should differ from the UMCCC branding, but it should also be 
similar enough that it can be identified as part of the UMCCC brand. This can be accomplished by 
maintaining consistency between the two brands (like navigational menus, icons etc.) while 
keeping other aspects (like background colors) specific to the Philanthropy section. 
Implementation of an effective branding scheme would be hard in terms of implementation effort 
involved; however, there are numerous branding agencies where this work could be outsourced.  

 

 

 

Admin
Highlight

Admin
Underline

Admin
Underline

Admin
Underline



13 
 

Medium Priority  

Generate a set of webpage guidelines  

Implementation: Medium  

 The second recommendation for increasing the aesthetic appeal of the website is to draft a 
general set of guidelines for web pages and web page layouts. These guidelines should cover all 
types of content that is currently or could potentially be placed on the website. These 
specifications should include font, font sizes, table width, image sizes, video format etc. For 
example, the width of the website page should be given as a fixed value in the HTML code so 
that different pages do not take up different dimensions in a browser. The implementation effort 
required to bring up this change would be medium because, although it involves considerable 
initial effort in generating the guidelines, it would be simple to follow once appropriate guidelines 
are in place.  

 Low Priority  

Use uniform video player  

Implementation: Easy  

 A particular problem we encountered during our heuristic evaluation was the inconsistent use of 
video players across different web pages. Consequently, we recommend that you use one type of 
player across all web pages. Use of the same video player (such as Youtube) would not only help 
the user, because they would need to know only one type of navigation, it would also decrease 
the implementation effort required when uploading videos. The most common video embedding 
services are Youtube and Google Video, either of which would suffice for the Philanthropy 
section’s needs. We are sure that the implementation effort required in this case would be easy.  

6. Address Different Audiences  

This section covers how the UMCCC website can better address the different audiences and donor types 
of its Philanthropy section. We believe that the UMCCC could really excel in this area and provide the 
best selection of choices for donors when planning their contributions; donors want to contribute towards 
individual causes and there currently are no options for enabling that function. Not only do donors differ in 
how they donate, they also differ in their reasons for donating. For instance, big donors might donate in 
order to receive recognition or for altruistic purposes, whereas small donors are more likely donate out of 
grief for having lost a loved one. The website should address each of these audience types and needs by 
making donation options available.  

High Priority  

Allow targeted donations for various cancer types and services  

Implementation: Hard  

 The website should address the different types of cancers and services that donors contribute to. 
In order to address these audiences, information regarding the various types of cancer research 
and patient services should be available through the Philanthropy section, either by linking to the 
research section of the UMCCC website, or by including brief synopses of what is being 
accomplished by a particular service. In addition to these concerns, the donation form currently 
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allows donors to target five areas of the UMCCC for contribution; however, no explanation or 
information is included on the website to explain what each of these funds are and why a visitor 
should contribute to them. If a donation option is offered on the donation form, then there should 
be corresponding content on the website for addressing these option types.  

The implementation of this recommendation would be hard as it involves creating a considerable 
amount of content and changing the donation form. Furthermore, these pages will need to be 
updated with new content and, as time passes, with information regarding how donations have 
transformed the particular area of research or patient care. A potential shortcut for research 
information is to simply link to its counterpart page within the Research & Treatment section and 
maintain that section only. 

Addressing different levels of contribution  

Implementation: Hard  

 Apart from segmenting the donors based on cancer types and services, the website should also 
segment the audience based on different contribution levels. When addressing different 
contribution levels, it is important to highlight what donation types are available (e.g. one-time, 
annual, stock options, legacies - possibly provided through embedding with overall UMHS 
website). Based on our meetings and discussions with the Development Office, the UMCCC 
website is currently under performing when attracting small donations and, in order to improve, 
the importance of small donations should be highlighted and how small donations are able to 
make big impacts. There is currently a "view other ways to give" option present on the donation 
form, but it is for the university as a whole, and once a user selects that link, they are taken away 
from the Cancer Center website.  

The implementation effort required for making these changes would be hard as it would require 
creating the content for highlight these different types of donations and implementing the 
functions either through the donation form or some other method.  

 7. Hierarchy of Information  

Apart from the detail-oriented recommendations we have developed, the website also needs to be 
reviewed from a high-level perspective. The way information is arranged within the website should match 
the mental model of the user. For instance, if a user selects a section within the UMCCC website, what 
pages are held within that section should be intuitive to the user; if the content is not intuitive, then the 
user has to decipher what the content is and its purpose, and that is detrimental to a user’s overall 
experience as it increases their effort and mental load.  

High Priority  

Create a clear information hierarchy  

Implementation: Medium  

 A high-level priority requirement for the Development Office is to rearrange the website content to 
utilize more meaningful hierarchy to users. For instance, within the “Make a Donation” page, the 
first content presented to visitors is about "Matching Gifts" but there’s no information on how to 
actually make a donation. Ordinarily, information regarding matching gifts from would appear 
lower on the page or on a separate page entirely. There is a definite need to create more 
meaningful groups, as well, so that a visitor can easily find what he or she needs and accomplish 
his or her tasks quickly. Creating a clear and intuitive hierarchy also helps users navigate and 
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absorb information more easily. The implementation effort required for doing this would 
be medium as it involves card sorting exercise and other information architecture procedures 
(http://www.boxesandarrows.com/view/card_sorting_a_definitive_guide). Once the information 
hierarchy is clear, content will be more easily managed.  

Medium Priority  

Highlighting important actions and content  

Implementation: Medium  

 Web pages should highlight important content and actions to make it easier for users. 
Specifically, donors are not told how to donate on the “Make a Donation” page and often call in 
requesting for help. Another example would be the "Volunteering Opportunities" page and 
highlighting how interested parties can volunteer in the events that are being described. The 
implementation effort for changing these pages would be medium, as it mostly involves 
prioritizing content and highlighting important actions; figuring out a universal design that could 
accommodate and assign a consistent position to the highlighted content is also a part of this 
process.  

Follow a drill-down architecture for the website  

Implementation: Easy  

 Another method for improving the UMCCC’s information architecture is to use a drill-down 
approach to website design to greater effect. Present users with fewer options at the beginning 
and allow them to drill-down for further information; this method allows websites to feel 
manageable for visitors, even when large amounts of content is available on the website. This 
approach is particularly helpful when a website caters to audiences with different levels of 
information needs. This recommendation is less applicable for the Philanthropy section’s current 
incarnation, but should be considered when redesigning the website to accommodate various 
types of donors and additional content. The implementation effort required for this would be easy.  

8. Help and FAQs 

This section addresses the different levels of technical expertise users have when visiting the website. 
Some visitors may not know where to search for content and even good websites have difficulty 
addressing all the questions a visitor may have and, as such, the UMCCC should offer a help section that 
includes answers to frequently asked questions (FAQs). It should be noted that the recommendations 
contained in this report might increase the complexity of navigating the UMCCC website, and users may 
need additional step-by-step instructions. These help documents, in addition to helping the user, also 
helps reduce the number of callers the Development Office receives requesting website help.  

High Priority  

Provide help documentation  

Implementation: Easy  

 For visitors who are not accustomed to making donations online, step-by-step instructions should 
be provided to ease the donation process. Ideally, these instructions would be provided while a 
user is going through the donation process, but it should also be provided through additional 
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documents on the website. Overall, website visitors should always feel as though someone is 
there to help them move through the donation process. The implementation of this step 
is easy but also depends on whether a help function is integrated in the donation process or 
provided as additional documents. The development office staff would definitely be an important 
resource for generating this content.  

Provide information on why someone should donate  

Implementation: Easy  

 Another high priority change is to provide materials about why someone should donate to the 
UMCCC. This could be provided by a brief list of reasons, but mostly through links to other pages 
within the website, such as web pages for research programs, UMCCC awards, or recent 
research breakthroughs. Having this information in the help or FAQs section creates an easy 
reference portal for potential and current donors and helps to create a compelling argument for 
why donating is important. Additionally, these documents can be tailored for different audiences. 
The implementation effort required for this would be easy, as the Development Office already has 
most of this information at their disposal.  

Medium Priority  

Simplify contact information  

Implementation: Easy  

 One of our suggested changes is to assign and recommend contacts for particular problems or 
complaints. For instance, if users have specific questions about donating or using the donation 
form and their questions are not being addressed by the help documentation, who he or she 
should contact for aid should be easily accessible through an FAQ section. Likewise, 
unsubscribing requests were cited as a concern by the Development Office staff during our 
interviews; allowing users to fill out an online form or providing information on who they should 
email or call would help with this process. The implementation effort required for this would 
be easy as there are several easy to use web templates that could be utilized to create this 
feedback process.  

 
 
Conclusion 

We hope you found these findings and recommendations helpful. The Development Office already has 
access to most of the information necessary, but they need a combination of willpower and resources in 
order to implement the recommended changes. We believe that the UMCCC development website is ripe 
with potential and that addressing the needs of different donors and segmenting donations is an area 
where UMCCC can outperform its competitors. Moreover, improving the website will motivate donors, 
fundraisers, and volunteers to continue contributing to the Cancer Center for years to come. 
 
 
 
 

  

Admin
Underline

Admin
Underline



17 
 

Appendix 
 
 Recommendations Matrix  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 18 

 Personas  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 19 

 Competitive Analysis  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 20 

 Final Presentation  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 51  







+

Competitive Analysis



+
Consistency

� Same Layout for the pages and a dominant color theme



+
Consistency

� Single Primary Panel for Navigation



+
Consistency

� Should have Consistency with other web pages



+
Consistency

� Similar position for similar information 

Navigation Main Content Top Links



+
Donation Link

� Having a more prominent donation link is very essential due 

to amount of information on the site



+
Donation Link

� Link can be made prominent by its aesthetics



+
Donation Link

� Segmentation can be done prior to the donation for easily 

catching the user



+
Donation Link

� Using multiple instances



+
Ease of Navigation

� The link area should be large and the clicked portion should 

be distintive



+
Ease of Navigation

� Hierarchy should be clear 



+
Focus on Displaying Research 

Information

� Need strong visuals



+
Focus on Displaying Research 

Information

� There should be prominent link to go into research



+
Focus on Displaying Research 

Information

� Highlighting Accolades



+
Upcoming Events

� Only MD Anderson has the news section, but its not placed 

on the main donation page but only in the inner pages



+
Branding

� Currently donation web pages are not given a separate 

branding then the cancer website

� However a separate branding would be effective in making 

donors feel “different”donors feel “different”

� Separate branding could be explore under the constraints of 

main branding and the Overall Consistency



+
Amount of Content and its relevance

� Amount of content should be more but organized into 

meaningful groups



+

� Number of Primary links should be low



+

� Number of Primary links should be low



+

� Share news about major donations and campaigns

Press Releases and Donor 

Recognition



+

� Remember to thank donors for their contributions

Press Releases and Donor 

Recognition



+
Addressing Different Donor 

Audiences

� Provide information about the donation options available 



+

� Make it easy to see how donor contributions are allocated 

and used

Addressing Different Donor 

Audiences



+

� Provide campaign and fundraising updates in easily findable 

forms

Addressing Different Donor 

Audiences

Newsletter Right-hand menuNewsletter Right-hand menu



+
The Gift-Making Process

� Limit the number of click-throughs necessary to reach 

donation page

Click 1:Click 1:

Make a gift

Click 2:

Online gift 

form



+
Use of Social Media

� Enable the most obvious forms of sharing 

Make it visible



+
Subject Groupings and 

Terminology

� Make terminology consistent and easy to understand

Avoid 

inconsistent 

terminology



+
Subject Groupings and 

Terminology

� Make terminology consistent and easy to understand

Possibilities include: How you can help, How to help, Giving to...



+

� Group like-items and drill-down as necessary

Subject Groupings and 

Terminology

Bad Example



+

� Group like-items and drill-down as necessary

Subject Groupings and 

Terminology

Good Example



+
Overall Emphasis of Donations 

within Website

� Make donating part of your website’s brand (use MD 

Anderson example)



U-M COMPREHENSIVE CANCER 

CENTER WEBSITE

(DEVELOPMENT SECTION) (DEVELOPMENT SECTION) 

Becky Chu Kshitiz Singh



Introduction

� About US 

� About  YOU



Project Scope

� To create a list of recommendations on ways

to improve the UMCCC Development website 

based on the needs of current and potential 

donorsdonors



What we did …

� Evaluated and compared the development 

website to its closest competitors

� Determined your needs and expectations of 

the websitethe website

� Analyzed ways to improve the website based 

on user experience principles

� Generated a final list of Recommendations 

according to priority and implementation 

effort



Our Approach

� Stakeholder Interviews

� Donor Interview

� Comparative Analysis

� Heuristic Evaluation

� Based on these evaluation methods, 

we categorized our findings into 8 major 

areas



Areas

1. Terminologyand Content

2. “Make a Donation” Link

3. Maintain and update website content

4. Ensure accuracy

5. Branding

6. Addressing different audiences

7. Hierarchy of Information

8. Help and FAQ’s



1 Terminology and Content

� Change “Philanthropy”
� Possible alternatives 

“Ways to Give” , “Make a 
Donation”

� Philanthropy is a 
complicated term and 
open to various 
interpretations

Priority: HIGH Implementation Effort: EASY



1 Terminology and Content

� Use consistent 
terminology
� Decide on a common list of 

key words and phrases

� Avoid using multiple terms � Avoid using multiple terms 
with the same meaning

� Different words for 
Donation

� “Events” and “Fundraising 
Events”

Priority: HIGH Implementation Effort: HARD



1 Terminology and Content

� Avoid using Development language
� Make content understandable for 

different audiences

� Consider users when deciding on 
these terms

� Job Titles on the Get in Touch page

� Victors  Stories

� For Health Professionals could be 
changed to “Research”

Priority: MEDIUM Implementation Effort: MEDIUM



2 Make a Donation Link

� Allow easy access to Make a Donation link

� Redesign the donation button for easy 

recognition

� Make it global and consistent� Make it global and consistent

Priority: HIGH Implementation Effort: MEDIUM



2 Make a Donation Link



2 Make a Donation Link

� Ensure that donation link is available where 

it is beneficial

� Have donation links on research pages

� Donor Interview: 

“It’s difficult to access the donation page if 

you are not on the home page”

Priority: LOW Implementation Effort: MEDIUM



3 Maintain and update website 

content

� Make information about fund distribution 

available

� Annual Reports

� Donors need to know how their donations � Donors need to know how their donations 

are being utilized

Priority: HIGH Implementation Effort: MEDIUM



3 Maintain and update website 

content



3 Maintain and update website 

content

� Deploy a Content Management System

� Provide personalized information to donors

� Allow development office to update website 

content  content  

� Donors need to know how their donations are 

being utilized

� There is a time lag for updating the website

Priority: MEDIUM Implementation Effort: HARD



3 Maintain and update website 

content
� Explore better use of Social Media

� Utilize it for updates about 
fundraising events

� Involve more people within the 
online community

� Potential audiences (donors and 
volunteers) are tech savvy

� Social media is easy to use and 
would also spread awareness 
about the UMCCC

Priority: MEDIUM Implementation Effort: HARD



4 Ensure Accuracy!

� Correct  website 
breadcrumbs
� Follow general breadcrumb 

guidelines

� Make the navigation � Make the navigation 
intuitive

� Breadcrumbs change on 
different pages

� “Home” is ambiguous

Priority: HIGH Implementation Effort: EASY



4 Ensure Accuracy!

� Remove content ambiguity
� Resolve ambiguity between 

“Get In Touch” and “Contact Us” 

� Assign visibility to more 
important content – Move important content – Move 
general information to footer

� Visitors are confused by the 
duplicated information

Priority: MEDIUM Implementation Effort: EASY



4 Ensure Accuracy!

� Remove extra 
navigational links from 
the Philanthropy landing 
page

� The landing page 
duplicates left navigation 
and that confuses visitors

Priority: MEDIUM Implementation Effort: EASY



4 Ensure Accuracy!

� Remove Matching Gifts from Make a 
Donation page
� It could be moved to a different page on the 

websitewebsite

� “It buries the main content and it does not 
apply to me either”

Priority: MEDIUM Implementation Effort: EASY



4 Ensure Accuracy!



5 Branding and Consistency

� Create and maintain a professional branding scheme 
for the website
� Focus on developing an impressive and professional set of 

Colors, Layout and Fonts 

� Outsource the work to a branding agency

� Branding reflects the reputation of the Cancer 
Center 

� Inconsistent branding does not leave a favorable 
impression

Priority: HIGH Implementation Effort: HARD



5 Branding and Consistency

Priority: HIGH Implementation Effort: HARD



5 Branding and Consistency

� Generate a set of web page 
guidelines
� Develop and Distribute guidelines 

for designing a web page

� Ensures consistent use of fonts, 
font sizes, colors, iconsfont sizes, colors, icons

� On the Fundraising Events page, 
the left navigation changes in 
size and content

� Font size is too small in the 
Cancer Answerline banner

Priority: MEDIUM Implementation Effort: MEDIUM



5 Branding and Consistency

� Use a uniform video player
� Decide on a common web 

video player and its format

� Make sure that it is 
documented in the guidelinesdocumented in the guidelines

� Different video players on 
the Philanthropy page and 
on the Volunteering page 
annoys the user

Priority: LOW Implementation Effort: EASY



6 Addressing different 

audiences
� Allowing targeted donations

� For different types of Cancer 

� For different patient services

� Interlinking between Research and Philanthropy sections of the website 

� Change the donation form and have relevant content available� Change the donation form and have relevant content available

� Highlight different type of services  that one could donate to

� The donation form has 5 fund options but details about them are 
not available

� The targeted audiences are highly varied  and the website should 
cater to their individual needs

Priority: HIGH Implementation Effort: HARD



6 Addressing different 

audiences



6 Addressing different 

audiences



6 Addressing different 

audiences
� Addressing different levels of contribution

� Highlight the importance of small donations

� Enabling different forms of donations

� Suggesting amounts for donations

� Donor Stories would be an appropriate addition� Donor Stories would be an appropriate addition

� The website does not  explain different levels of 
contribution nor their impact

Priority: HIGH Implementation Effort: HARD



7 Hierarchy of Information

� Create a clear information 
hierarchy
� Perform card sorting exercises in 

order to create intuitive content 
groupings

� Helps the user navigate 
website faster and in a less 
frustrating manner

� Visitors have a tough time 
finding what they need

Priority: HIGH Implementation Effort: MEDIUM



7 Hierarchy of Information

� Highlighting important actions and content
� Decide what types of information are more important 

than others

� Maintain hierarchy through colors, layout and font 
sizessizes

� Donors do not know how to donate

� Major Content on some pages (Volunteering, Get 
in Touch) is hidden

Priority: MEDIUM Implementation Effort: MEDIUM





7 Hierarchy of Information

� Follow a drill-down architecture 
for the website
� Start with broad categories and 

have the user drill down for specific 
information

� Limit the number of groupings in 
order to simplify the navigationorder to simplify the navigation

� The website should cater to 
different types of audiences and 
not all information is relevant to 
all users

Priority: MEDIUM Implementation Effort: EASY



8 Help and FAQs

� Provide help documentation
� Give step by step procedures on how to donate

� These procedures should be easily accessible while a 
person is donating

� Donors often call Development Office requesting 
help

� Addressing different audiences will complicate 
the donation process

Priority: HIGH Implementation Effort: EASY



8 Help and FAQs



8 Help and FAQs

� Provide information on why someone should 
donate
� FAQs should link to other pages within the website 

that present compelling arguments for donating

� There is no compelling motivation given to 
visitors

� It provides easy reference to potential and 
current donors 

Priority: HIGH Implementation Effort: EASY



8 Help and FAQs



8 Help and FAQs

� Simplify Contact Information
� Direct users who have common problems and 

complaints to the correct person

� Provide information about unsubscribing from the 
mailing listmailing list

� People can not locate a general contact number

� No information is available for unsubscribing 
from the mailing lists

Priority: MEDIUM Implementation Effort: EASY



8 Help and FAQs



Conclusion

� Development Office already has access to 

most of the information needed for the 

recommended changes

� Segmenting the donations is a potential area � Segmenting the donations is a potential area 

where UMCCC could outperform its 

competitors

� Improving the website will motivate donors, 

fundraisers and volunteers to continue 

contributing to the UMCCC



Thank You
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