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UGA Means Business with New Approach to MBA Content

The Client 

University of Georgia (UGA) is home to one of the highest ranked business 

schools nationally and internationally, Terry College of Business.  In particular, the 

Master of Business Administration (MBA) molds today’s business managers into 

tomorrow’s business leaders. The Terry MBA attracts interest from potential students 

around the world. Realizing that more and more potential students learn about the 

program through the web, UGA began exploring how to improve its website content—

without rifling the many academic stakeholders. 

In this case study, learn about the challenges UGA faced, our solutions, and the 

results. 
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The Situation
The marketing and communications director at UGA’s Terry College 

of Business, Martha Dennis, approached us after her team read our book, Clout: The 

Art and Science of Influential Web Content (New Riders).  A digital pioneer at UGA 

for more than 10 years, Dennis is responsible for the college’s entire web presence—

including the MBA website. Her team has earned recognition within UGA and the larger 

higher education industry for conquering complex redesigns and innovations. Martha 

viewed content as the next digital frontier to conquer. As a member of her team, Kalena 

Stull, noted 

With no strategy in place, our content had grown unruly over the years, 

which brought little value to our users.

We discussed the content situation with Dennis, Stull, and a key 

stakeholder—Ashley Edmonds, the marketing director for MBA programs. We mutually 

identified several priorities for our engagement:

•  Improve content to attract the right potential students. 

•  Boost inquiries and applications from the right potential students.

•  Address problems discovered in usability testing. 

•  Differentiate the overall MBA offering against other universities and colleges.

•  Differentiate each of the three MBA programs.

•  Establish a content approach that can be repeated with other College of  
    Business websites. 

To turn challenges like these into opportunities, we developed a 

web content strategy and then helped UGA implement it.
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Our Solution

To start, we took a close look at UGA’s MBA content and related research. 

Analysis   
As part of our analysis, we

•  Interviewed stakeholders about prospective students, MBA differentiators, and
    current content workflow. 

•  Audited product content for quality and influence. 

•  Defined prospective students’ needs from the content.

•  Identified pertinent best practices and techniques to apply. 

During the analysis we discovered

•  Opportunities to align content with the way prospective students make decisions. 

•  Ways to consolidate and better organize content. 

•  Gaps between student needs and the messages, themes, and substance of  
    the content. 

•  Opportunities to make the MBA’s differentiators clearer and more compelling.

•  Prospects for making the content easier to read and understand and to improve 
    workflow behind the scenes.

The analysis helped ensure our recommendations were thoughtful, strategic, 

and ready to stand up to the scrutiny of stakeholders.
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Our Solution

Aligning Stakeholders + Content Owners 
Changing content for a huge organization can make all of the stakeholders and content 

owners involved uneasy. An independent perspective like ours overcomes resistance to 

change. As Dennis puts it: 

Reimagining a website in a large institution is political and can cause  

some nervousness on the part of our internal customers. Having an  

outside consultant provide some clout to your project helps sell the  

overall need for change.

By the time we delivered our recommendations, the stakeholders understood the need for 

change and were ready for it.
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Synthesis + Strategic Recommendations 
After the analysis, we developed a cohesive strategy and final recommendations for the 

communication (editorial) and architecture sides of content. 

We took time to consider different possibilities and think 

through the impact of each recommendation on the others. The result was a set of 

recommendations that complemented each other. For example, we explained how 

consolidating content should change the site map. After we agreed on the strategy, UGA 

sought our help with implementing it.

Our Solution continued

Recommendations
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Our Solution continued

Content Concepts, Messages, Writing, + Tools 
We created a concept to illustrate some recommendations. For example, we crafted a 

new version of the MBA program comparison:

Before
After
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Our Solution continued

We also developed key messages and wrote completely new content for 

the new site. And, we turned important data points into compelling infographics.

Additionally, we provided Dennis’ team with tools such as a content matrix to track 

content development and maintain it over time.

Class profile infographic for the Terry Full-Time MBA
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The Results
UGA gained a strategic approach to MBA content—and actual 

content for their reimagined website. Instead of a pain point, content is now a 

point of pride. Edmonds notes

I’m really happy with the approach and the new content itself.

Through this engagement, UGA overcame obstacles to change and 

strengthened its drive toward continually better content. By avoiding delays due 

to content politics among many content stakeholders, Dennis’ team conquered 

the new frontier of content efficiently. And, this engagement built momentum to 

reimagine content for the entire Terry College of Business web presence.

Finally, UGA acquired a content framework and tools to 

adapt and reuse for the rest of the Terry College of Business web presence. This 

engagement left no loose ends.

The above results alone bring a sizable return on UGA’s 
investment. Over time, Dennis, Edmonds, and Stull also anticipate the new 

content will aid recruitment by attracting more of the right applicants to Terry MBA 

programs.



10

UGA Means Business with New Approach to MBA Content

Why Partner with Us
Partnering with UGA’s Terry College of Business was a success 

because it transformed not only their MBA content but also the team and processes that 

produce it. During the course of our engagement, for example, Stull took on the official 

title of content strategist.  She notes

We recognized the need for a dedicated content strategist to keep our 

content engaging and maximize the user experience.

So, if you work with us to conquer the digital frontier of content, you could 

gain benefits such as

         An analytical—not knee-jerk—approach to improving content. 

         A credible outside perspective  that overcomes internal resistance to change. 

         More efficient internal processes for producing the most influential content.    

         A strategy that works immediately and for the long haul. 
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About Content Science continued

We’re an award-winning content intelligence and strategy firm headquartered in Atlanta, GA.

We have advised the world’s leading brands, nonprofits, startups, and government agencies 
on making content make a difference to their goals.

Why Content Science? Because content is, indeed, a science. We study what works well—and 
what doesn’t—so you can make informed decisions about your content.

Our services include consulting, research, and training. Our focus areas include content 
analysis, content strategy, content marketing, user experience, and content systems.

Our subscription products include the innovative software ContentWRX, which takes the 
hassle out of understanding whether your content is effective. We also created the online 
magazine and training platform Content Science Review to empower you and your team 
with research, tools, and insights.

Our CEO is Colleen Jones, author of the popular content book 
Clout: The Art and Science of Influential Web Content and 
frequent speaker.

Want to make your content work for your 
organization? We can help. Contact us to find out how. 
content-science.com/about/contact-us

Sample 
Clients


