
HOMEPAGE TRENDS 
AND STRATEGY



How We Think About Homepages

For most .edu websites, your homepage should be an 

immersive brand entry point, reinforcing known 

qualities of the brand and desired representation 

while providing clear pathways and context to deeper 

understanding and discovery.
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Common 

Approaches



The Hero — Brand/mission headline



The Hero — Ambient Video



The Hero — Brand Discovery



The Hero — Brand Discovery



The Hero — News Slider



Stats & Facts



Critical Pathways



News & Events



Calls-to-Action GLOBAL 
HEADER

CTA 
COMPONENT

GLOBAL 
FOOTER



Special Initiatives
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Homepage 
Hot Takes 🔥



Scandalous Truths About Homepages

● It may not be the most important page 
on your site 

● It is a political football — for all the 
wrong reasons

● If you don’t focus it by defining a 
primary audience, it will fail

● Metadata & structure matters!
● Homepages are not all the same
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Four Pillars of a .edu Homepage

● Brand and message — what do you want people to 

understand about you?

● Content strategy — how will you effectively and 

sustainably convey this?

● User experience — what pathways will you present to 

motivate desired actions?

● Visual design — how do we enhance the content and UX 

and bring the brand to life?



Flexing the Pillars

● What are your top communications 

priorities?

● What are your primary user needs?

● What can you sustainably support 

over time?

● What seasonal or situational 

considerations shift the plan?



Homepage Content Strategy

Proposed Hierarchy Themes & goals
Content Planning 
Criteria

Update 
Frequency

Header
Reinforce key calls-to-action & 
search

● n/a (static) n/a

Brand Statement Hero
Powerful brand statement 
exemplifying key messages. High 
design impact. 

● Key messages 1-2x/year

Audience Pathways

Prominent pathways for key 
audiences including prospective 
students, both degree-oriented 
and non, with clarifying, plain 
language context 

● Primarily static; 
context for 
prospective 
students may 
change with 
admissions cycle

As needed

Flexible Announcement 
Block

Promoting timely or relevant 
resources

● n/a (situational) As needed



Homepage Governance

● Define (and communicate) ownership, roles, workflow

● Build internal relationships to source needed content 

● Define editorial process (e.g. calendar) to guide ongoing 

strategic, audience- and goal- aligned content 

decision-making

● Measure effectiveness and outcomes for ongoing 

optimization and refinement



Homepage Governance

Define process & criteria



Homepage Governance

Tie-in to 
executive 
priorities



Homepage Governance

Reinforce purpose & intent



Homepage Homework

● Think about your institutional and brand priorities (maybe 
review your strategic plan), then review your homepage and 
note how it does/doesn’t support them

● Audit homepage content — news, buttons, copy, etc. — for 
currency, accuracy, relevance

● Do a 5-second test with representative audiences — see what 
their first impression of the homepage is

● Plan out short-term and long-term enhancements


